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Abstract

Managing Our Margins: Women Entrepreneurs in Suburban New Jersey

by Kimberly A. Reed

Adviser: Professor Cynthia Fuchs Epstein

Women constitute a growing proportion of small entrepreneurs in
the United States. How do women establish themselves as business
owners in a country where entrepreneurship is traditionally associated
with male leadership? How have women adapted to new roles as small
firm owners? Drawn from the narratives of women who own small firms in
suburban New Jersey and New York City, the findings of this study
challenge popular assumptions about women entrepreneurs in the United
States, for example that women are more important employers than large
Fortune 500 corporations, that women become entrepreneurs to achieve
flexible child care, and that there are distinctive managerial styles caused
by essential gender differences. Small business ownership does not
guarantee high incomes or more personal time for children and
households, but women owners in suburbia nonetheless report
satisfaction rather than conflicts in their management of mulitiple roles.
The New Jersey Association of Women Business Owners supports

individuals as they establish and strengthen entrepreneurial identities.
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Members learn cultural norms and strategies for making connections with
other business owners, reinforcing their confidence and optimism in the
face of difficult competition. Individuals are attracted to a women’s
association in part because they are referring their identities to an
established group representing both women'’s collective interests and the
aspiration of individuals to achieve higher status through participation in
market processes. The woman entrepreneur as a public figure also
legitimates women’s risks of resources when they choose seif-
employment. The findings of the dissertation emphasize that while
women achieved new goals in business, even educated middle class
women have not overcome economic and social restraints that leave the
majority of them to manage on the small scale margins of the economy.
Based on depth interviews and field observations conducted from 1991 to
1993 among members of voluntary business associations, the study is

supplemented by association publications and census data.
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Chapter One: Introduction

Women constitute a large proportion of small entrepreneurs in the
United States. By 1992 they owned approximately thirty-five percent of all
sole proprietorships, an increase from an estimate of less than five
percent in 1972.' Women represent six out of fifteen million small
businesses. Women-owned small businesses employ twenty-four percent
of the private labor force, compared to fifty-three percent of the private
labor force employed by all small businesses.? Drawn from the narratives
of women who own small firms in suburban New Jersey and New York
City, the findings of this study challenge popular assumptions about
women entrepreneurs in the United States, for example that women are
more important employers than large Fortune 500 corporations, that
women become entrepreneurs to achieve flexible child care, and that
there are distinctive managerial styles caused by essential gender
differences. In sociological studies of the ideological beliefs and practices
of small business owners, cultural boundaries are usually construed as
ethnic or class based in origin (Aldrich and Waldinger, 1990; Bonacich
and Light, 1988; Butler, 1991; Park, 1997). Little is known about middle
class women making a living outside paid employment and independent
of traditional family firms managed by men. How do women establish
themselves as business owners in a country where entrepreneurship is

1
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traditionally associated with male leadership? How have women adapted
to new roles as small fiims owners?

The life histories and narratives of women within the experiences of
work, class, motherhood, and social movements, are valuable sources of
sociological knowledge about how women negotiate changes in their lives
(Biggart 1989; Cockburn 1985; Epstein 1988, 1989, 1990; Ginsberg 1989;
Gerson 1985, 1993; Hochschild, 1989; Westwood, 1988).> Through depth
interviews, members of The New Jersey Association of Women Business
Owners reveal how a middle class “‘women’s association” has made
important contributions to changing the social identities of its members
and improving their resources in business. The resources of association
participants include shared cultural understandings, knowledge, beliefs,
skills and information, as well as modest amounts of capital and access to
credit.* Individual women who choose a gender based association as a
reference group (Merton, 1957)° must also maintain their references to the
larger groups of entrepreneurs and capitalists who define the world of
commerce. But many male dominated service associations connected to
the business community have not completely accepted women as equal
members. As an affiliate of the National Association of Women Business
Owners, NJAWBO is part of an association network disseminating images
and information designed to increase the social and political influence of
“the woman entrepreneur’, though smali firms predominate among its

2
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members.

As late as the 1990's, women could not participate as full members
in some of the largest and most influential club-based, voluntary
associations which attract small business owners and other executives,
including the Elks (1995), the Lion’s Clubs, the Masons, and the Rotary
Clubs (1989). Women's auxiliary clubs provided a forum for the
participation of the wives and relatives of male members. Even though
the Chambers of Commerce were open to both sexes, in some states and
localities separate “Women's Chambers” increased in the 1970's and
1980's to help women make connections, lobby and achieve stronger
leadership roles. To undermine sexist discrimination, women'’s groups
have sought changes in federal laws. The public image of a strong,
financially successful entrepreneur has been placed at the center of public
relations campaigns by women's business associations, both the
Democratic and Republican parties, and consumer marketing efforts by
large corporations. While barriers to women'’s participation in the male
dominated small business associations continue to fall, acceptance or
resistance to the equal participation of women in small business circles
remains rooted in local cultural assumptions about gender roles. Women
who choose a gender-based association as one of their reference groups
reveal many of the challenges and tensions that are involved in changing

the sexual status quo in business.
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DEFINING AND SELECTING STUDY PARTICIPANTS

What are "women owned businesses"? The Bureau of the Census
defines a firm as women-owned if the sole owner or at least half the
partners are women. A Corporation is “woman-owned” if 50 percent or
more of the shares are owned by women. Federal agencies define a
"women-owned business" as fifty-one percent owned, controlled
(exercising authority to make policy decisions), and operated by a woman
or women.® The approximate, imprecise definitions used by the
government are the basis for professional research on small businesses.
Business partnerships between husband and wife may still be classified
as "woman-owned" if the majority of shares in a firm are held by the wife.
| use the term "woman-owned" as a measure of women's market
participation, because holding the legal status of an owner is a significant
form of power in the management and disposition of property. Consistent
with the sociological and dictionary use of the term, in this project
entrepreneurship is defined as the risk of capital in the formation of a
business venture (Aldrich, 1989; Bonacich, 1972; Bonacich and Light,
1988; Butler, 1991; Cochran, 1968). A second issue is the social
definition of success. With an average income of forty thousand dollars,
the women in NJAWBO who | interviewed were not wealthy, but middle
class. This finding was consistent with the definition of success
established by Edna Bonacich (1980) and Kyeyoung Park (1997) in their

4
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respective studies of Korean small business owners.” “Success” in the
small business world is equated with survival and modest growth.

This study is based on several strategies of inquiry: (1) observation
of the New Jersey Association of Women Business Owners (NJAWBO)
local chapter meetings, (2) in-depth focused life history interviews with
thirty-two women who own independent businesses in New Jersey, and
three women in New York City who belong to the Women's Economic
Development Corporation (n=35), (3) twenty-four informant interviews, of
which | used nineteen (19+35=54), (4) historical analysis of social and
economic structural change in the United States since 1970, (5) analysis
of NJAWBO chapter newsletters and publications, (6) analysis of U.S.
Department of Commerce reports derived from Census and IRS data, and
(7) analysis of National Foundation for Women Business Owners reports
and press releases. The nineteen informant interviews consisted of
unstructured conversations over dinner or lunch, usually at public events
such as meetings or conferences.

My first challenge as a field researcher was to find people who
were willing to participate in open ended, face to face interviews. In 1992
| became a participant observer in the New Jersey Association of Women
Business Owners, an organization of roughly one thousand members
organized in thirteen county chapters divided in three geographical
regions. The members of NJAWBO do not share a unified geographic

5
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community, but they do share a common suburban culture. Over a two-
year time period, | attended chapter meetings in north, central, and
southern regions, including Union, Middlesex, and Northern Monmouth
chapters. | also received the NJAWBO newsletter.

| collected my interviews in two ways: (1) At random, | called every
fifth name in the Union and Middlesex chapters of NJAWBO listed in the
NJAWBO Membership Directory (1991); this accounted for more than one
third (14) of the depth interviews conducted. (2) During my participation in
meetings and in conversations with small business owners, people often
gave me the name and number of someone they knew who owned a
business, inside and outside of NJAWBO. Using this snowball technique,
| made contacts for twenty-one (21) interviews. Quotes from thirty-one
(31) interviews were used in the preparation of this report, based on the
applicability of the material in the interview, and the employer status of the
person who participated. The use of a limited directory and snowball
contact methods was not random, but the directory was a strategic
research tool for entering networks to which | had no other access.

The association provided me with a site for exploring the world of
the woman small business owner (Merton, 1987), in much the same way
the study of one street gang provides a window into the organization of
criminal youth in American society. The state association and its parent,
the National Association of Women Business Owners, also attempt to

6

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



persuade the public and women who aspire to entrepreneurship that
participation in commerce will lead them to stronger social roles and a
better future. Publications are produced and disseminated to support this
purpose, in the form of newsletters, research reports, lobbying materials,
press releases, and web sites. By analyzing the ways in which public
information strategies support the social construction of the woman
entrepreneur, | was able to understand in part why women with little
capital are eagerly embracing the risks of independent business
ownership.

New Jersey is ranked ninth in a list of states ranked by the
proportion of businesses owned by women, and is among the top ten
states with concentrations of all businesses.® New Jersey is situated
between New York City and Philadelphia; both of these cities continuously
host concentrations of women owned businesses that are among the top
ten in the United States (US Census, 1987). The association is a
strategic research site in a state which exhibits both national patterns of
change and a significant concentration of the business owners who
provide the evidence for these findings (Merton, 1987).

Participants in the study are owners of private firms who belong to
or attend voluntary associations of women business owners, either the
New Jersey Association of Women Business Owners or the American
Women's Economic Development Corporation. All the businesses in this

7
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study employ less than fifty people, with a range of zero to forty
employees. This is far below the 100 to 500-employee standard used by
the government to categorize a business as small. Regardless of sex,
most small businesses recorded by the United States Census reports are
comprised of individuals who do not employ others, and report negligible
incomes. | adopted a flexible rule of thumb for my study: the owners had
to derive their primary income from the business (not including the
household income contribution of spouses), work in the business at least
35 hours per week (full-time), and assume responsibility for the
management and executive direction of at least half of its daily operations.
The depth interviews were conducted at the owners’ businesses, allowing
me to explore the terrain of the everyday workplace. The interview
process ranged from forty minutes to more than two hours. | used an

open-ended interview guide [Appendix].

OBSERVER IN THE SUBURBS

The position of the interviewer in the setting is important to
explaining the interaction between women in the study and the reasons
they chose to trust me. During the fieldwork for this study, from 1990 to
1993, | lived in Middlesex County, New Jersey. Middlesex is a densely
populated area containing industrial centers such as Edison, Piscataway,
New Brunswick, South River, Old Bridge and Woodbridge. In 1992 the

8
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population of Middlesex County was 671,780 who occupied 310.6 square
miles of land. Although the county hosts suburban housing
developments, the landscape is shaped by the scars, infrastructure and
architecture of generations of industrial and residential development on
major transportation routes such as Route 1 and lower Route 287. It is
necessary to drive a car if one needs access to commercial sites in the
vicinity of these highways.

My mother and father form a local academic household associated
with Rutgers University. They reside in Highland Park, a middie class
bedroom community sitting on a clay hill above the Raritan River across
from New Brunswick. The identities of "daughter" and "graduate student"
gave me immediate legitimacy when | approached the NJAWBO
Middlesex Chapter. The people | met accepted me as a native of their
suburban world. Like many suburbanites, | was a relative newcomer to
the area. My parents moved to Highland Park at the end of my
sophomore year of college, while | lived in New Brunswick. Returning to
their home as an adult, | assumed the status of a middle class
householder. During my interactions with women at dinner meetings, they
would frequently reinforce my suburban identity by introducing me as a
resident of Highland Park.

i did not own a small business. Thus, | lacked authority about the
operation and management of small firms, but the women in NJAWBO

9
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defined me as a potential owner. | was asked at every event when |
would open my own business and what ideas | had for independent
business projects. They suggested that social scientists can sell
information, writing, public relations, and marketing research services. |
was encouraged to imagine ways to commodify my education and
occupational experiences, to imagine opening a business that would lift
me from the poverty of being an adjunct instructor. Like the women |
interviewed, | could use my resources to establish myseif as a middleman
business owner or a specialty niche trader, service provider or light
manufacturer. This might create a more secure economic position for
myself than that of a proletarianized adjunct instructor or temporary
worker. The members of the association helped me to imagine a “fictive
self” with the identity of a potential entrepreneur in order to participate in
their network. This “fictive self” defined by the business women revealed
to me the disjuncture between market ideology as it shapes a public
position for the woman entrepreneur as a capitalist, and the beliefs of the
association members that anyone, even a penniless graduate student,
could refer to herself as a business owner by adopting the entrepreneurial
narrative and working to make the aspiration a reality.

As | lived and worked in the suburban environment, changes in my
own outlook were also useful in understanding entrepreneurs. My
understanding of the organization of resources and social class

10
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references deepened. | began to consider how my own situation could be
related to the narratives of the women owners. We shared some things in
common. First, financial uncertainty was modified by the recognition that |
possessed resources, which included my family support and graduate
training. Second, | shared a dream of social mobility or class stability
without the domination of direct supervision in wage or salaried
employment. Third, as every middle class person who negotiates market
agreements, from the car loan, lease or mortgage, to the price of a ticket
out of town, | had knowledge of some business practices. Class and
cultural experience create forms of social knowledge that can be applied
to new situations. Although | identified myself as a sociologist throughout
the study, the women | spoke with understood that my graduate education
would deplete my modest economic resources unless | capitalized on it, if
not as a tenure frack professor, then as one of them. Their booster spirit
toward my project and my ambition was affirming, but at times their
conviction in their own market solutions redefined my role. When | finally
joined NJAWBO in 1995 as an associate (friend/student) member, they
listed me as a business consultant.

Suburban life is organized around sites of consumption,
supermarkets, malls, and downtown shopping districts in old town centers.
Whether shopping for a house, car, personal service or mall sale bargain,
the ability to interpret and negotiate resources as monetary or cash

11
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equivalents in exchange relationships is a fundamental social skill that any
suburbanite must practice. Middle class adulthood is sustained by many
small calculations, of credit, interest, mortgage, and other measures of
abstract value related to purchases and consumption pattermns. How one
manages these calculations is also a measure of success.

When a chapter officer offered me a ride to a local meeting, |
assumed that the purpose was to discuss my project. She arrived in a
recently purchased, four door Mazda sedan with white leather interior.
Our entire conversation consisted of a tour of the vehicle’s features,
including a mobile cell phone. Although it was expensive, she felt that she
had earned it, and she was showing off one of the spoils of her good
credit rating. Significant amounts of time during her working day were
spent driving around the state visiting clients and potential leads, people
doing small jobs for her projects, and attending NJAWBO and Chambers
meetings. The automobile is a work site, and its comforts and limitations
are intimate features of doing business. New technologies make it
possible for individuals to do business on the road or on the sidewalk, but
the women | spoke with valued their separate office spaces and
sometimes the privacy of their cars as backstage sites in which work and
the presentation of self could be organized (Goffman, 1959). My field
research helped me to ascertain the business women's definitions of the
situations and ideas they encountered . | investigate the reasons women

12
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give for their choice of business ownership, the social and material
resources they use to sustain their enterprise, how they interpret their
employment experience, their use of voluntary associations, the ways in
which they organize their responsibilities to their children and households,

and their attitudes toward government.
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Chapter Two: Characteristics of Women In the Study

Many small business owners aspire to belong to the reference
group of wealthy entrepreneurs who represent success. The leaders
within the New Jersey Association of Women Business Owners represent
diverse paths to entrepreneurship. The association exhibits a high degree
of tolerance for differences in age, wealth, and social capital among its
members. The association gave me access to its influentials, well
spoken, established individuals to whom | could refer, deepening my
understanding of the association. | was fortunate to interview two state
presidents, two local chapter presidents, two chapter officers and a former
local chapter president. Their encouragement and endorsement softened
the way for my approach to other members of the association. These
activists were embedded in other business networks in their state and
region, especially the Chambers of Commerce. The details of their
biographies distinguish the study from other research on women
entrepreneurs. | compare the characteristics reported by study

participants with the national averages published by the Department of

Commerce in the 1987 Characteristics of Business Owners.'
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SIX LEADERS

Profiles of six popular leaders in different chapters highlight both
changes in the history of women’s roles in business and the acceptance
of diversity in chapter leadership. Barbara, Ellen, Donna, Shannon, Tina
and Andrea are fictitious names, but their stories are biographical and

factual.

ELLEN, BY HER BOOT STRAPS

In 1992, at the age of thirty-three, Ellen was the President of a
large, central New Jersey chapter. She owned a corporation specializing
in staff recruitment, in which she worked up to seventy hours per week.
After six years, she employed eighteen workers. Although Ellen dropped
out of the local state university, her business experience is extensive,
having started in her late teens. Ellen attributed her life long desire to own
her own business to the stresses of helping her immigrant mother
negotiate a divorce from her father. Ellen became convinced that her
mother received an inadequate child support and alimony settlement, and
she swore to become an attorney or someone with enough money to
protect herself. At the time of our interview, the support and security of
her family were paramount concemns. Ellen’s two young sons, one
seventeen months old and another five years old, were cared for by a full
time nanny. Ellen’s husband worked in her corporation as a Vice

17
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President, and they enjoyed a supportive relationship. A Republican and
a self-identified conservative, she worked hard to influence and educate
the political views of chapter members. Under her leadership, her chapter

hosted local politicians as speakers.

DONNA, FAMILY BUSINESS MBA

Donna was thirty-two years old in 1992, newly married for one year
to a young Christian minister, and childless. Donna's office was located in
the former den of her suburban home. At the beginning of her
entrepreneurship, she worked eighty to ninety hours a week, whenever
she wasn't sleeping. In 1992 she worked fifty-five hours a week, and
managed two employees. The daughter of a family in the same industry,
Donna was socialized to assume a leading role in her family’s small
business, designing marketing programs, plans and research projects in
regional service markets. She was raised with the expectation that she
would take over the firm. Her father trained as an artist, but he became
an entrepreneur to support his household, while her mother worked as a
secretary. Donna worked for other businesses large and small in similar
industries before turning to entrepreneurship. Her first business
independent of her family failed; at the time of our interview, her second
sole proprietorship was two and a half years old. Donna earned an MBA
from the State University, and was educated about economics and

18
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business organization. She believed that her last employer was unethical
because he worked for competing clients and lied about it. Donna was
also very uncomfortabie when a clique in the organization forced the firing
of the only black employee after manipulating and scape goating him in an
internal office dispute. She held a low opinion of her former employer, but
regarded most people in her industry as worthy of her respect.

A regional representative within NJAWBO, Donna was thoroughly
professional, knowledgeable, and comfortable with herself. She was
active in her church, voluntary and industry associations, including the

Chambers of Commerce.

TINA, SELF-MARKETER

Fifty one year old Tina survived the downturn of 1989 to 1992 by
shedding her three employees and moving from a professional building on
the highway back into a small office in her home. In 1992, after eleven
years in the advertising and marketing business, she employed one part
time worker and one worker on a project basis. One of her employees
was a struggling entrepreneur who worked for Tina while she tried to raise
capital for her own projects. Tina worked seventy to eighty hours per
week for her business. A former school teacher, Tina served as an officer
in her local NJAWBO chapter. She opened her business during a period
of unemployment, after resigning from a local corporation because of
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dissatisfaction with management. Tina was happily married to a corporate
manager, whose income provided support while she struggled to build her
client base. Her two children were adults, thirty and twenty-seven years
old, who no longer resided with the family. Tina admits that it was hard for
her to work while they were children because of the expectations of her
family that she should be a full time mother. Her parents were upper
middle class, conservative Jews. They expected Tina to devote herself to
being a full time housewife. She is proud of achieving an independent
career. Tina is highly respected and well known throughout NJAWBO.
She is adept at marketing her “self’ through business associations and
frequently refers to her life history as a common touchstone for women'’s

lives.

SHANNON, SUPPORTING HER LIFESTYLE AND CHILD

At the age of forty-five, Shannon was the leader of a small,
southern chapter of NJAWBO. She rose through the ranks to achieve
state office within the association. As both salesperson and service
provider in her business, she traveled throughout the state, working up to
sixty-five hours per week. The impetus for becoming self-employed was a
sexual harassment experience with a former boss. After a painful divorce
and becoming the sole support of one child, Shannon became self-
employed after a long period of trying to establish a career. At the time of
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our interview, Shannon'’s twenty-two year old daughter was a college
student who resided out of state, and also belonged to NJAWBO as an
associate member. Shannon is a lesbian, but she does not reveal her
sexual orientation to clients. The other members of her chapter are aware
of her sexual orientation, and there is at least one other “out of the closet”
member of her chapter. In 1992 Shannon’'s one employee was a young
welfare mother trying to work off the books while she searched for a way
to support herself and her child. Their relationship was friendly, and
Shannon interpreted her employer role as helping a good person to
survive. Shannon was a self-described liberal, a feminist, and a lifelong
member of the Democratic party. She holds a Bachelor's Degree from a
City University college. Her desire to have a government which is
supportive to both women's rights and gay rights motivated her to
participate in the National Organization for Women, as well as local
service associations. Shannon served as State President of NJAWBO,

and today she continues to be a prominent organizer.

ANDREA, BEYOND CORPORATE MANAGEMENT

Andrea was a corporate manager with a major telecommunications
corporation prior to opening a business. In 1992 she was forty years old,
divorced and childless, but living with her female business partner. Her
business was seven years old, and employed one full time and four part
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time employees. She dates men when she has time. Andrea grew up in
a lower middle class southemn family. Her father worked as a specialty
cook and her mother was a housewife. She went into business for herself
because she was tired of corporate reassignments and having no control
over employer demands. During her corporate employment, Andrea was
always planning for her future by taking courses. Andrea achieved an
MBA from a local private university. She participates in several voluntary
associations, marketing herself through organization networks. Andrea is
an issue-based Republican, socially liberal but fiscally conservative. She
served as a state president of NJAWBO and sat on the board of directors

of the National Association of Women Business Owners.

BARBARA, THE NEW GRADUATE

In 1992 Barbara was single and twenty-seven years old. A
graduate of an elite, private college, she was the president of a large
northern chapter. Barbara is one of a new generation of women in
business who have never known the absolute barriers to women'’s
leadership that were common less than twenty years ago. She was
childless, although she wanted to be married and raise at least two
children. Barbara went into business for herself through her affiliation with
the northern chapter of NJAWBO. She began attending meetings while
she was still employed by another small business owner, who left her in
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charge of processing orders while he traveled. At first, in anticipation of
marrying and having children, she wanted to own a home-based
business. As she learned more about business through NJAWBO, other
business owners became clients and credit references, and her goals
changed. Barbara continued to work in a local firm while she established
her business. Her father was a small business owner, and her mother
was a teacher. Barbara continued to live with her parents, who lent her
the money to open her own business by taking a second mortgage on the
family home. She put in fifty to sixty hours a week in her new business
service firm. Barbara reported that she was always a well organized,
analytical person, but business ownership required her to become more
diplomatic and less defensive with other people. Barbara worked closely
with one full time employee of the firm, a woman in her twenties who she
treated like a partner. Her family members are Democrats, and Barbara
spoke at length about protecting a woman's right to choose an abortion as
a motivating political issue. Nonetheless, she was a strong proponent of
traditional gender roles within the family, and she aspired to give up
business and volunteer full time after marriage. Barbara eventually went
out of business in 1996, and took a position as a salesperson with a large

telecommunications corporation in another part of the country.
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Table 1. THREE ASSOCIATION LEADERS, STATE OR REGIONAL LEVEL

Characteristics Shannon Andrea Donna
Position President President Regional VP
Business Insurance Investments Marketing
Age in 1992 Forty-five Forty Thirty-two
Marital Status Divorced Divorced Married
Children One None None
Employees 1 5 2
Years in Business 12.50 7.00 2.50
Personal income $30,000.00 Not Reported Not Reported
Business Gross $62,000.00 Not Reported Not Reported
Hours 65 per week 60 per week 60 per week
Highest Education B.S. Phys. Ed. M.B.A/C.P.A. M.S. Marketing
Table 2. THREE ASSOCIATION CHAPTER OFFICERS
Characteristics | Barbara Ellen Tina
Position President President PR Chair
Business Typesetting/Design | Human Resources Public Relations
Age in 1992 Twenty-seven Thirty-three Fifty-one
Marital Status Single Married Married
Children None Two, 5yrs, 177 mo. | Two, both 21+
Employees 1 18 2
Years in Business | 5 6 11
Personal Income Not Reported $80,000.00 $49,000.00
Business Gross $162,197.00 $850,000.00 $300,000.00
Hours 50-60 per week 70 per week 70 per week
Highest Education | B.A. Psychology H.S. B.A. Education
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The suburbs are not the uniform social landscape that we might
assume when confronted with popular images of the nuclear family ideal
(Stacey, 1990). Six women, including three mothers, one married with
young children, one divorced with a grown daughter, and one married with
grown children, along with three childless women, one single, one married
and one divorced, were able to achieve leadership positions in their local
NJAWBO chapters. The chapters rewarded the voluntary participation of
these women, regardless of social status issues such as family,
household structure, or level and prestige of education. The members of
the New Jersey Association of Women Business Owners represent a
middle class civic culture that seeks to reward individual initiative rather

than strict conformity to corporate or patriarchal ideals.

THE NATIONAL AVERAGE COMPARED TO THE STUDY

How well does the non-random sample of women owners who
participated in this study fit the known characteristics of the national
surveys of women owners included in the Department of Commerce data?
| compare the characteristics of study participants with findings reported
by the Department of Commerce in the 1987 Characteristics of Business
Owners.? This report is based on a survey of businesses taken from the
Internal Revenue Service and economic census records. My sample data
are based on a questionnaire given to thirty-five women who were
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interviewed in person. The women who participated in the study were
asked to return the completed survey by mail. Sixteen questionnaires
were returned. Each question had a different number of individuals
reporting the requested information. In addition, some of the description
data was culled from the depth interviews on tape or transcript. [ tried to
retrieve as much information as possible for descriptive purposes. The
informant interviews conducted at dinner meetings and events were not

structured sufficiently to include in the descriptive comparison.

BUSINESS DISTRIBUTION AND INCOMES
INDUSTRY

Twenty-seven of the women | interviewed owned service
businesses, two women owned financial service or planning firms, two
owned retail stores, two women owned design and construction
businesses, one woman owned an exporting business, and one woman
was a manufacturer. The distribution among the study participants is

illustrated by the following, Chart 1:
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INDUSTRY DISTRIBUTION OF 35 BUSINESSES

N = 35 (1992-1993)

D Services 77% . Financial 6%
l Retail 6% . Construction 6%
. Manufacture 3% . Export 3%

This pattern reflects gender clustering and stratification in
industries. In 1987 service industries accounted for fifty-five percent of
women owned businesses, but only twenty-two percent of total receipts
for women owned businesses. The next largest concentration was in
retail trade, with nineteen percent of firms and thirty-one percent of
receipts.® A random survey of 8,000 small businesses in New Jersey,
conducted by the Bank of New York in 1994, found that fifty-four percent
were service businesses, and twenty-four percent were retail businesses.*

Men start businesses in the same opportunity niches that women do, but
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women start few businesses where men have been predominant, high
technology, manufacturing, engineering and skilled trade firms. These
patterns reflect the clustering of gendered individuals, not absolute

segregation.

BUSINESS TYPES

As noted above, most businesses are sole proprietorships,
unincorporated small businesses. In the study forty-six percent of the
business owners manage sole proprietorships, thirty-seven percent
corporations, and seventeen percent partnerships. This distribution is
more evenly distributed than the national survey sample, in which ninety
percent were sole proprietors, four percent were partnerships and six
percent were subchapter S corporations.® In the “S” form of incorporation,
the owner’s income and business income are taxed as one sum. For
example, if the corporation earned one hundred thousand dollars, that
corporate income would also be the owner’s income on a federal tax form.
In a classic “C” corporation, the income of the business is taxed as a
separate legal entity, apart from the individual incomes of owners and

managers.

YEARS IN BUSINESS

Women in my interviews report that they have, on average, six
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years invested in their present business. This indicates stability and
experience among the members of the New Jersey Association of Women
Business Owners. Among the sole proprietors in the national survey
eighteen percent were in business five to nine years. The modal category
was one year or less, twenty-four percent; two years equaled fifteen
percent, three to four years equaled thirteen percent. The numbers drop
to eight percent in business ten to fourteen years, five percent have fifteen
to nineteen years, three percent have twenty to twenty-four years, and
four percent have twenty-five or more years.® While the study average
matches the largest percentage over one year in the national survey, as |
discuss elsewhere in this chapter, the Department of Commerce figures
include more new business owners and less well educated individuals

who earn low incomes.

INCOME

Out of fifteen people reporting their individual incomes, the average
income was $40,000. with a range of $6,000. to $100,000. This sample
statistic fits the national data for household income, which indicates that
women in NJAWBO are better off financially as individuals. The modal
household income for women business owners in 1987 was $25,000 to
$49,000. dollars, which accounted for thirty-five percent of the distribution.
The bottom of the national survey was larger than the top; twenty-three
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percent of reported incomes were over $50,000., and thirty-five percent
report incomes under $24,999.7 Women business owners are middle
class, and the women in this study are not among the wealthiest elites in

New Jersey.

BUSINESS RECEIPTS

A statistic that is closely related to income is the gross receipts of
the firm, from which the owner takes a percentage or a fixed salary. The
fifteen women who answered the income question do not match the
fourteen women who reported their business gross receipts. The modal
category of business gross receipts was $51,000. to $100,000, with five
respondents checking this category. The average reported gross was
$466,544.79, with a range of $20,000. to 2 million dollars. Three women
reported gross receipts of $101,000. to 500,000. One woman checked
the $501,000. to 1 million category. Three women reported gross receipts
of over one million dollars, and two women reported receipts of under
$50,000. Three women reported taking fifteen to twenty percent of their
business gross as a salary, but they refused to define their gross. Income
and receipts indicate a middle class economic base among the sample.

Members of the New Jersey Association of Women Business
Owners maintain cultural norms that safeguard individual privacy. Women
invest labor, time, energy, and pride in their businesses. Asking an
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individual to name her income is like asking for the price of her wedding
ring. Advertising one's income is not done, because it immediately
intrudes class stratification into an association committed to the equal
participation of all individuals in the market.

Why did | receive only fourteen responses to the business gross
receipts question? More affluent women report their business gross
receipts as a measure of their success. Some women may be reluctant to
report such modest middie class incomes. Another possible explanation
is that income information is salable to mailing list services and marketing
research firms. Women owners may be protecting their financial status as
a safeguard against solicitation. | was asked more than once if | could
assure participants that the information | collected would not be sold or
used in consulting projects.

A different setting for discussing business success confirmed the
importance of income in defining social leadership. When | interviewed
the President of the American Women's Economic Development
Corporation in New York City, she proudly advertised a million-dollar
round table for women's business development. The members of the
round table are treated as a resource for the rest of the organization, as
well as a distinct group with its own developmental strategy needs. The
achievements of the round table members, measured by business
income, are used to define leadership rather than mark social distance or
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exclusiveness.

HOURS

The average work week for the women interviewed consisted of
fifty-five hours per week, with a range of twenty to eighty hours.® Due to
a failure by the Department of Commerce to distinguish employer firms
from all self-employed individuals in the calculation of average hours per
week, it is difficult to compare the study with the national average. Only
eleven percent of the national survey worked fifty to fifty-nine hours per
week; five percent work sixty to sixty-nine hours; four percent work
seventy or more hours per week. Assuming that a full time work week is
at least thirty-five hours, eight percent work thirty to thirty-nine hours; nine
percent work forty hours; and nine percent work forty-one to forty-nine

hours.? Overall, the number of hours reported was lower than | expected.

EMPLOYEES

Only one quarter of all businesses in the United States employ
anyone in addition to the owner. A business is categorized as small if it
employs under 100 people (U.S. DOC., 1978). Less than 1 million of the
4 million women-owned businesses in the 1987 Census had paid
employees. Three-quarters had fewer than 5 workers (78%), thirteen
percent employed five to nine, and only nine percent employed ten or
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more.'® We can characterize the women in this study as micro-employers.
The average number of employees for the twenty-seven women owners
responding to the question is six, with a range of zero to forty-nine.

Twelve women in this sample, almost half, report employing three or fewer
workers. The sample statistic average appears to be higher than the
national average because of two outliers employing more than forty-five

people.

PERSONAL CHARACTERISTICS
AGE

The average age of women in the study was forty-three years old,
with a range of twenty-eight to sixty-five years. This matches the modal
category of age for women owners in the United States. According to the
U.S. Department of Commerce, in 1987 only three percent were under
age twenty-five; nineteen percent were 25 to 34; twenty-nine percent of
women owners were thirty-five to forty-four years of age; twenty-two
percent were forty-five to fifty-four years old; sixteen percent were fifty-five
to sixty-four; and eight percent were over age sixty-five."' This age
distribution reflects the prime working years in an adult’s life. Women
owners are not retirees seeking to supplement income; neither are they

young women waiting to start careers or families.
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LEVEL OF EDUCATION

Study participants were highly educated. Sixty percent of the
women interviewed had achieved Bachelors Degrees, twelve percent
.possessed Masters Degrees, seventeen percent were high-school
graduates, and eleven percent did not report their education. In contrast,
the national survey included more high school graduates, thirty percent,
while eight percent did not graduate from high school, twenty-one percent
had some college education, and eighteen percent graduated from
college. Sixteen percent possessed graduate degrees, and seven
percent did not report their education.’> My findings are strongly biased
toward the views of educated, active women. Educated women may be
more likely to seek the support of a business association. Chart 2

illustrates:

EDUCATION OF 35 WOMEN
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MARITAL STATUS

Among the women interviewed there were more divorced and
single women than the national survey. Fifty-four percent were married,
twenty percent were divorced, twenty-three percent were single, and three
percent were widowed. One of the divorced women and two of the single
women privately admitted being lesbian, nine percent of the sample. In
the national sample seventy percent were married, nine percent never
married, twelve percent divorced or separated, six percent were widowed
and two percent did not report their marital status.” The disparity in these
percentages suggests that the New Jersey Association of Women
Business Owners may attract single and divorced women seeking a
support and resource base outside the traditional family. While married
women need social support and information, the association also provides

an outlet for finding friendships.

RELIGIOUS SELF AFFILIATION

The modal religious self affiliation of the women in this sample was
Protestant, but the distribution of affiliations was almost evenly distributed.
The sample was thirty-four percent Protestant, twenty-nine percent
Catholic, twenty-six percent Jewish, three percent nondenominational
Christian, and nine percent reported no religious affiliation. There is no
national comprehensive data with which to compare the study findings. |
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can only speculate that the majority of women business owners are
Christians, mirroring the general population. The settlement patterns in
suburban New Jersey included waves of upwardly mobile post-World War
families from New York City, including large numbers of Catholics and
Jews. This may account for the even religious distribution in the sample.
Many ethnic and religious groups are not represented in this study.
Within the national sample, eighty-six percent were born in the United
States. In my study thirty-four out of thirty-five women interviewed were
native born. People of Buddhist, Muslim and Hindu faiths are recent
immigrants to suburban New Jersey who tend to join ethnically based
associations. The entire non-random set of interviews in the study
included only two native born, African American women. The distribution
of such a small number is simply descriptive of the findings of this project

in predominantly white suburbs.

CONCLUSION

The women in the study sample are better educated and more
affluent than the national profile of small business owners. These women
use their middle class resources to establish themselves as independent
owners, creating autonomy for themselves and resisting the structural
shifts that lead to the proletarianization of service and support work. Over
fifty percent are married, but forty-three percent of the women in this study
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are single, and ninety-one percent are heterosexual. They work long, but
reasonable hours in their businesses. On average they employ less than
ten employees, and more than two thirds employ less than five. They are
not representative of an elite, leisure class or absentee franchise owners.
Several years of experience contribute to the stability of their businesses.
Their incomes are modest, but they live in the middle class, as measured
by their incomes and suburban residences. They are working capitalists,
building their enterprises on the opportunities created by the recent

expansion of the economy.
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Chapter Three: Theories in the Sociology of Entrepreneurship

A woman must identify herself as an entrepreneur, referring to groups
of independent business owners who define and socially establish who a
business woman is, how she should act and what her social interests might
be. The social establishment of a business first involves the personal identity
of the owner and business formed through interaction. Second, social
establishment takes place in ethnic, class or professional networks which
support the business, both in its market position and in its role in the
community. Third, the collective affiliation of similar businesses influences
the social establishment of new businesses through the power of
associations and industry groups. The sociology of entrepreneurship has
focussed almost exclusively on the second aspect of social establishment,
ethnic, class and professional ties which explain the structural position of
categories of small businesses and the relative success of particular ethnic
groups. By addressing the formation of individual entrepreneurial identities
among middle class club women, this dissertation makes a contribution to
the sociology of entrepreneurship, including an investigation of the role of
association in the establishment of women'’s entrepreneurship as a political

and cultural phenomenon.
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THE ENTREPRENEURIAL SELF

Theories of identity and group processes are at the center of the
relationship between sociological and psychological theory. William James’
(1890) theory of the “social self” accounted for the formation of potential
selves or identities through the individual's references to various social
groups and individuals. A woman has as many selves as there are groups
to which she seeks to belong. Charles Horton Cooley (1902) wrote that a
“self-concept” developed through an internal dialogue in which the individual
imagined how others would interpret and interact in a situation. According
to Cooley, the individual developed a selective affinity to groups outside of
his or her immediate social environment based on social imagination.
Through social imagination, the individual and society continuously remake
each other in an ongoing process of communication and change.! George
Herbert Mead (1934) claimed that the genesis of the self is in our ability to
play the parts of others and to respond to our own role playing. Mead’s “self”
develops through multiple roles into a generalized other, assimilating reality
to its own needs, and thus establishing a regular pattern through the process
of adjusting to the social world. Sociological imagination involves individual
emotion and interaction in developing and sustaining a self-concept.

Drawing on Samuel Stouffer’s research findings about the reference
groups of American soldiers (Stouffer, 1949), Robert K. Merton criticized
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Mead for failing to offer a systematic, empirical analysis of the structural
conditions under which the individual selects and orients the self to out-
groups, or those to which he or she is not a member.?2 Merton (1950, 1957)
synthesized social psychological “reference group theory” with sociological
theory by looking for the limited range of structural conditions that would
explain individual choices of reference groups.* Explanations of individual
behavior are systematized in relation to “the values or standards of other
individuals and groups as a ...frame of reference” (Merton and Kitt, 1950).
Reference group theory offers “middle range” explanations for individual and
group behavior, by focussing on the ways individuals relate their identities to
particular groups in order to pursue goals such as normative values of
success. The historical development of particular professional roles and
statuses can also create new reference groups. Thus in 1965 it would have
been unusual for an ordinary working woman to say that she was planning
to become an entrepreneur, but by 1985 such a claim would have been
common.

The strategic interests of women entrepreneurs do not necessarily
correspond to one set of values or goals; ethnic and class experiences
shape the economic strategies of men and women. But the social
psychological insight that individuals orient themselves to groups outside
their familiar frame of reference in shaping their behavior and evaluation
helps to explain the formation of entrepreneurial selves by middle class
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suburban women who have established prior work histories as employees,
but little experience as independent deal makers. Contrary to McLelland
(1961) and others who have tried to describe a psychological and behavioral
orientation toward achievement as the cause of entrepreneurship, this
dissertation examines women’s entrepreneurship as developing in
relationship to the groups women participate in and refer to in forming
entrepreneurial identities. This allows us to examine entrepreneurship in
cultural context without attributing universal motives, values or psychologies
to business women.

The business association as a reference group for personal identity,
and as a source of reference individuals or role models, establishes an
affinity between the individual's experience in her environment, her self-
concept, and the larger societal framework of meanings built around
entrepreneurship. Smaller, informal relationships form through interaction
in the association; these become the basis for temporary and spontaneous
interactions which affirm and shelter individual identities within the normative
boundaries established by the larger collectivity. Association helps each
member to adjust to who she is, while maintaining the image of the woman
entrepreneur as a successful cuitural role to be valued and pursued.

Someone who thinks that she would be a good entrepreneur begins
to imagine what entrepreneurs are like, how one should act and respond.
The individual refers the self to other individuals and groups identified as

43

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



entrepreneurs to help her develop an appropriate self-concept and social
role. The businesswoman develops a personal investment in the definitions
and norms she interprets when she interacts with entrepreneurs or group
members who function as reference individuals. These reference individuals
act as role models for individual performance, and as people who affirm her
identity as one who belongs among them. The woman business owner can
relate to reference groups of entrepreneurs and capitalists who shape the
public definitions of who belongs in their company and how shared group
interests are defined. The individual may only be aspiring to the role of
entrepreneur, or having achieved independent firm ownership, she may
aspire to a higher economic and social class status than the one to which

she belongs.

DOMINANT FRAMEWORKS: CLASS AND ETHNICITY

Middle-class women in the predominantly white “mainstream” of
America learn how to do business by living and working in environments in
which exchange and value are socially negotiated, and entrepreneurial
strategies are touted as solutions to social and economic limitations.
Theories about business formation that emphasize individual virtue, thrift,
and the just returns of hard work have been characteristic middle class
American standards. From Benjamin Franklin’s Autobiography (1722) and

Poor Richard’s Almanac (1733), to Horatio Alger's Ragged Dick (1868) to
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Sam Walton's Made in America: My Story (1992), American biography and
fiction emphasize the individual's triumph over the status barriers of poverty
and class through the pursuit of self-interest in the market.* These popular
works appeal to individual aspirations for social equality and mobility.
Despite the need for social groups which define a common perspective, most
Americans resist the idea that collective processes shape their options. The
language and conceptual framework people offer to make sense of their
actions as entrepreneurs come from the ideology of individualism.
Individualism is a set of ideas that explain a person's success or failure in life
as a result of the sum of their personal choices, use of individual talents, and
virtue measured by invention and hard work. [n the narratives of authors
espousing individualism, the “self” is an outcome of rational reflection upon
experience, mediated by conscience rather than natural drives or innate
forms of mind.

In contrast to the culturally embedded ideologies of small business
owners, the theoretical frameworks of sociology have developed from the
economic class and status theories of Karl Marx, Max Weber, and Joseph
Schumpeter. Models derived from these classical theories have not
accounted for the entrepreneurial activity of women independent from
economic class, the patriarchal family and ethnic businesses. From
European Protestants in the sixteenth and seventeenth centuries (Weber,
1925), to Asian families in twentieth century North America (Bonacich and
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Model, 1981; Park, 1997), the sociology of entrepreneurship argues that
business formation is a response to social disadvantage, economic insecurity
or structural stresses, which push individuals in subordinate ethnic, racial,
class or gender groups to risk small amounts of capital in the formation of
firms in niches that are undesirable by dominant classes. By generating
capital through small enterprise, the group improves its collective status,
even rising to dominate other status groups.

Gender and the cultural intertwining of class with gender are not well
developed themes in the sociology of entrepreneurship. Status-based
theories which use ethnicity and economic class as research categories may
not entirely account for the behavior of women entrepreneurs. A handful of
scholars is attempting to study women entrepreneurs in the American
economy, and this topic has begun to engage serious theoretical
consideration (Aldrich, 1989, 1995; Biggart, 1989; Dolinsky, 1993, 1994;
Greene, 1995; Loscocco, 1991,1996). In classical theoretical frameworks
derived from Marx, Weber, or the more recent network paradigm, gender is
regarded as a class comparative category, rather than an embedded and
interpreted identity through which individuals signify a position in the social
structure. Classical theories which focus on macro-structural economic
relationships between class or ethnic groups defined by male headed
households do not examine social constructions of sex difference, an
omission which Joan Acker attributes to the “intellectual sexism of
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stratification studies.™

Significant cultural and class differences among women contribute to
their employment choices and self-interpretations. By examining gender only
as a unified status category, theories about inequalities between men and
women in the social stratification of the economy lose sight of individual
agency, the cultural construction of gender and market relations, as well as
the negotiation of different kinds of identities in the individual's life. While the
expansion of service industries have created new opportunities for business
formation, women's entrepreneurship may reflect increased opportunities for
economic action independent of the social control of the family or
corporation, not a response to collective limitation. Women have a much
wider range of reference groups to organize their identities and practices.
The boundaries of structural and social constraint that once kept experienced

businesswomen in subordinate support roles have changed.

KARL MARX AND CRITIQUES OF WOMEN'S PETTY CAPITALISM

In the Marxist perspective the expansion of small business classes
occurs because of large scale economic structural changes beyond the
control of individuals. Women are dominated in a set of impersonal
structural conditions that reinforce their class subordination (Engels, 1884).
Erik Olin Wright reported that one third of men in Sweden and the United
States hold class positions directly benefitting from systems of class
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exploitation, including employers, managers and experts, while only one fifth
of women are in such positions (Wright, 1985).” In a report about middle
class women entrepreneurs, we might expect to find individuals who are
defending their property and class status against the economic forces
eroding their bases of income.

In the “Theory of Concentration and Expropriation” in Volume One of
Das Kapital,® Karl Marx argued that the concentration of production and
capital investment in large scale capitalist enterprises cheapens labor as a
commaodity and drives small scale producers out of the market. Large scale
industry accelerates the expropriation of the surplus value of labor. By
employing individuals performing clerical, service, or administrative support
work in small firms, business owners organize the bottom of the labor market
for the benefit of a power structure that is undergoing a period of
transformation in the social relations of production. The appearance of small
producers would logically indicate that large businesses are subcontracting
in order to lower their labor costs. If we apply this model, women owned
businesses accelerate the surplus expropriation of service labor by
organizing small firms that are dependent on contracts with larger
corporations, or these firms are located in the less profitable areas of the
market.

A shrinking number of white collar jobs and lower level positions
combine with deindustrialization in the economy to create downsizing and
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subcontracting patterns (Beechey, 1987; Glassford, 1990; Harvey, 1989;
Pollert, 1988; Piore and Sable, 1984; Piore, 1988; Rubery, 1989; Steinmetz
and Wright, 1989).° Social scientists argue that women are more likely to be
displaced or unemployed during restructuring processes because they are
employed in lower wage or salary jobs, often defined as support or service
positions (Beechey, 1987; Bluestone & Kuhn, 1987; Rubery, 1989)."° The
structural disadvantages of small service businesses reinforce women's

subordination in the economy and society.

WEBER, CULTURE AND STRUCTURE

In his classic study of early Protestant capitalism, The Protestant Ethic
and the Spirit of Capitalism (1930), Max Weber argued that cultural values
and ideas act as guides for action when people organize their economic
activities (Weber, [1904], 1989; Swidler, 1986). Early Calvinist ideas
emphasized asceticism and self discipline. Entrepreneurial capitalism
strengthened and freed the evangelical Protestant minorities from the
domination of the landed aristocracy. Max Weber wrote that class situation
is ultimately market situation (Weber, 1978)." Entrepreneurship is an
economic strategy which maintains household stability in the face of hostile
economic and social limitations. The latent effects of capitalist, market
based strategies are changes in status order or class formation, as in the
case of the rise of the sixteenth century Calvinists. The relationship

49

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



between entrepreneurial action and minority group status, economic
structure, culture and ideas as sources of social regulation, became
important ideas for later studies in the sociology of entrepreneurship.'

Gender roles involve both cultural performance and ideological bases
which are part of the social organization of society. In Marxist theory,
structural conditions in the economy serve as constraints on the kind of
social action possible in a given historical epoch. While gender does not
appear as a separate theme in Weber, we can account for women'’s
entrepreneurship by studying the expansion of their participation in market
processes over time. In Weber's theory, human action is guided by belief
systems which develop as cultures in their history base their organization on
rational principles rather than customs. Independent business ownership
leads to a greater rationalization in beliefs about gender differences between
men and women, and modern business roles challenge customary
boundaries that once relegated women to local consumer roles.

In the two volume work Economy and Society (1978), Weber wrote
that “market freedom,” the range of economic action and the degree of
autonomy allowed to individuals in market relationships, is limited by “market
regulation,” which includes tradition and convention, as well as law.”™
Women and men still hold beliefs about gender roles that regulate their
behaviors, whether women are challenging the traditional male bastions of
voluntary leadership in business associations or “fitting in” to cultural
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expectations about femininity in business dealings. Weber defined business
credit as “that credit which is extended to take up as a means of increasing
control over the requisites of profit making activity.”* Tradition and
convention created boundaries that have limited women's access to
independent control of credit, property and trade. When individuals hold
traditional gender role expectations that men must lead and women follow,
they impede negotiation and the communication of terms. For example,
there is a normative expectation in our culture that a business person act in
an assertive and aggressive manner associated with the male role,
combined with the expectation that a woman should be feminine and soft,
despite long, hard hours on the road to her next client. The rationalization
of contemporary gender roles involves overcoming those aspects of male
and female roles which impede doing business as well as other forms of
professional information sharing. State and federal legislatures have
intervened to ensure women’s equal access to credit under the law in the
United States. The “economic action” of women, their peaceful attempts to
control resources for economic ends, can therefore be described as culturally

bounded by gender conventions which are contested by actors in the liberal

polity.

SCHUMPETER

The Austrian social economist Joseph Schumpeter argued that
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entrepreneurs are necessary to the development of capitalism because they
innovate the production processes which are the source of bourgeois wealth
and power. Entrepreneurs organize businesses that introduce innovations
into markets.' When consumers in the market adopt these innovations, their
products and services create new demands, and spur competition. The
entrepreneurial innovators are agents of "creative destruction” who transform
modem economies through their individual efforts (Schumpeter, 1942,
1950)." Schumpeter idealizes the entrepreneur as an agent of historical
social transformation. Special individuals emerge as leaders among
capitalists in the bourgeois class. Capitalist society is characterized by
“spreading rationality” which replaces custom and metaphysical beliefs with
a calculation of utilitarian self-interest.'” The individual entrepreneur is
empowered to challenge customary barriers based on social status, and he
or she achieves the heroic role of a cultural innovator. The defense of “class
rights” can only be maintained as long as individual male capitalists continue
to increase their material and social resources.'® Middle class women who
pursue a Schumpeterian “market feminism” must be committed to
maximizing their class resources as individuals while they are undermining
barriers to all women'’s full participation in capitalist relations. According to
Schumpeter, innovators imagine new possibilities for production and social
organization, making it possible for capitalist leaders to emerge from groups
that are socially subordinate to established capitalist men.
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THE ETHNIC PARADIGM

Studies of ethnic entrepreneurship which appeared in the 1970's and
1980's, provide models for the sociology of entrepreneurship. Following
Weber and Marx, this school argued that oppressed minority and immigrant
groups form entrepreneurial businesses as a strategy to build social and
economic status (Light, 1972; Bonacich, 1972; Light and Bonacich, 1988;
Bonacich and Modell, 1978; Portes and Bach, 1985; Westwood, 1988).
When an ethnic group encounters blocked opportunities for participation and
integration in the economy and society, individual members of the group find
opportunities for small business ownership and create innovations in existing
distribution networks. These studies find that immigrant and minority
entrepreneur communities function as either middlemen, providing goods
and trade services between the large producers and corporations and the
masses of consumers in local markets of the economy, or as the backbone
of an ethnic economy composed of group members. Entrepreneurial
activities allow a group to avoid the potentially negative consequences of
their social subordination, stabilize the economic basis for their community,
and build networks of mutual aid and reciprocal exchange (Bonacich and
Modell, 1980; Bonacich and Light, 1989; Butler, 1991). The distribution of
resources by gender is not a separate theme in this literature; it is subsumed
by discussions of cultural adaptation and social reproduction by the “ethnic”

status group.
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Although the gender subordination of women, and middle man
minority theory, may appear incongruous, Patricia Greene argues that the
middieman position of independent women business owners is a legacy of
the gender segregation of the work place (Greene and Johnson, 1995)." In
Greene’s theory women are positioned as a group of outsiders in business
ownership, who are forced to assume a functional position in market niches
that are less desirable to members of the dominant group, white males.?
Men still own the majority of service businesses in all industry categories,
and both women and men fit the middleman description applied to service
industries. The middleman model can be applied to business women only
if we reduce the agency of the individuals to their subordinate, functional
roles in service, retail and wholesale industries of the economy. These
niches do not universally account for women’s entrepreneurship, but gender
clustering does suggest the need for theory which can account for the

maintenance of gender differences in market participation.

ADAPTING GENDER USING ETHNIC AND CLASS RESOURCES

Based on extensive studies of Asian immigrant communities, Ivan
Light argues that immigrant entrepreneurship is explained by the group’s
access to resources (Light, 1984; Light and Bonacich, 1991).? Ethnic
resources are shared cultural understandings and institutions, the “social
features” of groups, including values, beliefs, knowledge, skills, information,
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and customs. Class resources are cultural and material accumulations,
including private property, wealth, and investments in human capital. Class
resource theory does not limit research to the structural functional niche in
which individuals are making a living. Entrepreneurship is situated in the
larger social and economic setting of middle class America late in the
century, which Light and his colleagues describe for the Korean and Asian
ethnic communities (Light and Bonacich, 1991). Kyeyoung Park’s study of
Korean business owners in Queens, New York, situates the adaptation and
redefinition of female gender roles at the center of family and community
stability and small business success ( Park, 1997). Women play a leading
role in the daily operations and management of their small firms. Korean
families reorganize their lives to accommodate the demands of their
business. Women work hard to help their families achieve normative Korean
values of success, but to do so they must adapt and reorganize the daily
practice of their gender role obligations. Park’s work highlights how the
rationalization of gender roles in the modern small business economy
reshapes the limits or boundaries of traditional conventions that limited
women in the past.

How men and women work and trade condition processes of cultural
adaptation for people from different social backgrounds. Arlie Hochschild
has described the dilemmas created for family’s seeking cultural adjustment
to women’s full time employment in the United States (Hochschild, 1989).
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A recent longitudinal panel study by Karyn Loscocco and Kevin Leicht (1993)
revealed that white women entrepreneurs are successful in balancing work
and family demands. The domestic responsibilities of women entrepreneurs
in Indiana do not account for gender differences in eamings between men
and women.? Middle class women in the predominantly white suburbs are
adapting their gender roles to the demands of work and small firm
management. Women act in ways that help their households to achieve
economic stability as well as normative ideological goals and values. The
entrepreneurial world is a diverse universe with local sets of beliefs and

practices intermeshed with larger institutional and ideological forces.

LABOR MARKETS, CLUSTERING AND NETWORKS

Karyn Loscocco employs a structuralist feminist critique of women and
business ownership, which examines structural patterns and gender
clustering in particular occupations and industries (Loscocco and Robinson,
1991). Men own most service businesses in the United States in all industry
categories (Loscocco et al, 1991). The sex segregation of occupations has
persisted (England and Farkas, 1986; Oppenheim, 1968; Reskin and
Hartmann, 1985; Reskin and Roos, 1990), with women predominantly
employed in services, lower level management and white collar positions.
Loscocco argues that the businesses women own reflect the gender

composition of service and clerical work; women’s businesses are clustered
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in sex-typed and subordinate margins of the economy.

The small size of women owned businesses makes their margins of
profit smaller, limits their growth potential, and makes them vulnerable to
failure (Aldrich, 1985; Hisrich and Brush, 1986; Hagen, Rivchun & Sexton,
1989; Loscocco et al, 1991). For example in 1987, service industries
accounted for fifty-five percent (65%) of women owned businesses, but only
twenty-two (22%) of total receipts for women owned businesses (U.S.
Department of Commerce). The next largest concentration was in retail
trade, with nineteen percent (19.4%) of firms and thirty-one percent (31%)
of receipts.® Most women own small firms at the margins of industries in
niches in local communities. This is not to disallow that women may own
major national firms or high growth start-ups; but the vast majority of women
business owners manage small scale firms with niches in the local and
regional markets for services and retail goods. Their average incomes are
lower than the average for men. Comparing male and female owned
businesses as a collective category, controlling for the size of the firms,
women are less successful (Boden, 1990; Loscocco and Robinson, 1991).

Gender clustering by jobs and industry may have the following
consequences for women in business: (1) Because women earn low wages
and salaries, they have inadequate savings for capital investment when they
become owners; (2) Gender segregation creates limits on women’s
networking outside service and support positions; (3) Women'’s skills and
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knowledge are in service and administration, so it is more likely that women
will start service businesses and hire other women at low wages for clerical
work (Loscocco et al, 1991). Karyn Loscocco has recently begun a
qualitative field study of small business owners in upstate New York which
will explore the organization of families and beliefs about entrepreneurship
(Loscocco, 1996). Apart from the finding that structural patterns create
social limits on women's range of doing business, her research points to the
development of adaptive strategies for economic participation in the
economy at the small scale. Women and men may do business in goods
and services they are familiar with, however individual women are increasing
their range of familiarity with commercial enterprises non-traditional for their
sex.

Another area of research, network analysis, offers a perspective that
embeds structure cuiturally, rather than in economic position alone. Howard
Aldrich (1989) argues that we need to imagine "women entrepreneurs as
embedded in a social context, channeled and facilitated, or constrained and
inhibited, by their position in social networks."** Aldrich proposes three key
life events which shape the networks women entrepreneurs enter into or
construct: the work place, marriage and family, and organized social life.
Aldrich does not assume that family networks are intact "ethnic" networks.
Women's networks reflect how the social organization of the culture is
shaped by gender, but he is the first to test common assumptions about the
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causality of women’s entrepreneurship. For example, Aldrich and a team of
researchers report that women do not have different networking behaviors
than those of men, a common assumption among journalists and women
themselves.? Aldrich's study of the networks of women owners emphasizes
the resources available in their environments through their families, work,
and friendships. Women are active in shaping their environment within limits
that are both material and social. Aldrich uses gender as a variable, but
network processes are given preeminence over how people interpret or
narrate their own experience. Resources in the structural contexts which
make them meaningful are the origin of both power and constraint. In the
face of unequal power, limited resources, and traditional cultural restraints,

women are pursuing independent business ownership.

CONCLUSION

Several perspectives in social science characterized the sociology of
entrepreneurship field. The scholars investigating small business patterns
have studied (1) urban areas, (2) ethnic groups, and (3) "family based"
businesses, particularly in ethnic networks. The assumption that all business
women are embedded in ethnic family relations is sexist, because many
women born in the United States do not belong to intact ethnic communities
or networks. Little attention is paid to single women or women who are not
in male headed 'family' partnerships. Areas crucial to understanding social
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change in the twentieth century have been underdeveloped because of this
legacy: (1) cultural adaptation to entrepreneurship, particularly in the new
service economy, (2) mainstream entrepreneurs in the general economy and
society, not part of intact ethnic networks, and (3) the independent economic
activity of women, which may or may not follow traditional patterns of
entrepreneurial business. Theories positioning women in secondary,
subordinate roles that place causation for the new wave of women'’s small
business formation in the status limitations of gender, or in collective
reactions to changes in the economy, do not account for the ways in which
women are challenging social limitations. Businesswomen actively seek
groups outside their immediate environment to which they can refer their

identities, aspirations and collective interests.

60

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



CHAPTER NOTES

1. Waliton H. Hamilton, “Cooley, Charles Horton,” in Edwin R.A.
Seligman, ed. i i (New York: The
Macmillan Company, 1931) pp. 355-356.

2. Robert K. Merton, Social Theory and Social Structure (New
York: The Free Press, 1957), pp. 238-239.

3. The first three theorists to establish the term “reference group
theory” were social gjsychologlsts Herbert Hyman (1942), who developed
a psychology of status, Theodore M. Newcomb (1943), whose study of
Bennington students explored how they related themselves to the college
as a community, and Samuel Stouffer who theorized the concegt of
“relative deprivation” in his study of The American Soldier (1949), to
capture how men evaluated their conditions based on a relative
comparison to other groups. In the 1940's Hyman, Newcomb and
Stouffer were contemporaries of Robert K. Merton. See, Herbert H.
Hyman, “Reference Groups,” in David L. Sills (ed.) International
Encycl ia of ial Vol. 13 (New York: The Macmillan
Co. & Free Press, 1968) pp. 353-359.

4. Robert K. Merton and Alice S. Kitt, “Contributions to the Theory
of Reference Group Behavior,” in Robert K. Merton and Paul Lazarsfeld
(eds.), mwwwmm

ri ier (Glencoe, IL: The Free Press, 1950), pp. 40-105.

5. Charles Grego’?, "Horatio Alger, Jr. 1832-99" pp.7-8 in Justin
Wintle, (ed.& M in : -1914, (Boston:
Routledge & Kegan Paul, 1982). “To repeat a famous quotation from
Alger's publisher A.K. Loring, "you can hear the cry of triumph of the
oppressed over the oppressor.”

6. Joan Acker, “Women and Social Stratification: A Case of

Intellectual Sexism,” American Journal of Sociology (1973): 936-45.
7. Erik Olin Wright, Classes (London: Verso, 1985), p. 198.

8. Karl Marx, Capital: A Critical Analysis of Capitalist Production
Volume | (New York: International Publishers, 1965), Ch. XXV, section 2.

61

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



9. Margaret Glassford, “The State and Liberal Feminism,”
American Sociological Association, 1991; David Harvey, The Condition of
P London: Basil Blackwell 198921 Michael J. Piore and
Charles Sable, ew York: Basic Books,
1984); Michael J. Piore, “The Changi Role of Small Business in the
U.S. Economy,” institute of Labor S es, ILO, 1988; Jill Rubery. “Labor
Market Flexibility in Britain,” in Green, F ( ) h
Economy (UK: Harvester-Wheatsheaf, 1989); George Stemmetz and Erik
Olin Wright, “The Rise and Fall of the Petty ourgeousle Changing
Patterns of Self-Emplogment in the Postwar United States,” Amerncan
Joumnal of Sociology 13(1989): 273-305.

10. Veronica Beechey, Unequal Work (London: Verso, 1987);
Barry Bluestone & Sarah Kuhn, “Economic Restructuring and the Female
Labor Market, in L. Beneria and C. Stimpson (eds.) Women, Households
and the Economy (New Brunswick, NJ: Rutgers University Press, 1987);
Jill Rubery, “Labor Market Flexibility in Britain,” in Green, F. (ed.),

Restructuring the British Economy, (UK: Harvester-Wheatsheaf, 1989).

11. Max Weber, Economy and Society. Volume Two (Berkeley:
University of California Press), p. 928.

12. The Weberian tradition has been far reaching, producing
analytic frameworks of long lasting importance to the sociological study of
the middle classes. C. Wright Mills described the historical transition in
American class structure that attended the rise of corporate capitalism in
White Collar: The American Middle Classes (1953). Industrialization and
the centralization of the organization of production and distribution in the
nineteenth and early twentieth centuries changed the occupational and
class position of small business owners in the United States. During the
rise of large scale corporations, small business owners and
entrepreneurial families who once dominated small town middle class life
in the United States, declined as class actors with the power to define the
general culture. By the middle of the twentieth century, white collar
employment in centralized organizations defined the new middle classes.

13. Max Weber, Economy and Society, Volume 1, Guenther Roth
and Claus Wittich (eds. ) (Berkeley: University of California Press, 1978),

p. 82.

62

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



14. Max Weber, Economy and Society Volume 1, Guenther Roth
and Claus Wittich (eds.) (Berkeley: University of California Press, 1978),

p. 91.

15. Alberto Martinelli of the Stanford Business School argues from
a Schumpeterian position that the entrepreneurial function of “innovation”
is the key to understanding capitalism; great leaders and creative
innovators are rare, not commonplace. This elitist interpretation of
Schumpeter, popular in business schools, causes sexists to dismiss
women'’s entrepreneurship and small business formation as misnomers.
But Schumpeter pointed out that opposition to all forms of class privilege
is a healthy characteristic of capitalist society, and one of the activities of
challengers arising within the bourgeois class itself.

16. Joseph A. Schumpeter, Capitalism. Socialism and Democracy
(New York: Harper Books, 1950), Chapters Vil and XI.

17. These ideas reflect the influence of Karl Marx’s theory of class
struggle in Das Kapital (1867, 1906) and Max Weber’s rationalization

thesis in Economy and Society (1922, 1978).

18. The influence of Thorsten Veblen is clear, from The Theory of
the Leisure Class (Boston: Houghton Miflin, 1973).

19. Patricia G. Greene and Margaret A. Johnson, "Social Learning
and Middleman Minority Theory: Explanations for Self-Employed Women,"

The National Journal of Sociology, (Draft, Summer 1995).

20. Greene adopts the perspective that women are structurally and
culturally disadvantaged, analogous to an ethnic immigrant community.
The immigrant analogy cannot be directly applied to the analysis of
women's entrepreneurship unless we are willing to accept the proposition
that women are segregated within their own culture. The concentration of
women in clerical, white collar, and service employment may make it more
likely that women will fill a middle entrepreneurial position between large
employers and self-employed individuals.

63

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



21. Ivan Light, “/mmigrant and Ethnic EnterE rise in North America,”
Elbﬂl&i&d_ﬁaﬂa&w (1984), pp.195-216; Light and Bonacich,

(Berkeley:
University of California Press, 1991), pp.18-19.

22. Karyn Loscocco and Kevin T. Leicht, “Gender, Work-Family
Linkages, and Economic Success Among Small Business Owners,”

Journal of Marriage and the Family 55(November 1993): 875-887.

23. The statistics in this section are calculated from the 1987
Census of Women Owned Businesses, Table 1 and Table 10.

24. Howard Aldrich, "Networking Among Women Entrepreneurs."
In Oliver Hagan, Carol Rivchun, and Donald Sexton éids .) Women
Owned Businesses (New York: Praeger, 1989), p. 1

25. Howard E. Aldrich and Amanda Elam Brickman, “Strong Ties,
Weak Ties, and Strangers: Do Women Differ from Men in Their Use of
Networking to Obtain Assistance?” Draft, University of North Carolina at
Chapel Hill, 1995.

64

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Chapter Four: Work Experience as Knowledge and Motivation

Studies of women business owners find that their former employment
formed the basis of their knowledge and confidence to open an independent
business (Aldrich, Reese, Dubini, 1989; Loscocco and Robinson et al,
1991)." However, not only highly placed former executives fill the roles of the
new entrepreneurs. Among members of the New Jersey Association of
Women Business Owners, and according to recent survey reports, we find
a mixture of both former executives and former non-supervisory clerical
workers. One survey of one thousand New Jersey small business owners,
conducted by the Bank of New York in 1995, found that over fifty-four
percent worked at a blue collar or non-executive white collar job prior to
becoming a business owner.2 Only one percent reported that they had been
laid off, and only eight percent reported that they had been employed as
executives. More than twenty-five percent of women owners in 1987 had ten
to nineteen years of prior work experience. This indicates a long period of
familiarity with business.? As the table below summarizes, among the women
| interviewed, a large proportion possessed prior executive and supervisory

work experience.
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Table 8. PRIOR WORK EXPERIENCE, U.S & STUDY

TYPES OF PRIOR WORK 1987 |87'U.S. | STUDY
(N=6mil) | (N=35)
MANAGERIALEXECUTIVE | 13.4% | 43% (15)
WHITE COLLAR/SUPERVISOR | 11% 09% (3)
WHITE COLLAR/NON-SUPER | 23% 26% (9)
BLUE COLLAR SUPERVISOR | 06% 02% (1)
|BLUE COLLARNON-SUPER | 16% 08% (3)
| OTHER (STUDENT, HW) 114% | 1% @)
|NOT REPORTED 06% 0
[NOT APPLICABLE 13% 0

From the national survey, we can see that sole proprietorship is not an elite
activity. The study findings are atypical in the predominance of women with
managerial and executive work experiences.

How did the prior work experience of white collar, middle-class women
support their emergence as independent owners? When thinking about this
process, it is important to consider that work is an ongoing process of gaining
knowledge and interacting with others in business settings. Instead of a
fixed set of skills tied to a job description that is plugged into an
organizational structure in a prescribed way, skills are a variable collection
of adaptable experiences that can be utilized in a range of business settings
outside the one in which they are learned. The entrepreneurial strategy is

an attempt by women in suburban New Jersey to control their work lives.
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Four women interviewed for this study describe their experience in the firms
where they learned to do business:

| had ten years experience as a buyer in the garment center in
New York City. | started with X&Y Personnel in 1971. | was a
manager there, and | just decided if | could run somebody
else’s business, | could run my own business. And so |
decided to go out on my own.....I just figured | was going to do
it for myself. But its a lot harder doing it for yourself, | have to
say that.

The reason that was a fantastic job is because XYZ owned
their own stores, so we had a lot of responsibility. | was
responsible for figures, the bottom line, the programs, the
performance of the stores and gross margin. | pretty much
had complete say.

When you are working in a small business you can see how
much sales you bring in and what the owner's profits are
because of the work you are generating. ... was able to
increase sales and really make the bottom line for the
company look a lot better. You realize that you can go on and
do that for yourself. Then your efforts and your work and the
time you put in will be rewards as well.

| was not able to go to college at that point in time, so | decided
to get a full-time job to really learn about business itself.... At
the same time | was able to grow and move up in the Bell
system which gave me a lot of my background. Starting out as
clerk-typist, the department started growing and started
enhancing new types of equipment and me, always wanting to
learn, | was always able to really end up in a position that |
would test out or go beyond a pilot case... | opened up a new
department. So that continued throughout my career with the
Bell system. Right before leaving, which was a couple years
after the break up (of the Bell System into regional
companies), things started really changing. My last position
there was manager for the administration department.
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These women attained positions with decision-making responsibility. They
do not report feeling alienated or limited by engaging in work, because
cooperation within the constraints of their work roles gave them experience
and forms of knowledge which they could use successfully in their
businesses.

Corporate organizations may constrain the opportunities of women,
but these organizations also provide knowledge and experience about
negotiation, management, and creation of value in the market. Even for
those women who encounter particular managers who limit their careers,
other opportunities for interaction give them confidence and alternative
mirrors for their aspiration. For example, they have been socialized to
accept problem solving as part of their work roles. Corporate employment
can involve creating a managerial self, as these two women owners
describe:

| went to work for Xerox. | worked for Xerox for about five

years, and that was kind of challenging. That's where |

discovered my talents for the business world, which | didn't
know existed.

Change in self growth and in the ability to do more. And more
confidence in one's ability to do more also and getting more
business.... And then you find that what you're doing is good
and you are capable and you get the right results and you gain
your confidence.
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The business woman’s recognition of efficacy reinforces a positive self-
assessment, and her courage for independent action increases.

Individual bosses and supervisors can also encourage employees to
form the discipline and interests that they later adapt to their careers as
entrepreneurs.

| had great mentors....[among others] he was always pushing

me to be better. | couldn't be just a secretary for him. | had to

be better than that.....And he was always pushing me to be

better and be better and be better. You're in charge. You

have to take down this information and you have to prepare

these reports to me.

While women needed the training they received from former
employers' businesses, they did not consider their increased skills to belong
to the organization in which they were leamed. Skills are interpreted as a
form of compensation and social credit eamed through hard work. As their
contributions to the work process increased, so did their ambition and desire
for control over the business. In the following quotes an exporter and an
advertiser report how they tested the market and found clients:

| was working as an export manager for another trading
company....| really wasn't happy doing that. | started to write

a few of my old customers.... | explained to them that | was

thinking of doing this on the side, and | would just handle their

accounts. | got letters back encouraging me to do so. | think

what really gave me that push is, within a 2 week time period,

| was receiving checks from my clients overseas. And | hadn't

even been incorporated, and it was just like, they really wanted

me to secure the business for them. They were willing to pay
in advance, to help me get started.
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it's just everybody's ego that gets in the way of getting

something done. | had one job. | was the director of

advertising for a real estate company, multi-office.... it had 4-5

offices | did, because it was a franchise.... | worked with the

gallery council of all the brokers in northern New Jersey and

did co-op advertising
As employees who were given a wide range of independent action, women
developed confidence for taking risks. They tested the waters, trying to
determine what their work was worth and how much return they could
receive from clients. Women weighed the promotions and opportunities
open to them in salaried employment; they actively assessed their
satisfaction and values in the process of making a decision.

The complexity of work and the independence available to individuals
in the work place have been strongly tied to job satisfaction (Kohn and
Schooler, 1983; Kohn and Slomczynski, 1990; Jencks et al., 1979; Spenner,
1983).* Kohn's work with Slomczynski (1990) and Schooler (1983) has
shown that self-direction is directly related to the substantive complexity of
work, whether in employment, school, or the home. Kohn and Slomczynski
write:

the central component of self direction is neither freedom from

close supervision, nor non-routinized conditions, but the

substantive complexity of the activity. Engaging in substantive

complexity one learns to value self-direction, enhances one's
intellectual flexibility, and develops a self-directed orientation

to self and society.... the experience of self-direction (in

housework, schooling, other) not just occupational self-
direction is what is important.®
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The individual’s choices and strategies have a direct impact on the outcome
of doing business, and the profits and rewards are not hidden by corporate
supervision. Once liberated from the domination of bureaucratic work
settings in which their business skills have formed, women can create new
identities and offer new strategies for the organization of their lives (Goffee
and Scase, 1985).5 Three women report their enjoyment of making money,

decisions and creative solutions to business problems:

...making money is very exciting except that we've been
through such hard times these days, that's kind of been tough
for a while. | think making your own decisions. Ah, just seeing
the growth is very exciting; it's almost like your child. It starts
up from the ground, and you see it growing into something
meaningful. | still kind of get a thrill when people say, "Oh
yeah, | know who Az Personnel is." Because it wasn't a
franchise or anything. | just started Az Personnel from the
ground up, and it's very nice to know that people know your
company and who you are.

...when | was in corporate America | would put together these
really in-depth programs and because of the political situation
and who didn't like who, and which division didn't like that one,
it literally would go on the back burner for a year and a half.
So that was really quite frustrating because you couldn't do
what you needed to do, your hands were tied. Here you try
something, it works, it doesn't work, you get feedback, you try
something else, so the ability to create something is very
different.... Your identity gets all wrapped up in what you're
doing. ....if an employee does something that you feel is not
the way you want the company to be represented it really kills
you. Inside its like, oh, how could you do that. It's hard to
disassociate yourself from the business because you are the
business. And in corporate America, even if you run a
department, which 1 did, its not your company.

7"

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



...Having the freedom to make choices.... | think that is what's

most satisfying. And for me, again its very satisfying because

its always a leaming experience for me.

A strong individualism pervades the testimonies of these women.
They believe that every individual possesses the capacity to become who he
or she wants to be. They believe that ordinary workers do not want control
over decision making; they want people to make decisions and provide
secure environments for them. In contrast to this stereotype of the
employee, business owners have an ideal for themselves as people who
take responsibility. They cannot depend on others to define how they should
do business.

I'm very independent that way. | like making my own

decisions, and I'm able to make those decisions without

dwelling on the regrettable part of it. Right or wrong decisions,

50/50, and when you make it, you've made it, and | think that's

one of my better qualities as an entrepreneur is that | make

decisions. If they're good, I'm delighted:; if they're not, | go on

to the next situation, and | don't dwell on negatives. I'm very
positive.

The individual's achievement of entrepreneurial independence creates high
satisfaction with work in-itself, insofar as the individual identifies her life and
her commitments with the value she produces. The entrepreneurial women
| interviewed identify self-employment with control over their own work lives,
control over the terms and conditions of work, its quality, and their own
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security.

LEARNING THROUGH NEGATIVE EXPERIENCE

Leaming experiences can involve negative and positive interactions
in the work place environment. Women, like other executives and workers,
resent the demands of an employer for relocations and new assignments.
The often contradictory tension between the individual's needs for
recognition, a sense of efficacy, concrete rewards, and lack of control over
their office environment emerge as an important experience for women who
leave employment. Women entrepreneurs report that they do not like
working in places where they are not given direct recognition and profit for
what they do, despite achieving responsibility and finding complexity in their
work. The two women | quote below could no longer accept the uncertainty
of corporate control over their lives, despite their success:

...1 knew | would never be given that kind of challenge

again....And when | came back from Los Angeles, my job was

gone. | still had a desk and a phone and a title, but the job

itself was gone. And they wanted me to move....I had just

reached a point in my life where | didn't want someone else
making those decisions for me anymore.

| was Vice-President of merchandising. The reason | left there
was all the traveling overseas; my last trip was over Christmas;
it was in Rumania. ...It was pretty bad. [ decided | wanted a
job in New Jersey.
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The sources of dissatisfaction with salaried employment among
women who became owners were social rather than material, and included
the following factors: (1) The belief that the limitations of their roles in the
work place were unfair, or being trained for management positions that were
still subject to a pecking order internal to the corporation. (2) Employers did
not give them credit for their talent and contributions; other executives and
bosses took profit or credit for their work. (3) They lacked control over the
rules and politics of the work place; they were asked to do business in a way
they did not like. Four quotes from women entrepreneurs recalling their past

work experience illustrate negative lessons:

The major influence was the small business that | worked for
down the hall.... he [the owner] was a horrible business
person. He just did everything wrong. In my opinion he just
did not service his customers. He didn't handle the orders
well. He was totally disorganized. He tried to sell too much,
too hard; every little thing that he could think of he tried to sell
it. And you really can't do that. You need to focus on one
certain product or a few that you know you can get to make
profit from. And he wasn't doing that. And | just saw him do so
many mistakes | kept thinking to myself, | can do better than
this.

Actually | made much more money as an independent rep.
But the owners of the company had put in a new computer
system and based their claims that this computer system had
certain limitations (in calculating expenses); they were starting
to play games with how they were paying our commissions.
We eventually would get all the money, but it seemed like we
started to finance our own jobs, our own production, which is
what we needed them for.
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....I think their egos just got in the way, they started to really
play some games, and we weren't going to put up with it. |
believe if we were men we would have been—said two words
and walked out the door. Instead what we did was we created
the company.

| would come home, and | would complain—this wasn't right.
And the politics in an office, politics in anything drives me
crazy. That's a problem that I've got is | call it "politics.” You
can call it human relations, but it really becomes politics.

In developing this department for them, after three or four long

years, it was running itself, and | was not really moving. | was

not doing anything at that point, and my goal was to really

move ahead. ...probably wouid not have much of an

opportunity to move ahead, at least within the couple of years

that | saw.

| found a general cynicism about the legitimacy of authority in earlier
encounters with corporate managers. Lower level managers and sales
workers do not have executive control, despite the complexity of their jobs.
They leam the business, but from a subordinate position. The women | have
quoted might be characterized as having problems with authority in the
workplace, but they feel justified in their criticism of their prior employers. |
never heard anyone criticize herself for failing to adjust to workplace
conditions. Their resistance to the conditions of earlier employment settings
and their ambition to do things their own way were always defended as
rational responses to unfair limitations.

In hierarchies that may have intemal pecking orders and informal
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networks with few women, creativity, hard work, and performance of complex
work do not automatically lead to improved opportunities for managerial
control. The following account by an exporter expresses the frustration of
working in a corporate organization where her potential was limited by
corporate structure:

So it was a big department with thirty people in my area. You

know how departments are. You really can't do your full

potential because it will upset everybody else that's in your

area. So there is standard work that goes on. So anyone who

really wants to achieve or really leam something are really kind

of held down in big business. That was my impression at the

time.
Working with others can involve limiting compromises that frustrate motivated

individuals. Although all human relationships involve some form of control,

entrepreneurs want to do things differently, their own way.

PERSONAL MANAGEMENT: A HEALTHY RESPONSE TO UNCERTAINTY

Many women report that control over their business is a central value
in the organization of their lives. They want to stay in business on their own
terms. But control can be an illusion in small business ownership. Business
ownership, particularly in the first five years, entails more time than salaried
employment, great uncertainty, and an intensification of labor under the
constraints of contracts and demands of competition. What women owners
mean by control is freedom from direct personal subordination to a work
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regime that they did not create, not freedom from the market economy or the
rhythms of work itself. Two women | quote below took control of the value

and organization of their own time:

you make your decisions, all the responsibility lays on you, and
you don't have to abide by someone else’s rules; you make
your own rules.... there are certain stresses that you have
when you're in business, but | felt more stress having someone
tell me what to do and working fourteen hours a day, then me
working fourteen hours a day and taking responsibility for
making my own decisions and having free time when | want it
and just running the show.... Everything that | worked for went
to the business that was me so it was worth it. Not for
someone else, you know you work fourteen hours a day and
they barely appreciate it.....they just kind of expect that.

| like being able to control my environment and what's going on
around me. So | do like to know what's going on. And also |
love the freedom of doing what | want to do when | want to do
it. | really like to be able to do what | want. I've always been
a night person. But I've evolved into not coming in until 11
o'clock and working until as late as | have to. Because |
perform much better at night and | like the nights better. So,
for me, if | had a 9-5 job I'm not sure what | would do.

The emphasis on control may also be a response to the uncertainties
of their past and present relationships in business or in their personal lives.
There are many possible sources of uncertainty, but common experiences
in contemporary women'’s lives include unemployment or downsizing,
divorce, a tight job market and career aging, as illustrated by the five New
Jersey business women who | quote below:
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..I didn't have a vision of 'l want to own a business'. It was
something that evolved because in looking for a job | was
getting very frustrated and it sort of fell into my lap when | quit
the job, and they said, "You want to take it free-lance?" and
then it went from there. | went to a NJAWBO meeting; the first
meeting | went to, | went home with a client. | had an
appointment to see someone and signed up another real
estate agent. And then | went to another meeting and | went
home with another client. And then the art gallery that | was
doing some work for had a major show, and | did the marketing
for the show. And, as | said, | had been doing this stuff for a
lot of years before | went out on my own. So it sort of
happened.

divorce, which definitely made me realize | had to take control
of my own finances and my own future and secure that not just
for myself, but for my children. That was the major factor, |
wanted to have control. Even when you are working for other
people there really is no secure job out there. So | feel more
secure knowing | have control over what I'm doing within my
own business, than to be depending on others and that
probably was the major push back in 1987.

When | left Bell, | was also going through a divorce. My family
didn't really back me up, and | felt very alone, | suppose, so
that | decided to leave New York. And | didn't want to go too
far because | knew | would still want to be in touch because
that family thing. ...So | moved to New Jersey and felt very
isolated until | started networking and finding friends,
individuals, who were really able to help me through a period
of time in my life that was very difficult. Starting the business
was a method of doing that because | knew at the same time
I'd be able to make a living for myself, you know, eam some
money to maintain my lifestyle of what | like to do.
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| graduated in 1990 and after graduation | went away for
awhile and when | came back there were no jobs, because it
was right at the beginning of the recession and | started
working for a printer and that's where | leamed to do
everything that | do now. It was just a really bad job market
and it (self-employment) was the best alternative.

| was probably in my early 30's and | think at that time most

women change anyway, you become more secure or

confident. The more you do the more you know, the more
aggressive you can be as far as going after certain things. |

think it had a combination to do with having the responsibility

of making a business work and also maturing.

Valuing control is a response to uncertainty and the desire to organize
work in a fulfilling way. The owner who survives has to have discipline to
start a business, practice the restraint necessary to stay with it over grueling
work periods, and to reinvest what is necessary. She must want to control
her own work process, to the point that she can resist the security of a
steady pay check, or accept a lower income from the small enterprise.

Conditions of uncertainty such as divorce, downsizing and career issues give

women extra incentives for entrepreneurial risk taking.

CONTROL SHIFTS TO THE MARKET

Women trade one kind of control for another when they go into their
own businesses. When an employee becomes an owner, important changes
occur in the relationship to the production process. “Control” over work and
the competitive costs of operation shifts from the relationship between
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management and the individual as an employee, with a salary and a budget
for their department or function, to the diversified relationship between the
market, clients for goods and services, and the individual as the owner of a
business, usually a contractor, service provider or retail store owner. Control
shifts to the demands generated by markets. The result is an intensification
of the labor process for small firm owners trying to establish a secure
presence among many other small firms in their niche.

This means compromise for entrepreneurs. A secure income is
defined as a timely, guaranteed amount of pay. Replacing this, individuals
must struggle to keep their clients and customers, find new business, and

limit their costs, as this woman describes:

It wasn't that | had long hours because there was that much
work coming in. | had to really go out and see how much |
needed, so it was more or less, gosh, | would say a good 8 to
10 hours a day just making phone calls, going out visiting,
networking, and the whole bit. So | would say more like 10 to
12 hours really, | would say was being put in then. Now that
business has picked up, and we're generating work to be
done, the hours are longer. The hours have increased, but at
the same time, | have been able to not diminish the market any
but really kind of even it out. So | know there's a certain period
of time | need to market my business in order to continue to
grow, maintain it, and at the same time I've been able to bring
on independent consultants who assist with the overflow that
I can't handle, so in that sense, the hours are longer with the
extension of the staff.

If business owners lose customers, or they cannot find new ones, their
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income will shrink, and so will their opportunity for self-employment. If profits
from the business fail to increase, small owners will be unable to make
insurance and retirement account payments. Owners drive themselves to
work long hours, often in discontinuous schedules, in order to fulfill contract
obligations. A discontinuous schedule means that time is put into the work
when it is available, rather than time being measured in predictable blocks.

One woman describes this:

I guess at first | probably put in about probably 50-60 hours a

week. And now it really depends if we're really busy, there

was one week about a year and a half ago, | did 98.5 hours

‘cause we were so busy | didn't have a choice, | mean | worked

until 3 or 4 in the moming and then got back up again to get

back here.
Small business owners may not have a reliable income, so they work when
business orders come in. Women who own successful firms may choose to

reduce their personal work hours, but this depends on the individual's

attitudes toward the business and its managerial demands.

CONCLUSION

Women who open firms have usually acquired the resources and the
experience to pursue independent business through employment in
corporations and other firms. The desire for autonomy from the managerial
control of others combines with the ambition to be directly rewarded for
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individual talent and labor. The relative success women have experienced
in lower level management and clerical positions has given them a strong
sense of efficacy. Women in white collar support positions have learned the
processes and values of market exchange, even though they may have only
observed and aided the executive activities of others. White collar workers
have organizational skills which are adaptable to independent business
ownership.

Women business owners in New Jersey have turned away from
positions of subordination in their earlier careers. Many of them believe that
working for others involves too much compromise, frustration and
uncertainty. There were some common sources of frustration with earlier
employment experiences, which revoived around these women's perceptions
of limitations in their roles as employees and their lack of control over work
processes. The extent to which they succeed or fail in these goals is
expressed through the language of self-help and voluntary strategies to
improve their chances. The theoretical assumption that women business
owners were forced out of white collar and managerial employment in
restructuring processes, and tumed to small business ownership, was not
supported by my study. A more complex and cuiturally embedded
experience emerges from the women’s narratives in which household and
workplace organization lead individual women to assess their opportunities
for control over their own work, and thus to try independent business.
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Chapter Five: Women Owned Businesses In the U.S. Economy

Changes in the global and domestic economy over the last three
decades facilitated the expansion of service industries, and created the
conditions for a rapid increase in the small business sectors in the United
States (Acs, 1998). Piore and Sabel (1984) argue that it was impossible
for the U. S. economy to maintain stability in markets based on industrial
mass production, so self-employment and entrepreneurship in service
industries took on increasing importance in reorganizing employment
during restructuring and downsizing.! Between 1990 and 1996, the
number of corporations and partnerships increased from five million to
seven million firms. The number of sole proprietorships increased from
fifteen million to seventeen million firms. This is an increase of three
percent annually.? The political and sociological meanings that are
attached to entrepreneurship and self-employment by government,
associations and other interests such as corporations reflect these new
conditions of uncertainty and structural change.

Because market position, or control over resources, defines
economic class position in a capitalist economy, the organization of
markets and the organization of status in society are closely related
(Weber, 1978). The Office of Advocacy of the Small Business
Administration in the U. S. defines small business firms with less than 500
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employees or sole proprietorships with less than 100 employees, as a
primary vehicle of social integration in the new economy, quote:

Small business is the vehicle by which millions access the

American Dream by creating opportunities for women,

minorities and immigrants. In this evolutionary process,

community plays the crucial and indispensable role of

providing the social glue and networking that binds small

firms together in both high tech and “Main Street” activities.?

The perception that small business has a “social glue” function has
become a rationale for government policy and political strategy, as well as
business association lobbies. But is this perception correct? What can
structural patterns in types of ownership, distribution by industry and
percentage employed tell us about the integration of women into
business?

The National Foundation for Women Business Owners claims that
women owners have more employees than the Fortune 500 companies.
Trie group issued a widely reported press release on April 5, 1995, with
the dramatic headline, “Women-Owned Businesses Out-pace All U.S.
Firms.” The text reports:

Women owned businesses now employ 35 percent more

people in the U.S. than the Fortune 500 companies employ

worldwide, according to a national study by the National

Foundation for Women Business Owners (NFWBO) and

Dun&Bradstreet Information Services (DBIS).*

....reports that women-owned businesses now number 7.7

million, provide jobs for 15.5 million people and generate

nearly $1.4 trillion in sales, according to NFWBO'’s and

DBIS’s latest estimates.
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This implies that women are major players in building and supporting
employment in the United States. Aithough women firm owners are of
great importance, the argument by NFWBO that their contribution to
employment and economic growth is equal or even superior to the
majority of small businesses owned by men or to the companies of the
Fortune 500 Lists misrepresents the situation of women in business.
They divert public attention away from ongoing patterns of gender
clustering, segregation, and their limited access to capital and business
credit.

First, the figures reported by the National Foundation for Women
Business Owners include both self-employed individuals and owners who
employ workers in small firms. According to the 1992 Census, women
own six million businesses, thirty-five percent (35%) of the fifteen (15)
million small businesses in the United States, and contribute $643 billion
dollars to the economy, or nineteen percent (19%) of all firm receipts (U.S.
Department of Commerce, 1992). But to place women's contribution in
perspective, it is important to note that self-employment accounts for only
eight percent of workers in the United States today, nine percent of men
and six percent of women (U.S. Department of Labor, 1996). Few of the
self-employed employ anyone else. Three quarters of small business
owners are employed in a wage and salary job when they start a new
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business (SBA, 1996).°

While the number of women owned firms continues to rise, most of
the increase in women's share of U.S. business ownership is attributable
to the increase in sole proprietorships which employ no one. The small

number of employers is illustrated in Table 3.

TABLE 4. U.S. WOMEN SOLE PROPRIETORSHIP EMPLOYERS

# WOBuUsiness | # Employers % Employers

1982 2,612,621 311,662 11.9
1987 4,114,787 618,198 15.0
1992 5,888,883 817,773 13.9 (-2.9)

Cum.% U.S. 34% of U.S. 26% of U.S. +2% Change

Source: U.S. Dept. of Commerce 1987 ,1992.
Total Number of Small Businesses in 1992 = 17,253,143.5

Census and federal reports show that the percentage of women-
owned businesses that employ people on a regular basis only increased
two percent over a ten year period from 1982 to 1992 (Table 3). Even at
that, the Census numbers mask the large number of individuals who are
employed part time, have other sources of income, or work as
subcontractors to a previous large employer. The number of sole
proprietorships and partnerships regularly employing others and managed
on a continuous basis by women, moderately increased to fifteen percent

in 1987 before dropping to fourteen percent in 1992. The aggregate since
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1982 includes a drop in the percentage (Table 3). Overall, this is a
pattern of stability within a larger pattern of structural change in the
economy of the United States. The number of firms and employers
doubled, but the percentage of employers relative to the total number of
businesses did not increase rapidly. The modest increases in employer
firms should continue as long as the economy grows, but an economic
down-turn such as the one in 1989 could lead to rapid shedding of
workers by small businesses.

In New Jersey, the state in which the field research for this project
was conducted, we find modest gains in the percentage of women
employers. By the most conservative estimate of employer fims in New
Jersey, the number of entrepreneurial businesses owned by women more
than doubled in five years. In 1982 the U.S. Census counted 63,243
women owned firms, including 8,997 regular employers in the state of
New Jersey. In 1987 the count was 117,373 firms, including 19,389
regular employers.” In 1987 businesses with regular employees in New
Jersey were sixteen and a half percent (16.5%) of the total number of
women owned businesses, up from fourteen percent in 1982. In 1992

there were 164,798 firms, including 26,062 employers (Table 4).°
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TABLE 5. WOMEN OWNED BUSINESSES IN NJ: EMPLOYERS

|
l #WOBusiness # Employers % Employers

1982 63,243 8,997

I 1987 117,373 19,389
1992 164,798 26,062

Increase +101,555 +17,065 .
Source: U.S. Dept. of Commerce, 1987, 1992.

Total # of Small Businesses in 1992 = 517,204.°
The percentage of employers relative to the total number of small
businesses declined slightly between 1987 and 1992. The cumulative
increase in the percentage of employers was over one and a half percent
(1.6%). While the numbers of self-employed proprietorships have more
than doubled, the percentage of employers only increased two percent
(2%) over a decade (Table 4)."° Employers generate eighty-five percent
(85%) of receipts or profits. The economic down-turn in the late 1980's
had identical effects on the growth in the number of small business
employers in both New Jersey and in the country as a whole.

The claim that women-owned businesses employ more people in
the U.S. than the Fortune 500 companies combined employ worldwide,
can be called into question if we examine regular corporations. In
compliance with the Women's Business Ownership Act of 1988, a survey

of "C" corporations is included in the summary of the 1992 Economic

Census of Women Owned Businesses. The Fortune 500 Index is a status
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index of the largest firms in the United States. It is the creation of a
commercial magazine designed for readers who are interested in
following business trends. The firms in the Fortune 500 Index are regular

"C" corporations selected from a national survey in 1992 of over two

million (2,033,369) fims. In the 1992 Census of Women Owned
Businesses, we discover that women employed eleven percent of the

employees of regular corporations. Men continued to employ eighty-nine
percent of all employees in this form of business organization.

Three forms of organization are included in the Small Business
Administration and U.S. Department of Commerce statistics: (1) sole
proprietorships or unincorporated businesses owned by an individual, (2)
partnerships which are unincorporated, and (3) Subchapter S
corporations, businesses with fewer than thirty-five stock holders who
elect to be taxed once through the income of individual owners rather than
as regular corporations.'" "C" corporations are called ‘regular
corporations' because they exist as legal entities separate from the
individual liability of the owners. The omission of regular C corporations
from past Department of Commerce census reports has led to confusion
over reporting the total number of women owned businesses in the United
States.'? If six and a half million women sole proprietors are compared to
500 large corporations, the comparison between different categories of
business type is misleading.
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If we compare the percentage of women-owned C corporations by
industry to the percentage of receipts they contribute in that industry, the
productivity of women-owned firms in 1992 appears to be low, indicating
smaller or less efficient businesses.

TABLE 6. PERCENT OF WOMEN-OWNED C CORP & RECEIPTS™
AGRI [MINE |CON [MAN | TRS |wH |RET |FIN |SER |NC

20. 4. 15. 7. 10. 13. 9. 8. 8. 4.

U.S. Department of Commerce, 1992. Total # of C Corporations =

2,033,369; women'’s share was 517,832. Receipts are for companies with

paid employees ($1,000,000); the total for all C corporations was
$10,747,083. and women's share was $931,606.

Women own roughly a quarter of American “C” corporations. This
is progress compared to the past, but they account for under fifteen
percent (15%) of receipts in each industry category. The exception is
agriculture, a traditional family business in which female headed
incorporation may facilitate loan applications. Why women remain a
minority in all categories of business ownership, with fewer employees
and smaller receipts, is a question for future empirical research, but these
patterns confirm that strong economic and cultural boundaries privileging
male ownership and management of human and capital resources still
dominate the economy. One promising finding in the Census data is that

a strict segregation of ownership is not being maintained. This indicates
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that the boundaries of “gender clustering” in patterns of male or female
ownership may be temporary, because gender roles in business change.
On the other hand, the data may mask the fact that family-owned
businesses today allow women to manage or inherit businesses in
traditional patriarchal domains such as farming, construction and
wholesale trade, to preserve capital or as figureheads to benefit from
programs designed to aid women and minorities. It may be advantageous
for a wife or daughter to be listed as an owner if the goal of the family
business is to attract government contracts or minority loan monies.

Small businesses account for forty-seven percent (47%) of all sales
in the country, and roughly half the gross domestic product (SBA, 1996).
From 1976 to 1990, small firms with less than 500 employees provided
fifty-three percent (53%) of total employment and sixty-five percent (65%)
of net new jobs. According to the United States Small Business
Administration, women-owned businesses employ one out of every five
workers or eighteen and a half (18.5) million employees.'* When
businesses owned by women are examined as a separate category
among small employers (sole proprietorships, partnerships, and S
Corporations), we see: (1) the predominance of retail and business
service firms, and (2) that this pattern mirrors the stratification of small

business firms regardiess of the owner's gender.
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TABLE 7. EMPLOYMENT % BY INDUSTRY, 1992

14. 44 6.

13. S. 6.

=
e ——

L__———--_—n—_.__——-—-——
Calculated from U.S. Department of Commerce, 1992. Total employment
in U.S. small businesses = 27,403,974 in 17,253,142 firms, including
sole proprietorships, partnerships and subchapter S corporations.
Women'’s share is 5,888,883 firms with 6,252,029. employees.'®

The majority of employees of small businesses are in services and
retail trade, the two modal categories of business ownership for women.
These categories of business are comprised of many small firms with
redundant products and services, competing to survive at the local levels
of the economy. The patterns of employment associated with women
owned businesses approach the percentage distribution of small business
employment by all firms in the United States.

Among regular C corporations, women owners employ fewer

people than organizations controlled by men.

TABLE 8. C CORP % EMPLOYMENT '
%7or | ALL | AGR | MINE |con | MAN |TRs |wH |[RET [FN | sER N/cg‘

{
26. 26. 22. 25. 23. 29. 25. 31. 24. 24. 20.

16. 9. 14. 20. 8. 8. 14.

17. 7.

B

U.S. Department of Commerce, 1992. N of companies with paid
employees=1,656,575; women’s share was 426,681. N of
employees=62,951,041; women’s share=6,965,037.
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Women owned C corporations have a much lower percentage of
employees than their reported percentage of corporate ownership. Some
of the factors that explain women clustering in small firms with fewer
employees include low capitalization, less time in industry, their lower
number of work hours, and constraints on their access to commercial
credit.'” Of course, these statistics are aggregate. Men may also form
small corporations which employ few workers, but because we deal in
collective categories a few successful men represent their entire sex.

Women are a minority in the ownership of sole proprietorships,
including those firms with employees. In 1992, women owned thirty-three
percent (33%) of sole proprietorships and men owned sixty-three percent
(63%)."® Furthermore, women owned businesses are clustered in
services, retail and wholesale trade. Forty-one percent (41%) of all
service and retail businesses in the country are owned by women, and
sixty-four percent (64%) of receipts from women-owned firms are
generated from retail trade, services and wholesale trade (U.S.
Department of Commerce, 1992). Women owned businesses have
shown twice the percentage increase of all small businesses (SBA
1996)." According to the Bureau of the Census, the number of non-farm
sole proprietorships owned by women increased fifty-eight percent (58%)
between 1982 and 1987, from 2,612,621 to 4,114,787.%° In 1992, the
United States Census Bureau reported six million firms other than C
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corporations, and six and a half million firms owned by women if such
regular corporations are included, employing thirteen million people.?!
This is a forty-three percent (43%) increase nationwide between 1987 and
1992, or over 100% since 1982. In contrast, the increase in all small
businesses has been forty-nine percent (49%) since 1982.

While small businesses are increasing in importance as sources of
employment, high risks and uncertainty are attached to small firm
management. According to the Small Business Administration, Dun and
Bradstreet Corporation, and the Administrative Office of the U.S. Courts,
the percentage of all firms dissolved for both voluntary and involuntary
reasons is fifty-three percent (53%) after four years, sixty-two percent
(62%) after six years, and seventy-one percent (71%) after eight years.?
Rather than providing lasting, long term employment in an individual’s
career, small firm employment may be short term, as firms open and close
more frequently, and low wages and benefits increase the likelihood of
turnover among workers seeking a better wage bargain (Hodson and
Sullivan, 1998).2 Small firms with under 500 workers also undergo
mergers, restructuring, and downsizing, making growth in the number of
“permanent employees” sensitive to business conditions.

Recent debates about self-employment and labor markets have
contested the equation of seif-employment with entrepreneurship. It has

become common for “self-employment” to appear in the public dialogue
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rather than small firm ownership. In Self-Employment: A Labor Market
Perspective (1991) Robert Aronson found that while the number of people

who are seif employed rose faster than the number of employed, the
earnings of the self-employed only increased by half. Self-employed
women earn less than self-employed men in the same industries. Self-
employed men earned sixty percent of the median earnings of men in paid
employment, while women eamed only thirty percent of women in wage
jobs.?* Aronson limited his study to self-employed individuals, a category
which must be distinguished from the owners of small firms that employ
someone beside the proprietor. But his review of labor market data
supports the contention that women and men are clustered in different
opportunity structures because of the effect of gender on employment and
market participation.

Eileen Appelbaum of the Economic Policy Institute in Washington,
D.C., found that self-employed women make thirty percent less on the
doliar than self-employed males. The self-employed must pay for their
own health and retirements benefits, which deplete their incomes.
Aronson argues that self-employment must provide women with
something they desire, such as flexible time arrangements. Appelbaum
argues that self-employment is a masked form of contingent or part-time
employment because women cannot control the amount of contract work
and other market forces which structure business conditions (Appelbaum,
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1987). She argues that the United States is moving toward an economy
composed of full time men and part time women.?® To Appelbaum, the
uncertainty and insecurity of part-time work is not desirable for the
majority of self-employed women, because it reinforces their economic
and social subordination. These studies undermine the idea that self-
employment is a rational risk designed to maximize social status or profit,
and point to the reflexive relationship between structure and cuitural
practice.

Suburban association members may be even more prone to
represent services that depend on the strength of other businesses. The
general patterns of business ownership in the study support the
structurally based theories of Karen Loscocco and Patricia Greene who
document the clustering of women in small service businesses (Chapter
Three). Membership categories of business with more than twenty
members listed in the November 11, 1995 New Jersey Association of

Women Business Owners Membership Roster include:
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Accountants 44

Advertising 26
Attorneys 33
Bookkeeping 20
Business Services 38
Computer Consuits 40
Construction 21
Consultants 45
Desktop Publishing 29
Educational Service 45
Financial Planning 48
Graphic Arts/Design 34
Health Care 38
Interior Design 25
Legal Services 30
Management Consuits. 41
Marketing 47
Printers 23
Public Relations 20
Real Estate 24
Tax Services 22
Travel and Tourism 20
Distributors 17
Manufacturing 13
Wholesale 12

As one can see, distributors, manufacturers and wholesalers, three
of the most lucrative niches in small business ownership, are not the
dominant categories of firm ownership among women in NJAWBO.
Women with managerial and professional experience may be moving out
of corporate employment, and thus out of the pipeline for further
promotion at the upper levels of management. The extent to which
independent small firm ownership among middle class women is a long
term temporary employment solution or a permanent one needs to be
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investigated.

Over time, business patterns change. The Small Business
Administration reports that formation of new businesses in the United
States reached record levels in 1995, rising two percent in just one year.
This growth contributed to lower unemployment rates. As we look forward
to the publication of the 1997 Census of Women Owned Businesses, the
relative percentage of women employers should also be rising. According
to the Small Business Administration, new business formation in the 1994-
1995 period increased another two percent, from 806,855 to 819,477
(SBA, 1996). We can expect women to share in part of that expansion.
But more individual women must break the size and income boundaries
that are limiting women'’s collective place in the structure of business.

A study by the National Foundation for Women Business Owners
(1993) found that most small businesses, whether owned by a man or a
woman, are started with less than $10,000.% The primary sources of
small capital funding for both men and women starting businesses are
commercial bank loans and loans from family members. The class
maintenance function of capitalism, privileging men whose families have
amassed material resources, may have not been applicable to women in
the same ways (Engels, 1844, 1942). Patterns of inheritance and the
uses of inherited capital resources need to be studied. Women gained
equal access to credit in laws enacted between 1974 and 1978, ensuring
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that consumer credit cards would become common instruments for
purchases and short term financing. How men and women are integrated
into the economy as consumers for small business products and services
needs to be studied by researchers working outside the marketing

departments of large corporations.

CONCLUSION

If most businesses listed as women-owned are those of sole
proprietors without employees, then we can qualify this study as a report
based on interviews with individuals who hold a relatively new position in
American society, women employers, less than eleven percent of
corporate owners and twenty-six percent of the owners of small
businesses. These businesses and employment patterns show that
women are employing people in increasing percentages. They are part of
a general and rapid expansion in small businesses in the new
entrepreneurial economy, but women entrepreneurs still play a small role.

The assertions in the popular press that women employ more
workers than the Fortune 500 has social ramifications. First, it misleads
the public into believing that women no longer face individual and
institutional challenges and inequalities in the business world. Second,
people expect women to resolve their own disadvantages by choosing
entrepreneurial market strategies, or by becoming the employees of

100

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



entrepreneurs. Journalists and women’s association spokespersons
presumably support women’s leadership in business. But the impact of
the selective presentation of data about commerce reinforces male
domination, by encouraging the public to pretend that women are winning
a dominant share of the economic pie and therefore suffer no gender-

related inequalities.
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Chapter Six: The New Jersey Association of Women Business Owners

Earlier studies of women and work roles document that women's
priorities in self identification according to gender norms vary (Deaux,
1992; Epstein and Reed, 1997). Gender, the social definition of
differences between males and females, is reflexively maintained through
interaction among individuals exercising some choice in their self-
interpretations (Deaux, 1987; Epstein, 1992; Goffman, 1959, 1967; Stets
and Burke, 1996; West and Zimmerman, 1987 ).' Other referents for
personal identity such as class, age or generation also may take
precedence in the individual's assessment of social position and personal
identity when interacting in business settings. The structure of business
and society make gender a basis of social organization. Thus women
must negotiate both personal interpretation and social boundaries that
guide interaction and the meaning of female gender in our culture.
Individuals actively seek reference groups which support their self-
concepts and social aspirations. The New Jersey Association of Women
Business Owners, a state affiliate of the National Association of Women
Business Owners, serves as a site for the investigation of how
associations shape individual identities and connect their members to

collective agendas.
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GROWING NUMBERS AND CULTURAL CHANGE

As the number of independent business owners grew after 1970,
the membership and activity of business associations increased. Of thirty
small business associations listed in the Encyclopedia of Associations
(1995), twenty were founded in the fifteen-year period from 1975 to 1990,
sixteen of these between 1980 and 1989. The United States Chambers
of Commerce, founded in 1912, grew from 36,000 members in 1967 to
80,000 in 1974. Membership more than doubled again between 1974 and
1980 (Vogel, 1989).2 The U.S. Chambers listed 219,200 members in
1995. The membership of the National Federation of Independent
Business, founded in 1943, grew from 300 to 607,000 between 1970 and
1995.

These associations may be seen as one variety of “voluntary
association,” organizations formed to further the common interests of
members independent of government. Membership in these associations
is neither mandatory nor ascribed; it must be actively chosen by
individuals. "Voluntary associations" are nonprofit organizations with aims
designed to benefit the whole society (Sills, 1968). Political parties,
churches and business associations fit the broad definition of voluntary
association, but they are usually studied separately from other nonprofit
organizations, maintaining a distinction between benevolent behavior, and
self-seeking or self-interested economic and political behavior. This
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narrow distinction is a political position in itself, favoring nonprofit
organizations sponsored by elites, because even the most benevolent
associations function in the society in ways that are political and
economic. For example the Rotary Clubs and the Lion’s Clubs participate
in activities that have a direct economic impact on the society such as
contributing to orphanages, hospitals, and community service projects.
The aims of New Jersey Association of Women Business Owners are
benevolent, directed to individual and public education about business
ownership, but most of the association’s strategies are designed to meet
the needs and self-interests of its membership, including political and
business connections.

Voluntary associations mediate the culture of civil society and
politics in the United States, establishing connections between their
membership, the general public and the government (Lipset, Trow and
Coleman, 1956; Sills, 1968; Tilly, 1981; Tocqueville (1835) 1990; Wolfe,
1989).2 The representation of the group's interests to the public is part of
its attempt to shape culture and social organization at the local level, as
well as to influence the distribution of resources to the needs of its
constituent members. The forms, purposes and goals of voluntary
associations reflect the social organization of groups in a society as they
compete for the resources and political good will of the general public and
their representative government; thus these grass roots organizations are
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important to the analysis of social change (Sills, 1968; Tilly, 1981; Weber,
Vol.1 1978; Wolfe, 1989).

Voluntary service organizations have frequently acted as a socially
conservative force by upholding the patriarchal family and male leadership
as models for civic and business participation. Women'’s roles are at the
center of contemporary changes in voluntary associations traditionally
associated with small business owners. Today women still cannot
participate as integrated, full equals in some of the tradition-bound
voluntary associations supported by members of the business community.
Both the Elks and the Buffaloes refuse to gender integrate their
leadership, relegating women to auxiliary clubs composed of the wives
and female relatives of male members. As late as 1995, 2,236 Elks
Lodges with 1.3 million members in the United States, were still debating
whether or not to remove the word “male” from the association’s
constitution.* Women can become members of the Elks’s women’s
auxiliary if they are first nominated by a member, and are voted in by the
club. The Lions Club, another voluntary association with a membership
that includes many local business owners, maintains a separate woman'’s
club division, The Lionesses. Lionesses are given recognition as
separate but equal leaders of association activities. This sex separatist
strategy on the part of these groups led one of the speakers at an New
Jersey Association of Women Business Owners meeting to characterize
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the Elks as “dinosaurs.™

The male fraternal culture of these organizations is threatened by
the emergence of women business leaders. This threat is more
pronounced when women business owners are not attached to males as
family members. Until 1989, membership under the Rotary Club
Constitution was for men only. Changes in the sex-typed membership
rules began in 1978, when the Rotary Club in Duarte, California invited
two women to become members, causing the Rotary International to
withdraw the club’s charter.® A lawsuit against the International was
upheld in Duarte’s favor by the Califomnia Court of Appeals (1986), and the
United States Supreme Court (1989). Many conservative local clubs still
maintain separate women’s sections, called Women of Rotary, Rotary
Ann Clubs, Las Damas de Rotary, Rotary Wives or The Inner Wheel. The
separate women's groups in Rotary pursue service projects that reflect
traditional “feminine” concerns, baby clinics, day care centers, schools,
food and clothing drives, homes and services for the elderly.

During the 1970's, barriers to women'’s participation fell in the
Chambers of Commerce, making way for a new generation of leaders. By
the 1990's women emerged as prominent regular members in both the
Chambers of Commerce and Rotary Clubs in urban and suburban areas.
In 1995 a woman was hired to serve as State President of the New Jersey
Chambers of Commerce. Voluntary service and business associations in
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New Jersey, New York and California have led the way toward a gender
integrated future for women in business and civic leadership. Women
have become activists for local business interests which were once
represented by men only, but the networks of voluntary association in
which local business owners define community leadership and establish
connections with one another have not universally accepted women as
equal participants. Women must negotiate their acceptance in
associations as individuals, while beliefs about traditional roles continue to
influence how both men and women assess impressions about business
aptitude.

Social historians have documented ways in which segregating
women and men into separate gender activities has supported social
stratification based on male lines of inheritance of property. Women hold
status insofar as they are related to men as wives, relatives or mistresses
(Coontz and Henderson, 1986).” Women's segregation into separate
spheres of activity restricted their independent access to resources.
Males in the dominant status group have the power to include female
members of their class, and recognize women as equals, or to restrict
women'’s participation and ignore their independent action. Despite
advantages, women remain subordinate within dominant classes. Such
segregation forces women to conform to normative, sexually controlled,
types of behavior if they wish to be included or recognized. In studies of
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Medieval industry, Martha Howell (1986) discussed the ways in which
peasant women enjoyed a wider range of behavior than women of the
gentry and upper classes. Peasant women shared work with men in the
fields and around the cottage, but upper class women had to adhere to
more restrictive segregation of male and female activities in order to
preserve the norms of femininity which identified them with elite status
(Gilchrist, 1994).% The definition of femininity held by the middle classes
in the United States, and globally, has been undergoing changes in which
women active in the public domains of business and politics assert new
boundaries for “feminine” status behavior, and form identities as business
women that have class symbolism independent from their attachment to
men in families. A wider range of public action in market exchanges
indicates higher social status. Women actively reinterpret the boundaries
of their gender roles in business culture and attempt to transform that
culture by continuing to participate in voluntary and business associations,

as well as in business trade itself.

THE NEW JERSEY ASSOCIATION OF WOMEN BUSINESS OWNERS

In response to the rising number of independently owned
businesses during the 1970's, The New Jersey Association of Women
Business Owners (NJAWBO) was incorporated in 1978 through a creative
alliance between local business owners and a state government
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committed to the integration of women into business at all levels. The
United States federal government has always recognized business and
trade associations. Small businesses distribute goods and services,
provide employment, and produce local leaders and organizers for
political, charitable, and economic activities at the community level. Small
business owners have a direct impact on the organizational strength of
civil society. The symbolism of alliance between government and small
business owners is achieved by funding education and self help programs
that are advertised and partially funded by the United States Small
Business Administration. The symbolic alliance can also become a
concrete basis for political action and mobilization, for example in the
passage of The Small Business Act of 1997, or in the solicitation of the
voluntary sector by Vice President Albert Gore to support the Welfare to
Work Initiative.

One of the original founders of NJAWBO, Bette Benedict, a small
business liaison with the New Jersey Department of Commerce, is among
a small group of active association members who maintain an alliance
with the state and federal governments. Governments must guarantee
individual rights and market integration, so if they wish to improve the
collective position of women in the economy and society, it is important for
women'’s organizations to be connected to liaisons, officials and
legislators. Women struggling to increase their share of the market in

113

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



competitive industries keep a sharp eye on the development of
government regulations and policies that have an impact on business
owners. Betty Benedict maintains the state government's connection to a
local base of organizational support and seeks to strengthen the goal of
women's full integration and equal participation. In part, this is her job as
a functionary of the state bureaucracy, but she maintains a strong sense
of the history of women in business and the importance of association.

Betty Benedict was a career woman in New York City before she
and her husband moved to New Jersey. As suburbanites in the 1960's,
they lived through the early feminist movement and saw the economic
emergence of women in the paid economy. Benedict built a career as a
public relations executive in private industry before joining the state
government of New Jersey. Part of Benedict's job with the Department of
Commerce included working with the Small Business Development
Centers. Adele Kaplan, another NJAWBO founder, was the chairperson
of the Centers, which were partially funded by the state of New Jersey to
provide advice and education for people starting businesses.® Adele
Kaplan helped adapt the bylaws of New York City women's business
clubs to the New Jersey organization's charter and rules.

Benedict and local entrepreneurs launched the association through
The Women Business Owners Educational Conference in 1978. The
“Women's Expo,” was held at “the Club” in Giants Stadium in the
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Meadowlands section of New Jersey. According to Benedict, no women
had been in the Club for a women's event before. This created an
exciting feeling that women could break old barriers by collectively
organizing to support one another. The campaign to organize an
association that would capture at least part of the diverse waves of
women entering business ownership began with an exhibit for the New
Jersey Association of Women's Business Owners at the Expo. They
attracted their first members at this event.

The corporate structure of NJAWBO was formulated to be similar to
other club and service organizations, such as the N.J. Chambers of
Commerce. Local county chapters elect officers, and send
representatives to regional and then state committees which develop the
strategies of the organization. Service on the committees is voluntary,
and the length of service at the state level usually determines who will be
state president of the organization. Only active members hold office.

An "Active Member" of NJAWBO is a woman who is a sole
proprietor, a partner owning at least fifteen percent of the partnership or
corporate shares, or less than fifteen percent if the corporation is fifty-one
percent women-owned, and she holds a policy making role; or a woman
who financially maintains business facilities as her major source of
employment and income (including commissioned agents, brokers,
independent contractors, and consultants).'® The central tenet of the
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definition is executive control or management by a woman owner.
Associate members who cannot hold offices include students, government
officials and family members.

NJAWBO included fifteen chapters in 1992, and membership was
estimated at one thousand members, with a monthly active membership
count of 856 in June of that year."' It is not a large ascociation by
American standards. In 1995 this was one sixth of the membership of its
parent, The National Association of Women Business Owners, founded in
1974. The current structure of NAWBO, the national organization,
includes forty state organizations. In comparison, the National
Association of Female Executives (NAFE, f. 1972), had more than
250,000 members in 1995. The American Business and Professional
Women's Association (ABPWA f. 1949), had 90,000 members including
assistants, secretaries and executives who do not own a controlling
interest. But NJAWBO is for women who own and manage businesses.
The owners of independent businesses actively network at the community
level of society and the state level of government, creating a dynamic
local base for political and social activity.

Even if the majority of small business owners, like the majority of
Americans, are not ‘joiners' or regular participants in these organizations,
voluntary associations represent the interests of the group to the public
through media and outreach events, and to the state at all levels by
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lobbying candidates, elected officials, and participation in policy formation
through research publications. Culture is actively created through
association strategies which involve the participant in a society of
members interacting with common goals (Tocqueville (1835) 1990; Lipset,
Trow and Coleman 1956; Sills, 1968). Local association chapters and
clubs articulate shared values and ideals for the business community as a
whole. Small business owners disagree about how to define common
issues and concerns. There is no universal vision of the collective good at
the local level. Individuals disagree about what their relationship to the
state should be. Associations provide forums in which collective concerns
are defined, discussed, and connected to local politics.

Charity events also bring the skills and resources of local business
owners into the spotlight. A national survey of women business owners
found that seventy-eight percent volunteer, compared to fifty-six percent
of all business owners.? Women hold strong ties to their local
communities, and they recognize and reward volunteer commitments.
Small business groups organize, fund and contribute to the full spectrum
of volunteer community events and organizations, displaying their
organizational talent outside their businesses. The redistribution of
modest wealth and knowledge through these strategies builds public good
will between their peers and other members of the polity. The events also
allow people to include spouses and children, adding a personal side to
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their public personas. Spouses of executives gain social status by
participating in club activities that have community functions.

NJAWBO sponsors the EXCEL Program, an education and
mentoring program for people who want to start businesses. EXCEL
provides new entrepreneurs with an assessment of their aptitudes, and a
short, intensive course on business skills. New business owners are
brought into the association and adopted by older members. This
facilitation of business formation and education is subsidized by the
U. S. Small Business Administration and the New Jersey Department of
Community Affairs. But even without the grant monies they receive, the
teaching and mentoring programs are a popular way for women to
participate in NJAWBO.

The association aims to tie members to both national and
international networks of information and potential connection. The
connections are more symbolic than real for the majority of the
membership. NJAWBO is an affiliate of the National Association of
Women Business Owners (NAWBO), incorporated on December 19,
1974, by women who sought to exchange information and devzalop
business skills. NAWBO is affiliated with Les Femmes Chefs d’
Enterprises Mondiales (World Association of Women Entrepreneurs),
which in 1992 was associated with organizations of women business
owners in twenty-three countries, organizing 33,000 members across the
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globe.

None of the women | met in New Jersey own businesses that are
large in scale, if this is defined as having a significant share of production
or service in a national market. Nonetheless, many small business
owners aspire to grow firms large enough to hold national prominence.
The association is a launching pad for ambition rather than an elite club.
The courage and vision of most women business owners is not small,
local, or only focussed on lifestyle and family interests. The aspiration to
be a bigger player in the business world survives.

Although only one woman in this study does business
internationally, the idea that there are thousands of women across the
globe actively organizing businesses is exciting to others. Several women
mentioned the national and international scope of the organization's
network. The promise of national and international connections has the
symbolic function of locating the individual in part of a larger global world
economy. By imagining they are part of a universal exchange in which
women are important leaders, members of NAWBO and NJAWBO
overcome the patriarchal prejudices that women must remain tied to local
and household economies. The global scale and scope of NAWBO

promises that commerce will lead to a more successful future for women.
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Chapter Seven: Shaping Public Perceptions of the Woman Entrepreneur

The emergence of the “woman entrepreneur” as an identity or
position in the social structure, reflects both a real change in women’s
status as market participants, coupled with new claims for their
significance in the economy and polity. The definition, dissemination, and
use of information and images by political parties, associations, and large
corporations are social processes which shape public perceptions of the
roles of women in business. The interests of large organizational actors
are often interconnected, purposefully linked through shared agendas and
planned strategies designed to influence the individual seif-employed
woman or small firm owner. Female gender constructions serve the
interests of powerful organizations that seek to manipulate the behavior of
women. But it is also important to consider why women accept the
ideology of the market solution and many of the cultural images purveyed

to them.

ASSOCIATION STRATEGIES

Among its many activities, the National Association of Women
Business Owners, the parent of forty state affiliates such as the New
Jersey Association of Women Business Owners, functions as a marketing

group for women entrepreneurs, corporate products and services, and the

122

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



political lobbying agendas of association members. The National
Foundation for Women Business Owners, NAWBO's non-profit
development and training foundation, combines the primary research and
education functions of the association with marketing products and an
image of the woman entrepreneur designed to attract powerful sponsors.
The mediation of information and image is the part of the mission of
NFWBO, whose statement reads: “The mission of NFWBO is to support
the growth of women business owners and their organizations through
gathering and sharing knowledge.” Knowledge is a selective process of
organizing data both observed and interpreted, combined with verifiable
statements or analyses and theories about what is claimed or known. The
language of marketing becomes an activist strategy in the struggle to
improve women'’s status in business and establish opportunities for better
market positions.

NFWBO “research reports” present a dramatic selection of
statistics and claims, establishing an equal or sometimes superior role for

women in the economy and polity, as this quote reveals:

Women-owned businesses are growing by leaps and
bounds ...making them an increasingly attractive market for
many corporations. The nation’s nearly eight million women-
owned enterprises employ one out of every four company
workers and contribute $2.3 trillion to the economy,
according to NFWBO.

123

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



For nearly a decade, major corporations have

benefitted from NFWBO's research findings to make key

marketing decisions. NFWBO has demonstrated that

women and men entrepreneurs have different thinking and

management styles that can impact the ways in which they

research and acquire products and services.'

Women entrepreneurs’ choices are idealized to parlay the
impression of success, a strategy which should attract capital resources
and corporate sponsorship. The claim that women behave differently
from men in their purchasing decisions maintains corporate and public
interest in appealing to women owners as a separate group among the
self-employed. This “information” strategy also legitimates the existence
of NAWBO as a separate gender-based association devoted to correcting
misimpressions about women entrepreneurs.

The advocacy role of the association has attracted respect from the
business press. Writing about the passage of the Women’s Business
Ownership Act of 1988, Jeffrey Seglin, an Editor at Inc. magazine praises
NAWBO on both its organization and marketing skill:

NAWBO was then (and still is) the model of what a small

company advocacy group should be. Not only were its

members an impressively organized vocal force making use

of the latest technological gadgetry to keep in close

communication, but they were also incredibly savvy at

marketing themselves. By using every tactic they could

think of to keep their consistent message in front of fellow

conference attendees and policy makers, they outshone the

established lobbyists that for years had done business by

back room politicking and riding herd on rules committees.
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...the establishment was not prepared for NAWBO, an

advocacy group that managed to broadcast itself onto the

national agenda by assertively behaving like the tough-

minded, relentless crowd it represented-chiefly, owners of

small companies.?

Women's social status rises with their access to people in power
and the institutions which support elite cultural roles. In a report titled
“2020 Vision: Entrepreneurial Policies for the 21st Century,” the National
Association of Women Business Owners presented the recommendations
of two corporate sponsored think tanks in March 1985. The foreword to
the report proudly claims both corporate ties and gender progress:*

Sponsored by IBM, these meetings took place at the

Cosmos Club in Washington, D.C. The club itself is a

symbol of changing times: the former all male bastion, its

walls coated with photographs of Nobel, Pulitzer and other

prize winning members, just elected its first woman

president.

The image of women breaking the barriers to gender equality in corporate
sponsorship, private clubs and powerful prizes, legitimates the power of
those institutions. Such images also align the interests of women
entrepreneurs, the majority of self-employed women who employ no one,
with both leading women entrepreneurs and conservative, wealthy
corporate forces in the society. Despite the small scale and modest
contribution of the majority of self-employed women, association with elite

individuals increases the social legitimacy of all women entrepreneurs and
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eases the way for greater public acceptance of women in business.
NAWBO supports federal and state subsidy of public education and
training, calling the transformation of America’s schools “our number one
priority.” Their approach to human needs includes privatizing social
services and 100 percent tax deductibility of health care premiums for
employers. In the following quote from the “2020" report, the economic
interests of small business classes are emphasized in terms of converting

privatized social services into franchising opportunities:

Franchise opportunities are now cropping up in

industries ranging from preschool education to domestic and

commercial cleaning services, and from computer sales and

servicing to construction contracting.
Governments are utilizing franchising as a means to
privatize previously government-owned services, such as

the postal service in Brazil. Through franchising, it is

possible to break up large government entities into small-

business opportunities, rather than merely selling a large

publicly-owned firm to a large private corporation.

When it comes to competition for the potential contracts on which
privatization will rest, NAWBO wants a franchising system rather than
open bidding, thus asserting the interests of the entrepreneurial classes
as democratic levelers in the face of the superior power of large

corporations. By couching their claims in terms of what is good for

America as we approach the 21st century, NAWBO fights for
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entrepreneurial class interests by steering carefully through many
potential conflicts in the entrepreneurs’ relationship with workers,
government and large corporations, avoiding issues of downsizing, lower
wages and benefits, less secure pensions and new limits on public service
that follow privatization of public services.

Another group utilizing the interests of women entrepreneurs with a
conservative, family-centered agenda are Women for Tax Reform, a small
activist group headquartered in Washington, D.C.. Led by President
Audrey Mullen, they launched a $50,000. media campaign in 1995 calling
for cuts in capital gains and inheritance taxes. Clinton's cuts, they claim,
are only for "special groups” like students, whereas entrepreneurs
represent America. In a cable television press spot, Diana Furchtgott-
Roth, an economist with the American Enterprise Institute, appears
standing in front of a cut out of the nuclear family, calling for the
preservation of property for “entrepreneurship for generations.” This
appeal has an explicit class maintenance function. Only by preserving
capital over time will entrepreneurial families be able to sustain and
improve their status in society. Even though the financial interests of the
middle class family diverge from the interests of corporations, the family
friendly stance of these organizations also functions to legitimate other
claims, for example proposals for tax relief in the form of corporate capital
gains: Such claims are conservative because they emphasize family
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controlled capital resources rather than greater access and control of

capital resources by women as individual citizens.

CORPORATE AGENDAS

Self-employed individuals and firm owners are part of a market for
goods and services. Once defined as domestic consumers of household
necessities and childcare products, women owners now constitute a pool
of people consuming the goods and services required to do business.
They purchase or consume credit instruments, insurance, financial
planning, office supplies, temporary help, advertising space, and business
information services. Business associations have provided large
corporations with opportunities to market to their membership, using
advertising in association-sponsored publications, mailers inserted into
association memos and letters, and sponsorship of events and research
reports. Large corporations such as American Express, AT&T and Dun
and Bradstreet's share similar agendas, to increase the number of people
purchasing their goods and services, to create product or brand
recognition and loyalty, and to forge political and social alliances that
support corporate interests. For example, this quote from the National
Foundation of Women Business Owners News, illustrates the symbiotic
relationship that has developed between the association and marketing
campaigns by corporate banks:
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This improvement in the relationship between women
entrepreneurs and banks is no accident,” said Lucy Reid,
Executive Vice President, Wells Fargo Bank. “The 1992

numbers from the National Foundation of Women Business

Owners documenting both the growth of women-owned

enterprises and their problems in obtaining financing

shocked the banks, including ours, into action. ...Since

women business owners are as financially responsible as

men business owners, we saw an opportunity and we

stepped up our outreach efforts.*

Between manufacturers and distributors, leasing, lease to buy
options, and credit agreements allow women to use new computer and
telecommunications technologies on a budget. But with innovations
entering the market every six months, rental agreements can also tie
business consumers to premium prices paid over the long term for aging
products. To maximize the potential number of consumers, no distinction
is made between self-employed individuals and firm owners. Both groups
are encouraged to purchase at the same level, affiliating with the image of
the confident, upwardly mobile, entrepreneur. These marketing strategies
function to form self-images of success and collective perceptions of

shared class interests aligned with the corporations which purvey

business goods and services.

PARTY POLITICAL AGENDAS
Both Democratic and Republican political candidates pitch political
campaign speeches to “women entrepreneurs” as a unified category of
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economic actors. Women business owners are often sought out to
legitimize the role of government in securing both the ideals and the legal
conditions for faimess identified with the market. In the 1996 presidential
election campaign, Robert Dole, Senator from Kansas, appealed directly
to women entrepreneurs. His speeches were filled with appeals to small
business owners—the Main Street crowd in small town America—from
which Dole claimed his representative status. He tried to counter the
gender gap between male and female voters by promising women
business owners a friend in the White House. The New York Times

reported Dole’s July 24, 1996 speech in King of Prussia, Pennsylvania:

| will stand up for the mom and pop store, the new high-tech
company and the aspiring women entrepreneur with a small
business opportunity plan,” he said, “and will put
government in your corner and not on your back.” Later at a
cookie dough plant in this Philadelphia suburb, he met with
Hope Spivak, owner of Hope’s Country Fresh Cookies, and
said that as President he would hold a White House
conference for “women only” to talk about how to create
more businesses owned by women.®

Dole’s attempt to close the gender gap in favor of the Democrats by
appealing to women owners failed, because women small business
owners are not the unified social and political force that organizations like
the National Foundation for Women Business Owners claim. But they are

part of the small business classes that have achieved political leverage
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through the Congress. Individuals such as Hope Spivak represent greater
access to men in political power. Political recognition and access to the
powerful bring some loss of control over the association’s cultural and
political agendas, which can be used or “played” by political party
participants for their own advantage. Nonetheless, such connections give
women in business greater public legitimacy and are highly desirable as

potential sources of leverage for lobbying.

GENDER DIFFERENCES AS POPULAR MORAL PROTEST

Popular business and feminist writers also serve as advocates for
women business owners, who seek to present public roles alternative to
those defined by corporations and political interests. They have
championed the idea of female management as a unique and superior
model to traditional forms of management. Several influential books in the
trade press have painted glowing tributes to “"women centered"” values, or
characteristics believed to be definitive of women managers. These
works represent an effort to invent an alternative culture of the work place
that exhibits individual autonomy, emotional commitment, and a leveled
power hierarchy.

In The F le Advan : Women's Way of L, hip (1990)
Sally Helgesen argues that women who succeed place themselves at the
center of a caring network of sharing managers; they do not force their
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subordinates to compete.® The "web center” that women are supposed to
build is presented as the antithesis of the traditional corporate pyramid
which symbolizes domination, closed communication, bureaucracy, anti-
creative and anti-woman modes of being. Helgesen writes the following

passage, inspired by the children’s novel Charlotte’s Web:

The strategy of the web employs different methods in order

to achieve different goals. Since the most desirable spot in

the web is the center, the strategy of the web concentrates

on drawing others closer, and by strengthening the lines and

orbs that knit the fabric together. Emphasizing

interrelationships, working to tighten them, building up

strength, knitting loose ends into fabric, it is a strategy that

honors the feminine principles of inclusion, connection, and

what Carol Gilligan calls "being responsible in the world."
In the web center, power is diffused and the impact of power for
structuring relationships is regulated by shared goals and communal
values. The “web model,” derived from a work of fiction, conforms to
cultural stereotypes about differences between males and females. The
web model provides psychological reassurance to both men and women
that changing roles in business will only bring to the forefront essential
differences.

Joleen Godfrey's mass market trade paperback titled Qur Wildest
D : i n ing F in d

(1992), promises a "new paradigm for working life." This emphasizes
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social values such as love, the web, natural growth and the meaningful
combination of work and family.® Godfrey's woman leader is also at the
center of a web where she shares her power and decision making. Her
employees are informed partners. Godfrey does not discuss the
difficuities or challenges of small firm management. Idealized visions of
egalitarian feminine leadership are part of a political strategy to change
the world. In a March 1993 feature article in Working Woman , Godfrey
describes her goal:

The whole purpose is to try to find ways to make women

economically less vulnerable,” Godfrey explains. We must

begin to put tools into the hands of young women so they

can create organizations and companies that fit them and

meet their needs, rather than constantly having to meet the

needs of women-unfriendly organizations.®
Godfrey's strategy is based on a social constructionist premise, that men
and women can change their behaviors by holding ideas that cause them
to restructure and renegotiate the meaning of gender in organizations and
social settings.

Helgesen and Godfrey idealize a set of values which they claim for
women, and theorize that they are an integral force in social change.
Women are positioned as morally superior to men, who may copy their

superior egalitarian style if they become enlightened. These popular trade

books provide readers with a romantic fiction about business
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management, a tale which engages their imaginations and diverts
attention away from more difficult problems, such as cash flow, credit
management and employee training and retention. But within the fiction
there is a functional resistance to status quo relations in business
designed to help women build stronger, more equal relationships. The
literature on women'’s difference constitutes a criticism of the mainstream
entrepreneurial ideology of individualism and open market competition.
“Women's ways” are a protest against the cut throat competitiveness and
profit-centered capitalist markets as they have an impact on women’s
lives. Small, cooperative work groups with decentralized authority or
shared decision making should decrease worker alienation and increase
solidarity. These ideas are creative adaptations of cooperative
philosophies which shaped parts of the feminist, leftist and alternative
health movements in the 1960's and 1970's.

Association advocates have embraced some essentialist
assumptions about differences between men and women. These
essentialist perspectives set up a false contrast between men and women
who are embedded in the same economic and cultural structures, largely
in reaction to women's perceived disadvantage in the face of ongoing
sexism. The female difference model can be interpreted as a source of
social power that men want to emulate, or at least accept as a valuable
style of management. In a press release titled, “New Study Quantifies

134

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Thinking and Management Differences Between Women and Men
Business Owners,” NFWBO reports the findings of a research study
underwritten by American Express Small Business Services, which
strongly reinforces essentialist beliefs that men and women are
biologically different.

More than half of women owners (53%) emphasize intuitive

or “right brain” thinking. This style stresses creativity,

sensitivity and values-based decision making. Seven out of

ten (71%) men business owners emphasize logical or “left-

brain” thinking. This style stresses analysis, processing

information methodically and developing procedures.

Women business owners’ decision making is more “whole-

brained” than their male counterparts, that is, more evenly

distributed between right and left brain thinking.
The study measures how deeply men and women believe that gender
differences are innate rather than socially constructed. Popular sexist
explanations for male and female differences are rationalized as scientific
facts, which have social consequences insofar as they influence public
policy, individual decision making and the behavior and assumptions of
people doing business. Laura Henderson, 1994 Chair of the National
Foundation for Women Business Owners, stressed the companionate
marriage of male and female differences:

Up to now, models for business success have been largely

male-defined, often forcing women into a mold in which they

did not feel comfortable. The recognition that both women

and men's styles of success will help them both strengthen

their management styles and learn from each other."°
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The woman responsible for the following quote serves on the national
board of the National Foundation for Women Business Owners. She does
not want to give up a potential advantage of traditional claims to female
difference:

...you'll find a lot of women in the financial planning industry
which | view as being an industry where you need the strong
sensitivity to people that we as women tend to develop early
in life where men don't always develop it, ...people still....
have the tendency to lean toward men as advisors because
of former experience or whatever reason. However, ...one
of the reasons | see our business doing so well is that's
changing. You see it in the corporate world because now
men are starting to want to be like women and be nurturing
and participate in management styles and all of those things
that historically women have been that have not been a
positive thing, that have been viewed as a negative. Today
that's no longer true ...I'm getting more and more men who
would prefer to deal with a woman because they see women
as being caring and concemed about them as individuals
and not just looking at the numbers. In my industry, | think
that some of the things that women are facing today are
positive versus negative. [ think we're gaining ground
rapidly because of the way we're being viewed as a positive
influence in people's lives which | think is great.

The shift in the interpretation of gender differences between men
and women is an outcome of social and cultural politics, deliberate
strategies and ideas designed to engage the imaginations and belief
systems of the public. Most people are not innovators, but adopters of

styles or strategies that have already been accepted by a significant
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number of people. The belief that men and women are essentially
different can control behavior. While many men and women believe in the
ideas of free-market capitalism, laissez faire government regulation, and
entrepreneurial market leadership, few hold alterative beliefs about
cooperation, and egalitarian management.

The National Foundation For Women Business Owners proselytize
the acceptance and recognition of gender differences between men and
women, not as a protest, but as a traditional claim to moral and emotional
difference from men as a basis for power and respect. Both sexes are
reassured that the new “entrepreneurial woman” is not a threat to the
normative cuitural construction of masculine and feminine gender
differences. One difficulty created by this cuitural politics strategy is the
reinforcement of male and female behavioral norms supporting cultural
boundaries which have historically disadvantaged women in economic
exchange activities, by positioning women as more emotional, and thus

too weak to compete with dispassionate, masculine businessmen.
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Chapter Eight: Marketing Selves Through Association

Associations support small business owners in both individual and
collective ways. They provide forums in which a member's identity and
reputation can be built while he or she acquires information and
organizational skills. With the everyday pressures and stresses of
performing as a small business owner, an individual may find it desirable
to associate with others in business, to share and establish a stronger
identity for herself and for the public image of the fim. Individual
adjustment to the entrepreneurial role may take many paths, but each
journey can be guided by the social road maps and strategies of
association. Independent business ownership causes changes in social
interactions which support the seif and social personality, as these four
women recall:

| think you become a little more positive, bossier. A
lot bossier.

You have to be a jack-of-all-trades. You've got to
keep encouraging. You've always got to be working very
hard; you never can feel like, “Oh, this is a piece of cake.”

You always have to work very hard, put a lot of yourself into
it, and try to get your employees to feel the same way...

it definitely matured me faster than | would have if |
had just a job. ...there’s so many stresses and there's so
much responsibility that you can’t help but grow up to be
able handle them. I've learned to be much more diplomatic
over the years.
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| have to say that the growth process was incredible. One
thing that amazed me was | became a much nicer, more
relaxed person, and | think a lot of it had to do with being
more in control of my own life. Being able to make my own
choices. | became much more confident in dealing with
people and with business issues because | didn't have to
worry about people second-guessing me in terms of the
decisions | was making.

| became much more self-critical. Whether you have a
success or a failure, you immediately say, what did | do that
was right? Or what did | do that was wrong? You think you
need to project an image that isn’t real in order to get
yourself to the next phase; and sometimes you're way off.

Changes in identities may also be connected to the differences
between “corporate” and shop based environments. According to this
partner in a cleaning service, transitions between corporate and
entrepreneurial identities were not easy to negotiate:

| feel that's who | am. I'm the person in the suit. That’s part

of my identity... Giving up the term “manager” in a big

company was a little bit difficult, but then | became an

entrepreneur. That was a different kind of identity, and it

was like, “| own my own business.” ...it was tough because it

wasn't a professional kind of business [cleaning service]. So

that was a really hard transition.
Corporations define work roles for women independent of the family,

which support middle class or white collar identities. The “suit’ once
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signified managerial or middle class status. The individual belonged to a
group with authority derived from a place in the structure of a corporate
hierarchy. As an independent small business owner, authority must be
built through a wider range of relationships. The individual must signify
that she still belongs to the managerial middle class, but without the
assurance of power vested in the offices of a large organization. Without
the support of a franchise or network selling organization which provides a
package of marketing techniques and materials, the independent woman
entrepreneur must market herself. The daily work of the entrepreneur
involves continuously marketing the business, her efficacy as an owner,
and her vision of the future, or what she expects to accomplish. This
process can be challenging for individuals who have not been socialized
to work in open market conditions.

Some of the cues which affirm that an individual holds a particular
status or identity come from who they are surrounded by (Goffman,
1959).' Small business owners spend long hours with their employees,
and with potential clients. It is a relief for them to interact with other small
business owners who understand and affirm their middle class cultural
status as well as business identities. NJAWBO gives members the
opportunity to seek out more successful and established individuals and
to form relationships with local leaders. With success dependent upon
interpersonal processes, such as self-presentation, connections with
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others, and effective interaction, participating in business associations
helps individual women to compete for opportunities in markets.

The business person needs a group in which to learn the norms
necessary to operate in local, regional, and national markets. He or she
must construct a distinct identity for the firm in relationship to competitors.
The owner and the firm then achieve or occupy some status position
within the market.? Business associations can introduce women to
entrepreneurial, small business culture and provide them with
opportunities for interaction. They integrate individuals into the local
economy by strengthening their identities as owners and defining agendas
for collective action. Belonging to an association is not a necessary
condition for operating a business or succeeding in one, but it can serve
as a useful resource.

"Belonging,” on Main Street is belonging to a larger public sphere
structured by organized groups. The leaders and representatives of local
associations try to build solidarity with individuals and other community
organizations in order to increase their visibility and influence as reference
groups for both executive employees and the self-employed. As Liz

Parker, the Executive Director of the Madison, NJ, Rotary Club put it:*
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In a day of suburban sprawl and impersonal shopping malls,

these groups provide a sense of community, of Main Street,

and of identity.

The Rotary Club actively seeks to become a reference group for both
individual and community identity. Individuals who are new to business
ownership or who are not part of established family businesses are
strongly attracted to association claims. Regional entrepreneurial
networks are sometimes dominated by established families that give
leadership roles to relatives. For example, Marcy Sims of the Sims
Clothing Store chain in New Jersey is a leader in the family business who
appears frequently in the press and media. But for an individual starting a
new firm without such familial references, there is a need for a group or
collective forum in which identity can be established and affirmed.

The entrepreneurial ties formed in a small business association go
beyond the economic and include social support, legitimation, exchange
of information, and personal recognition (Freeman and Keels, 1992).4
These intangible benefits can be blocked by other kinds of status apart
from gender, such as race or cultural norms specific to urban or suburban
seftings. But social processes are important to constructing an identity for
the business in the market and an individual definition of self as an
effective entrepreneur. A market 'self cannot be created without the

recognition of other people who support the individual's identity. One
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informant who was active in both a women's association and the
Chambers explained how NJAWBO helped her to create an identity within

her locality:

| don't know about the actual revenues... They've helped
me as a business woman. They've helped my image in the
community. Because they see me, they know who | am and
then they kind of know who Comp X is. So, | can't say that |
can relate it to actual dollar amounts. But | would say that
yes, it's helped me and my business and helped me grow. |
pick people’s brains when | meet them. I kind of find out
how they do things and what they do and what's going on
with their business. . .

Association friendships offer sources for the practical
understanding of everyday business problems and solutions to them.
Researchers in business and network studies have shown that during the
process of organizing and managing the business start-up, entrepreneurs
learn how to answer questions, solve problems and provide
encouragement (Smeltzer & Fann, 1988; Freeman and Keels, 1992).°

.... | am very active in the Chamber also, and there are

people who are small business owners, and we share war

stories and so on. You understand. It's the same mentality.

Professional people, | don't care if it's a male or female, they

don't know what it's like. | didn't know what it was like! |

don't understand what's its like when you're laying awake

saying, "Oh, God, this is coming due, and let's see, what's
the aging report? When can | start calling for this?
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And the market is turned and all of these contracts that we

thought we were going to get, and maybe they aren't

coming, or Gee things are termrific!" They don't understand

what it's like to have a business. | didn't. So again, | don't

really care if you're male or female; it's a business owner, a

person who understands what it's like to be there.

My study supports others that have found that networking outside
family relationships provides social support (Tausig and Michello, 1988),°
legitimation for action, feelings of self-confidence and personal power
(Smeltzer and Fann, 1989).” A “self-made” woman or man needs other
entrepreneurs with whom to interact and to provide group identity. No
individual can be motivated to become a “market actor” independent of a
culture that values business.® In the words of a young designer:

...NJAWBO was amazing.... the women who were there in

the beginning before | had my equipment - because | used

to introduce myself and say | have a company called . . . but

| don't have my equipment yet so | haven't started. And

those people were just so supportive. Like you can do it,

you can do it. They didn't even know me that well. But

because they wanted to help, they support women business

owners, they gave me so much support that | could not have

done it [without them].

Values concerning types of action must also be consistent with
collective norms. New business owners are sometimes uncertain or
ambivalent about using certain practices. For example it may be “normal”
to stall a business creditor in order to meet your payroll while waiting for

account receivables to balance. As this entrepreneur explains:
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| never pay cash for anything. When times are tough, never

pay cash for anything. A little cash can be used for a lot of

things. Never pay your bills early. If you've got thirty days,

take thirty days. You can never guess how much cash you

can get on the street, and you get it from your vendors.

Operation of a small business is demanding. New owners sometimes
cannot adjust; they need education and advice.

Within large corporations there are institutionalized controls over
projections of future action. A manager fails quickly in the corporate
organization if they do not accomplish what they have proposed to do
(Jackall, 1989). Corporations provide both institutional and informal social
controls over behavior, demeanor and action. In comparison, the small
business owner is less subject to controls of this sort. Customary norms
of behavior are maintained through repeated interactions with other
people buying, selling or trading goods and services, not necessarily on a
daily basis. A small owner who wants to increase her client base
frequently gives a low bid, to attract more business and keep current
clients. But owners contracting with too many new clients are always at a
disadvantage in bargaining over the value of their service or work,
because the unequal distribution of power affects the terms and execution
of the work contract. A small business owner who is late with projects
may stay in business for a long time by continuously seeking new clients.

But with a limited service, the new client or customer may choose not to
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continue doing business. Thus, for every new client, the entrepreneur
must expend energy developing a relationship that is not yet established
over the long term. The new business owner may make too many
promises and end up in a terrible struggle to accomplish what she has
promised, or to maintain more affluent appearances than she can afford.
A member reports:

There's a lot of people who come out of large business and

they start little businesses, and they don't know what to do.

They're used to having a staff; they're used to calling up

someone and getting their supplies, so that doesn't happen

in a little business, and it takes a lot of time for someone

with that background to understand how a small business

works, and a lot of them wash out.

NJAWBO members always have someone to call when they need
the answer to a problem, or just someone to talk to. For example, while |
was sitting in a NJAWBO member’s office, the telephone rang. “I'm being
interviewed!” my informant told another NJAWBO member, briefly
explaining who | was and what | was looking for. “Are you interested?”
She scribbled her friend’s name and address on a piece of paper and
handed me my next connection. Members informally vouch for one

another and make connections for friends and business owners

recommended by other members. A member summarizes:
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Networking, the development of support systems in terms of
having someone else that's done the kind of the same thing
that can identify with the frustrations that other people
around you can't identify with, the education in terms of
providing a lot of educational opportunities, especially for
new business owners.

The business focus of NJAWBO distinguishes it from other

voluntary associations such as the Rotary Clubs, which perform
community service. Another quotation illustrates NJAWBO's all-business
agenda:

it was a ready and accepting network of people in positions

similar to mine who were starting or in their own businesses,

and who wanted to talk about business. Its not a sit around

and talk about your grandchildren club; its for people who

want to talk about business.

There is also the common experience of loneliness that comes with
not being part of a ‘work group.” Epstein (1989) and Garson (1975) both
found that people enjoy participating in a culture of the workplace, sharing
a common sense of identity with others in the same work roles.® But what
happens when the owner is alone? The “sole” proprietor may be the only
person in her office for most of the working day. Participation in the

association relieved loneliness for some women. Two members describe

their need for support:
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| tended to look for affinity groups where | could find other
women business owners which is why I'm now a Regional
President of NJAWBO. | needed to find other people who
were in similar situations because after [ left my father's
business | couldn't come in and just find someone to talk to.
It wasn't that he wasn't interested, its that he just wasn't
there day to day, and how many times can you call
somebody and complain.

[the association] kind of does away with the isolation part of

being a business owner because you can establish your

network, your core of individuals who share the same things.

We're all independent—we have that in common, a lot in

common.

Scholars have documented how individual needs are met in voluntary
associations which support the entrepreneur in ways that family and
friends cannot (Smelzer and Fann, 1988; Freeman and Keels, 1992).

A person’s gender or race status may act as barriers to social
recognition as an entrepreneur. If these social status markers create
uncertainty, doubt or fear, the entrepreneurial "face” may be contested or
broken by hostile patterns of communication.'® The individual's credibility
and legitimacy may be a silent issue in interaction. The cultural legacies
of racial, ethnic and gender exclusion influence the judgements of other
people in the business. A woman entrepreneur recalls how a black co-

worker was eliminated from the small corporation in which she was

employed:
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When it would come review time they would put things on
the review like, doesn't work well with outside suppliers.

You know with all the equal opportunity things, there was a
lot of emphasis on advancing minorities. They got him fired,
and it wasn't that he was incompetent. They were in bed
with the VP [covering up unethical business practices] and
they manipulated the whole thing [scapegoating the minority]
and got what they wanted out of him.

When women and minorities in business encounter racism and sexism,
these prejudices become part of a bargaining process in which the
individual is forced to prove the legitimacy of her participation. She may
be drawn into more difficult bargaining terms, or positioned in ways that
make it harder to profit.

Business owners call the sale or order a "moment of truth” in which
the contracting party must be assured that the owner can fuffill his or her
commitments. This means assurance that the identity and representation
of the business are trustworthy.!" The moment of truth puts the credibility
of the person's identity as a business owner on the line. Race, class and
gender biases in the culture can create doubts about legitimacy, and the
suspect individual may be ignored. NJAWBO teaches its participants to
strengthen presentations of self and to negotiate personal anger and
resistance to women in business, rather than engaging in frustration,
retreat or protest. A successful negotiator recalls benefitting from being a

woman in male dominated environments:
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Most of the things | do are male dominated. There are

people out there who don't know how to deal with people

who are different from they are, and you just have to deal

with them. | don't think there's any great conspiracy against

women. | don't think we have to take on some crusade,

because that turns people off.

In the same way, ethnic and religious business associations function to
affirm individual and collective identities while strengthening the
individual's ability to negotiate with other citizens outside their personal
reference groups. Rather than a individual response to social exclusion
based on shared status, such as class, race, ethnicity, religion or gender,
joining a business association can reinforce collective identities that are
not otherwise at the center of business. One effect of participating in a
group of women is that the association can diminish feelings of exclusion
attributed to gender minority status. Social codes and norms that
influence trust precede exchange, and shared cultural status is one basis
for individual trust and collective security. Emotional and personal
feelings are also invested in a shared sense of belonging which reinforces
investments of time in an association.

Uncertainty about who you can trust with the resources in a
business, and the limited sources for small start-up capital, lead smail
business owners to rely on friends and relatives as advisors. They
depend on strong ties in their working lives (Birley, 1985; Aldrich, Rosen

and Woodward, 1986).' But the resources, information and imaginations
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of this familiar group may be limited. The information available through
networking in associations can open altermnative sources of capital, ideas,
and knowledge, strengthening the individual's strategies for negotiating
business. Granovetter (1973) proposed that "weak ties,” or dispersed
acquaintances, provide bridges and links to many networks that have a
wide range of information and resources.'® Business associations give
frequent seminars on how to network, how to make connections, and how
to raise capital. Whether the individual participates in an association or
not, she must make an effort to interact on a regular basis with other
people in her locality, market and industry. Associations offer tested
strategies for pursuing social ties, so the individual does not have to
imagine or discover ways of connecting to others. Collective knowledge
about norms of social interaction then become valued legacies of group
participation, not site specific to association meetings or limited to
association members.

The New Jersey Association of Women Business Owners did
connect some women entrepreneurs, but did so less than individual
members expected. These two owners recognized that social acceptance

built trust over time:
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It's taken a while for me to get business out of NJAWBO. |
think if people go into NJAWBO thinking, "OK, I'm in
business and I'm gonna get business.” That's the wrong
attitude. People need to trust you—I don't care who you are
or what you are—people need to trust you as an individual
before they're going to refer people to you, before they're
going to give you their business.

its not like going to the supermarket and handing the lady

five dollars and getting something. In an organization like

that you have to contribute, and give it at least a year before

you get anything. If people think you're just there to get

something for yourself and not give anything, they're going

to avoid you like the plague.

Local networking strategies may eventually connect local
entrepreneurs to state and regional opportunities, despite the lengthy
trust-building time taking place in association meetings. People talking
favorably about a friend or associate in an organization create trust which
is the basis for public reputation; these social judgements are in turn
shared by members who are “regulars” in the local Chambers of
Commerce and business circles in the state. Such connections augment
the reputation a business builds through customer word of mouth
recommendations. Individuals practice the networking strategies in their
business or social lives learned within the association. Not all individuals
are secure enough or have the necessary interaction skills to increase

their range of alliances and friendships. They run the risk of appearing

weak because they cannot sustain a wider public reputation based on
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extended social ties.

The struggle to manage perception about the prestige and size in
the business was difficult for some of the women | interviewed. They
confessed to me that their business was not as secure as they portrayed
it. An owner seeks to control firm image as much as possible. Many
small owners will not reveal their income or the amount of capital in their
business, because they do not want to be perceived as too small. Small
business owners understand that they must organize the perception about
who they are and what they offer for business reasons. By creating
doubts in the minds of potential clients, their reluctance to reveal their
small operation can also create the impression of insecurity. They may
thus defeat the attempt to sustain the appearance of success.

Small owners have good reasons to feel anxious about their size
and reputation. Robert Merton coined the term the “Matthew Effect” to
explain how rank is connected to recognition and rewards; scientists with
higher status positions in academia receive greater recognition and
rewards for accomplishments than do scientists who hold less prestigious
positions (Merton, 1968)." Joel Podolny (1991), an economic sociologist,
found that the Matthew effect operates in the investment banking industry.
Those banks with higher rank have the advantage of lower production and
advertising costs because they attract more business on the strength of
their reputation; they also receive larger orders. They can offer business
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products and services at a lower cost than new firms competing for
recognition. Lower status producers are forced not only to meet the
standards of the leaders, but they must struggle to change how their
businesses are perceived by other actors (Podoiny, 1991). The
perception that a business is of low status makes it a less desirable
trading partner. By the same token, a high status producer cannot enter
low status niches in industry without compromising or risking the
perception of market position (Podciny, 1991). The relative market power
of different size firms gives larger firms the added value of defining
standards for production and cost efficiency.

Although reflected in reality, the public perception of women’s firms
as smaller, poorly capitalized newcomers in market competition lowers
their perceived status and creates a barrier to trade. A small firm may
thrive by producing in specialty niches which are too small to attract large
producers. A prominent Middlesex County box factory owner competes
with large producers by taking contracts for small “runs” or numbers of
packages, and offering customized services. A small firm may aiso
survive market competition by offering boutique or craft quality products
which are alternative to mass-produced offerings, or customized services
such as investments, handmade leather goods, customized mechanics,
and gourmet foods.

Business associations open a dispersed range of opportunities to
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make connections, and the diversity of interactions gives the individual the
freedom to construct an identity that reflects her values and confirms her
personal stake in the legitimacy of her business. This process is crucial to
a new business owner who is trying to establish a presence in the market
and maintain a competitive base of local knowledge about practices and
connections. The eventual success or failure of the individual business
may depend on market demand in commercial "niches,” but associations
offer social strategies to establish identity, presence and a base of support
in a locality or region. The New Jersey Association of Women Business
Owners is an important reference for the identities of the individuals who

are active members.
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Chapter Nine: Meetings, Social Rituals of Interaction and Exchange

Meetings provide social rituals of exchange in which social definitions
and boundaries are negotiated. Like members of other associations of
business owners, the members of NJAWBO define the use of the term
entrepreneur, create rituals for the presentation of self as an entrepreneur,
and establish ideas about the “true” woman business owner. The
association sustains a symbolic community, "women owners" or “women
owners in this county.” The established entrepreneurial role is favorably
compared beside the part-time business owner, who buys and sells on the
side for a little extra money. But individuals who attend meetings may not
possess the criteria that compase the definition of an entrepreneur. The
community comprises women who derive their primary income from a
business they manage full time, women who plan to start a business, women
who have lost businesses, students, retirees, male allies and part time
contractors. By interacting within the association, individuals come to
understand the association's ideological definitions of an open, socially

democratic market and their positions relative to the group’s values.

CULTURAL SETTINGS AND PROCESSES

The typical setting for interaction in the New Jersey Association of
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Women Business Owners is a breakfast or dinner meeting in a small
banquet room of a local restaurant or hotel. While | was not able to observe
deal making, | did observe and interact in five meetings and of the New
Jersey Association of Women Business Owners during 1991-1993." These
spaces are designed for middie class business travelers, small conferences
and local events. The meeting formats include (1) networking, or meeting
and greeting people, (2) announcements, (3) introductions, a ritual
presentation of self by each member, (4) ancillary speakers and expert
guests (bankers, resource people), (5) main speakers with a program theme,
and (6) a question and answer period. Over the course of two hours a
number of identity building processes take place: personal recognition, the
construction of a common culture, political socialization, practical education
and information, and networking opportunities.?

Formal and informal interactions between members and guests take
place during meetings, in a time schedule related to the organization of an
event. To establish or manage individual or group identity, contributions to
the organization become a form of earmarked money, taking on a symbolic
exchange function or culturally defined social meanings (Zelizer, 1994).°
Dues money and meeting fees symbolically assert a social identity,
“business owner and entrepreneur’. Before the meeting begins several
members volunteer to handle the door. One member collects the $22. fee
for attendance or checks the prepaid participants off a list. Every participant
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wears a name tag. Individuals congregate in the back of the room before
they move to a small group or find a place at a table. Small groups form
throughout the room as members stop to talk to one another. Regular
participants usually gravitate toward the leaders who are setting up the
event. New members and occasional participants tend to stay in the circles
in the back of the room unless they are invited to be part of the program.

This is an important time for informal interaction. New members are
brought into conversations with one another and with established members.
Individual goals are communicated to the group. One woman is looking for
an employee. Someone has been offered a contract she cannot fulfill, and
she offers to connect another member with the business contact. A first time
participant is introduced to other members. They ask about her business
and make suggestions about how she can pursue new contacts.

Even these casual patterns of interaction have cumulative effects on
the individual's identity. Associations are made of many “interaction
shelters.” Interaction shelters are temporary and unplanned interactions of
short duration, which involve quick but important acknowledgments of
belonging. In spontaneous, selective interaction individuals who have
common social interests and experiences can express alternative norms,
share information, support strategies for building positively valued identities,
and find ideas for strengthening the goals of individuals in the group. There
are different “clearings”, opportunities to interact spontaneously, in which
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collective meaning and individual identity emerge. People create their own
social circles within organizations, even taking part of a meeting room for
self-selective seating or conversation.

During my first meeting | was greeted by four women in a small group
who asked about my business. | was accepted as an aspiring sociologist
and potential future business owner by people who barely knew my name.
After the group broke up, individuals mentioned me to friends while they
made their way through the assembly. At another meeting | attended, |
found myself in the company of three strangers who were new members of
the association. | learned that two of the three women were not making a
profit from their business. They were sharing their husbands' salaries and
trying to build a client base. One was a product designer and the other was
a bookkeeper. When | asked if they considered themselves home based
workers, they objected to the term. The location of the business was not
their focus of self-definition. Both women left full time employment in large
corporations to subcontract for independent business. Yet they still defined
themselves as managerial and creative individuals trying to capitalize on
their skills. Their clients came from connections with their previous
employers, and a current concemn was how they could build a client base
beyond their present connections. They struggled to find enough clients to
support true independence from previous employers. The third woman was
in full partnership with her husband in an auto body shop in Edison. She
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was a classic 'wife as business partner’, but she assured me that the
business was half hers. In my first introductions with this group it was clear
that we were women who had worked continuously throughout our aduit
lives. As atemporary small group we reassured and engaged one another
in supportive interaction conceming our individual identities and business
goals. On other occasions | was accompanied by association officers who
introduced me to members of the association.

My observation of these small groups in the informal networking times
revealed the degree to which many participants did not meet the
organization's definitions of entrepreneurs or active members. Many of these
women were still dependent on male incomes, or they were partners in the
same business with a spouse. They continued to depend on the material
and emotional support of a husband while they tried to launch an
independent business. Their career opportunities were limited, they
confessed, so the choice of self employment was roughly equal to working
in dead end positions. Each woman defined herself as a business owner
who valued her labor. They did not express the "I want to get rich fast"
arrogance of television commercials for courses in real estate or franchise
entrepreneurship. Their presence at the meeting indicated that they were
committed to building a client base. The association reinforced the ideal of
transcendence of wage employment through market participation and
independent ownership. Women were encouraged to define themselves as
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owners even if only aspirants.

Public places where conversation and interaction occur on a regular
basis also can support an individual's identity as a business owner. Favorite
bars, cafes and restaurants are still common daily sites of familiar interaction.
But the association meetings create opportunities for interaction in public
where individual recognition of the owner status is guaranteed among both
friends and strangers. The introductions in NJAWBO meetings highlight the
social and affiliation functions of association, as distinct from purely

instrumental, informational purposes.

CLASS AND STATUS

Despite the egalitarian interaction patterns of the small, informal
groups in the association, class and status distinctions did emerge among
members. Business success and size are automatic bases for status in the
association, but voluntary service also creates ties of friendship and
solidarity. Active members who have achieved high status know one another
well; they serve on committees together, and look out for one another's
interests. They are an inner network of people committed to the
organization. The insiders were clearly dominant at the open meetings. But
the presidents of the chapters and members of state offices changed in
elections held once a year. Presidents were not allowed to serve more than
one term. Everyone in the organization knew who the individuals in line for
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leadership positions in the next election would be, because their candidacy
was based on their length of service to the organization. They worked their
way up the association's committee system of leadership.

The owners of modest businesses increase their status with frequent
participation in NJAWBO meetings, events, and committee work. Any
woman can build her status and reputation in the group by volunteering to
work with the Association's committees. The leadership works to reward her

commitment by word of mouth references. As one said:

Every time you work with an organization like NJAWBO and
you participate, everything you do comes back to you.....
Every one of those jobs (four offices) has taken a lot of time
and a lot of energy, and every one of them ['ve walked away
saying, "I've gotten more than I've given,” whether that's in
business, in knowing more people, in contacts, visibility,
whatever those are—feeling good about something you've
accomplished....

Individuals can develop new skills and connections through service

participation while they also increase their importance to the association.

NJAWBO has provided a very good forum for me to grow as
an individual. One of the things that | have accomplished as
a member of the board is to extend myself, to try things that
would have been a little bit scary for me in the past. And I've
grown as an individual through my roles in the organization
which is why when I tell people about networking, 1 tell them
get on a committee. Get involved in something where you can
get the support of other people to accomplish something
because those skills you can take with you in your business.
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Unlike the market, the inner circles of regular participants could be entered
without increasing their monetary investment. The voluntary system of
participation mirrors the democratic ideal of the market itself as an open
venue for social mobility. There are alternative systems of prestige, including
business success and the social recognition built through volunteering.
These alternative sources of social status create "defacto authority” in the
organization.*

The President of the Middlesex County Chapter in 1992 exemplified
the association’s democratic market ideals and the reality of its status
patterns. An attractive blond woman, thirty-three years old, and about five
feet four inches tall, she owned a human resources (employee leasing)
corporation with a payroll of twenty people. Her youth distinguished her from
women owners who were in their forties or fifties, with years of work
experience behind them. She had worked full time since she was nineteen
years old. She was the mother of two sons under the age of six. Her
chapter thought of her as a leader with admirable courage who faced the
challenges of parenthood, marriage, business management, and political
leadership. Her personal history exemplified the ideal of the democratic
openness of the market, but her business success represented the power of
status derived from success.

In the small group around the Chapter President was a member who
was also well respected in the association for creating wealth with a box
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factory and real estate investments. She provided work for her family,
including her husband, a former jazz musician, and other family members.
Her daughter's printing press had been financed by her mother. A
representative of a local bank stood beside her; he was working to promote
a new loan program for small business owners. The banker wore an
expensive, conservative dark blue suit with a white shirt and modest gold
jewelry. Although women wore different styles of outfit, everyone could
clearly be identified as suburban middie class. Their clothes from Macy's,
Sims and J. C. Penny far outnumbered those from Saks Fifth Avenue. All
wore similar business attire, which symbolized democratic conformity to the
norms of market participation. But among the members of NJAWBO seeking
first loans and advice about business growth, signaling self-indulgent
consumption on too grand a scale could damage their chances of gaining
help. “Power” suits signify the ability to participate in society at higher levels
of status, but clothing that is too costly or formal can also intimidate others,
creating a barrier to a shared sense of belonging. “Power” has to appear
legitimate, eamed through hard work or intelligent investment of resources.
Every business person becomes a sociologist reading the diverse signifying
patterns that make people feel comfortable interacting within and between
social class categories.

Performing with egalitarian demeanor during the informal networking
times in the organization was an important part of the social code for
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participation in the association on a regular basis. The self-made woman
cannot afford to exclude herself from potential business connections;
symbolically she will not raise herself above the conversations, introductions
and negotiations which simulate the social processes of the ‘'open’ market.
During NJAWBO meetings, creating the impression of friendly intimacy with
other members, even in the absence of trust, reinforces the idea that the
market will free the individual from other effects of social prejudice. In this
way association meetings differ from interactions in first meetings between
business people and sales calls involving people who do not know one
another.

There were very few minority women, either of African or Asian
descent, at the NJAWBO meetings that | observed. Their participation was
pointed out to me by members of the chapter leadership, who expressed a
commitment to multi-ethnic equality. This was hard to achieve with so few
minority members. Their participation legitimated the ideal of an open social
exchange process, but it was a challenge for the association to attract
enough members from non-Caucasian backgrounds to exemplify the ideal.
Members were not obligated or forced to interact within the association.
Individuals frequently sought other women with whom they shared social
characteristics, including common ethnic, racial and religious identifications.
The conformity in dress, deportment and ideology that the association
exhibited gave individuals the opportunity to interact without acknowledging
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social divisions. Association participants are in the contradictory position of
claiming that anyone can achieve entrepreneurial success, while they aspire
to greater social status above others. Members thus affiliate with prejudices
about social identity which position the participant in existing relations of
class, race and gender. Business ownership is embedded in systems of
class and group status maintained through social relationships, but the
interactions that sustain those relationships involive pretending that social

status boundaries are open negotiations of both value and identity.

INTRODUCTION RITUALS

Every NJAWBO meeting opens with a round of introductions after the
presentation of the meeting agenda by the chapter president. Going around
every table clockwise, each woman stands in turn and introduces herself.
A supportive round of applause is offered for each woman's
accomplishments. There is approval for the aspiration to appear in the world
and pitch oneself. Each "face" is accepted uncritically in the main forum of
the meeting, while individuals are privately evaluated by insiders. This
acceptance communicates symbolic equality and belonging.

The women's association is open to people who aspire to business
ownership. It is not easy to immediately evaluate a person's claims about
herself or her business status during the introductions. Business ownership
as a claim to a potentially higher social status can act as a disguise in social
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iﬁteraction. The claim to ownership may be a device for increasing the
apparent status of the individual, making her more interesting to established
business owners, bankers and other service representatives who attend
meetings as guests. The disguise temporarily allows someone to participate
as an equal in the association, when they are not qualified to do so. This
mask can hide unemployment, bankruptcy, small partnership, the most
tenuous start-up, and failure. Members cover for one another, providing
ongoing encouragement for the individual who is struggling to achieve. By
forming insider status groups of women known to own thriving businesses,
association members pursue their own interests while continuing to provide

help to new owners.

RECIPROCITY

Among the women in NJAWBO | found that established owners enjoy
mentoring women who are just starting, or planning to start a business. The
information, knowledge, experience and social support they share with new
members reinforce and clarify their own practices and sense of legitimacy.
Legitimation through communicative interaction is reflexive and mutually
reinforcing for both the experienced owner and the initiate, but it has the
greatest impact on the seif definition of the new owner. Business owners
find that it is gratifying to see that others have experienced similar problems
and fears, and that they appreciate the advice and counsel of people with
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practical experience.

The commitment of successful members to the education and support
of new members and even women who aspire to own a business is a primary
function of the organization. One woman describes this experience:

Sometimes you don't give yourself the credit you deserve. But

if you can see yourself reflected back from other successful

people—you got to remember, these are very successful

people—and if you can see how they perceive you, especially

that it's in a positive light, that really helps you feel good about

who you are. And for me that was one of the best things that
happened in NJAWBO.

The simple recognition of a person as a business owner combined with the
social reinforcement of her goals and choices are important ways in which
identity is reinforced in the organization. Each chapter hosts an awards
ceremony to recognize its contributors, leaders and new members.®

There is a stratification of local businesses, and relationships of
exchange and friendship develop through self-selective networks. A
reciprocal exchange of services is a common way to share in one another's
success. A business owner can find other members who provide insurance,
investment planning, employee training manuals and contracts, advertising,
newsletters and other services.

Independent professionals are the traditional stable backbone of
middie class small business in American society. A professional degree is
unlikely to fail for a competent dentist, doctor or lawyer. People with Masters

172

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Degrees and Ph.D.s have aiso joined the ranks of independent business
owners, often specializing in different kinds of life style and organizational
management.® Through voluntary business associations, independent
professionals and entrepreneurs in business reinforce a local alliance
between independent professionals, traders in goods and services, and local
banks.

Women's associations cannot replace the general market around
which individual industries are structured, but women tell each other that they
are using a NJAWBO business. NJAWBO provides a structure of references
based on the trust built through interaction in the association. When an
owner receives an opportunity from another association member, it asserts
the bonds of trust that are formed during regular participation. As one noted:

But what's happening now as people get to know me, I'm

getting referrals now from my other business too. And it's like

anything else, you lay the groundwork and it builds up slowly,

but then it starts coming faster and faster. Like E. just called

me this morning about this person from Union County. Why?

She knows me. She trusts me. She knows who | am.

These reciprocities remind members of the value of association which affims
one's own identity and choices.

The opportunity to build a new self is one reason for women to join the
association. NJAWBO meetings were in part a stage show of confidence,
through which members could build a stronger sense of purpose through the

positive reinforcement of accepting each other’s claims to status and identity.
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As we see in this quote:

I'm always dressed for work in case someone comes in or |
have to appear. And there's an aura of that "I'm successful,”
even if I'm not. The worst of times, you have to put on a
facade. You can cry on somebody’s shoulder, but to the public
you smile. And you can say, "Things are lousy, but they're
getting better.” And that's another thing you can do at
NJAWBO. You can say, "Business could be better." And
"Business is great,” and we share good news and bad news....
part of my thrust was to become involved. And as soon as |
became involved.... | did the whole marketing bit, and it all
worked.

The meeting is a space in which a new self can be constructed through
interaction. When an individual appeared to be open to interaction, she
increased the likelihood of attracting and influencing people who shared her

interests.

KEEPING UP APPEARANCES, FEMININITY AND CLASS STATUS
Maintaining the perception of femininity was a concern for some
members. A chapter in Northern New Jersey in 1993 held a meeting with the
theme "Maintaining Femininity in a Masculine World." The anxiety that the
feminine was diminished by interacting continuously with men in male-typed
activities weighed more heavily on some women than on others. There was
sufficient anxiety about crossing cultural gender boundaries to sustain

several meetings on image management over a five year period (1990-
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1995). Such meetings continue to be a regular feature of the chapter
schedule.

Cultural boundary maintenance is fundamental to conformity in the
performance of work place norms (Epstein, 1989,1992).” How can a woman
conform to the norms of gender and business roles? The association
reassures participants that there is no contradiction. The leaders believe that
conformity to the rules of capitalism will provide opportunities for individuals
regardless of their sex, although the normative performance of gender must
be observed. The identity of "women owners" reiterates a binary opposition
as "minority” in relation to the dominant male "mainstream” which many
association members are uncomfortable with. But femininity as an individual
gender performance is valued as a necessary conformity to societal and
market codes of behavior.

Class status is also interpreted through the presentation of a
gendered self. One of the greatest barriers | found while conducting my field
research was a reluctance on the part of my informants to discuss their
failures and set-backs with an outsider, or someone who might judge them
deficient in their actions and decisions. Individuals try to keep up
“successful” appearances, reinforcing the impression that a well dressed,
feminine woman carries high social status. People dress “up” for meetings
to signify success and personal confidence.

Even within the circles of association, women often had only one or
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two very close friends with whom they would share the full range of their
fears and problems. For example, a mother with two small sons referred me
to her best friend, also a mother with two small sons. Neither woman worked
at home, and they relied on full time sitters. llinesses, emotional issues, time
constraints, and a whole range of social issues were important topics in their
shared friendship. Mutual aid in the form of social and emotional support
helped both women to overcome the guilt and anxiety caused by being away
from their children. Emotional reciprocity was an important resource for

them.

THE PROGRAM

After the rounds of introduction, the regular program features
presentations by experts and service professionals. For example at a large
Middlesex County meeting in 1993, two representatives from NatWest Bank,
one woman and one man, emphasized the availability of small business
services and loans, from those offered by the small branch manager in New
Brunswick to the medium size business loans from a manager with an office
in Edison. The bankers wanted to make a good impression; they seemed
genuinely eager for new clients.

In part this was the bankers' public relations performance. These
institutions offer a wide range of services for the small business market,
including payroll accounts, mortgages and investments. Even in
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predominantly white middle class suburbs, banks are often criticized for not
making enough small business loans. Low capitalization makes small
business unattractive to banks, regardless of the ethnicity or gender of the
business owners. Many small business owners purchase second mortgages
for their home or vacation property as a way to raise capital. By making a
friendly show of support for NJAWBO, the bank attracted a range of different
business. The lure of the business loan could turn into the reality of the
second mortgage or the "convenience" of checking and payroll accounts. In
the 1990's small business loan funds and strategic loan marketing by banks
became more common because retail credit studies showed that profitability
outweighed risk for loans to women. The bank offered an open door to the
small business, and this provided legitimation to its institutional role and
market interests.

In my interviews all the business owners referred to the value of self-
education that was offered through the association programs. The chapter
programs always included practical education in business topics. A regular
participant recalled the positive experience of the organization's programs:

A couple of the most important activities are getting involved

with different kinds of programs that can range from

enlightening the group on insurance opportunities, government

and state opportunities, ways to cope with stress, how to deal

with managing your business, so the variety of the programs
that are available is tremendous, are good.
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Consultants and inspirational speakers establish themselves in local circles
of association. Other business owners make presentations about financial
planning, adapting to changes in the market, and employee leasing plans.
The women | interviewed expressed a strong desire to be recognized for the
quality of their service. As one woman put it, 'l don't need something
outside, a big title; the power doesn't interest me. | just want to be
recognized for what | do.® The solicitations of service professionals in these
meetings flatter the participants with recognition for their role in creating the
market.

The program presentations include prescriptive advice to people who
are considering starting a business. | witnessed frequent themes during
meetings which | synopsize in the following statements: “Forget the dream
of ownership if you do not have a clear idea of where you are going or how
to finance it." “A business plan is the only way to get a loan.” “Adapt to
changes in the market or become a dinosaur waiting for extinction.” “Don't
gamble with your retirement account.” “Employee leasing can save you
money.” “Form of incorporation and tax structure are related.”

During the networking periods that followed the formal meetings,
individuals were free to seek help, connections, references, and simply to
talk to their friends. Business owners sought reliable answers about how to
collect unpaid invoices, how to keep track of what they were investing in the
business, and how to negotiate with difficult clients. This kind of information
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is available from established business owners who know the folkways and
norms of negotiation in an industry. For example, it is not unusual for
established business people to use credit or a late payment as a temporary
loan, but new business owners may panic when their invoices are past due
because they do not know how to press for their interests with clients and
vendors. To a new owner, a seasoned owner's experience can make the
difference between adequate cash flow and continuing relationships with
clients and suppliers, or broken relationships and bad credit. This kind of
knowledge must be gained by interacting with other people in an industry.
The association exhibited a moderate amount of goal displacement
among smaller chapters. Goal displacement is the tendency of the group's
leaders to focus on procedures and rituals of order as ends in themselves,
rather than as a means to the stated goals of the association (Merton 1968,
Sills, 1968). One year a new chapter president in a small, regional chapter
chose to abolish the rounds of introduction before the program. Regular
attendance dropped and the chapter regulars had difficuity attracting new
members. The ritual of introductions was reinstated with quiet expressions
of relief by members that ‘finally everything was back to normal'.? Small
chapters like Northern Monmouth focussed on ritual order and social
activities such as boat cruises and basket raffles. Large chapters like
Middlesex and Union counties had developed political and social agendas
for making their group influential in the community and the greater polity.

179

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Individuals are not liberated from economic and social divisions, but
the groups in the association shift the focus of interactions from race, class
and gender, to individual status evaluations among women who regularly
participate. Status is measured in ways that provide opportunities for
business women to attain recognition, by business size and income, as well
as by individual volunteer service to the association. This allows women who
may not be able to achieve a public leadership role through the financial
success of their business to attain recognition and affirmative social goals by
participating in a women'’s association. The ambiguities attached to female
gender roles and the range of action open to women are allayed by norms

controlled by the consensus of the group.
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Chapter Ten: Gender and Self-positioning

In business relationships where men have defined cultural styles of
negotiation and dominate social interaction, women and men may carry
different degrees of power. The power to define the terms of business
influences how the individual positions and maneuvers the self within the
boundaries of cultural norms (Eagly, 1987; Deaux and LaFrance, 1998).’
Gender performance is part of self-presentation in business. Self-positioning
by individuals is guided by the norms and expectations of interaction in
business settings, but such guidelines are interpreted. Self-positioning can
be understood as (1) self-definition, the understanding of personal
characteristics, values and practices, (2) social identity, defined by the
expectations of people interacting within the boundaries of a cultural setting,
and (3) strategic self-presentation, an ongoing communication about identity
and goals, usually a conscious negotiation of the meaning of individual and
collective belonging (Goffman, 1959). As one business woman narrates, all
three aspects of identity, self-definition, social identity, and strategic identity
coexist in a first meeting with business men.

And | find with men also, when [... meet men for the first time

for an account, let's say, it's like boom, to the point. In some

cases, like, "this is who we are. This is what we need. What

do you have?" As opposed to approaching an account with a

male and seeing the way they interact. It's always a buddy-

buddy first and then they blend into business, so there's a
difference.
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| see them interpreting a woman as being a woman and

| think men visualize, not all men but most men, visualize a

woman especially in business as one who is a woman. Which

they consider weaker, or not as strong to take on what this

calls for. That's from one angle. From another angle,

sometimes it may be from the male-female approach. So more

or less from a sexual point of view. And that I've gotten. So

it's almost like you have to be open to any approach and then

maneuver yourself in a way that you get what you want.

The men establish “this is who we are,” ‘can you give us what we
need?’ Can the woman establish her identity, who she is and what she can
give them? The woman is challenged on the point of basic identity. As |
have shown regarding professional associations, a business meeting
includes a moment of truth in which the identity of the business owner must
be accepted. There is some possibility for challenging and adapting norms
to accommodate changing expectations about gender, because social
structure shapes the presentation of self and social attitudes. Second, the
business woman observes that social identity processes between males
involve exchanging “buddy-buddy” language, the sharing of cultural and
symbolic communication establishing that both sides of the negotiation
belong to the same group; social status is gendered. The business woman
must deal with the attribution of sexual and social characteristics which
exclude her from the interaction, a weaker, sexual person, undermining her
claim to deal with the males as an equal.

Third, the business woman must position her “self” in the most
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advantageous way to gain from the meeting. Being “open to any approach,”
requires an extra measure of social intelligence, the ability to anticipate
uncertain responses, as well as flexibility, the ability to present herself so as
to achieve the best outcome from the interaction. Women find “selves” being
tested in situations dominated by businessmen.

The act of imagining differences between men and women must be
grounded in both experience and ideology. “Buddy-buddy” social
identification is supported by beliefs about gender difference, visualizing or
imagining, that women are weak. These beliefs then justify discounting or
devaluing women's roles in business. Studies have shown that in
professions and corporations trust is based on homosocial relationships
between men (Kanter, 1978; Lorber, 1994).2 The opportunity for women to
appear as independent actors, with or without a man, in a wide range of
trade and market activities challenges traditional business culture, which
remains predominantly male. Assumptions about the range of women's
business activities have changed slowly, and individuals often use
references from their cultural memory to make sense of interactions in
business settings that may have an entirely different gender etiquette from
the one they grew up with. In the following narrative, the owner of an
advertising firm anticipates barriers to women'’s participation in business
based on how she imagines the connection between homosocial male
networks of independent business and glass ceiling experiences in corporate
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employment:

we can be pushing to get women accepted and to get the old

boys network. After J (President of the Middlesex County

Chapter) says, "l hate that!," | say, "but it's still out there." | just

choose to ignore it . . . these women business owners . . .

come from corporate backgrounds. And they just choose to

ignore it. | mean if you don't want us, fine. We'll do it and we'll

show you who's better. | hate to have that conflict, but that's

where it's at. And the pendulum will swing this way and then

it swings this way and everybody will end up in the middle and

everybody will be equal. Eventually, in a hunared years from

now, they're gonna accept it all. And | think that women do

need to break through into the corporate world, higher than

they have been.

Women in business are aware of how limited levels of information and
authority are attributed to their sex. Identity as a business person depends
on the individual strategy to both challenge cultural limitations, to “push”
individually and collectively, and to achieve normative acceptance, ‘just do
it, ignore the dissonance, and we will show you who is better.’ Despite her
experience with sexist male preferences, the woman business owner quoted
above believes there has been progress toward gender equality. The
perception that 'an old boy network' exists was shaped by prior corporate
experience. The conscious separation of association members from male
and female dichotomous relations, 'old' networks, is a redefinition of
traditional networking strategies based on strategic interaction. NJAWBO

members are bringing new wine to old wineskins in part by changing the

cultural expectations about who should own and run the vineyard.
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The references to “one hundred years from now” do not indicate a
blind faith in progress, but reflect the hard work of the women who are trying
to achieve success in business. People still assume that association with
male lovers, spouses, and relatives explain women's business positions.
Male dominated industries do not absolutely exclude women, but socially
subordinate them. Members of women's associations look for strategies to
connect with the larger networks of business relations that are defined by
males. They do not assume that gender is the root cause of their
disadvantage, but they do encounter men and women who question the
managerial role of women in business.

Cynthia Epstein has shown in her studies of telephone company
workers that individuals develop investments in boundary distinctions such
as masculine, feminine, class and age typed role behavior.®> While the real
boundaries around group categories in our culture change, the conceptual
boundaries remain. Erving Goffman’s theory (1959) of the self emphasizes
how people play social roles defined through interactions in defined settings.
Goffman'’s “self’ performs roles on an ongoing interpretive basis, adjusting
to the social expectations necessary to maintain the norms of the particular
setting. The woman entrepreneur, like her male counterpart, continuously
encounters interactions in business settings which require her to maintain an
impression of confident and competent business know-how. But women
must also maintain a normative performance of femininity without appearing
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weak when they bargain and trade. The business woman’s roles are
performed and interpreted among the diverse settings in which she must
position her “selves” for advantage. This presents the business woman with
challenges as well as opportunities for using the disjuncture between
conservative gender ideology and real practices to establish stronger
relationships, and thus stronger roles, with others in business.

Members of the New Jersey Association of Women Business Owners
try to change the cultural views that the people in their communities hold
about women's roles in business. A President in northern New Jersey,
recounted her experience and goals, which include a strong emphasis on

positioning the self in an affirmative and friendly manner:

| really don't like the she-male, man-haters club. All of us need
other people to help us. And other people tend to be really
willing to help, if we position it properly. | think its really
important to take away the barriers to people's businesses, so
that if you're in construction and you go to a construction
industry convention, they don't ignore you because you're
female. I've worked in male dominated businesses before and
its worked to my advantage. For some reason, they think I'm
smarter than they are, | don't know why.

The individual's strategy to maintain a business identity is a political strategy.
In this case, the rarity of a woman in male business environments helped a
NJAWBO member to appear smart and exceptional.

The Middlesex County Chapter of NJAWBO offered public seminars
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in 1992 to increase public awareness about the extent of women’s business
participation. One of the goals of the Chapter was to challenge notions that
women just play at business, by showing that they build good firms which are
important to the local economy. As this member of the Middiesex County
chapter described, women want to integrate themselves into the community
and develop more recognition, prestige and political leverage, thus making

the need for a woman's association obsolete.

One of the goals that we have for our chapter is to become
very visible in the community.... We provided a seminar for the
community. And that was our fund-raiser because all of the
chapters have fund-raisers and some do card exchanges . . .

We didn't want to do that because we didn't want to be
considered female. | know this sounds strange, but our
chapter does not want to be considered women per se; we
want to be considered business people....very conscious about
being considered business people instead of the old boy's
network, old girls network. We're business people and we
want to take the gender out of it. So one of the things that we
wanted to do was let the community know that we have very
successful people in our group and we don't just sit there
knitting and talking about children and so on. We have
professionals; we have a lot of information; we are a part of the
community. We're gonna share it.

The beliefs which control gender as a division of labor reside in the public
perception of women’s social roles. Women still must struggle to be defined
as professionals bearing valuable knowledge, and not just as mothers. For
NJAWBO members, defining themselves as professionals involves a
conscious and strategic distancing from the limiting norms of past
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generations of gender ideology which position women in the home amid
children and other domestic concems.

By increasing recognition and authority in the community, the women
in NJAWBO seek to acquire greater power in the definition of the terms of
their participation in society. NJAWBO members complain that many of the
people they encounter in their public roles perceive their association events
to be new forms of "women's club” activities, and do not see them as serious
forums. People who hold sexist ideas about women's capacities for business
search relentlessly for proof that women limit themselves in business for
rational reasons, or do not have “the right stuff” for success. The President
of the Middiesex NJAWBO chapter in 1992 told me that if women want to
succeed they must, “put their ear muffs on,” when other people challenge
their decision to be more than mothers and workers.

It is unclear that either individual or collective strategies to change the
gender boundaries of business can be successful, but frequent activities may
have the latent effect of redefining the expectations of the public and other
market actors. This illustrates the central paradox in women'’s business
association strategies. NJAWBO members favor gender neutral identities
as 'business people.' They join a women’s organization in order to overcome
the limits associated with female gender by creating strategies to gender-
integrate business relations. In a study of communications workers, Epstein
found that the decision to emphasize roles and identities in different contexts
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depended on the individual perception of possibilities for recognition, status,
and value (Epstein, 1988, 1993).* For example, working class men and
women who felt limited in their careers emphasized family, friends and sports
activities as important sources of valued personal identities. NJAWBO
provides a forum in which individuals find support for their identities as
business owners.

The interviews with New Jersey businesswomen show the tensions
created when individuals distance themselves from female gender as a
unified status category. Many women do not want to belong to a "women's
organization." They do not mean to denigrate themselves while they actively
challenge the social construction of women'’s roles. They seek to shift the
salience of gender from the general cultural boundaries of public perception
to a purely incidental personal characteristic. In the following account,
another young woman exhibits a powerful desire for a woman to be seen as
a business person, not a "woman," "female," or any specific gender or ethnic
signification that might limit "doing business."

We're not a woman's organization. There's a big difference.

There are other women's organizations, they're not the same.

There's the American Business Women's Association, |

presented to them... let's take out the title here. There are

other women's groups, professional women's groups, it's not

the same feeling as NJAWBO. The reason is they don't

understand when you're trying to meet payrolls and you have

to physically call up people to get the checks in to make

payrolls. That's not something that they're used to. So it's

business owners.
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So if there are people in the Chamber who are small business
owners, | can relate to them because we have the same
experiences. | don't really care if you're male/female, if you're
black, white, purple or whatever. Professional people don't
understand what it’s like to be a business owner.

This narrative reveals someone struggling to separate herself and her
public identity from the masses of working women who may belong to an
association that does not exclude employees. She distances herself from
the American Business and Professional Women's Association, an
organization which includes support staff employees who have less prestige
than managers. The woman | quoted above expresses an awareness of the
devaluation of women's work in business, but she wants to break the status
devaluation of "women's" organization, as if it did not have to apply to her
because she is a business owner. She makes an implicit claim to
occupational status privileges, separate from bases of gender solidarity.
Class position is the salient focus, based on shared occupational status. The
pressures of sexist norms create tensions among women owners to uphold
occupational and class-based status distinctions.

Women enter the market at a disadvantage because gender is used
as a fundamental basis for social relations. But women entrepreneurs
believe that individual strategies for success will have the effect of changing
gender segregation, and that they will undercut common assumptions about
the differences between men and women. Proving one's intelligence means
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negotiation within the rules of the market game, despite social and economic
disadvantages. Survival as independent business owners proves that
women can win a better place for themselves through individual strategies,
organizing and negotiating their own lives. The project of feminism is an
analysis of women's status that focusses attention on collective
subordination. Women are encouraged to understand themselves as limited
subjects, positioned by dominant others (males or male defined classes)
through existing social structures in ways that can only be surmounted by
direct challenge and protest. A market oriented feminism challenges sexist
gender norms in business by creating identities for women as independent
deal makers with power over the management of their firms. The market seif
is an activist on behalf of individual self-interest. Liberal individualism thus
appears to be liberating because women do not have to focus their attention
on collective disadvantages; every women should pursue opportunity and
even advantage based on her individual resources.

Market feminists emphasize active mediation, building a better life for
the individual, and improving opportunities for women’s collective
participation in business, politics and all areas of civic life. The incentives for
embracing the market as a source of strategies and role models for women's
emancipation include control over the labor process (no one tells you how to
do it), satisfaction in achievement of a deal through offering a quality product
or service (you help other people achieve their goals while helping yourself),
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and acquiring the market value for what one produces instead of only a
wage. If individual average incomes among NJAWBO business owners are
less than $40,000. a year, what does a dynamic, intelligent woman have to
lose? To pursue market based strategies, the individual must ignore social
limitations, which are a strong source of emotive dissonance, as well as
commentators on subordination, while pushing forward with what she
believes will work to support an independent living in the world. Proving
one's intelligence means successfully negotiating the structures and the
relationships of the capitalist world as they exist. Individual business women
are continuously challenging their social limitations. It is ironic that in the
face of this dynamism by boundary challengers, the market feminist solution
undermines the legitimacy of feminist politics, because capitalism maintains
stratification patterns which privilege some women over others, embedded
in class and cultural distinctions. Schumpeterian cultural innovators,
entrepreneurial individuals rising in the middle classes and sometimes within
elite family networks, must establish social identities in relationships with

male businessmen, and privilege those relationships over alternative ideals.

CONSERVING GENDER IDENTITY AND SELF-POSITIONING

In their expectations about human behavior, both men and women
preserve beliefs in gender differences, even as they face changing
opportunities for social action. Contemporary gender roles combine
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innovations derived from traditional expectations with women’s perceived
experience as active organizers of their own lives. Women or men may
transport children to day care, but women still perfform a second shift of
housework and family care after the paid working day (Hochschild, 1989).
Women business owners adapt ideas that help them to organize personal
gender identity in the context of their changing economic and social roles, as
well as their changing expectations for an increased range in their
participation in market relations. The owner of a regional human resources
management corporation defines her role as that of a helping professional,

in providing an important function for families:

...I'm still a very helping professional. | change people's lives
here. I've had women crying in the chair - thank you, you've
taken me off of welfare. Thank you for finding me a job. Even
that's not what | do. | don't find people jobs. | really help the
client find the right person. | still have changed people's lives.
...we relocate professionals and you would think, oh, well that's
not a big deal. I've had people send us notes. I've had
grandmothers call me that say, thank you for finding my son,
bringing him back... we really, truly affect families. And we
affect companies. So it's really a helping profession.

In fact | heard a woman say once to me, and | really
identify with this, for a woman her business is like you can
equate that with a child. She would not want to give up that
child ever. You could do anything to that woman but she
wouldn't give up her child. Well, the same could be said for
women business owners. You could do anything to that
woman but she's not going to give up her business.
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This corporation owner valued being viewed as someone who cared about
the people she placed as temporary and permanent staff on the East coast.
She defined herself as a helping professional who changed people's lives,

_ rather than as the Chief Executive Officer of a medium size corporation with
respectable growth and profits from head-hunting and employee leasing.
She actively adapts her market activities and professional role to the
normative cuitural value of females expressing “caring,” an ideological
concept.

In the following narrative a 28-year old, upper middle class woman,
who started her business following a brief period of employment after
college, expresses several possible strategies for her future life, as a wife,
a mother, a politician, a volunteer, and an entrepreneur, all of which coexist
in a flux of possible identities, desires and goals that may be combined in the
reconstruction of life.

| really want kids. | wouldn't get married just to have kids. But

most likely being that | used to be much more pickier about the

men that | see, now I'm a little bit more realistic. When | see

that everybody has their good things and their bad things. So,

I'm looking more at the big picture when | date somebody. And

| know that now I'm still 27 but | still have time to have children.

But in 10 years I'll be 37 so, hopefully I'll have kids by then.

And as far as a career, that totally depends on probably the

person | marry. Because what | really, really want to do is

volunteer full time. | would like to get into political office a little

bit. Maybe on local town councils. But if | don't that's fine too.

The next career that I'd like to look into for myself would be

owning a child care center, or doing something with children.

Mostly likely a nursery or day care, something like that.
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These women are maintaining and producing female gender identity by
adapting idealized traditional values such as caring, helping and nurturing,
in both their narratives and practice of commercial enterprise. Gender
identity is being maintained through interaction as a positional preference of
the individual women | interviewed. The positional preferences of these
women exhibit essentialist beliefs and ideologies about womanhood, rooting
their practices in care giving and motherhood. There are myths of idealized
practices in the culture's past, selfless full time motherhood, and public
recognition tied to volunteer work beyond the pecuniary interests of the
market. Their ambition and market participation are woven into the
normative cultural values and practices that they express in their narratives.

Few women would accept the dependency and lack of control over
decision making that the old ideals and expectations of domesticity would
entail. But the language and ideology of “true womanhood” (Cott, 1978) still
exist, actively adapted to new conditions and experiences.® Entrepreneurs
appropriate elements of culture, beliefs and practices about the roles of
women and the role of entrepreneur, without completely accepting the
ideology and social controls that enforce the separation of domestic and
economic spheres. Cultural references in the social dialogue regarding the

traditional roles of "womanhood" function to maintain social relationships by
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reassuring everyone that the individual still performs a genuine and sincere

“female” self through her public business activities.

GENERATIONS: LOOKING BACKWARD, LOOKING FORWARD

Deaqx and Major (1987) show that critical life events may alter the
hierarchy one assigns various identities such as gender, age or marital
status, to make them more or less central at different times.® Four women
describe their life experiences as generational or referenced to age, which

effects how gender roles are interpreted in their lives:

Well it started really in the late '60s, | remember hearing about
careers in some grade school, and this exposure, just things
changing and listening to your parents and seeing that lifestyle.
You laugh and look back at the shows you used to watch,
women in the aprons, just the perfect “wife.” And you look at
what you know, and some of it's bad, the divorce rate and all
that, but | definitely think it had a major impact on a lot of
women being raised almost in that turning stage. From what
was traditionally thought to be the correct way and then what
the opportunities that we were being told by the women's
movement.....| was born in 1956. I'll be 37 in a few months....
| think that because | was raised in the '70s, and it was no
longer the way women were raised in the '50s and '60s. You
were getting raised just to be mommies and find yourself a
husband. [ think that whole experience in the late '60s and
early '70s and being exposed to a different mind set for me, as
well as a lot of my other friends. So we went on to do things
that weren't so limited, although we did do the traditional thing,
get married and have children. That wasn't our whole life. We
had another agenda that we had to accomplish, and we all
kind of did it in our own separate ways. So that was the
individual part.
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if you want to point a finger and say - woman - it could have
been that. I'm not going to say that because | don't know if
that's so true or not. But | was young. | had a limited amount
of experience in starting a business. And even though | did
make it successful that didn't mean anything. There wasn't
enough there. | didn't have any collateral. | rented. | rented
an apartment. | leased my car.... | was young. |didn'town a
house. | mean they [the bank] couldn't [loan me money]. . .

| used to ride in rodeos; | used to train horses. Until |
graduated from college and had to get a real job. Then all that
stopped.

In the following narrative, an exporter interprets how women at

different ages try to make sense out of their choices.

Someone said that they're going back to the traditional things,
the values. Someone was telling me that her daughter isn't of
age and they're looking for the secure way, the traditional way
and they want to get married. Although they're going to
college their primary goals are almost going back to what we
thought about. We're not going to get married and we're going
to do this and do that. And have our own lives. I've heard that
shift too and it's kind of scary, because the women who came
of age in the '70s built careers and had children. And a lot of
the women who are coming of age now, and are in their early
twenties seem to think that they can't do both or that the
conservative older model is somehow better, more secure.
But the opportunities for doing that have really shrunk because
it is harder to make a living period. And both people have to
work. And it's harder to find a good job period.

| think though maybe that some of these girls that saw their
mother struggle doing both and that's why they think they have
the opportunity not to struggle and not to have to go through
so much. Of course anyone would rather not if they don't have
to, so maybe that's why they're looking at it differently.
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References to generation, work experience, and dreams of the future
indicate that women experience changes in the self that are not specifically
gendered. Women refer to psychological “take charge” changes in their
selves such as confidence, feeling positive, finding a sense of power or a
strength.

| don't know if changing would be the word. | would say | felt

myself feeling more comfortable with myseif and growing and

being able to be myself even more. If anything | was more of

an introvert, so doing the business and networking and

meeting new people and starting almost like a new phase of

my life, caused me to be open and know that | could still trust

and talk to people... the things | was experiencing on a

personal level and on a business level.

Epstein (1995, 1997) reports finding similar responses among women
attorneys employed by large law firms in New York City. She reports that
these women refer to changes such as becoming more analytical, more in
control; these qualities are noticed in their personal lives and experiences as
well.” Women may also be aware of changes in the self that are caused by
increased levels of responsibility, over-identification with the business and

stress. This can lead to an acute self-consciousness, which this young

corporation owner experiences:
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the thing is that when you have your own business you're
always thinking about it. When you're on vacation you're
thinking oh, there's somebody | might be able to do a job for.
I'll go talk with them. . . . it is your life. It's not like you can
separate yourself from it. So mentally you're always working
on it. All the time. | would say that | spent every waking
moment talking and planning my business. I'm a very driven
person. | think about business when I'm in the shower. I'm a
little neurotic. That's why | started laughing at you when | said,
Oh, you're going to have fun in NJAWBO. Because we're all
a little neurotic.

Men are expected to be committed to their work, placing their
professional identities before all else. For women, identification with
business may be a new aspect of self understanding, leading individuals to
joke about their “neurotic” obsession, a characterization that would not occur
to the average businessman. A cleaning franchise owner was personally
disturbed when an employee acted in a way that violated how she wanted
“your company to be represented;” a feeling very different from working for
“corporate America.” She reported, “it really kills you...because your identity
gets all wrapped up in what you're doing.” Women may be more likely to see
themselves as weird or neurotic when they have feelings and stresses that

are common among businessmen.

DREAMS AND SOCIAL REORGANIZATION
People do not talk about a glass ceiling for working class people
because it is assumed that they are permanently limited. The promise of
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liberation through participation in the market as a business person is held up
as an ideal, and perhaps the cnly real way to gain control over the terms of
identity. This proposition does not deny that there are structural conditions
which bound or limit individual and collective experience. The interpretation
of experience is a selective process which bolsters action through the
individual's reflection on the sum of her experiences and her projection of
what is possible. Two women describe their earlier working lives, when

ideas and dreams were psychological motivations for ‘just doing’ things:

My dream was always to be known, that people would know
who | was, to make my mark. Until | was probably well into my
twenties | never had any idea of what that was going to be. At
one point, | thought it was going to be president of AT&T. You
know that some day you're going to do something important,
but you just don't know what it is. | never really honestly
thought about having my own business cause | really didn't
have that kind of a role model.

Mostly a dream and a wish and an interest to do certain things
and doing them, basically. Just not to be afraid to do
things.....In the beginning it's very difficuit. Butas you do them
over and over again it's easier. The blows are not as hard.
You think you judge better than before. But it's not as difficult
as in the beginning. But you still have to try it.

By positioning their identities in positive references to success and dreams
of creative efficacy, women subvert the assumption that they are socially and

economically limited. As individuals interpret the possibilities for acting
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within the social and economic structures that shape their individual histories,
they sometimes find the opportunity to expand their limits.

During the course of this study | met women whose businesses failed,
or who recognized that the scope of their business was limited and less than
they had hoped for. This office services and space provider uses popular
self-help literature as a reference to position her current identity as a
competent business person:

I'd like to get into something that's creative, a little more

creative, Because | have an artistic bent. So I'd like to do

some desk top publishing....but as they say when you're up to

your ass in alligators you don’t have time to drain the swamp.

After experiencing corporate downsizing, this woman received a small
settlement, and she possessed organizational skills. Her status as a former
manager for AT&T does not match her current position as an office services
purveyor, with $40,000 in savings and a mortgage tied to the success or
failure of her small firm. The competitive niche of lower-end business
services provides enough challenges to divert attention away from any
expression of self-denigration or defeat. In another example, a woman who
produced several episodes of a canceled, ethnically-based cable television
program for children still seeks funding for more shows. By putting “the
whole package together,” a series of coloring books and stories, she uses
her artistic background to maintain her sense of efficacy, dignity and claim
to the identity of woman entrepreneur.
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Gender is one of the referents for personal identity, along with class,
age or generation, and ethnicity, but it may not always be the primary focus
of self-interpretation. Individuals exercise some choice in their interpretations
of gender roles and signify both their social structural position and their
personal identities within changing cultural boundaries. Individuals interpret
gender combining innovations in roles derived from traditional expectations,
with the experience of actively organizing of their own lives. This makes it
possible for women and men to adapt women’s changing roles into the
normative structures of business and society while maintaining gender

differentiation as a basis for social structure.
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Chapter Eleven: Managing Employees

Contrary to claims that women lead and manage in a different way
than males (Helgesen, 1989; Godfrey, 1992; Rosener, 1990), a number of
social psychologists have established that women and men do not differ in
their leadership styles, which are structured by managerial work roles (Eagly
and Johnson, 1990). But in laboratory experiments in which individuals act
upon their beliefs rather than real role demands, and in assessment studies
of individuals who are not being considered for leadership in management
roles, participants confirmed gender stereotypical behavior (Eagly and
Johnson, 1990). While women employers confront the same problems that
any employer would face, they sometimes stereotype their own behavior,
“women’s” behavior,” or refer to cultural frameworks that use the “family” as
a source of role models. Deeply held ideological beliefs about differences
between men and women can shape individual narratives and self-reports.

When asked if women are more cooperative, empathetic, caring, less
autocratic, or dictatorial, men and women responding to surveys claim they
manage in different styles because of their gender. Judith Rosener reported
in the Harvard Business Review (1990) that women executives and business
owners shared a special "women's style."” Women managers reported
exhibiting empathy, trust, sharing, and caring in their relationships with
employees.! My observations and interviews with members of the New
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Jersey Association of Women Business Owners and other women
entrepreneurs in the tri-state region, confirm that women’s interpretations of
their roles shape the way they narrate the practice of management. While
narration and practice are related, if women exhibit sex-typed characteristics
as small business owners, these characteristics are rooted in cultural
constructions of gender and ideological beliefs, not universal or essential

practices.

MANAGING WORK ROLES

The primary concern of all small business owners is control over the
labor process, including quality, timeliness, and consistency. Business
owners not only wish to control their own time, but they must control the time
and behavior of their workers. The workplace conditions structuring
entrepreneurial managerial roles reflect small employers interacting with
workers within the constraints and resources of close, interpersonal work
regimes. Most of the women interviewed for this study employ fewer than
five workers. This finding is close to the 1987 Census of Women Owned
Businesses data (U.S. Department of Commerce, 1987). The following table
illustrates the micro-employer distribution among women interviewed for this

study.
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Table 9. NUMBER OF EMPLOYEES AMONG WOMEN INTERVIEWED
Number of Employees 1987 Census NJ/NY Sample '92-'93
<5 Employees 78% 80% (28)

5-9 Empioyees 13% 11% (4)
10> 9% 9% (3)

1987 Census of Women Owned Businesses N = 3,102,685. Sample N=35.

The owner decides who to hire, what to sell, prices, wages, and
organization. She must decide who contributes to her business and what the
standards of that contribution will be. Workers and owners interact with one
another in a close and detailed way, usually on a daily basis. In small
businesses, management styles reflect more interpersonal control strategies.
Granovetter (1984) also found that the size of a firm is a significant structural
condition in relationships between workers and managers in small
businesses. He writes:

That many workers enter small firms through contacts

reinforces the likelihood that workers in such firms are in an

environment structured more by personal relationships than by
bureaucratic procedures.?

Becoming employers causes women to take on authoritative roles as
managers. The position of owner as manager, not the sex of the person,
causes the individual to use interpersonal and professional strategies suited

to small firms. Women owners have several strategies for control over the

labor process. The first strategy is to give their employees responsibility for
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solving problems and offering ideas about work and service delivery. The
second strategy is to emphasize the functional interdependency of everyone
working in the small firm, which business owners often characterize as a
family. A third strategy is subcontracting to home-based workers, using
leased workers, part time help, immigrants and people working off the books.
A fourth strategy is managerial distance, duplicating the boundaries the
owner learned while working for a larger corporation.

The owner manager in the following quotation exhibits the first
strategy. She motivates her employees by emphasizing their responsibility

to the success of the work process:

I'm demanding. So my perfect employee is somebody
absolutely wholly committed to making this company grow.
Wholly and completed committed. Now that's a lot to ask from
somebody. It really truly is. But I've been very fortunate that
| motivate these people to want to do that. And when
somebody isn't wholly and committed to the company, I've let
them go. I'm really tough to work for. I'm not an easy person
to work for. I've said, okay, well your time is up here. You're
not putting everything into it anymore. | don't like 'hanger-
oners'. | want people that are always going to come up with
ideas . . . what can we do for this client? We're going to
make it better. | don't want people just spending time here.

Employees are encouraged to recognize their responsibility as
problem solvers. The negotiation of power between the owner-manager and

staff appears egalitarian because all of the participants judge each other's
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performance. But the ultimate authority to fire individuals is retained by the
owner, who keeps a close watch on daily interactions in the business.
Interactions are personal because there is no intervening system of rules and
status levels to mediate between the owner and the worker. Trust is based
on looking at the employee rather than evaluating a sheaf of paper in a
personnel file.

Small employers like to define their employees as a second family
who work in harmony. This works well if employees invest their emotions in
a primary dependency relationship. The family is a model for the employer-
employee relationship in which employees are expected to develop
emotional commitments to the business and the owner. The three owner-
managers below acknowledge their interdependency with employees, which
means that each individual must create interpersonal trust in her
interactions.

Basically we're a team. Our people are friends, family.

They're all part of a team and we all work together. And you

have to trust them. That's the major thing is that you really

have to be able to trust them because you don't have the kind

of control systems that you have in the corporate world, so you

can't double check everything, and you can't follow behind
people because you just don't have time to do that.

its like a family, it really is. Because we know that it's
unrealistic to say don't bring your personal problems into it
because they'll come into it anyway. So if somebody has
something they have to deal with, we have to help them deal
with it so they can stop thinking about it and focus on the
business.
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Well, we have a very relaxed way of doing things. l've worked
for people who, the moment you walk through their door you
felt the tension. And we're not like that. We're very relaxed.
We want to create a sort of family atmosphere. People who
work for us feel comfortable. Our clients feel comfortable.

Control over workers in the small firm operates through personal
commitments. Retirees, young mothers, and displaced workers fit the social
face of the second family metaphor, which portrays them as working in a
“caring" environment.

We have one person who's been with us the longest who we

hired through an ad in the paper. ....One lady was a client.

She wanted to retire and work part-time, so | hired her.

Another lady was a friend through another organization.

Another was a sister-in-law of a good friend of mine. So

primarily through word of mouth, through friends or people that

we know which is what we prefer to do. We have a tendency

to hire people that are retired, returning to the work force or
career change kinds of people who are older with experience.

The emphasis on lady-like friendship voiced by this businesswomen
symbolically compensates the worker for the lower pay and uncertain
employment in the small business sector. By offering trust and respect for
employees with diverse work histories, she retains their loyaity. Pringle's
(1988) study of secretaries also found that close personal relationships were

the small business manager's strongest source of control over the
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secretary's performance.?

Not all women employers refer to their employees as their “family,”
friends, or consider them to be their equals. Nor should they be expected to
do so. The use of sexist language and stereotyping to signal power and
dominance in relationships with employees is simply consistent with the use
of the family as a metaphor for managerial relationships. Gender ideology
traditionally positions the male owner-manager above the feminized staff
person. Women owners sometimes assume styles of authority and power
that are associated with male roles. The following quote from a female
employer of two full time and two part time women employees expresses a
subordinate definition of the support staff person:

It's more than personality. Because the gal with the right

attitude, the gal with that helpful, honest attitude . . . | don't

think anything else works.

The use of the word "gal" explicitly reinforces the female employee's
subordinate status. The cultural equation of sexist language and managerial
language complicates the analysis of gender as a unitary category.

Although | did not ask about the gender distribution among
employees, | did observe that sixteen out of thirty-five business owners
employed all women, with an average among the sixteen of two employees.
With forty-six percent of the sample engaged in same-sex employment
patterns, this partially confirms the argument that women'’s entrepreneurship
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is being sustained by women organizing other women at the bottom of the
wage scale (Beechey, 1987; Bluestone and Kuhn, 1987; Rubery, 1989).4
Women share a set of meanings about ‘what women are like,’ and tend to
reward or punish individuals for performing according to the group’s
expectations about gender differences. There may be a greater variety of
shared norms among small firms because the beliefs of the owner determine
the composition of the firm and what behaviors are tolerated or discouraged
in small scale cultures of the workplace. Micro firm cultures may be
liberating individuals from the straight jackets of traditional male and female
gender roles, but among these micro cultures there are also people
reinforcing cultural beliefs that reaffirm gender differences.

A woman who is a small employer may have more in common with
other small employers than she does with women who are her workers.
Some women even hold a preference for interacting with males. The two
owners below reveal how some women owners may have negative feelings
toward women based on assumptions about women's traditional roles:

I work with men, and | just react to people and their

personalities. And | get along better with some than others.

Women can be very, very difficult to deal with. Women

executives can be extremely difficult because some of them

are what | call piranhas. It's not like man executives. They're

so uptight and proving, or whatever this personality is that's

pushed them up there, and it's not just a matter of being tough,

they really do want to chew you up and spit you out, and I'd
just assume not work with them.
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Twice | had women who worked for me, hired them as typists—
I used to call them Stepford wives. They wouldn't think. If it
wasn't written down exactly, they couldn't figure it out. They
couldn't open a folder to figure out that it should be done this
way. They didn't want to understand it. They didn't want to
learn. They didn't want to grow. They didn't want to do
anything. They just wanted to sit there and type whatever |
said, exactly the way | said it. And if | didn't say it and implied
it, it didn't get done right. It drove me crazy. | need someone
who can work independently because | cannot stand over
them. I'm not a mother, and I'm tired of teaching.

Women are not just the objects of stereotyping by males. They may also
stereotype themselves and other women (Epstein, 1988, 1993). Working for
a woman in a small business does not guarantee that her attitudes toward
authority and gender will be more feminist or more egalitarian, even with
increased interaction.

Paying personal attention to staff can be a burden for an owner-

manager, as a woman from this study reports below:

Maybe because I'm busy at meetings or something | won't see
them (employees). But | actually go to their desks and say
how are you doing. And, "what's going on today?" And that
could be a drawback or that can be advantageous. It can be
a drawback because then you hear about all the garbage too.
That other stuff. And because | am very open and everything
else, they think that they can come and tell me everything.

Another woman reports that her employees' solutions usually fail, but she
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tolerates their efforts to solve problems in the interest of good management.

| do seek out their solutions to certain things. | will let them try

things even though I think that it will fail. And it usually does.

And | don't say anything. They come back to me and say oh

this isn't working, let's do it this way. | let them find the

solutions. And | always say to them, don't come to me with a

problem, come to me with a couple of solutions. | don't want

to hear about the problems. | want to hear about the solutions.

When the owner-manager places her employee in the role of problem solver,
the new position of the employee changes the role of the manager. Their
ability to perform with minimal supervisory control in a small scale setting, is
a measure of managerial success in the small firm, because it frees both
worker and manager from wasting time on other kinds of control and
oversight strategies.

As an example of the fourth management strategy, | found that a
small owner may organize her business according to impersonal managerial
and subordinate roles such as the ones she learned as an employee in a
corporation. Through the individual's socialization in corporate work settings,
a need for rational and impersonal rules may be deeply ingrained. In the
following quotation, a broker admits that management requires social
distance from her employee:

You want this nice tight little family unit, but we're not a family.

I'm an employer. She's an employee, and there are times

when there are going to be differences, so to maintain that

objectivity is important.

215

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Status distinctions allow the internal relationships in the firms to
function as wage-based and goal oriented. References to the workers'
personal characteristics refer to their reliability, not a surrogate family
paternalism that might cloud the owner manager's role. In the following
quote an office services provider defines her firm as an extension of the

corporate client’s environment:

We try to assist and reduce overtime, overhead, eliminate any
supervision necessary, so we get to know your product so that
we can handle it on our premises and in a sense really what
we try to do is become an extension of an existing staff. So
that's basically the service we provide.
In the following account, a former manager with the Bell System in New

Jersey set a limit on the kind of work she asked of her employees in a shared

office suite. She wanted to maintain the value attached to their skill levels:

I don't like to do that (mailing lists) because that's what | call

gorilla work. And | pay people who are a little above gorillas so

| like to have them do work that is more suitable to their skills.
The instrumental extension of the corporate manager's techniques into the
world of self-employment and small shop supervision, is a vulnerable

position, socially and emotionally, because the income and authority levels

of the outsourced service vendor never achieve the security and status of
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large corporate management.

OTHER STRUCTURAL FACTORS: WAGES AND INSURANCE

In another management strategy, | found women entrepreneurs hire
subcontractors and casual part time workers because they cannot guarantee
the amount of work they may receive. A client contracts with the owne~ for
a service, and the owner in turn subcontracts with part time workers, a

process which the entrepreneur below describes:

| have what | call independent contractors. ...these individuals
work at home. And the typical scenario is | may get maybe
four projects in; | know | can probably handle one or two. I'll
call maybe Gail; I'll say, "Gail, what's your schedule like?"
She's a mother, raising a daughter, and these are the types of
individuals I've been able to get as well because they like to
stay within the market, stay up on their skills and at the same
time they want to raise a family and really have a home life.
That's what | was talking about regarding having the fiexibility
of doing that with the business. ...individuals that I've
interviewed, when | explained the concept, it's just so different,
and it's so enlightening that they are ready to accept anything
for pay, as low as it can get, do anything they can.

Employees who find the concept of flexibility "enlightening” consent to the
social organization of the owner's bargain. This woman did not specify how
low wages in the subcontracting market might fall. At the time of this
interview in 1992, workers were being paid $7.00 an hour for home based,

"outsourced" typing, organized by the business service provider for a large
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corporation. Contract work is not steady; the acceptance of single projects
entails sporadic and uncertain income for the home base worker. The home
based worker has control over the scheduling of her own hours within the
demands of the contract, but the owner who organizes the project controls
the employee by making more or less work available according to the
individual's attitude and performance. The word processor, typist, designer
web worker or programmer, is expected to be enthusiastic, fast, and grateful
to the subcontractor. While the amount of work available is uncertain in
subcontracting situations, workers themselves may also take other jobs. The
personal expressions of commitment to the job by these workers becomes
one of the few indexes of workplace control that the owner possesses.
Regular in-house employers, with employees on site, are concerned
about the cost of health benefits. A large part of the structural bind for the
small employer is the cost of heaith insurance. The average yearly cost of
health benefits in New Jersey in 1993 was $4,297. 00 per employee, equal
to 13 percent of reported average wages.®* Small employers pay $500. more
per employee to cover their workers using conventional health insurance
plans, because Health Maintenance Organizations do not cover groups with
fewer than 10 employees. They are trapped in a tightening vice-grip of rising
healith insurance costs and small margins of profit in competitive conditions.
The New Jersey Business and Industry Association received 2,000
responses to a survey in 1993 of 13,500 member companies. Eighty percent
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of respondents were small companies with fewer than fifty employees. This
survey reports that seventy-five percent of companies with 1-19 employees
pay 91-100% of the cost of health insurance; employees pay 1-10%.°
Roughly eighty-one percent of companies with between one to nineteen
employees provided some health insurance. Owners and employees
frequently share the same level of benefits. Eight-seven percent of all
businesses provided some health care insurance coverage. The remaining
thirteen percent provided no coverage. Among companies with twenty to
forty-nine employees, ninety-six percent provided coverage, and ninety-nine
percent of companies with fifty or more employees provided coverage.” A
National Association of Women Business Owners survey in 1996, found that
among the 1,071 women responding, eighty-four percent offer one or more
benefits to their employees, including some health insurance. This is slightly
higher than the percentage for all businesses in the smallest employer
category. Women owners strongly believe that their employees should be
covered, but it is financially difficult to maintain full heaith insurance benefits,
including major medical, hospitalization, and at least HMO physician
coverage, because of this disadvantage in economies of scale

Small employers have options beside paying for major medical. They
can require their employees to pay for all or part of their benefits. They can
fail to offer benefits. Some firms that employ small numbers of workers have
scaled back the commitment to insurance or they have moved to employee
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leasing, a form of long term temporary employment. At NJAWBO meetings
influential active members sell employee leasing services to small business
owners, promoting an option that might otherwise not appeal to the populist
small holder's desire for close control over her business. The woman |
interviewed below reluctantly reports that she is moving to a leasing system
as a way to reduce her health care expenses:

going to pursue ...employee leasing because then they can get

a benefit package put together for them that is more

reasonably priced. More reasonably priced than | could get.

And | can contribute what | can afford to that as a billing

addition. And it will enable us to have benefits and be a little

more competitive in terms of what we can offer our employees.

But | can't afford to do it on my own. The reason that

employee leasing works out well is because it breaks it down

into weekly increments which | can afford a lot better than

paying out $7,000 at a time for somebody's major medical
plan.

As the cost of health care coverage rises, small employers are pushed to
either reduce their coverage or look for more casual subcontracting
relationships, including home-based workers, temporary and leased workers.

Apart from the home-based and temporary groups of workers, non-
union labor and immigrant labor can also provide a cost savings for
businesses. One woman owner praises immigrant workers, while another

woman damns unions for creating high wage competition:
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The Spanish community - they're wonderful people. They work
hard. They work harder. And | hate to say this, but they work
harder than anybody eise, any other group that | know of.
Because they want to work. And you know what? They don't
understand the laws. They don't understand what they're
entitled to. So they don't even go apply to half the stuff that
they would be entitled to. You know, we have these people
here that can only speak Spanish and that's it. And they don't
understand that they're entitled to welfare. And they don't
understand that they're entitied to unemployment. And they
don't understand there is this stuff. And it's a real hassle for
them to go and apply for those kinds of things. So they just
don't. So what do they do? They work. They work hard.
They come here. They say to me, you have work today? Let
me work, let me work. And you know what, when | send them
on a job they show up. They don't walk off the job. They do
a good job. They're happy. | don't understand this entitlement
feeling that people run around having.

We lost one of our supervisors to go work at a local company

where he was getting aimost double the amount. He's getting

paid $16 [per hour]. To take boxes from one place and put

them in another place ‘cause he's union. Just to take a box to

take from one location to another location, and he's getting

almost twice. And then if he gets overtime, he's making more

than people who are professionals. It's crazy. Because it's a

union job. Now | have a major problem with that.
Firms with under fifty employees are rarely organized into the existing union
local structure. Unionized firms compete with the small firms for better
workers, and many owners oppose the imposition of union wage scales as
"customary wages" in job bids in New York City and New Jersey. Owners
fiercely oppose raises in the minimum wage.

Women owners derive legitimacy by referring to "business” dilemmas

they share with owner-managers in general, expressing stronger class
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solidarity rather than gender solidarity, but beliefs about gender do shape
their narrative assumptions and the terms of their relationships with
employees. The majority of owners look to one another to understand how
competition shapes wages and benefits. If the firms next door in the same
industry offers seven dollars per hour, others must offer less than seven
doliars to underbid them. Owners with businesses of similar size encounter
the same structural conditions in markets. Wages and benefits are "ﬁexible"
insofar as their costs can be kept low. The management strategies of small
business owners depend on developing relationships with employees which
are characterized according to the values of the owner, as personal
relationships or a second family, or as instrumental managerial relationships,
but they must do so within existing economic and social boundaries. The
demands of entrepreneurial work roles are more important in the structure
of social relations between employers and employees than beliefs supporting
gender role stereotypes. Nonetheless, belief systems about gender
differences matter in how individual women interpret their roles as managers
and their relationships with employees. Outside the constraints of real work
roles, such as communicating goals about scheduling and production,
individuals act upon their beliefs about male and female gender differences,

making those beliefs a salient focus for self-reported behavior.
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Chapter Twelve: Family and Household Support

One of the ongoing interests of scholars in the United States since
the late 1960's is women's increased participation in permanent full time
employment and the organization of motherhood, including its impact on
the careers of women (Parsons, 1951; Epstein, 1988; Hochschild, 1989;
Lorber, 1994).' The ability to sustain multiple roles and to benefit from
diverse experiences is one of the liberating but challenging aspects of
contemporary working women’s lives (Crosby, 1987, 1993; Coser, 1991;
Epstein, 1987; Epstein and Reed, 1997).2 Middle class women who own
businesses in New Jersey may also encounter a range of social stresses
and uncertainties, including debt, divorce, downsizing, single headed
households, co-habitation, and remarriage.

In this chapter | present three main findings and related issues. |
found that for the business owners, their careers are primary sources of
identity as well as a way of insuring their living and the security of their
children. Paid or contractual work and reproductive labor such as child
rearing and housework are not considered to be mutually exclusive. To
nurture and supervise their children, women employ baby sitters, nannies,
day care centers, and the volunteer efforts of relatives to relieve them
from some of the burdens of domesticity. The family is also a source of
credit, capital and emotional support that is highly valued by women.
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Among the fifteen women who are mothers in the study sample,

both the median and the average number of children is two.

Table 10. Number of Children Among Mothers in Study

Number of Children 15 Mothers
1 One 13% (2)
2 Two 53% (8)
3 Three 20% (3)
4 Four 13% (2)
5+ Five of More Children 0%

The average age of their offspring is twenty-four years old, with a
range of two to thirty-seven years.®> Only fourteen of the nineteen mothers
reported their age. The average was fifty years old, with a range of thirty-
three to sixty-four years. Although there were three women with school
age children under age seventeen, most of the mothers made the
decision to open a business when their children were in their mid teens or
older. Teen age children are more self-reliant, and require less direct
supervision; they can independently negotiate their own schedules. The
characteristics of the three young mothers is summarized in the following

table:
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Table 11. MOTHERS OF SCHOOL AGE CHILDREN
CHARACTERISTICS | MOTHER ONE MOTHER TWO MOTHER THREE
Age in 1992 33 37 37
Marital Status Married Married Divorced
Number of Children 2 2 3
Ave. Age of Children 3 3 15
Business/es Human Resources | Cleaning Services | Exporting
Husband: Partner Yes Yes No
Hours Worked/Week 70 50 72
Household Help Ft Nanny Pt Housekeeper Pt Family or Sitters
Years in Business 6 5 10
# of Employees 18 7 2
Report Gross Income | $85,000.00 $50,000.00 $1,000,000.00

A small number of women in New Jersey cannot represent a definitive

pattern for entrepreneurs who are mothers of school age children. But my

field research does reveal that mothers are not prevented from working

more than thirty-five hours per week simply by their maternal status. The

resources in the household, including the ability to pay for help or call on

relatives for support, condition whether or not the mother must be a full

time care giver as well as a full time business person.

The spatial boundaries of women'’s lives in the suburbs have

changed along with their roles as wives, mothers, consumers and family

members. In New Jersey, the suburbs often surround an old town center.

Single family housing developments cover what were once a patchwork of
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farms organized in townships. All thre= of the working mothers described
in the chart above began their independent enterprises in the space of
their homes. Mother One began her business at the kitchen table, making
calls and putting together deals. But the demands of the business quickly
outgrew the domestic space, and the business moved to an office
building. Mother Two also began her business at home, but her
neighbors complained about commercial traffick and activity on a quiet
residential street. This forced the business out of the garage and into
commercial office space. Mother Three works in the solarium of a large
home, nestled in an exclusive, wealthy beach side community. Faxes
pour into the solarium all day, which is organized with the latest slim
equipment. Thus, a million dollar business operates in a space smaller
than a suburban den. From the mobile work site of the automobile or cell
phone to the kitchen table as a flexible work space, women'’s roles have
adapted to the demands of independent enterprise. The middle class
kitchen is more likely to be associated with deal making or coordinating
household members’ work schedules than with full time, domestic
housewifery.

The marital characteristics of the research group, drawn from the
middle classes in New Jersey, differs from those reported by the
Department of Commerce in the 1987 Characteristics of Business
Owners. In the national survey, seventy percent of women owners were
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married, nine and a half percent never married, twelve percent divorced or
separated, six percent were widowed, and two percent did not report their
marital status.* Among the thirty-five women in the interview portion of
this study, fifty-four percent are married, twenty percent are divorced,

twenty-three percent are single and never married, and three percent are

widowed, as Chart 3 illustrates:

MARITAL STATUS

20~ —

54

104,

5 J

N=35, 1992-1993

widowed 3% [ Single 20%
B warriedsss [ pivorced 23%
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The New Jersey Association of Women Business Owners may attract
more single and divorced women seeking support and a resource base
outside the traditional family. As | note in the study description, the
educational attainment of the women | interviewed was much higher than
the national data used by the Department of Commerce, sixty percent
college graduates in the small, association-based group, compared to

eighteen percent nationally (Chapter Two).

FAMILY AS A RESOURCE BASE

Marriage and the family are traditional resources, pooling material
and emotional benefits for members. An important part of family support
for women in New Jersey was the availability of informal loans, co-signed
bank loans, and mortgaged family property as sources of capital.
Families are important sources of capital resources, but we do not know if
males and females will be treated equally in regard to informal loans by
relatives. As | have noted before, the National Foundation for Women
Business Owners (1993) found that most small businesses, whether
owned by a man or a woman, are started with less than $10,000.° The
primary sources of small capital funding for both men and women starting
businesses are commercial bank loans and loans from family members.
But bank loans are more difficult to obtain for micro capital in such small
sums. Without collateral, the three women quoted below relied upon
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small amounts of family capital because they could not find a bank loan to

finance small scale enterprise:

| actually received $5000 and that's what | started this
company with. $5000 and another $5000 from my
husband's aunt. It was savings. It was bank loans. It was
family loans. It was selling stuff off. It was everything. We
just put everything into it until we had nothing left but the
business.

| borrowed the money from my parents but I'm going to finish
paying them back this year. ....| got a leasing company to
finance. | really didn't have any savings. ...Its like taking a
loan out but its not a bank (dollar buy back or lease to own).

...I tried the small business administration, which | found to
be totally useless and self-fulfilling in that they spent, as far
as I'm concerned, their time sending out paper work so they
could prove that they were doing something. Individual
people were helpful. But basically, when they got to the next
level they said sorry, can't help you. If you don't have
assets, we can't loan you money. [f you don't have a
profitable business, we can't loan you money. | wanted to
borrow $50,000. If you don't want to borrow a quarter of a
million dollars or more, we can't help you. So | just got
frustrated. And ! found it was a lot easier to talk my
grandmother into loaning me money.

This young woman depended on her parents for financial support.

Her family floated a second mortgage to finance her business:
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My parents were incredibly supportive, obviously. They put
the house on the line for this with all the money that they
took out for me. But as things went along, they started to
get a little nervous because | was not doing very well in my
first few months. And | did have other relatives who said to
my parents - don't loan her any more money. Stop now.
Take your losses where you are. Sell the equipment,
whatever. This isn't going to work. So | had a few relatives
who did not think | was going to make it. But | did.

In a two-income household, the husband's salary provides a one to

two year period in which this woman built her business.

| love real estate advertising; that's my speciaity. And | had
this $300,000 account! And a contract! And meanwhile I'm
running around interviewing and looking for jobs, and my
husband said, "You're in business.” | said, "No, I'm just free-
lancing." He said, "Why don't you say you're in business
and give it 6 months."” | said, "l need a weekly paycheck!" |
was panicked. He said, “You know, we're not gonna starve.
The best thing about being a married woman entrepreneur,
as opposed to being a single woman on your own not living
at home, or a man with a family to support, is while we
needed my income, we weren't gonna die if we didn't have it
for a while.

| was scared. No question of that. | was very scared

because it was a big undertaking. We take a chunk of our

savings and | wasn't sure how it was going to turn out, but

it's a gamble.
Despite her husband's income, the advertiser quoted above understood
that the risk of capital in a small enterprise was her responsibility.
Bankers often advise potential business owners to take a loan or

mortgage against their house, which is one of the largest investments
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middle class families have. Every new entrepreneur works with the full
knowledge that failure means going back to work for someone else with

increased debts to pay.

EMOTIONAL SUPPORT AS A NECESSITY

Household forms and practices reflect the norms of the social
environment in which women live and interact with others. Patterns of
custom and belief in the society about motherhood have traditionally been
part of an external normative order which coerces individuals to behave
and think in terms of their care giving roles, whether they have young

children or not, as the woman below describes:

| come from an era where women didn't work. ... | was a
substitute teacher. And | was living in the town | grew up in.
My family was there. And | did not win mother of the year
award. | left my children and went to work. Even though it
was teaching and | was home after school, my kids were
little, | had a baby sitter, someone who loved my children.
So they were in school full-time.... it was tough, but by that
time, women were starting to work. When | first went to
work, women only went to work because they were starving-
-you know, poor people worked. Middle class women didn't
work, especially Jewish JAPS. | mean nice Jewish girls
grew up, got married—they weren't supposed to go to work.
So | didn't win any awards from my family.

Women have balanced the necessity of work with customary sex-role
expectations. Middle class women in the United States expect to define
an individual identity in the working world through career and personal
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development.

The married women in this study strongly emphasize the
importance of supportive husbands who believe in their choices. Spouses
and domestic partners provide love, encouragement, and faith in the

business owner's ability. Four women narrate their lives:

Well, my children have been off to college. I've had grown
children since I'm so mature, and that's been a good thing
because it's given me more time for my business. And it's
very hard. It's very hard to balance that time. Since it's just
my husband and | and he's very supportive, we eat out when
I'm tired. But you know, | have a very busy life. | manage to
run a business; | manage to run a household; and yet
socially we do a lot of things.

When | give a talk to women who are thinking about going
into business, | always say, "If you're married and you want
to go into business and succeed, if you don't have a
husband and children who support you, you have two
choices: either get divorced or don't do it.

My husband, as you've gathered, is very supportive. I'd say
he's created the monster that | am, and he's always pushed.
And he gets a lot of satisfaction out of my success. | often
wonder what would happen if | was more successful than
him, if he'd still be as happy, and I've got a feeling he
wouldn't. But that's between you, me, the tape recorder and
the world, not him.

Well, marriage never came in the picture. We never
worried about that kind of thing. Although | used to want to
be married when | was twenty-three. But forget that now. |
guess what it comes down to is - my parents were véy
supportive. They were pretty sure | could do it. Because
they knew me, they saw me grow through college.....So my
parents could see that it could work.....There was nothing
like -I was married and | got a divorce and | had to, you

233

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



know. There was nothing that happened. | think the biggest
reason was | really just wanted my own thing. And | did not
want to go back to school.... And I just wanted to do it. It
just came naturally. Everything just flowed the way it flowed.

The other people trained me to be driven and then my
husband really pushed me to just go do it, you know what |
mean. Who knows, maybe | would have been still farting
around working for somebody else or doing something else.
But he...Pushed me to really just do it.

The women business owners in this study do not report conflict between
their family roles and business roles. They perform multiple roles, juggling
difficult commitments that both allow them to maintain supportive
relationships, and face traditional gender role expectations.

The family of origin may provide a source of models for smail
business ownership (Butler, 1991; Greene and Johnson, 1995).°
Socialization in an entrepreneurial family firm included the acceptance of
uncertainty and hard work which comes with small business ownership.
Whether or not a daughter or niece is expected to inherit a family
business, relatives with entrepreneurial experience can influence the
choices of women, although they may not determine them.

When | was in college, which was really when | first started

in business. | had jobs prior to that but this is when | started

learning about negotiating and deals, etc. Worked for the

family business. But | was basically carte blanche. | did

everything from buying, selling, putting together $100,000

deals and things like that. Because | could. Now my father
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was the boss. So he let me. ...| worked in a business which
was dominated by men from all over the country. . . . and |
worked for my father. So it was X's daughter. So it took me
a while to be taken seriously because | was young. | was
nineteen years old and | was someone's daughter.... then
after a while people realized that | could handle myself in
business.

The woman quoted in the following passage points out that out that the
effects of environmental influences are cumulative rather than discrete.
Family background is only one of the variables that shaped her choices in
life.

No, my family was always... very entrepreneurial-my father

... always had little businesses as | was growing up, a

luncheonette, that kind of thing, and | just liked the idea of

having my own business. Plus the fact that | had been a

career person before | had my children, and then | stayed

home those years and | like the idea of making my own

decisions. I'm very independent that way. | like making my

own decisions, and I'm able to make those decisions without
dwelling on the regrettable part of it.

Although scholars often seek role models in the environment to
explain entrepreneurial practice and behavior, the dominant teacher of
strategies for organizing life does not have to be only one person close to
the entrepreneur (Bygrave, 1994). We should not assume that the
environment is consistent or that the dimensions of one part ("the family")
determine the dimensions of another part (business) without active human

choices. The socializing experiences of adulthood rather than childhood,

235

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



which include learning to organize resources and solve problems in the

work place, are the key experiences for the women in this study.

ACCESS TO CHILDREN AND THE NEW FAMILY BUSINESS

Both social scientists and popular commentators have speculated
that women hope to find "flexibility” in their schedules to cope with the
demands of motherhood and family life. Flexibility is a rationale to explain
the choice to open a business. As this home-based publisher describes:

(Due to pregnancy) My goals had to be realigned; changed

my whole plan of action. That's when | decided to work out

of the house.

The concept of flexibility presupposes that separate structures for
work and personal life exist as organizing principles for everyday life, the
home and the world, the office and the living room. It implies that work
can be scheduled in blocks of time to give the working person more
freedom to engage in separate activities, such as caring for young
children. Caring for children and managing personal lives are often cited
as a rationale for the risk of starting a business, but it is not easy to
manage family and personal life when one is managing and growing a full
time business. A mother of two children under the age of five, rejects the

idea that business ownership is a solution to the demands of other role

commitments.
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...what scares me is | hear a lot of people saying - oh, | went
into business because | have more free time for myself and |
can make my choices and | can do that. | would say to you
that's absolutely false. When you own a business you don't
make your own choices, okay. You don't. Your market
dictates to you what you're going to be doing. You can't just
take off and go some place because you need to go there.
You have to be there for your business. So I kind of reject
that philosophy that a lot of people run around touting that -
oh, | go into business and it's really satisfying because | can
make my own hours and | can do this and that. | don't find
that true for me. What | find satisfying is growing a business
and making it real and being responsible for changing
peoples lives.

These quotations from two women who are raising children illuminate the

difficulty of balancing child care and business demands:

It is difficult to raise children at the same time and really
dedicate 200% of yourself to career.... one of the ways you
can do it, is to start your own business. People used to say
you can own your own business, because you can set your
own hours and have that flex time. There is no flex time and
what you find, and I've talked to a lot of other women, is that
if you are willing to make it, you would end up working seven
days a week, 12 hours a day. The convenient thing about
this is 1 have access to my children and they have access to
me. | am still able to come in here and do work and get
things done.

... was a single parent. So having 3 children, | thought that
if | had my own business at that time that | would have some
flexible time or make my own hours. | would be able to take
time off if | needed it, which | was totally wrong.
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Fixed schedules help mothers to organize their household
responsibilities, but it is difficult to manage a small business with a fixed
schedule. "Access"” is not identical to "flexibility”. "Access" reflects the
time continuum in which entrepreneurs work and parent young children.
Parents must fit their children into the demands of their production and
management schedules. There are no separate blocks of time. Flexibility
is too often misconstrued to mean choices over how to accomplish
activities in discreet and separate parts of life. “Access” flexibility involves
discontinuous times that are secondary to the demands of making the
business.

Instead of "flexibility,” some women domesticate their businesses
by employing their mates and kin. Traditionally small businesses owned
by men have relied on the paid and unpaid labor of wives and children.
One study that examines women in charge is Nicole Woolsey Biggart's

(1990).”

Direct selling organizations such as Mary Kaye, the cosmetics firm, in
which women are the main part of the workforce, require entrepreneurial
behavior from the sellers in their network. Biggart found that the family
was co-opted for use by the direct sales person as an extension of her
business. Children and spouses became part of the organization.
Women exploited their family relationships for the purposes of control and
production in direct selling. Reciprocally, they strengthened traditional
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family ties while using the labor of family members for the business's
purposes.

Women owners frequently bring their husbands and older teen age
children into the work place as employees or partners, but no one
described these relationships in purely instrumental or exploitative terms.
This young gallery owner describes an intimate companionate marriage in
which the organization of business time and personal time are fused:

| have experience in business and he doesn't. So we're

completely opposite and completely compliment each other.

And I've learned a lot from him about the creative aspect

and he's learned a lot from me about the business aspect.

But there's still definitely areas in which each of us are

strong. He hates the telephone. He hates to make sales

calls. | love to make sales calls. He doesn't like negotiating,

| like negotiating. But certain things like writing scripts, we

both like to do. So we work on that together.

Unlike direct selling organizations, | found that the structural
organization of small businesses owned by women does not dictate the
use and adaptation of family labor. Family partners and employees are
highly valued and the salaries and compensation they receive strengthen
their household security and kinship ties. Employment of kin represents a
reciprocal distributive relationship that secures property and status in the
family and reinforces the leadership of the owner or the partner couple.

When women make their husbands and children their silent

partners, the business is interpreted as a "family" enterprise, and the
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gender of the founder is not highlighted. The old definition of a family
business assumes women'’s subordination; the new definition of a family
business reflects women's participation in the organization of family
authority, property and credit. Women can amass independent
investments, property, and social leverage among their familial kin, while
still maintaining independent public identities. In terms of gender
relations, the power in a family business founded by a woman reflects
distributive reciprocity rather than the direct domination by one partner,

which characterized the traditional patriarchal firm.

CARE GIVERS, SUBCONTRACTING DOMESTIC LABOR

Behind middle class mothers’ commitments to business is the labor
of other women, house cleaners, babysitters and housekeepers. The
exchange relationship between the dominant male bread winner and the
subordinate female housewife has undergone a further division of labor in
which the wife as an independent salary earner subcontracts the service
labor for house work and child care to other women with less means, who
may work for several individual clients. Women owners are continuously
looking for labor to meet domestic and parental responsibilities.
Household {abor may be divided between more than one service
contractor, for example a babysitter and a weekly house cleaner. Until
other resources can be purchased, or if paid care provisions are
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inadequate, family networks provide child care. The following two woman

relied upon supportive relatives and paid helpers:

He's very supportive and helpful. [Her husband changed his
work schedule to 3-11pm so he can watch their son while his
wife works]. I've just hired a mother's helper. She's the
second one I've had. She's a student.., but they're all
unreliable so | can't really rely on them to set up meetings or
appointments.....between (husband) and the mother’s helper
| have a lot of support.

Yes, | couldn't have done it. My mother is here when | travel

abroad, she stays with my children. I've had housekeepers

that will stay. My sister helped me initially, she would take

my children for awhile.

Instead of limiting their business activities around the demands of
the family, many women discovered that they could organize their family
lives around the demands of the business. As the economic support of
her single-headed household, this narrative reveals that the mother’s
business was the first priority. How priorities are arranged can indicate
the presence or absence of a partner or husband, whose support make a
wider range of choices possible:

| guess my priority has been the business and so they have

kind of adjusted their schedules around it. | have set things

up; not just the business with the office to be here, but their
whole life style. Like where they're going to school. | don't

have the time to play taxi mom, .... | make sure | amin an
area where everything is convenient, either busing or
bicycling.

241

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Whatever the household form, | found practical, ambitious small scale
organizers and managers who saw the family as a source of management
problems and successes. A mother relates child care responsibilities to

managing a business:

Maybe that's why they've managed and done well, because
they've had other things to manage. You know they say real
life applications. You learn how to do it all and maybe that
helps you with businesses as far as ups and downs and
irate customers, and disappointments because it is all a part
of life. And | guess when you have kids you go through that
even more. And of course if you go through marriages that's
another lesson.

Lack of child care in the United States is a structural barrier or a
severe personal tax, placed upon any working woman who has to pay for
help or child care. A working class woman who became a small
manufacturer (forty employees), expresses the classic dilemma of

mothers in the United States:

It's difficult to be a working mother, if you own a business or
not. If you value yourself as a mother, as the first teacher of
your children and want to set them in the right direction....
this country is not built and does not provide the proper
setting for women to go to work. Even if they are well
educated or if they are a professional. There is almost no
good solution for children. Knowing that was not what |
wanted for my children | stayed home to raise them to a
certain age. And when | found somebody to stay with them,
that's the time | started going out to work as a part timer and
then a full timer.
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She sympathizes with the women who work in the factory because she

was in their position when she started.

They have to work....They have to work to support the
family. And when you have to pay privately for someone to
watch your child, that's a big chunk out of your salary.
Especially if your income is low to middle.

Yes, there is definitely a lot of stress involved in trying to do
that (raise young children). | had no choice, there are a lot
of them out there that really don't have a choice. But it can
be done. ....it takes a good woman to take on your
children's part as well.... the preferred way to do it would be
to establish a business before you have children or wait until
the children are much older. So you can dedicate all that
time and not have the conflicts or the kids home sick or the
teachers calling you. Then that could go for any woman in a
career. Where she's at a place of employment and have her
children there and its the primary caretaker....

Individual families tailored solutions to their child care problems by
patching together the resources and commitments the household could
afford. Babysitters rarely make long term commitments, while family
members may only be available within the parameters of their own
schedules. Women still believe that the primary responsibility for child
care is their own, but women entrepreneurs continue to search for

practical support solutions.
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SOCIAL LIVES, PERSONAL AND LEISURE TIME

Women business owners did not report feeling alienation from their
loved ones because of the limited time available for leisure and family
activities. They scheduled time with their children, spouses and
companions, making their dates with them important breaks in their
relentless calendar. The partners and children in their lives were often on
their own schedules which also limited the time for shared activities. The
distinction between the business calendar and the personal calendar was
weak and often the two were fused. In the following passages two women
report that the fusing of time frames did not create unmanageable
conflicts in family life:

| try to spend a few days maybe an evening going shopping

with the boys. Or taking them or going to an event that they

have. They are all active in sports. So my social event for

one week might be going to a basketball game, or going to a

track meet. And that's part of being with them. And then |

have clients that come in and then | have to entertain them.

| guess that's a social activity, which is part of the business.

Everything is kind of all wrapped up. | had a client come in

from Saudi and he had to meet several manufacturers so |

went to New York and then took him to meet this

manufacturer, we had dinner with him and do that kind of

thing. Or I'l take a client to a show. Take him down to
Atlantic City or do something.

Rather than resenting a tightly scheduled life, entrepreneurial families in
New Jersey structure activities and organize their playtime. There is
"down time" or free leisure for entrepreneurial families, but it follows
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finished contracts. For some young couples as well as individuals,
business swallows up their entire lives, encompassing both their personal
and professional energies. But most of the women who | interviewed tried
to take at least one day a week to spend in personal relationships.

Women business owners tend to be married to men who are active
in business and social life. In New Jersey social activities with spouses
include voluntary associations, arts and entertainment, and dining with
friends. For example, this woman scheduled one to two nights of every
week for 'doing something' with her husband.

We're very active socially. I'm on the board of the Middlesex

Chamber. | go to a lot of functions through the Chamber....

we have a subscription to the opera. We have a

subscription to the George Street (regional theater). We're

very busy. We're just busy people and we like that.
In the world of the small business owner, too much unstructured time
would be suspect. Small business ownership is not a path to freedom
from the constraints of conventional time schedules. Whether the self-
employment path is a scattered cloud of events or a conventional girdle of
9 to 5, the proliferation of day planners and time‘keepers show human
attempts to keep control over discontinuous events and shifting
environmental settings. When a couple respects each partner’'s schedule
and negotiates some personal time, self discipline and organization make
choices more effective.
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Women business owners do not want to be defined solely in terms
of traditional roles and statuses attached to women's reproductive and
sexual lives. These entrepreneurs have created their lives anew outside
the middle class idea of 'home'. Women are willing to sacrifice social and
business obligations when their children are sick, but otherwise they rely
on a combination of relatives, spouses and hired help for the child care
and daily housework that has so often been cited as a reason for their
career limitations. Work and household demands are scheduled into a
continuous calendar that allows access to children and leisure, but not the
flexible freedom dreamed of by so many women. Apart from ideological
assumptions about family and household forms, individual histories exhibit
a diversity of strategies to meet the demands of personal life and business
ownership. The women | interviewed successfully adapted female gender
roles to the real time demands of employment and self-employment,
breaking down both symbolic and real boundaries in the construction of

their own lives.
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Chapter Thirteen: Political Issues and the Outlook of Small Business

Owners

Apart from the organized efforts of the National Association of
Women Business Owners and other associations and interest groups
seeking to represent the self-employed, we still do not know if women
owners will pursue a distinct politics, for example by widening the gender
gap between political parties, or closing it. A study by Clarence Lo (1990)
found that small business owners have been decisive participants in the
tax reform movements in California and New Jersey.! This suggests that
a political base may be built around specific issues of interest to small
owners. The political issues the women owners in New Jersey talk about
in their interviews and everyday conversations reveal the economic and
social pressures they must negotiate. Their commitments to family, local
ties and self-interest, support an issue-based agenda that reflects both
social and economic resources as well as constraints.

The election of Bill Clinton as President of the United States in
1992 brought debates about health care insurance and taxation by the
state and federal governments into the forefront of middle-class dialogue
in the New Jersey suburbs. Clinton’s proposals for national change
competed with those of Democratic Governor Jim Florio, who sought to
increase payroll taxes for the support of public health insurance pools.
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Although small employers were being squeezed by rising health care
costs, they opposed a tax on all employers to pay for a public health care
fund during the Florio Administration in 1992. The NJAWBO leadership
debated the health care agenda, a focus which emerged in the interviews.
NJAWBO leaders have also maintained a strong interest in privatization
and wage laws, because of the small business owners’ pursuit of new
entrepreneurial opportunities and a sufficient labor pool. In response to
open-ended questions about politics and what the state could do for
women owners in 1992 and 1993, the women interviewed in this study
focussed on these contemporary debates. Answers to an open ended
question cannot completely account for a coherent “entrepreneurial
politics,” but the interview narratives indicate issues that were of concem
to the women in NJAWBO.

The owners of small businesses are usually covered under the
same health policies that cover their employees. They have a strong
feeling of shared vulnerability.

How could | not give myself health insurance? If I'm going to

give myself health insurance, | must give it to my employees.

That's the law, and.....I would love to be able to do the right

thing, the strong moral thing.....l would love to have a dental

plan. | would love to have my eyes covered. It's just not
practical, the cost . . .
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| offer health insurance and a benefit package. And
unfortunately I'm going to have to change and go to a lesser
policy. But now | have problems. Because | have two
children who are a little bit sickly. And I'm being told now -
I'm going through some problems now because I'm being
toild that we can't switch because it'll hurt the employees. So
now I'm faced with increasing their contribution rates, really.
And it's going to hurt them. So | don't really know what I'm
doing with my insurance now. Kind of in a quandary.

When asked about the rise in premiums for a private heaith insurance

plan, a print broker with two employees exclaimed:

Unbelievable. Unbelievable. Its horrendous, and we won't
go to an HMO, because we, my partner and |, want to be
able to choose where we go, you know, so that's something
that can get me angry at a moments notice, that somebody's
got to pay the bill, and it seems to be business. And | know
that individuals feel the same way (that they've got to pay
the bills and do not get enough help), but I'm also an
individual.

It's not so much the dollars and cents. If we were making

$50 million a year and | could pay them anything | wanted

to—-I'm not cheap in that sense. I'm not greedy in that sense.

| would love to have a top scale benefits program because |

believe that they're necessary although | happen to believe

that the price for insurance is absolutely insane.
The women in this study desire to offer their employees more secure and
comprehensive benefits, but they believe they cannot afford to pay higher
premiums for private insurance. The superiority of group comprehensive
medical, dental and retirement benefits is clear and evident, but small

employers claim they are constrained by private costs. Small employers
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feel too poor to pay for the system, although they long for the security of
modern, collective solutions to social needs. The owner of a cleaning
service discusses the moral dilemma of being trapped by the high cost of
coverage:

...almost all of the business owners | talk to... They want to

offer good benefits. They want to give their employees

complete health care and stuff, but the sheer economics of it

and kind of the way competition is structured in the market

makes it very difficult for them to really carry the whole ball.
Women owners often feel powerless to change the larger institutional
relationships in the society.

Federal and state investment in public health care funds could
make small employers more competitive in attracting good workers, and
remove the excess burden of diminished or expensive health insurance in
the event of illness or injury drawing on the policy. However, the concept
of the universal system mediated by a central government, ‘federalizing’
the health care benefits system, is met with skepticism even by people
who recognize the need for reform.

Because it's just a Band-Aid (payroll taxes and employer

contributions). That's not what the problem is. The problem

is the abuses in the system. The things that have gone

wrong for the last umpteen years. That's what the real

problem is.

Instead of increasing the small business owner’s support for a centralized,

public system, the inefficiency and expense of health care is attributed to
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unfair politics and systemic problems in the structure of the industry.

Distrust of the government is common, particularly at the federal
level, because it is viewed as coercive and self-serving, or it appears to
organize reforms in the interest of more powerful groups. A personnel
service owner expressed this cynical belief that the government and other
organized interests have disenfranchised her in the health care debate.

| have to admit that I'm not even listening to what is

happening in the health care issues, because | know | will

have no influence. | don't have a clue as to what the answer

is. | wouldn't know how to contribute even if | did. |

personally believe that government is self-serving. | think

that they've lost track of the fact that they're here to serve

us, and this idea of a health plan is definitely necessary, but

| don't know who its going to serve. Anybody's plan, | really

don't know who the "Benefactors” are going to be.
While the insurance companies must compete for the independent
business owner’s dollar, the state and federal governments redistribute
tax revenues to many constituencies. Distrust of political solutions is
compounded by the expense of the private system in which coverage for
married employees is often redundant, taxing each partner's employer.

Do you offer your employees health insurance?

Yeah, we do. We pay for it, but | have to say for the most

part our people are already covered in other plans, either

their spouse's plan or the plan under which they retired, and

they can get a better deal than what we can offer.

By hiring women who are married or retired, small business owners are
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more likely to find employees with preexisting coverage who do not object
to lower benefit levels.

Business owners understand that the economy is structured
through multiple, often fragmented, levels of institutional policies,
contracts, and relationships. In the quotation below, an owner establishes
that the relationships between the small employers, federal government,
unions, which are market-based interest organizations, and employees,

reflexively structure the economy of New Jersey.

Well what's happened is the unions are blaming business
and small businesses that they don't care about employees
and they don't provide health insurance ... and they don't
really care. .... So they want to put a 2%z percent payroll tax
on employers payroll to pay for this uncompensated care
fund. Which is going to run out and actually has run out and
may be extended. And what will happen is, it'll devastate
New Jersey. Because small businesses can't afford to pay
for health insurance for their employees. There's no way.
It's too expensive. My health insurance costs just went up
and | can't afford a plan. I've had to switch from a very good
plan to a cheaper plan.

Large corporations, small businesses and governments, may have
competing definitions of a good outcome for policy; these definitions must
be compromised in order to work with the other participant groups in the

political framework.
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It's like we were talking the other day about the initiative and
referendum bill. For big business, it's a positive. For small
business, it's not. It's like for big business they have the
dollars and the lobby and they can get things done through
the INR where small business doesn't have that kind of
clout, so you have major differences in perspective. The
other thing is like the health care, the new health care
payment they're trying to pass, the heaith care tax, where if
you don't offer health care, you have to pay a payroll tax.
There's a big difference between the large corporations who
are already offering all these benefits and who don‘t want to
pay an extra payroll tax because they're aiready offering all
that and the small business that can't afford to offer those
kinds of health care packages. There's a big difference
between the two perspectives.

A source of tension and contradiction in the structure of business
and the business community’s attitudes toward political issues occurs
between large corporate capital and local small business. Large
corporations have different needs, and a wider scale and scope, while
small businesses are interdependent with large corporations in the heaith
of regional and local economies. Small business owners want stability in
the local economy and low operating costs. Service business owners
want relationships with large corporate clients. They aspire to achieve
large corporate status, the size and success to “go public,” and their
subordinate interdependency with larger businesses is desirable. The
small owners in NJAWBO expressed a ‘live and let live’ attitude toward big

business.
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The interests should be the same. Big business | don't think
concems itself too much with small business in terms of
looking at them as any kind of competition or looking at them
in a threat in any way although this country is, the economy
of this country is largely small, what the government
classifies as small business. And that's the bulk of where
our economy is generated. | am not really one in favor of a
very strong government interference or government
regulations at all.

Large businesses can influence the government by threatening to
move to other cities, regions or countries. To stave off "capital flight",
local, state, and national governments compete to attract and keep large
businesses because these organizations provide employment and tax
revenues which redistribute economic benefits throughout the economy.
In a "capital strike" corporations stop investing in expansion and
maintenance, hastening the decline of a business facility. The threat of
capital flight or lay offs by small employers is less compelling than the
threats made by large employers. Small employers want to keep large
corporations in their state and in their local region, because their
economic activity generates demands for small business products and
services, either through the spending of their employees or
subcontracting for products and services.

But to the owner embedded in the local scene, government

appears to be dominated by large interests. This perception reinforces

the strong individualist ideology of these two small employers, who
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complain:

The states themselves? | think they're trying. | think part of
the problem is that any bureaucracy is difficult to get things
accomplished. ...obviously they've got other agendas. But
that's just me. But | realize that what's good for me is not
necessarily good for everybody.

...there's not enough programs for small businesses. Small
businesses feel left out. They don't know how to get
involved. That's why | said the partnership with big business
is very, very important. Because we all want to stay in New
Jersey and we all want to create good businesses. And big
business depends on small business to be their vendors.
And they've gotta be there. And if they're not there what's
going to happen to the big business? They're going to go
too.

Defensive political postures sometimes lead business owners to
reject the legitimacy of political processes and government authority. The

two women quoted below do not trust government authority:

All | know is | have to comply with so many rules and
regulations, reportings, and it boggles the mind. Its so hard
to keep up. They claim they're simplifying it (the paperwork),
| don't think they're supportive at all, and | think by the
nature of the fact that they are a government; they're so far
removed from what we have to do, they don't have a clue.

How would you describe your politics in your own words?
My politics. | think as | learn more about making videos and
understanding that what you show people is often what they
believe. | kind of think we don't know anything about
politics. We have no idea what politicians are doing, what
they say, what the media tells us they're doing. It has
nothing to do with what's really happening.
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One activist, chair of the sub committee on healith care for the
Middlesex County Regional Chamber, who opposes government
initiatives, said:

| just want to do business in a healthy state and let the state

be healthy and let the economy work by itself. Stop the

government from poking its nose into the businesses.

Businesses are competitive. The competition will drive you

out....Now I'm not saying that we shouldn't have government

in just anything. But stop that feeling of entitlement . . . Oh, |

deserve more programs. But where's the money going to

come from? It's going to come from me.

Professional lobbies are extensions of those organized interest
groups that small holders find suspicious, as the woman below attests.

I'm not a very big believer in lobbying. It's so much money.

| mean | guess if you were to classify the way | think about a

lot of things, | come out of the fifties more than the sixties or

seventies. | am very conservative. | think that people

should get what they deserve, good or bad. | think that you

earn what you get. | don't particularly care for situations like

we're describing. It boils my blood.

California small property owners formed an organized movement to
resist the power of federal and state governments which divert resources
away from the small owners' immediate community control (Lo, 1995).
The women business owners interviewed for this study expressed a
strong preference for the personal ties they developed at the levels of

state and local government, in voluntary associations and in the

Chambers of Commerce, in contrast to general legal obligations to the
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public good imposed by a federal authority.
In an attempt to bridge local and general interests, a publication of
the National Association of Women Business Owners presents community

development as an opportunity for entrepreneurs to be leaders.

....the problems of America’'s communities must be solved
within the human heart—-by a commitment to individual
responsibility; the desire of change for the better; and the
leveraging of community resources by gifted leaders who
can impart vision, empower and inspire people, and give
them the courage to take action to realize their shared
dreams. America’'s can-do entrepreneurs-who can
overcome all obstacles and dream great dreams--are the
ultimate community leaders who will revitalize our
communities.?

The pursuit of a local base for political power and leadership does not
exclude alliances, compromises and deal making with other class and
social interest groups in the society. At the grassroots level of suburban
town, county or district, locally based business owners have the greatest
opportunity to control the use of resources. The entrepreneur below
expresses a desire to control a greater share of federal revenue through
locally controlled programs:

I don't think the federal government has really done much

other than pay lip service to a lot of things. | think that the

funding that we've received from the federal government for

the Excel program is a major, major breakthrough in this

country and could really lead to a lot of very positive things

for a lot of women in business. If we can contain that kind of

thing, funneling money into the private sector to provide
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educational training for women owned businesses then | see
that as the best thing that the federal government can do,
take the money out of their own hands and put it out so that
people can use it.

Women owners want the government to help them subsidize their
costs, just as any business class seeks to provide for its interests. The
entrepreneur below recognizes that social policies subsidizing the cost of

training and education are beneficial to small employers:

Would you like to see the government and the state
providing more capital funds?

More capital funds mostly for training. And to help us
get better employees. To give the employees what they
deserve and without taxing us and burdening us we would
like health insurance and things like that. | think that is very
important.

From your perspective would a national heaith insurance
plan take pressure off of your employees?

It will take pressure off of employees and it would
probably provide us with better employees. It would give
freedom to some employees to move from job to job instead
at a certain job if they had health insurance.
Small employers in the contemporary United States report that they
do not perceive themselves to be part of an organized interest group

which can change the government, while those owners who do organize

politically, often do not feel that they are able to exercise sufficient
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leverage in the political system to realize their collective interests (Lo,
1990). Studies of small shopkeepers in the United Kingdom have found
that they are Conservatives “by default’, because they are against big
government and anti-union (Bechhofer and Elliott, 1978; Aldrich, Zimmer,
Jones, 1986).2 To quote a home based publisher:

| tend to support the Republicans; | really have no party

affiliation. | tend to go with whose doing what and what's

better for my business.

Small business owners are not trained economists, and very few of
them have an education in economic theory. Rather than a studied
strategy based on a shared sense of political participation, free market
ideology has become part of the everyday repertoire with which ordinary
people resist taxation and regulation by the state and federal
governments. For example, the owner of a nonunion cleaning firm in
Middlesex County who pays her workers seven dollars an hour, reports
that her bids to enter a building under a union contract were
unsuccessful.* She considers the regulations that maintain the union
wage structure, which guarantees more than ten to eighteen dollars an

hour to be unfair restraints on free market trade.
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we had a chance to get about $80,000 worth of carpet
cleaning on a quarterly basis.... All the carpets were gonna
be done 4 times a year.... It was about 35% of what they
were paying. Our fees were really, really low.

They would have saved about $120,000 a visit. We couldn't
do it.... It was in New York, a union building.

So there's a lot of things that happen in this country that are
not in my opinion legal (kosher). It's legal to do that, by the
way. You can have a closed building and only allow union
members in. Some of the other things that | think are
absolutely ludicrous; the government has certain clauses in
there that say that you must pay living wages, or customary
wages. And it costs the government probably a couple
billion dollars a year for that cost. What it means is that if |
come in to a government contract that | have to pay my
employees the prevailing rate in that particular location for
unionized help. And | have to pay unionized benefits.

(So that could double the cost of your labor?)

No, it could probably triple it.

People who do not see the necessity of these competitive forces
are believed to be trying to limit entrepreneurial opportunities. Most firms
owned by women are in business services which depend on stable
clients. Ideological beliefs in the free market hide the degree to which
small business owners are limited by their own fierce competition. There
is nothing to stop the cleaning business down the block from trying to
undercut the bid of the woman from Middlesex County. Their niches are
subordinate to the needs of larger firms which try to cut costs at the
expense of service suppliers. Unrestrained competition may be bad for
both small firms owners and employees, because it holds down both
profits and wages. Low incomes restrain the purchase of healthcare and
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retirement accounts, and keep small owners running in place at the
bottom of their industries.

While small business owners tend to oppose increased
government regulation and taxation, there are diverse reasons to form
political interest groups. A young gallery owner objected to my
characterization of NJAWBO members as conservatives by asserting her
pro-choice beliefs about abortion and her skepticism about organized
politics:

| have a real problem with the label like that
[conservative] because | think part of it is | have issues that
cross over. | would say, just on a gut reaction | supported
the democrats kind of feeling an inclusion versus the
republicans. ... don't really label myself. | certainly have
strong ideas about particular issues. Pro-choice.

| think | don't mind high interest rates because now the
interest rates are low but nobody can get any money. And |
know people like my grandmother was on a fixed income
and was getting 15 percent on her CDS and now is getting 4
percent. So | would like to see the interest rates go up,
more money available. | don't necessarily have a problem
with government involvement and things like international
trade to prevent the Japanese from restrictive trade
agreements and things like that. More money available for
businesses. And | think that things like requiring students to
put in a year of work is a real good idea. More community
involvement. Tax credits... | know that when it was easier to
get money, it was easier to make money. Even if you have
to pay high interest for it.

Political affiliation, identity and action are mediated by a complex
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interplay between ideas and issues that must be confronted in part
outside the framework established by associations and political parties.
Businesswomen report that their relationship to the state and the federal
governments is uncertain and ambivalent, but their search for common

interests does not preclude political strategy or the need for social policy.
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Chapter Fourteen: Federal Policy and The Emergence of The Market

Solution

From the 1970's through the 1990's, small business legislation and
policy reflected attempts to forge an empirical consensus of support for
increasing the distribution of federal resources to aid small businesses.
Along with new aid and advocacy programs, the United States Federal
government has sought to resolve or balance the disadvantaged position
of ethnic and racial minorities, women and all small businesses in relation
to large corporations, government regulatory agencies, and labor markets.

In the course of small business activism in the 1990's, the legitimacy of
government as an institution balancing individual and collective interests
has been tied to the legitimacy of the market solution, the belief that
capitalist free enterprise will create successful strategies for the resolution
of social inequalities. Based on the market solution ideology, legislation
designed to help women achieve greater equity in the small business
world does not address the patterns or processes of structural inequality

that reinforce women's subordinate status.

SEARCHING FOR PROTECTION AND EQUAL ACCESS
The 1970's were characterized by women gaining access to better
jobs and independent consumer credit. At the same time they continued
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to be subject to explicit discrimination. Women were still asked for a male
relative’s cosignature on credit applications. Marital status was a criterion
of credit worthiness. First enacted by Congress in 1974, the Equal Credit
Opportunity Act (ECOA) was designed to end discrimination based on
marital status, and to open access to consumer credit regardless of sex.
it also required lenders to keep a record of applications and to inform
applicants of the reasons for denial of loans. In 1976 Congress amended
ECOA to prohibit discrimination based on race, color, religion, national
origin, age, public assistance status, or applicants’ exercise of their rights
under consumer credit protection laws." Women provided an expanding
consumer market for credit cards and contributed to long term growth in
the use of credit cards for the purchase of goods and services.

The federal regulation for the implementation of the ECOA,
Regulation B, (12 C.F.R. section 202 (e)), distinguished between
consumer and business credit in ways that maintained the status quo of
sex discrimination against women in commercial lending. It exempted
business lenders from the prohibition against inquiring about marital
status, and relieved them of the responsibility for record keeping and
notification of reasons for rejection. In 1978 the Federal Reserve Board
withdrew a proposed rule change that would eliminate Regulation B, with
the rationale that the close relationship between creditors and business
applicants made the marital status question inconsequential.? The
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National Organization for Women argued that sexism was shaping
interpretations of women'’s suitability for business management and
entrepreneurship, but federal regulators did not respond to their
complaints. Organized women'’s groups were not strong enough to
counter the claims of the banking industry that the ECOA rules were
costly and unnecessary burdens that should not be expanded. Like other
civil rights protections, law suits under ECOA were difficult to win. Women
had gained the general right to buy on credit, but as sellers in market
relationships, they were dependent on commercial credit obtained through
personal relationships with male bankers. Women had not yet achieved
protection from discrimination.

During the 1970's attempts were made to protect small businesses
from the unfair competitive advantages of large corporations. A pattern of
tiering regulations according to the size of business developed, effectively
exempting small business from many new reporting and compliance rules.
Small chemical companies were exempted from testing and reporting
requirements mandated by the Toxic Substances Control Act of 1976.
The Occupational Health and Safety Administration curtailed reporting
regulations for firms with less than twenty employees. Businesses with
fewer than fifty employees were exempted from filing affirmative action
plans with the Office of Federal Contract Compliance. Small business
associations argued that the cost of regulation outweighed its social utility.
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Small business alliances and opposition to regulation by central
government attained greater legitimacy with each following decade of
legislative change.

Women business owners were in the contradictory position of
calling on government to create stronger protections against
discrimination in the openness of credit, capital and trade, while they
participated in small business associations such as the Chambers of
Commerce, which opposed government regulation of business
relationships. Women in business associations supported a liberal social
agenda, in which government should protect the rights of women as full
citizens, and a conservative or laissez faire economic agenda, in which
interference in market processes was defined as undesirable.

The Regulatory Flexibility Act (RFA) of 1980 created tiers of
regulation according to the size of the firm. Congress found that uniform
application of federal regulatory requirements cost small business’ money
and time, and create barriers to their ability to effectively compete. The
RFA attempted to protect small business class interests against the
domination of both large businesses and federal power. It failed to meet
the goals and ambitions for more autonomous control by small business
owners in the 1980s, because government agencies did not have to
account for the costs regulations imposed on different sizes and kinds of
business organization; there was no official proof that a particular
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regulation was the cause of hardship for small business.

Despite the legacy of tiering, workers in small businesses are still
covered under federal wage and hours, civil rights and anti-discrimination
laws, although it is difficult and expensive for them to pursue court cases
against employers. Part of an owner’s local reputation is based on how
well they treat “their people,” and this social evaluation influences their
ability to attract and retain good employees. Local customs and regional
differences in the history and use of labor may condition how people
assess and judge a small business owner’s practices. Business and trade
licensing and industry self-regulation through trade association guidelines
are also ways in which small businesses conform to good practices.
Licensing may be required at local, state, and federal levels, providing a
series of checks for health, safety and product or service quality.

Small business owners are constrained by federal, state and local
laws not specifically targeted to them. For example in 1992, one topic of
conversation in the New Jersey Association of Women Business Owners
was a new state law requiring property owners to pay for the clean up and
removal of abandoned oil storage tanks on their property. While not
explicitly directed toward small business, many small property owners
were forced to look at the environmental history of their sites in order to
comply. Today commercial property in New Jersey is rarely bought or
sold without an environmental survey, creating a business for smail firms
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that conduct the research. In short, tiering did not free small business
owners from labor, health, safety and environmental regulation.
Compiliance with government regulation remains a disputed “burden” or
social necessity, depending on the small business owner’s political

perspective.

THE 1980'S AND PRESIDENT REAGAN

The 1980's were a boom time in the expansion of the service
economy and consumer credit. The greatest contributions to favorabie
conditions for small business owners during the administrations of
President Ronald Reagan (1980-1984-1988) were first, an economic
boom in service industries financed by credit, and second, popularization
of ideas that market processes were far superior to government policy as
sources of strategy for both economic and moral regulation. The
ideological promise of the "free market" in which profits trickle down and
market demands trickle up to the producers, was a powerful basis for
political action, because it promised to create a massive redistribution of
wealth to capitalists. According to neoclassical economic theory,
capitalists large and small should raise wages, hire more workers, and
meet the challenge of a greater number of entrepreneurial competitors.

During the 1970's and 1980's there was considerable investment in
manufacturing plants overseas. The ideological argument that increased
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free market competition would impose discipline on the American working
class, diverted political attention away from the structural dilemmas of
responding to the intemnational shift in capital investment.

David Birch, the MIT economist, generated a politically charged
debate about small businesss employment as a market solution to
economic growth in Job Creation in America : How Our Smallest
Companies Put the Most People to Work (1987). Birch argued that the
small business economy was generating most of the new jobs created in
the 1970's and 1980's. This position became popular with political
conservatives who believed that government regulation of capitalism was
unnecessary because market processes would produce economic growth.
President Reagan voiced strong support for creating the market
conditions from which moral and economic regenerations were supposed
to spring through entrepreneurship.

As the number of small service firms in the United States
expanded, the political importance of small business owners as interest
based, diverse voting constituencies increased. The rapid expansion in
the service sectors of the United States doubled the number of small
business owners in the economy. The number of women owners also
doubled during this time. The rapid growth in women's business
ownership in the new entrepreneurial economy built a potentially
influential base of political support among a small number of women
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capitalists in their states and localities.* This insured that political
attention was paid to women's representation when the role of small
employers was discussed or debated.

One example of the emerging contradictions between official
ideology and the new entrepreneurial class politics centered on the role of
the Small Business Administration. President Reagan tried to abolish the
SBA out of the belief that it represented overregulation of the economy, a
waste of government money that was not necessary in a free market
economy.* While the Reagan administration considered rapid growth to
be proof that government intervention through a separate agency was
unnecessary, the SBA was a resource for the growing number of self-
employed, who fiercely defended its necessity and legitimacy against the
President’s plan to downsize the bureaucracy. Bowing to pressure from
the large Republican constituency among small business owners, he
backed away from his attacks on the SBA. As a popular conciliatory
move, President Reagan hosted a White House Conference on Small
Business in 1986 for 1,813 delegates from around the country to make
recommendations for Congressional action. The delegates were elected
from small business forums in each state. White House Conferences are
called as a representative forum in which small business owners directly
communicate their concemns to the President and the Congress,
distinguishing their economic and social goals from the concerns of other
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organized interests. The 1986 meeting was a tribute to the social
importance of the entrepreneurs, but it did not result in significant
legislative change. White House Conference recommendations live or die
based on sufficient political support in the Congress.

The National Association of Women Business Owners made the
contradictory argument that bias limited commercial lending to women,
but concurrently, that women’s inexperience was at the root of their
disadvantage in market exchange processes. Education and counseling
were at the forefront of the NAWBO policy recommendations to increase
women'’s entrepreneurship in the 1980's. These ideas reflected a
Conservative agenda that downplayed the ongoing force of sexist
prejudice. If women were participating without social restraints in free
market processes, then their lack of progress in expanding their
businesses and hiring more workers could be attributed to their own
inexperience. The Women’s Business Ownership Act of 1988 (HR 5050)
appropriated $10 million dollars to the SBA over a three year period to
develop long-term entrepreneurial training and counseling programs
around the country. Like other loan programs administered by the Small
Business Administration and local loan ventures, the provision of this
money was largely symbolic. Few small business owners receive such
loan monies, but the programs providing them are well advertised. The
women | interviewed in New Jersey referred to federal money as “band
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aids,” “more symbolic than real,” and “frustrating to apply for.” Yet
government does gain some favor by directing money to the SBA.

The faith of entrepreneurs in pure, laissez faire market processes
during the Reagan and Bush years, ended after the economic downtumn of
1989. Education was not the real barrier to women’s access to capital,
but the political focus on education did not challenge the popuilar belief in
the free market as a source of social discipline and value. By the mid-
1990's many women possessed at least a decade of managerial
experience. Among small business owners in general, women sought

more strategic, interest-based protections from government.

A STRONGER HAND IN THE 1990'S

In the 1990's the federal government responded to the needs of
small businesses by seeking to protect them from large corporate
monopolies, promoting social policies to strengthen the interdependency
between businesses at all levels, and enhancing the service role of the
Small Business Administration. improved government reports were
devised to include regular corporations as well as small businesses, and
to distinguish self-employed individuals from small firms, thus increasing
the visibility of small employers as a group deserving government
consideration. Women business owners became more prominent public
actors, symbolically integrated into larger plans to coordinate changes in
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the economy, while struggling to gain a better deal in business relations.

The social construction of gender differences in business settings
have further complicated the role of the government in defining a smaill
business agenda. Inequalities between men and women in access to
capital, credit and trading opportunities have been addressed by political
initiatives, but these inequalities are not resolved. During the
administration of President Bush, women were recognized as a group
which deserved strengthened federal protection. The Federal Deposit
Insurance Corporation Act of 1991 (FDICIA) amended the ECOA (1976)
to require bank regulators to report directly to the Attorney General any
pattern or practice of discrimination or discouragement by a banking
institution.®

Another issue complicating claims to redrass gender inequities in
access to capital resources is the size of entrepreneurial firms and the
relative importance of such firms in the domestic economy. Small firms
have never achieved full equality with large corporations in their
relationships with large banking institutions. Investment banks in the late
nineteenth century United States expanded to provide capital for the
growth of large corporations, not the struggling middle classes of small
family firms and farms (Chandler, 1990), whose children and
grandchildren joined the new classes of twentieth century white collar
workers (Mills, 1953).° The scale and scope of businesses have been a
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basis for divisions in political interests throughout the history of industrial
capitalism. For example, in the 1840's in Britain, the state protected the
interests of large property owners against the claims of other classes and
interest groups in capitalist society. The landed aristocracy were the
rivals and often the enemies of the nouveau riche manufacturers in fierce
political struggles for controi of parliamentary legislation.” Large
businesses usually have more assets than small employers to leverage as
collateral when they apply for credit or loans. Today, the size of a
commercial loan is still a consideration in the approval process.

The new entrepreneurial middle classes in the late twentieth
century have defended their relationship to large corporate capital, but
they have also pressured the federal government to balance their capital
needs through the Small Business Administration and to redress unfair
economic conditions that may result in corporate monopolies. Citing the
merger of BankAmerica and Security Pacific in 1992 as “anti-competitive
for small business,” the Justice Department required the divestiture of 211
branches in five Western states to prevent market domination by one
corporate banking organization.® The Justice Department raised an
objection to a corporate merger, because it determined that the merger
would cause the price of small business services to rise by five percent or
more. While faced with unfair advantages of scale and scope which
create corporate market domination, the small business owners’ political
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alliance with large corporations as part of the business sector lobby may
not be easy to maintain.

President Bill Clinton’s proposals in his first administration (1992-
1996), including the formation of a national health insurance program,
mandatory employer provided benefits, and the North American Free
Trade Agreement, were opposed by small business associations,
although national health insurance pools would have greatly reduced the
burden on self-employed individuals and small employers who cannot
afford Health Maintenance Organization (HMO) coverage. Nonetheless,
President Clinton was responsive to pressure from small businesses for
the control and limitation of government agency regulation. In 1993,
Clinton strengthened the RFA of 1980 in Executive Order 12866, which
required federal agencies to look for alternatives to regulation, to design
regulations in the most cost-effective manner, to design regulations to
impose the least burden on businesses of different sizes, and to take into
account the costs to business of cumulative regulations.

The Congress strengthened the power of businesses in relation to
government regulators and lending institutions by creating new
entitiements and rights for small business classes. The Small Business
Regulatory Enforcement Act of 1996 transformed the RFA into a
defensive arsenal for small businesses to resist new federal regulation
and compliance with existing regulation. Regulatory agencies are
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required to publish agendas, hold forums and solicit opinions from small
business owners about the impact of regulation, send new regulations to
business owners, create small business advocacy review panels for each
rule that may have an economic impact on business, and compile
regulatory flexibility analyses to weigh the economic impact of changes.
The law also allows the Chief Counsel for Advocacy with the SBA to
intervene as an amicus in court proceedings involving compliance with the
RFA, and gives a small business owner the right to seek review of a rule’s
compliance with RFA in court. Reversing the trend toward federal
regulation, small business owners have recently gained more political

power and the promise of relief from government supervision.

THE ENABLING STATE AND THE BACKBONE OF THE NATION
According to Neil Gilbert at the University of California, the new
entrepreneurial economy is an important structural basis for theories of
“the enabling state,” or the transformation of the welfare state through
policies which increase privatization and market based solutions for the
provision of employment, human needs and services to people who are
poor or challenged (Gilbert, 1996). In the political climate of the last
fifteen years, the Congress put forward policy changes which emphasized
community control, privatization, and the devolution of welfare protections
into work programs and market solutions to the human service needs of
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the poor.

The “Republican Revolt of 1994," led by Newt Gingrich in the
House of Representatives, offered a new Conservative agenda for the
Congress that favored small business interests. The New York Times
reported that 60 percent of the Republican freshman grew up in small
businesses, and believed that the “business-government partnership”
excluded them.® The Republican-dominated Congress set in motion
structural changes in American society, redefining or abolishing social
welfare entitiements for the poor. In mid September of 1995, eighty-seven
out of one hundred senators voted to dismantle the welfare state,
resulting in the passage of the Welfare Reform Act of 1996. The Personal
Responsibility and Work Opportunity Reconciliation Act of 1996
(PRWORA), signed by President Clinton on August 22, 1996, requires
public assistance recipients in good health to work, and imposes time
limits on the receipt of assistance.

These changes have particular relevance for women workers and
women entrepreneurs. Over ninety percent of welfare parents are women
with one or two children, who are likely to be employed in small to medium
entrepreneurial firms.'® Women living in cities, suburbs and rural areas
will experience different opportunities for participating in the
entrepreneurial expansion of the economy because the location of
industries and patterns of ethnic and socio-economic residence are not
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uniform in their relationship. For example, the rural poor will have few
chances of finding work in fast food or business service industries, while
the urban poor will need clear English speaking skills to work in most
service jobs being created by the current expansion in the economy. In
some localities service sector expansion is weak or non-existent,
stranding those citizens who cannot imitate the more affluent urban and
suburban middle classes. Women entrepreneurs tend to be concentrated
in more heavily populated urban and suburban states such as California
and New York, where they are competing with larger, labor-hungry
corporations for low wage workers.

The Welfare to Work Partnership is a not-for-profit organization
formed by an alliance between government and private capital to facilitate
the employment of welfare and workfare recipients across the country.
The Partnership was formed by President William Clinton, and Governors
Tommy Thompson (R-WI) and Tom Carver (D-De), on May 20, 1997 at
The White House. The goal of the Partnership, including the federal
government, United Airlines, United Parcel Service, Burger King,
Monsanto, Sprint, and over 100 participating businesses, is to “hire
individuals from public assistance without displacing current workers.”"’
According to The Partnership, there are four million people who are
potential wage earners among the eleven million recipients of public

assistance.
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Since the formation of the Partnership, Vice President Albert Gore
has become active in soliciting support among voluntary association
networks which can further facilitate the training, education and
employment of welfare recipients in their localities.” Beside the
Chambers of Commerce, this includes club-based associations such as
the Rotarians and The Elks, which attract both executives and small
business owners. The new role of voluntary associations in providing
placement, advice and other intermediary services for the Welfare to Work
Partnership, also strengthens these organizations in political and moral,
as well as economic, importance in American cuiture. Under the Clinton-
Gore Administration, Ronald Reagan’s dream of entrepreneurial
leadership as a source of economic growth and social discipline is about
to be tested. The motives behind the new enabling policies may be
symbolic, because they appease and attract business constituencies
which are useful for political parties to win elections. But symbolism
reinforces the belief that entrepreneurial capitalism can be a source of
order and discipline, thus influencing how people perceive their choices

and the options of other people.

THE MARKET SOLUTION: RHETORIC OR RESOLVE TO CHANGE?
The Small Business Act of 1997 (PL 85-536, as amended)
highlights the federal government’s new role in the protection and
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promotion of small business classes in the United States. First, by
encouraging the market competition of businesses, the federal
government proposes to resolve the disadvantaged position of racial and
ethnic minorities, women, and small business in relation to government
and big business. This degree of resolution is impossible to achieve with
a single act of legislation, but much can be leamed from how the
language of the bill describes the social structure of American society in
terms of market ideology.

Small business is defined as the mainstay of national security
because of its role in the “free” enterprise system:

Sec. 2. (a) The essence of the American economic system

of private enterprise is free competition. Only through full

and free competition can free markets, free entry into

business, and opportunities for the expression and growth of

personal initiative and individual judgment be assured. The

preservation and expansion of such competition is basic not

only to the economic well-being but to the security of this

Nation. Such security and well-being cannot be realized

unless the actual and potential capacity of small business is

encouraged and developed.
To accomplish greater national security and well being, the redistribution
of federal monies to small business programs is increased. Small
businesses, rather than military force or corporate capital, are symbolically

positioned as backbone of the Nation. Middle class nationalism is

equated with universal security. An imagined community (Anderson,
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1991) of small capitalists in competition will regenerate the economy and
society. But the ideological faith in such a class transformation of social
structure may be difficult to achieve in reality.

The Small Business Act includes many parts that are explicitly
written to further women'’s participation in business, including capital and
business development programs.

(h) (1} With respect to the programs and activities
authorized by this Act, the Congress finds that—
(A) women owned business has become a major contributor
to the American economy by providing goods and services,
revenues, and jobs;

(B) over the past two decades there have been substantial
gains in the social and economic status of women as they
have sought economic equality and independence;
despite such progress, women, as a group, are subjected to
discrimination in entrepreneurial endeavors due to their
gender;

(D) such discrimination takes many overt and subtle forms
adversely impacting the ability to raise or secure capital, to
acquire managerial talents, and to capture market
opportunities;

(E) itis in the national interest to expeditiously remove
discriminatory barriers to the creation and development of
small business concerns owned and controlled by

women;

(F) the removal of such barriers is essential to provide a fair
opportunity for full participation in the free enterprise system
by women and to further increase the economic vitality of
the Nation.

The attempt to remove discriminatory barriers emphasizes the legitimacy
of the federal government in the redress of inequitable access to capital

and credit among different classes of people. Women are officially
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recognized as a group facing special challenges, who are essential to the
vitality of the Nation. But the loan monies provided for women and
minority small business owners are the only detailed remedy for
inequality, and the application for such monies will favor individuals who
are already familiar with business practices.

As welfare is restructured, federal revenue is earmarked for more
small business loans to women, minorities and to businesses in areas
with high unemployment. Section 2 (d)(1) stipulates:

The assistance programs authorized by this Act are to be

utilized to assist in the establishment, preservation, and

strengthening of small business concerns and improve the

managerial skills employed in such enterprises, with special
attention to small business concerns (1) located in urban or

rural areas with high proportions of unemployed or low-

income individuals; or (2) owned by low-income individuals;

and to mobilize for these objectives private as well as public

managerial skills and resources.

By encouraging the investment of small businesses owned by
women and minorities, the government structures a market solution to
unemployment and the relief of poverty. Stronger alliances between
employers large and small, along with the voluntary sector, are a primary
goal of the new policies. Class situation is ultimately market situation
(Weber, 1978)."* Under this new law, the internal stratification of

entrepreneurial business classes, as well as the multi-cultural diversity of

groups in the United States, are not adequately addressed. The true
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beneficiaries of these legislative changes may be regional business
alliances of owners with stronger market positions. In response, individual
woman and minorities with less experience or fewer connections should

seek voluntary business associations.

CONCLUSION

Women entrepreneurs and their allies have strengthened the
federal government’s commitment to the equal protection of women and
minorities in business relationships with banks and creditors. As small
business owners gained in political importance, their representatives’
attacks on government regulation and oversight increased, along with
demands for a greater share of redistribution of funds to small business in
the form of loan programs or strengthening small business services and
advocacy. Women are recognized as a status group which has suffered
from discrimination in business relations, and therefore women, along with
African American and Hispanic minorities, are collectively eligible to apply
for loans earmarked for their use by the Small Business Association.

The market solution to inequality is a political approach to
managing the contradictions in women’s relationship to employment in the
entrepreneurial economy. Poor women will have to find ways to live
under the new conditions that will be generated by the devolution of the
welfare state, through participating in entrepreneurial schemes to
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commodify care giving responsibilities for children, and “fitting” into the low
wage service economy. [t places the burden for emerging from poverty
on the individual. New loan monies for small business formation and
expansion will not resolve systemic inequalities rooted in patterns of race
and gender difference, but they will benefit women entrepreneurs who are
able to capitalize on opportunities created by the economic expansion in
the 1990's and the new political leverage of small business. In any
scenario, the pro-entrepreneurial policies will require new levels of both
public and private investment in the social and economic integration and
growth of small firms in the United States, and a politics emphasizing

small firm owners’ rights in relationship to the larger polity.

287

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Chapter Notes

1. In states with common law property statutes, wherein property
acquired during the marriage was assumed to be under the management
and control of the husband, or under joint control, women'’s marital status
continued to be relevant in credit assessments. The joint property
exemption placed women under special review, but had little effect on
married males. U.S. Department of Commerce. Women and Business

Ownership: An Annotated Bibliography, (Washington, D.C.: U.S.
Government Printing Office, 1986).

2. U.S. Department of Commerce, Women and Business

Ownership: An Annotated Bibliography (Washington, D.C.: U.S.
Government Printing Office, 1986), p. 66.

3. U.S. Department of Commerce Women and Business
Qwnership: An An Bibli (Washlngton D.C.:U.S.
Government Printing Office, 1986), p 3.

4. Mansel G. Blackford, A History of Small Business in America
(New York: Twayne, 1991), p. 109.

5. Fried, Frank, Harris, Shriver & Jacobson. (1995) “Fair Lending
Time line.” [Online]. Available: http//www.ffhsj.com/fairlend/timetest.htm
[1998, January 26].

CgpﬁaegmAlged ghgndlehaA H d U hP Dy 1er0 1f9|34) /{IlaI
ambridge arvard University Press, SO
?Mjge_c_qui (New York: Oxford Unlversuy Press,

see C. anht Mills,
1953).

7. G.R. Searle, i
(New York: Oxford Unwersuty ress 1993) p. 2.

8. Michael Quint, “Shift in Scrutiny of Bank Mergers,” New York
Times (Monday, May 11, 1992), p. D7.

288

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



9. David E. Sanger “Seismic Shift in the Parties Reflects View on

Business,” The New York Times, (Sunday, September 24, 1995),
Section 4, p. 1.

10. The Urban Institute, Welfare to Work,
http://wtw.doleta.gov/ohrw2w/recruit/urban.htm [July 23, 1998].

11. The Welfare to Work Partnership, [1997] http://www.
welfaretowork.org [July 23, 1998].

12. Vice President Gore's Welfare to Work Coalition, Members of
Vice President Gore's Welfare to Work Coalition, [1998]
http:/mvww1.whitehouse.gov /WH/EOP/OVP/Work/members.htmi [July 31,
1998].

13. Max Weber, Economy and Society, Volume Two (Berkeley:
University of California Press), p. 928.

289

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Chapter Fifteen: Conclusions Amid Changing Conditions

The emergence of “the woman entrepreneur” as a cultural role
model in the 1970's, created a female business narrative about taking
control of the conditions of work through ownership, and in effect taking a
new role in the society as a leading part of the middle classes. As a
model of individual success, the “woman entrepreneur” functions to
legitimate women's risks of resources when they choose self-employment.
Entrepreneurial reference groups promote market and consumer
participation in ways which appeal to many women'’s desires to move
beyond gender-based limitations in a positive way. By identifying
themselves as entrepreneurs, female small business owners share the
effects of striving to achieve a higher social status, as well as a more
equal footing among independent capitalists in American society.

The “entrepreneurial woman” as a model of leadership will be
achieved by only a small number of capitalists among the millions of self-
employed who may aspire to the social and financial independence it
signifies. Yet, meditations on the ways in which women are collectively
limited and trapped in subordinate positions do not appeal to the women
active in business associations. The meetings and network processes of
the New Jersey Association of Women Business Owners, combined with
the work of the National Foundation for Women Business Owners,
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reassure women that their businesses are major employers, that the few
women who have made independent wealth are role models for those
who aspire to higher status, that everyone can participate in the
consumption of products and services that signify business success, and
that businesswomen are important as a collective political group.
Individuals who aspire to ownership and women who are new to
ownership seek to establish themselves and to learn the norms and
practices of local commerce by referring their identities to the association.
A “women’s association” creates an end-run strategy around sexist
barriers in the local business cuiture, providing access to information,
referrals, connections, reputation, and bases of trust for individuals who
lack other connections. One of the unintended consequences of such
club-based reference building is the extent to which middie class
“association” women attempt to apply their market ideologies and models
to all women, even the sociologist in their midst.

Individuals must find ways to market their services, and to establish
and market themselves. NJAWBO works to establish authority for women
owners within their communities and the business world, providing a safe
forum in which to secure an identity as an owner. Association relieves
loneliness and anxiety. The New Jersey Association of Women Business
Owners also encourages the participation of individuals with different
marital statuses, household forms, and income levels. The power of
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larger firms, and established family firms as well, are sources of
advantage rooted in social structure. NJAWBO leaves the door open to
many women who may feel socially left out of other associations which
serve business owners.

Contrary to theories in the sociology of entrepreneurship which
have explained small business ownership as a strategy to resolve social
and economic inequality by groups confronted with status barriers, this
study shows that women’s entrepreneurship may stem from a variety of
causal factors other than a collective experience of insecurity or status
limitation. The refusal by members of the New Jersey Association of
Women Business Owners to make gender the salient focus of every
interaction, undermines the assumption that gender status is a causal
force in women'’s behavior as entrepreneurs. Women tend to form
businesses in service and retail industries, a pattern which reflects the
development of their knowledge in similar occupations. But individual
women are pursuing a much greater range of business roles, challenging
sex-typed limitations.

Suburban businesswomen have encountered different sources of
uncertainty that create incentives for them to go into business, such as
sexism, divorce, downsizing, corporate transfers, career barriers,
unemployment, and limitations in the range of their work roles as
employees. They are motivated to escape from work regimes in which
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the conditions of uncertainty and control are supervised by levels of
managerial authority above them. Although among my interviews forty-
three percent are former executives, it is not necessary to hold an
executive position to learn business practices. Non-supervisory white
collar workers aiso learn how business is conducted, by carrying out many
of the administrative and support functions that are necessary to make
deals. Individual careers develop through interaction with people doing
business, and by solving every day organizational, production and
delivery problems. Relative to salaried employees, successful self-
employment gives the entrepreneur a position of freedom from
conventional time schedules and close personal supervision, with the
added dignity of self-definition in reference to more successful
independent capitalists. Among the middle class with resources,
ownership enhances an individual's opportunities to realize new selves
because of the roles and relationships involved in sustaining an
entrepreneurial identity, increasing work satisfaction. Savings, consumer
credit and mortgages are capital resources built through employment, as
well as access to family or social ties. Women with material and social
resources benefit from entrepreneurial opportunities by capitalizing on
their knowledge, credit, savings and social connections.

Despite the widening opportunities for seif-definition, middle class
women'’s beliefs about gender differences continue to shape their self-
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interpretations and narratives. For example some women define their
businesses as “children” and “families” requiring close attention and
supervision. But the demands of the management role structure the daily
practice of business to a greater extent than beliefs about gender.
Motherhood is not a barrier to business ownership, and it may or may not
be one of the reasons a woman pursues independent ownership. As
owners, mothers achieve limited access to their children rather than total
flexibility in their care giving schedules. Women do not report feeling
deep conflicts between their professional and personal lives.

Women business owners in suburban New Jersey have achieved a
new position in business, but it is difficult for them to overcome economic
and social constraints. Since most women own small service businesses,
personal relationships between the owner and workers characterize the
labor process. Operating with less than ten employees in local markets,
close supervision and strong interdependency between the owner and
workers develop on the shop floor. This may include many strategies,
such as empowering employees to make independent decisions in the
solutions of problems, defining employees as a second family, employing
contract workers, part timers and leased employees, or simply duplicating
the impersonal managerial strategies of corporate offices. Full time
owners work long hours to meet contract demands. They need to secure
labor and information they can trust, even when they only can afford to
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hire part time, casual or out-sourced workers. But close, intimate ties of
friendship and family can be limited in terms of usefulness. Hiring and
seeking advice by word of mouth through NJAWBO or other associations
provide small business managers with more reliable references for their
labor and management needs.

Women entrepreneurs are not a unified political interest group. As
individuals, their political commitments are focussed on identification with
"community,” the locality, region and personal relationships in which they
live. This local orientation is common to small property owners who want
government resources to be under local control, where people who share
their business class concerns are more likely to hold power. Stresses
from the costs of doing business, paying for health insurance and tax
obligations, influence their opinions. Employers in small enterprises, like
the people who work for them, are in need of collective solutions to social
problems that government policies should address, such as the costs of
health care, training, and retirement benefits, but they are skeptical about
the efficacy of solutions they feel are not designed to meet their individual
interests. Their beliefs in individual strategies in market processes as a
path to prosperity become the basis for issue-based political activism.

In the struggle to overcome the legacies of sex discrimination and
sex-typing, the members of the National Association of Women Business
Owners and the National Foundation for Women Business Owners are
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trying to secure their best advantage by developing relationships with
large corporations, the media industries, politicians and powerful interest
groups. They are joined by many other men and women with the same
goals, better opportunities for the women at all levels of business. These
tactics have unintended consequences, reinforcing the pressure on
individuals to find market solutions to their own disadvantage and
diverting attention away from large scale structured inequalities. This
diversion may not benefit all women. The public image of the woman
entrepreneur is a marketable attraction, which people can embellish with
the status and class definitions and beliefs they defend.

Individuals join a “women’s association” such as the New Jersey
Association of Women Business Owners, because it functions in both
public and personal ways that are beneficial to them. The association’s
programs subvert lingering cultural prejudices that limit women to
subordinate roles in business. The National Association for Women
Business Owners fights for the expansion of women's roles and women's
rights as part of an ongoing struggle to change the limiting gender
boundaries of social structure and cultural practices. Practical integration
strategies strengthen women'’s cause and link women entrepreneurs to
shared agendas. A woman'’s association works to overcome the cultural
resistance of men and women who interpret women'’s roles as limited, and
to strengthen individual self-identity so a woman continues to pursue her
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goals in the face of lingering sexism. Association encourages women to
refer their identities to entrepreneurs and small business owners in
general and teaches them methods to do so. The New Jersey
Association of Women Business Owners thus creates a strategy for
women'’s integration into market and society. Despite daily struggles and
confrontations with inequities, women entrepreneurs who participate in
association activities remain optimistic about the benefits of managing

their own margins.
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Appendix I: Interview Guides and Questionnaire

Name: Age:

L._WORK HISTORY AND HISTORICAL PLACEMENT (Experience in
time, and economic action in temporal perspective)

Describe your business and its history.

What year did you start and where were you located?

How many hours did you put in at first and how many do you put in now?
What was your work experience before you started your own business?
What led you to decide to start a business?

What was your vision of the kind of business this would be?

Is this a sole proprietorship, partnership, or corporation?

Were business conditions good when you started, or did you have real
ups and downs?

What were/are your greatest problems?

Where did you get the money to start your business? (If more than one
business: to start your first business? to start your current business?)
Did you apply for loans when you started? (from a bank? from the Small
Business Administration?)

How would you describe the experience?

Il. COGNITIVE ASPECTS (Construction of the self, active interpretation
of identity and choices, through which individual places self in culture)

Can you think of any major changes in your life that influenced your
decision?

When you went into business, did you feel yourself changing? (Was this
sudden or gradual, how would you describe it?) If you had to describe
(Name Respondent) in three words, what would they be?

How did other people around you respond to your decision to go into
business? (Friends, co-workers, household?)

What is the most satisfying aspect of owning your own business?
What is the least satisfying aspect?
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What did you expect when you started?
Have things tumed out differently than you expected?

Where do you imagine yourself in ten years or twenty years? If you had it
to do all over again, would you still start your own business? (Index
satisfaction)

1ll. CULTURAL ASPECTS (Collective understandings. patterns of belief,
ideology and practice which shape economic actions and goals)

What is your educationai background?

Are you married or do you have a partner? Who lives with you?
Have you ever been divorced?

What does your mate do for a living?

Does your mate work in your business?

Has your household changed since you've been self-employed?
How do you balance your time between personal life and business?

Do you have children? If so, What are their ages?
if a parent: How old were your children when you started your business?
How do you manage being a parent with your other responsibilities?

Do you feel that women and men face different obstacles in business in
general? (Description?)

Is your style of doing business and managing based on some particular
principles? (Opinion. Probe for ways of dealing with people and
customers)

IV. SOCIAL ASPECTS (Patterns of social relations, networks of
association, and the social construction of market relations)

Do you have employees? How many Full Time and Part Time?

How would you describe your relationship with the people who work for
you?

How often do you deal with them on a daily basis? (Part-time? Temp? Full
time?)

How do you hire? Do you put an ad in the paper, or go through word of
mouth, or hire away people who you meet in the business?

What makes a good employee for your business?

Do your customers have a typical profile?
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How did you find your first customers, or how did they find you?
Do you have a strategy to build your customer base?

How did other people help you to set up your business? Follow up,
specify: family, friends, a consultant, organization like NAWBO, SBA,
particular book, other?

Do you belong to any community and business organizations?
Have they helped your business?

Do you socialize with the people you do business with?
How about the people who work for you?

\' 1A T [FA B N

What is your ethnic background?

Where did you grow up?

What did your parents do for a living? What was their education?
How many brothers and sisters do you have? What do they do?

If from a business owner household: Did your parents help each other
with the business?

How many hours a week do you think they put in?

Did you feel part of it, did you work with them, or was it their work?

Were there other business owners in your family? What kind of business
were/are they in? Were you familiar with it? Did you ever work for them?

Who were you closest to in your family?
When you were growing up, did you ever imagine yourself at the head of
your own business?

VI. POLITICAL ASPECTS (Position of women business owners in relation
to power mediated through access to capital and credit, the law, the state,
and the changing demand for labor and services)

Could you suggest any changes in the law that would help your business
today?

Have you actively supported any lobbying efforts on behalf of small and
independently owned businesses? (Probe for specific plans, policies,
laws, proposals)

300

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Do you see small businesses and big businesses as partners with
complimentary interests, or do you think the interests of big business and
small business are different?

Do you feel that the state of (New Jersey/New York) is supportive of small
businesses and entrepreneurs?

Do you feel that the federal government has helped or hindered people in
your position?

How would you describe your politics, in your own words? Do you prefer

a particular political party?

Do you feel that the demand for your business is secure in the present
economy? How would you describe an ideal economic future for your
business?

How much did you business gross last year? Do you give yourself a
salary or do you take a percentage? (Dollar Amount?)

VIL N P NTA T I M ERSHIP

1. How long have you belonged to the New Jersey Association of
Women Business Owners? What year did you join?

2. From your perspective, what would you say are the most important
activities of NJAWBO?

3. What are the best aspects of participating? Are there any drawbacks?
(Competing with people in the same business?)

4. Have you ever served as an officer or on a committee?

5. What kind of activities and issues would you like to see NJAWBO take
up in the future?

6. Do you see yourself as part of a national movement of women into
independent business ownership, or more as an individual who made the
choices that were open in her time and place?

| want to thank you for your time and participation in the study.
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POST-INTERVIEW QUESTIONNAIRE
All replies to the following questions will be held in complete confidence
and no information on this page will be directly attributed to individuals
who appear in the text of the study. The following questions are for
purposes of comparison only, to create a statistical profile of business
owners who have responded. Thank You For Your Patrticipation in This
Study!
Age: Male or Female:

Number of Years In Business?

CATEGORY OF BUSINESS AND YEAR FOUNDED:

INDUSTRY:

Current Business Type: Sole Proprietorship, Partnership, Corporation?
Other?

Number of Employees, Full Time/Part Time:

Gross Receipts Last Year:

Your Gross Net Income From Business Last Year:

How many other businesses have you owned or do you currently own?
Number of Hours You Personally Put In Per Week?

Circle Appropriate: Married, Single, Single-Divorced, Widowed, Life
Partner

What does your mate do for a living?

if Applicable, Is This Your First Marriage?

302

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Age at First Marriage? Age at Second Marriage?
Age at Divorce?
Number of Children in Your Household:
Ages of Your Children:
People Who Live In Your Household (SPOUSE, PARTNER, CHILDREN,
OTHER FAMILY MEMBERS):
Percent of Total Household Income You Bring In: 0-10%, 11-30%,
31-50%, 51-70%, 71-100%
Do Mate or Other Household or Family Members Work in Your Business?
If yes, how many hours a week do they put in?
Total Household Income in 1991:
a) $10,000. to 50,000.; (b) $51,000. to 99,999.;
c) $100,000. to 499,999. (d) $500,000. to 999,999.;
e) $1,000,000. to 4,999,999. (f) $5,000,000. plus.
Ethnic Background:
Your Religion:

Primary Residence: Urban, Suburban, Small Town, Rural
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