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    Together we’re stronger


    If there is a woman who understood the essence of this topic sentence, it is Ana Fontes. Her life history, the seventh daughter of a couple who moved from Alagoas state to São Paulo state, in Brazil, when she was very little, and all the difficulties that came along, have turned her into a social entrepreneur who learned that unity makes strength.


    Brazilian businesswomen, even when the need comes from the family core, are creative and unstoppable; and they need a lot of help and information sharing. In this area, the Businesswoman Network (Rede Mulher Empreendedora, RME) and the RME Institute generously come through with the sharing of knowledge.


    This book plays a vital role in this journey as it very clearly presents its rich analysis about female entrepreneurship in Brazil and in the world, with these women’s profiles, their types of businesses and the characteristics that attract them, and even their chance of success.


    Risk factors are also analyzed, as well as the feminine universe’s worries that we know so well, such as maternity, the double or triple work shifts, the partners’ or even society’s oppositions and factors that directly influence the emotional performance of women.


    Feminine leadership has never been so aligned with the demands of society and the consumers’; and businesswomen need to profoundly study the themes approached in this book such as their leadership style and financial management, among others, to guarantee that their businesses can thrive. Another precious lesson, and one in which Ana has great practice, is the construction of support networks.


    Ana passionately believes that there are many actions which can encourage female entrepreneurship, and which depend on public policies; and we act together in this fight in the group Women of Brazil.


    For all that, reading this book is of foremost importance for these businesswomen who need to advance constantly, breaking paradigms in the business and entrepreneurial world.


    Enjoy your read!


    Luiza Helena Trajano


    Chairwoman of the Board of Directors at Magazine Luiza and at Grupo Mulheres do Brasil

  


  
    Time to share


    Ever since creating the Businesswoman Network (Rede Mulher Empreendedora, RME), in 2010, I’ve been asked, ‘When are you going to write a book? With everything you do at the network, you could write so many books!’, but I’ve always hesitated. I wouldn’t like to write a book only to have one and to be able to show it when they asked me, I was never moved by vanity, and there was so much to do in real life! But now, the moment to share has arrived.


    Over this past decade of existence, the network has gathered an extraordinarily rich database of information resulting from debates, research, and all sorts of experience exchange, with businesswomen of the most diverse profiles from all over the country. Little by little, we have become the source for students, researchers, and entrepreneurship promotion centers. Personally, I discovered new and powerful nuances of female entrepreneurship and I noticed in real life, the power that a support network provides to the women who decide to walk the path of entrepreneurship. On top of that, the scarcity of quality publications on the subject, and the decision was born to finally bring together all this knowledge, information, and experience in a book.


    But that’s not all. I also hope to show the full relevance of female entrepreneurship to the Brazilian economy, to bring attention to the histories of these women who transform their lives and the lives of the communities around them. To discover oneself as a businesswoman is something that doesn’t happen unexpectedly. My path, for example, has been long, but full of learning that I am happy enough to be able to share as a social entrepreneur, founder of RME and of Institute RME. To talk a little about myself and about this path is the first move to take these teachings forward.


    When I was young, my professional dreams were the same ones that motivate the great majority of women who were born into low-income families, but who have a lot of faith in the power of studying: to dedicate myself, to get a job in a big company with an official contract, to have professional benefits and a solid career. In Igreja Nova, where I was born, this was the biggest dream that parents could have for their kids. My father, a fisherman, and my mother, who split her time between agriculture and childcare, also wanted that for me and for my siblings. When facing a devastating drought in 1970, they decided to give this dream a chance by migrating to the South of the country, bringing along eight of their ten children (two of them had passed away when very young).


    That was how I, at four years old, came to live in Diadema, in São Paulo, with my father working as a machinist and my mother as a seamstress. All of us needed to work to pitch in and bring money home, so I started cleaning houses and taking care of children at 11 years old. But none of us were allowed to drop out of school, because my parents genuinely believed in education as the only possible path to transformation.


    Out of the eight children, five graduated from university. To be able to pay for tuition for Marketing Degree, I sold many slices of cake and pie. But how fulfilling it was when, with my diploma in hands, I got a job at a big car company! Today, when I reminisce about that period in my life, I can clearly see the moments of frustration that followed.


    At the times I applied for a promotion, I was reminded that I didn’t have what I call the ‘perfect kit’ for the position: having attended a good private school, a state-of-the-art college, being fluent in English. I couldn’t change my history in public schools, but I took a post-graduation course at a top university, and I enrolled at an English course. Even with all the difficulties, I built a career, conquered promotions, facing all sorts of possible and imaginable discrimination. Including for being a woman. I always remember a very significant moment, when I applied for a position, and during the interview with the director, I heard from him that I had the ideal resumé, work history in the company and the performance for the position; but he wanted somebody who was also strong, and able to tell the employees off, a strict man; not me with my ‘good girl’ face. At the time I consented, and even felt guilty for not fitting the profile.


    This whole thing planted a little seed inside of me. So, in 2007, with my first daughter already at five years old, the routine of discrimination, the strictness of the corporations, the dynamics of sacrificing my personal life, the lack of flexibility; all of that started to really bother me, and I didn’t feel happy in that environment anymore. I resigned.


    The following year, with my friend as a partner, we created the platform ElogieAki (Recommend / Praise Here). It was my first business, in a time when women going into business wasn’t even talked about. I made all the mistakes you can possibly think of; but by making mistakes, I identified with so many women that felt the same motivation as me to have their own business but didn’t know the formula to make them work. Women who wanted to find something they liked to do, who had a purpose, and at the same time wanted the work-personal life balance, being with their family, friends and, mainly, not depending on random factors to thrive professionally.


    It was then that I found out my purpose: to support and to strengthen women going into business. That is what I love to do. I’ve been through many difficulties, I’ve been embraced, supported, and I wanted to offer this same incentive to other women who are starting to walk this path. We do that through RME, which was my second business and one that has really taken off.


    After facing all the difficulties in making ElogieAki work, I went after knowledge, enrolling into a female entrepreneur training program, an initiative by the Goldman Sachs Foundation offered in partnership with FGV (Fundação Getúlio Vargas) in Brazil. It was an opportunity for thirty-five Brazilian businesswomen to win a course in administrating and managing business. Among over a thousand candidates, and after five recruiting stages, I was one of the winners.


    RME’s embryo was formed right there and then. I started thinking about alternative businesses. I became interested in coworking offices, an idea that was already showing as a trend. I also read about something that was being successful in the United States, the ‘mompreneurs’ movement, formed by mothers going into businesses who created web sites to share their experiences. I thought about putting the two things together and one day, in the middle of a class, I drafted on a piece of paper: Rede Mulher Empreendedora (Businesswoman Network).


    The seed sprouted. RME is today the biggest platform in supporting female entrepreneurship in Latin America, with almost 1 million participants. And the support happens in many ways. By educating and training, by monitoring and mentoring the businesses, by helping access the market and credit. In 2017 we created Institute RME, which today has fundamental partners such as big companies, foundations, and institutions to develop projects that generate income to women who are socially vulnerable. Projects that help these women reach financial independence through their own businesses, and therefore become the writers of their own stories (I will talk further about RME and Institute RME in chapter 12).


    All this experience has built this book, which finally comes together, especially made for the woman who’s thinking about going into business or who’s taking the first steps in that direction. But also, for those who are already established - after all, there’s always something new to be learned - and for all of those who want to know a little more about the powerful universe of working women.


    You will notice that the content is divided into three parts. The first one draws a panorama of female entrepreneurship in Brazil and in the world, with a lot of important data, including the ones related to the profile of the women in business and the types of business that most attract them, which are those of the so-called comfort zone (food, fashion, and beauty). But you will also get to know the ‘painkiller’ businesses; those that ease up the pain of the client and which have better chances of success.


    The second part of the book gathers chapters focusing on the universe of female entrepreneurs. A sizable portion, for example, has their husbands as business partners. How does one balance this delicate equation? Motherhood and entrepreneurship are another important topic, since being a mom is one of the main incentives to open one’s own business. The everlasting conundrum of balancing time and women’s chores, an equation that is hard to resolve - especially when one has their own business - also deserves careful examination.


    The third part of the book offers chapters that reflect upon how to be successful in putting the two universes together - entrepreneurship and women. One chapter is dedicated to the female leadership style and how to take advantage of it in managing businesses. The other explains that financial management in business is not rocket science and that women can and must give attention to this area. There is also the chapter that shows the importance of counting on support networks to strengthen your business and the one that alerts for the risks of falling for magical formulas which promise success, and how to identify them. And still, there is the part that lists the main attitudes that must be cultivated in order to prosper in business.


    To bring it all together, I signal to some paths and to public policies which still need to advance further, so that the universe of female entrepreneurship can become stronger; and so that it strengthens the work that we already do together, all of us supporting each other, with initiatives such as this book.


    [image: ]

  


  
    [image: ]

  


  
    1.


    The feminine side of the entrepreneurial force


    Yes, the force is with them! Or even better, with us! Because I hopped onto this boat a long time ago, and other women have done the same; and if you, reading this book, haven’t boarded it yet… I know you want to, right? Know that we are many, and with our businesses we contribute to keeping the economy of our country and of the world moving. It may seem like a woman with her small business of homemade cakes interferes very little in the economy of a country, but believe me: yes, she counts. Remember the saying ‘One swallow does not make a summer’? Now, think about how many women are generating income for themselves and for their communities through their own businesses of all kinds, sizes, and profiles right now. It is female entrepreneurship transforming the world, and it is more present every day.


    And the numbers prove that force. So much so that the biggest entrepreneurship monitoring program, the Global Entrepreneurship Monitor (GEM), has started monitoring female entrepreneurship and publishing specific reports on the theme. In the most recent one, referring to 2018/2019, including data from 59 countries, the rate of initial entrepreneurship has shown that 10% of the female adult population (over 18 years old) was leading their own businesses with up to 3.5 years of existence. Note that this rate is close to the initial male entrepreneurship rate, which was of 13.9% in the same period. On the other hand, the rate for ‘established’ businesses (ones over 3.5 years) was around 6.2% for women and 9.5% for men. In total 16% of women in the 59 economies in the research were leading some kind of business.


    In Brazil, entrepreneurship grows in plain sight. The Brazilian version of this same monitoring made by GEM in 2019, carried out in partnership with the Brazilian Support Service to Micro and Small Businesses (Serviço Brasileiro de Apoio às Micro e Pequenas Empresas - SEBRAE), found that the male rate of early entrepreneurship was of 23.5%, while the female was of 23.1%. But in the rate of established businesses there was a relevant difference: it was of 18.4% for men and 13.9% for women. The report presents two reasons for this. Firstly, women started in this universe far more recently than men, and that is why the men get into the comparison with a bigger ‘stock.’ Besides that, before a series of financial and even behavioral obstacles, which still insist on holding back a business led by a woman, part of them give up the journey in the first years. Despite that difference, adding up the initial and the established ones, the total of people in the two genders was close: 25.8 million women and 28.5 million men.
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    In the 2020 GEM Brazil survey, with the effects of the Covid-19 pandemic, this scenario showed some changes. For starters, there was a significant recoil from 53 million to 44 million individuals heading businesses, which the survey credits to the effects of the pandemic in the economy. These effects have significantly hurt women, with important alterations in the three stages evaluated by GEM. On one side, the rate of starting businesswomen (up to three months old) had a growth rate of 49%, possibly motivated by women who’d lost their jobs or their main source of income during the pandemic, and who needed to find an alternative. The other two stages signaled to a sharp drop: the rate of new businesses (up to 3.5 years) dropped by 37% and the established ones (over 3.5 years) retreated by 62%.


    IT MAY SEEM LIKE A WOMAN WITH HER SMALL BUSINESS OF HOMEMADE CAKES INTERFERES VERY LITTLE IN THE ECONOMY OF A COUNTRY, BUT BELIEVE ME: YES, SHE COUNTS


    Because of that, according to the study, there has been a structural change, marked by the entry of less prepared women (with less schooling) in the initial stages, and by the departure of the most experienced ones (with more schooling) in the advanced stages in the business universe.


    Differences that matter


    In the dictionary, the term ‘entrepreneur’ indicates someone who’s able to think about projects, businesses or activities that demand a lot of work and effort, taking up the risks of such actions. Well, we can say that since us humans stopped living in caves, we’ve been doing business. Otherwise, we wouldn’t have gotten to where we are today.


    But whether meaning someone who dedicates to a company or to an innovative business, the term only began to be used in the industrial age. The person to first use this word associating it to innovation and the capacity to generate economic development was the Austrian economist and political scientist Joseph Schumpeter (1883-1950). He saw innovation not only as the creation of something absolutely new, but also as changes to what already existed, and which ended up generating economic impact. He called this new, innovative movement an ‘entrepreneurial act.’
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    Culturally, as we know, the entrepreneurial act has prospered as a male activity, as has been observed by professors Barbara Orser and Catherine Elliott from the Business Administration college in the University of Ottawa, in a very peculiar article that they wrote together. Seen as an individual effort or process, going into business was related to the image of heroic, rational man moved by the will to conquer. Barbara and Catherine explain that very rarely is the business activity associated to ‘feminine features,’ such as co-operation and kindness. They remind us that the first studies about leadership analyzed samples that were exclusively male, or male dominated. The female way of doing business was simply not studied.


    And this makes all the difference. Because doing business the female way has its own characteristics, which are different from businesses made by men. Several times I have heard people say that it didn’t make any sense to support women, because going into business was the same for everybody, regardless of gender. And, after all these years we’ve been on this road, we can prove that it is definitely not the same thing. I have seen that in practice, in the daily contact with the many women that come through RME. Also, through research done by the network (RME) as well as by the Institute (IRME).


    And why aren’t they the same?
There are many factors


    Before anything else, our motivations going into business are different from those of men. For women, the purpose comes before any financial motivation. When creating a business, we also look at the impact that we create around us, in our families, in the education of our children and in the positive circle that supports other women. When a woman generates financial income, her whole surrounding is in some way benefited. Besides that, maternity is a big springboard. At RME, we’re used to saying that when a child is born, a mother is born, and a businesswoman is also born.


    ENTREPRENEURING THE FEMININE WAY HAS ITS OWN PARTICULAR CHARACTERISTICS, DIFFERING FROM THE MASCULINE WAY.


    As different as our motivations are, the challenges are also bigger for women: we must deal with the hardship of accessing capital, the constant search for balance between the family and the business, the need for training programs, acceleration, and connection to the market, among many other things.
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    Several studies highlight the particularities of female entrepreneurship. This is, for example, the conclusion presented by the study ‘Female Entrepreneurship as a Business Trend,’ of 2019, led by SEBRAE, which states that ‘normally, the word entrepreneurship is associated to big companies and projects’ inside the male sphere. When we enter the terrain of female entrepreneurship that changes, as explained by the document:


    ‘Firstly, because female entrepreneurship goes beyond profit and because it is also related to empowering, to visibility, to recognition, to support and to sharing information.’ Under this aspect, though, it is clear that the small homemade cake business or the sewing services are as much part of the business universe as big businesses or technology startups.


    Invisible no more


    All of this has contributed to keeping women’s role invisible, and to creating an unfair perception around their presence in the business world, which still persists today. Would you care for an example? Simply type into the Google search bar ‘top businesspeople in history.’ A list of men will jump off your screen: Steve Jobs, founder of Apple; Bill Gates, creator of Microsoft; Mark Zuckerberg, idealizer of Facebook; or one of the inventors of Google itself, the American Larry Page. Very rare are the women properly recognized for integrating that list. In Brazil for example, we have businesswomen such as Luiza Trajano, the author of the foreword to this book, who built one of the largest retail chains in the country, Magazine Luiza. And there are many others.


    Slowly we start to turn the table. Slower than we would like, true; but we are on our way. It’s important to remember that we’ve had to overcome great obstacles, including taking up our space in the marketplace. This was something that only intensified in the first half of last century, after the Second World War, the departure of men to the battlefields and the need of cheaper workforce for the industry. This is what’s shown by the study ‘The Female Participation in the Workforce,’ of 2002, conducted by the researchers Sergei Soares and Rejane Sayuri Izaki, of the Institute for Applied Economic Research (Instituto de Pesquisa Econômica Aplicada - IPEA).


    WHEN A WOMAN GENERATES FINANCIAL INCOME, HER WHOLE SURROUNDING IS IN SOME WAY BENEFITED


    They mention the example of the United States, where women used to be 18% of the economically active population in 1900, went on to 32% in 1960 and then to 46% in 1992. In Brazil they point to the fact that 32% of women over 10 years old were in the workforce in 1997, a percentage that reached 46% in 2001. It has been a considerable advance for Brazilian women in a little more than two decades, especially taking into consideration that in the same period, the percentage of economically active men in the country did not vary much, staying around 72%. And they conclude by saying that ‘this has been a phenomenon of major importance, as its impact has been felt in the two most present institutions in most people’s lives: the family, and the workplace.’


    According to the second edition of the ‘Gender Statistics: Social Indicators of Women in Brazil’ survey, conducted by IBGE (Instituto Brasileiro de Geografia e Estatística – Brazilian Institute of Geography and Statistics), in 2019, the rate of economically active women over 15 years old was 54.5%, while the male rate was around 73.7%. But, if on one hand, we’ve consolidated our space in the workforce, on the other hand we haven’t conquered equality towards men. We still earn less in positions that are equivalent and we are not promoted to leadership positions in the same proportion as them. This same study points to the fact that women earned 77.7% of men’s salaries, when working the same positions. A difference that was still larger in leadership jobs, such as directors and managers, which was around 61.9%. That is the infamous ‘glass ceiling’ - the limit to which women are able to rise and after which they won’t be allowed, mentioned by researchers Luana Passos and Dyeggo Rocha Guedes in Ipea’s study named ‘Female participation in the workforce, and the care crisis of modern times: diverse connections,’ of 2015. They explain that these limits restrict a woman’s chances of reaching better positions and salaries.
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    IT’S IMPORTANT TO REMEMBER THAT WE’VE HAD TO OVERCOME GREAT OBSTACLES, INCLUDING TAKING UP OUR SPACE IN THE MARKETPLACE.


    From working as an employee at a company to the initiative of going into her own business, is often a naturally propelled movement, caused in great part by the need to bring money home. Several women have launched themselves into the workforce as a means to incrementing the family’s income or even because they are, themselves, the breadwinners. The study ‘Gender Statistics’ shows that, in 2000, 24.9% out of the 44.8 million Brazilian homes were headed by women. In 2010, this percentage rose to 38.7% out of 57.3 million homes in the country. In that realm, more than 42% of these homes were led by women who didn’t have a husband or a partner. Based on IBGE’s data, the consulting firm IDados estimated that in 2020, 34.4 million Brazilian women would be responsible for their homes. One big responsibility, isn’t it?


    The growth of female entrepreneurship follows the need to contribute to or even to fully cover the domestic budget. The survey ‘Business Owners – a Gender Analysis’ of 2015, conducted by SEBRAE, using data from PNAD/IBGE in 2014, pointed to a growth of 34% of women ahead of a business between 2001 and 2014. In the first quarter of 2021, according to the continuous PNAD by IBGE, they represented a third of the 28 million employers or self-employed in Brazil. At least 9.4 million Brazilian women were realizing the dream of having their own business.
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