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FOREWARD

The following report presents the findings of an em-
pirical research study conducted on women business owners in the
Maritime Provinces of Canada, Nova Scotia, New Brunswick and
Prince Edward Island, during the period December 1982 - September
1983. The study examines the nature of businesses owned by women
and compares the type, size, and structure of these businesses
with small businesses in general. It also examines the women
behind the businesses and discusses the opportunities and prob-
lems facing women business owners in Canada presently.
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SECTION 1

RESEARCH THEME

There are too few women entrepreneurs around and the

ones who are, aren't getting talked about too much. This re-
search focuses on women business owners and will attempt to ex-
plain why this appears to be the case and what can be done to
change it.
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INTRODUCTION

The study of entrepreneurs has offered intrigue to many
researchers from various academic and practitioner orientations.
1t has generated classical works on the effects of entrepreneur-
ship on economic development and the factors, economic and non-
economic, which might explain "entrepreneurial® behaviour (Bruce,
1976; Kilby, 1971; Schumpeter, 1934; Wilkens, 1979; and others).

The majority of these studies have been male-focused,
the assumption being that business activity is a male domain.
Collins and Moore (1970) even suggest that entrepreneurship is a
means of demonstrating maleness (Wilkens, 1979, p. 20). When
studying characteristics and behaviourial traits, many research-
ers have defined these males as white. Only those researchers
interested in investigating the wider relationship between entre-
preneurship and economic development have even looked at "minor-
ity" groups and these specifically chosen for comparison basis in
developing countries (Nafziger, 1971; Papanek, 1971; Barris,
1971; Lipman, 1965, Hazelhurst, 1966).

Since the early 1970's, particularly in the United
States, as a result of equal opportunities and equal rights leg-
islation with respect to minority groups (Blacks, Puerto Ricans,
etc.), researchers have also started examining the differences
between the entrepreneurial behaviour and characteristics of
minority versus mainstream groups (Aplin and Leveto, 1976;
sonfield, 1978; Gomolka, 1977). Wwhat becomes blatantly clear

from exploring the research literature on this topic is almost

total exclusion of women from the study of entrepreneurship
(Winter, 1978; Schreier, 1975, Schwartz, 1976; Bartmann, 1976).

So why this "absence®™ of the consideration of women in
the entrepreneurial literature? Smith (1978) suggests a possible
historical explanation for this absence as it relates to business
activities. 1In corporate societies public and private spheres
are separated--the public sphere is the one in which history is
made. As Smith elaborates: '

"the public sphere is also the sphere of male activ-
ity. Domestic activity becomes relegated to the pri-
vate sphere. . . Women have a place only in the
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private, domestic sphere. 1If history is viewed as an
account of changes in human society, the reasons women
do not appear in history is because women's place has
located them outside the public sphere where those
changes are made to happen (though they -have not been
excluded from experiencing the consequences of such
changes)."

As Callaway (1981) suggests, this absence is present in many
areas of research and a "re-vision"™ is in order. Researchers
must take another look at entrepreneurship ‘and explore the female
perspective.

Historically, women have always been involved in entre-
preneurial and business activity, although it appears the extent
of this involvement varies by culture. In certain cultures,
women assume responsibility for the entrepreneurial role and are
the commercial sector operators; in most developed countries,
different roles have been assumed and women are involved in busi-
ness ownership to a much smaller extent. However there are still
a significant number of women entrepreneurs, as many as 2.3 mil-
lion in the United States alone.

Let me suggest, then, that while there may not be as
many female entrepreneurs as there are male, there are a signifi-
cant number and this could be increased.. The ones who do exist
are not the centre of too much research attention which could
also be increased. I think it is important to look at the his-
torical, economic, and societal development of entrepreneurship
to understand the possible reasons why more women have not enter-
ed entrepreneurial pursuit or, in certain cases, why they have.
I think it is important also to examine why these women entre-
preneurs havevnot been considered significant economic contribut-
ors. We, as a society, if we believe in the values of freedom
and equality have an obligation to find out what is needed to
increase the ability of women to respond to opportunities that
may now be beyond their exploitation.

We must, as Pat Burr (1978) points out on female entre-
preneurs, “"address the economic, societal issue as a nation in
reversing this imbalance; and as individuals, modify our own at-
titudes and behaviour about the proper role of men...or women.,..
in business ownership® (p. 4).



=

[

B

1

)

REFERENCES

Aplin, John C. Jr. and Greg Leveto, "Factors that Influence the
Business Success of Minority Entrepreneurs”, American Jour-
nal of Small Business, Vol. I, No. 2, October 1976.

Bruce, Richard, ®"The Entrepreneurs, Strategies, Motivations,
Successes, and Failures", Libertian Books Ltd., England
1976.

Burr, Pat L., "A Look at the Female Entrepreneur®, American
Journal of Small Business, Vol. II, No. 3, January 1978.

Callaway, Helen, “"Women's Perspectives: Research as Re-
vision®™, in Reason and Rowan (eds.), Human Inquiry, A
Source Book in New Paradigm Research, Wiley and Sons,
1981.

Gomolka, EBugene, "Characteristics of Minority Entrepreneurs
and Small Business Enterprises”, American Journal of Small
Business, Vol. II, No. 1, July 1977. :

Barris, John R., "Nigerian Entrepreneurship in Industry®, in
Peter Rilby (ed.), Entrepreneurship and Economic
Development, Pree Press NY, 1971.

Hartmann, Heinz, "The Enterprising Woman: A German Model®,
Columbia Journal of World Business, Vol. V, No. 2, March -
April 1970.

Hazelhurst, Leighton W., "Entrepreneurship and the Merchant
Castes in a Punjabi City", Durham N.C.; Duke University Com-
monwealth Studies Center, 1966.

Kilby, Peter, "Entrepreneurship and Economic Development”, The
Free Press, NY, 1971.

Lipman, Aaron, "The Social Background of the Bogota Entrepre-
neur®", Journal of Inter-American Studies, April 1965.

Nafziger, E. Wayne, ®"Indian Entrepreneurship: A Survey", in
Peter Kilby (ed.), Entrepreneurship and = Bconomic
Development, Free Press NY, 1971.

Papanek, Gustav, F., "The Development of Entrepreneurship®, in
Peter Kilby (ed.), Entrepreneurship and Economic Develop-
ment, Free Press NY, 1971,

Schreier, James, "The Pemale Entrepreneur: A Pilot Study®,
Centre for Venture Management, University of Wisconsin,
March 1975.

Schumpeter, J. A., "The Theory of Economic Development®,
Barvard University Press, Cambridge, Mass, 1934. :

CONTINUED




A ) GE WS G EE am e

.-. _-/ - .
b ’

Gy mE s

4

. -~ .

; {

g v N i)
.

REFERENCES/Continued

Schwartz, Eleanor Brantley, "Entrepreneurship: A New Pemale

Prontier®”, Journal of Contemporary Business, Vol. 5, No. 1,
Winter 1976.

Smith, Dorothy, "Women, the Family, and Corporate Capitalism",
Marylee Stephensen (ed.,), Women in Canada, New Press,
Ontario. ’

Sonfield, Matthew C., "An Attitudinal Comparison of Black and
White Small Businessmen®, American Journal of Small
Business, Vol. I1, No. 3, January 1978.

Wilkens, Paul H., "Entrepreneurship--A Comparative and Bisﬁor-
ical Study®", Ablex Publishing Corporation, N.J. 1979.

Winter, Dr. Maridee Allen, The Canadian Woman Owner-Manager: A
Pilot Study, August 1978.



2

|
Lo d

R

e

o

SECTION 2
THE STUDY OF ENTREPRENEURSHIP

INTRODUCTION ‘

There appear to be two approaches to the study of
entrepreneurship--one through the use of economic theories and
the other through the use of psychological theories to predict
entrepreneurial behaviour.

The economic point of view postulates that when there
is an improvement in the economic environment of a country, there
will be a rise in entrepreneurial activity--in other wofds entre-
preneurship is dependent on economic factors. The non-economic
or sociological/anthropological point of view is that the supply
of entrepreneurial effort will be effected by the psychological
characteristics of a population and a number of social condi-
tions--independent of the economic condition of a country.

However approached, the incidence of entrepreneurial
activity is critical to the economy of most countries as entre-
preneurship is primarily responsible for the emergence of small
business. In Canada, for example small business comprises 97%
of all businesses and employs 42% of the commercial workforce.
While it may be important to distinguish between the incidence of
entrepreneurship and small business formation to some extent (all
entrepreneurs will not be found in small business), usually an
“"entrepreneurial type" will be responsible for small business
creation, ownership, and management. It is thus important to
understand the nature of entrepreneurship and the persons who

‘become entrepreneurs to understand the nature of small business.

This papet will not address the gquestion of the signif-
icance of entrepreneurship for economic growth and development.
The question was answered in Wilkens (1979) study qoncluding as
fol;ows: '

®"Was entrepreneurship a cause of industrial
growth and development or was it largely an
effect of other factors, in the six societies
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we have considered in this study? It was a
cause, but it was a cause in proportion to
the favourableness of the economic, social,
cultural, and political conditions character-
izing these societies in most cases.®

®In cases in which entrepreneurship is found
to have causal significance either positive
or negative, it will be attributable to
actions of the state and/or non-economic
factors and not solely due to the latter.”
(p. 280)

What this paper does attempt to do is examine the phen-
omena of the emergence of female entrepreneurship (or lack of it)
in light of Wilkens' (1979) findings. What effects have the eco-
nomic, social, cultural, anqggglitical conditions cha;;ZEériiing
our society had on women in terms of their becoming entrepreneurs
or business owners? If as Wilkens says the ®actions of the
state” can effect entrepreneurship, it is critical for the state
to investigate this question of business formation by women .and
determine the changes necessary' to increase the incidence of
female entrepreneurship. Before further comments are made, it
may be useful to elaborate on the nature of entrepreneurship in
general. What is an entrepreneur, what are the roles of an
entrepreneur and how is entrepténeurial emergence predicted in
individuals? This discussion follows.

THE EMERGENCE OF ENTREPRENEURS ' _

As discussed briefly above investigators have taken one
of two approaches when looking at .the "rise of entrepreneurs®.
wWhile it is interesting and important to examine both pointé of
Giew, I shall start with what are for my purposes the important
micro concepts/aspects influencing the rise of entrepreneurs and
then move into a discussion of the macro aspects, particularly as
they relate to the phenomenon of female entrepreneurship.
PSYCHOLOGICAL FACTORS

Many researchers have looked to psychology to explain
the differences between entrepreneurs and non-entrepreneurs.
Quite extensive personality testing (McClelland, 1971; Hagen,




1968; Marris, 1971, Brockhaus 1980) has been done examining

traits, (need-achievement) and other personality characteristics
- which might explain an entrepreneur. These studies have, for the
most part, been inconclusive and as Liles (1974) states:

®"given a degree of ambition and ability not

uncommon to many individuals, certain kinds

of experiences and situational conditions

rather than personality or ego, are the major
I determinants of whether or not an individual
v becomes an entrepreneur.” (p. 1)

Bruce (1976) in exploring the guestion discusses the
concept of a "determining event®. Something happens, a signifi-
cantly emotional event, which presents an opportunity. The re-
[ action to that event is the critical determinant of whether one
' becomes an entrepreneur. Bruce discusses other concepts too,
~- those of social marginality and achievement motivation (or lack
'; of it) but the reaction to the determining event is central.

_ Many studies have found no meaningful differences be-
ff tween entrepreneurs of various types or between entrepreneurs and
the general population on the basis of personality characteris-
tics. Sonfield (1978), for example,in his comparison of black
v and white small businessmen found meaningful differences only in

r" relation to self and society, "how the respondent views himself,
Lo how he sees his relationship with society, and how society treats
—~ ' [’him' (p. 40). sonfield concludes that blacks and whites have
{; equal potential to be successful and that inequality of opportun-
- ity was the cause of lower black business success levels (p. 44).
L;- . Schreier's (1975) study showed little, if any, differ-
ence between . the characteristics of the male and the female
6:- entrepreneur. Women were motivated for many of the same reasons
- as men. Schwartz (1976) also found similarities between her sam-

e ple and findings of previous studies on male entrepreneurs.
Lf To even attempt‘to relate personality characteristics

V- to entrepreneurial success presents major problems since measure-
l ment devices often contain strong biases towards white males.

Take for example McClelland's work on achievement motivation.
McClelland focuses solely and specifically on males. He measures
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economic growth by estimating the percentage of adult males in

any given culture who received 75% or more of their income from
entrepreneurial activities; he traces origins of " need for
achievement by studying mother - son relationships exclusively;
and suggesth that the entrepreneur is the 1link between high
levels of the need for achievement in a nation and the rapid eco-
nomic development of that nation--the man who organizes the firm
etc, (discussed in Deeks 1976, p. 205).

It might, for example, be inappropriate to try to
measure achievement motivation and entrepreneurial inclination
among women in the same way as men since it has been suggested
that achievement motivation as traditionally defined and measured
is a masculine characteristic, "with little applicability to fe-
males®" (Stein and Bailey, 1975, p. 151). "We propose instead
that females are motivated to achieve, but that the areas of
achievement are sometimes different from males because of cultur-
al definitions of feminine activities and interests®" (Stein and
Bailey, 1975).

If it turns out to be difficult to predict entrepre-
neurial tendency among all groups based on personality character-
istics how then can emergence of entrepreneurial behaviour within
groups be explained? From Aplin and Leveto's (1976) study on
minority entrepreneurs it becomes clear that absence of cultural
reinforcement and prejudices can seriously hamper entrepreneurial
aspirations.

ENVIRONMENTAL FACTORS
. Wilkens (1979) outlines the "environmental®" factors of

a non-economic nature alleged to influence emergence of entrepre-
neurship (the macro perspective). These factors are discussed in
terms of such concepts as legitimacy of entrepreneurship in the
culture, social mobility, social marginality, social integration,
and security (p. 8 - 14). The concept of legitimacy need not be
discussed here because in North America entrepreneurial activity
is awarded social approval, and given high status and considered
highly legitimate as an activity.
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The interesting thing is that it appears entrepreneurs
from outside the system (i.e. marginal groups, including minor-
ities and women) will only really thrive when legitimacy of
entrepreneurship in the system is low. Elites will monopolize
the entrepreneurial system when legitimacy of the entrepreneurial
role is high (Boselitz, 1957). Non-elites still emerge as entre-
preneurs but with greater difficulty. The emergence of these
groups can be faciliél}ted by government action who can play some
part in influencing the values of the culture (Gerschenkron 1962,
1966). (wWomen, operating outside the social system, are part of
the 'non-elite group and hence can be considered "marginals®.)

Social mobility is a relevant concept as it involves
the nature of mobility channels in our society and the degree of
social mobility in a sgituation. In relation to women Hagen's
(1960) viewpoint is relevant. Bagen believes that a lack of
mobility possibilities promotes entrepreneurial behaviour.
Whereas it is difficult for women to achieve high levels within
an organization (verified by the fact of few women in senior man-
agement positions) because of what Hagen calls social blockage,
other opportunities are offered by becoming a business owner--it
provides another channel into which creative energies can be
directed.

A number of researchers present arguments relating
entrepreneurial emergence to the concept of marginality. Margin-
al groups are defined in religious, cultural, ethnic terms and to
this definition we shall add another dimension--sex. These
groups are defined as individuals on "the perimeter®” of a given
social system" (Wilkens, 1979, p. 11). Because mainstream indi-

.viduals have access to mobility channels, marginal groups are

excluded.

®*In situations in which entrepreneurial legi-
timacy is low, mainstream actors will be at-
tracted to non-entrepreneurial roles, and én-
trepreneurial roles will be relegated to mar-
ginals. But in situations in which entrepre-
neurial legitimacy is high, mainstream actors
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will use the entrepreneurial role as a mobil-
ity channel, and marginals will have to find
other roles as means of mobility." (pg. 11)

Another relevant concept is that of social integra-
tion., If "individuals, or groups are too far removed from the
network of relationships within a social system, then entrepre-
neurship will not be promoted®™ (Wilkens, 1979, p. 13). Marris
and Somerset (1971) have emphasized this factor most strongly,
claiming that an increase in the scale or range of interaction
with mainstream. groups is necessary and that barriers to inter-
action must be broken down if entrepreneurship is to occur.

Generally there is not too much encouraging women in
business--stereotyping of sex roles relegates women to being
"home oriented®. It is therefore difficult for women to become
entrepreneurs because:

1. they have no ties with the core social system and
hence have low social integration [relegated to
‘private sphere' (Smith 1978)].

2. entrepreneurship has high legitimacy in ocur cul-
ture so existing elites will protect the domain
for mainstream actors. (Marginal entrepreneurship
is more 1likely when entrepreneurship is not
valued.)

3. there is little solidarity within their group--
networking is not established as it is for men and
ethnic and minority groups. A high degree of
group solidarity or cohesion within the marginal
group is seen as necessary to counteract whatever
opposition may be forthcoming from mainstream
groups within the larger social system.

In addition, Wilkens (1979) adds:

"Not only must actors have an interest in
entrepreneurship, but they must also possess
at least a minimal supply of the resources
needed to enact that role. Thus many of the
. earliest entrepreneurs were drawn from either
mercantile or artisanal occupational back-
grounds partly because they had the requisite
resources for entrepreneurship. A society's
distribution of the resources required for -
entrepreneurial behaviour, especially wealth
and knowledge, has major implications for the
pattern of entrepreneurship found within that
society.” (pg. 15)
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The fact that married women couldn't own property (per-
sonal wealth) in this country until the 20th century, were segre-
grated throughout the educational system to the “arts" and
domesticity goes a long way then in explaining the rarity of
women entrepreneurs. The wealth and knowledge of this culture
has historically been awarded to the male sector.

What women do have going for them is the fact that
mobility channels are blocked and so entrepreneurship offers the
opportunity to circumvent the system if they have egual access to
resources and markets. '

A great number of women who do eventually become busi-
ness owners have been raised in entrepreneurial families where
they have been exposed and had access to the requisite resources
for entrepreneurial development.

WHAT IS AN ENTREPRENEUR?

Bruce (1976) defined entrepreneur as an:

®*individual whose decisions directly
determine the fate of a commercial entre-
prise over which he exerts control by reason
of shareholding and in which he operates as
an executive policy maker. He is entitled

to the proceeds of the disposal of his share-
holding. He is not a nominee, he is the king
pin of the enterprise.” (p. 42)

Bruce (1976) classified entrepreneurs into two types--
modal and independent--typified in Pigure 1.

PIGURE 1
TYPES OF ENTREPRENEURS

- Modal Independent

Generally innovative

type working with a

large organization Ubiquitous Elite
Small business Running own com-
operating with pany success-
little growth fully and with
(Aim: not to growth potential
be controlled) (Aim: to be in

control)

Source: Adapted from Bruce (1976)
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This report deals specifically with the entrepreneur
defined as independent and is not concerned with the differences
between the ubiquitous and elite categories. Bruce describes the
difference in terms of control; the former type's major aim is
"not to be controlled” and the aim of the latter is "to be in
control® (p. 47). This research focuses on "independent" entre-
preneurs, many of whom are ubiquitous types but the objective of
the study 'is to examine women business owners generally. Later,
a further separatibn of business owners into the two types and an
investigation of each would be an interesting study. It could
examine different facets of and variables affecting stages of
entrepreneurial development and business growth. .

Defining an entrepreneur more specifically for the pur-
poses of research study often becomes a problem. Different in-
vestigators will attach different meanings to the word and to the
concept. Arguments may arise about what an entrepreneur is de-
pending on whose definition one feels comfortable with. There
appear to be two definitional types, one which explains entrepre-
neurship as bureaucratic and corporate in nature and the other
which likens entrepreneurship to proprietorship. For example,
Schumpeter (1934) defines entrepreneurs in terms of being bureau-
cratic "innovators"; Chandler (1979) believes that only_those who
control capital allocations and long-range strategy are entre-
preneurial in behaviour--the corporate manager domain; McClelland
(1971) also uses the corporate definition--"An entrepreneur is
someone who exercises control over production that is not just
for his personal consumption. According to my definition, for
example, an executive in a steel-production unit in the U.S.S.R.
is an entrepreneur.”

On the other hand, Schreier (1975) defines an entre-
preneur as:

*that person or that small group of persons
who start a new business and who stand to.
lose significant financial commitment or to
gain significant financial rewards based upon
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the success of that formation. This term in-

cludes a person or small group of persons

who may purchase a small business with the

purpose of growth or risk."
Livesay (1979) defines entrepreneurship as "purposeful and suc-
cessful activity to initiate, maintain, or develop a profit-
oriented business®” (p. 10). Winter (1978) used the term owner-
manager as a synonym for entrepreneur in her study of Canadian
women. Further discussion of the problems associated with defin-
ing entrepreneur can be found in Kent and Sexton's Encyclopedia

of Entrepreneurs (1982).

Accepting then that there is no standard definition for
"entrepreneur®”, for purposes of this study entrepreneurship is
defined as proprietorship rather than in the bureaucratic sense.
This is consistent with Livesay, Winter, and Schreier's defini-

tions and also fits into Bruce's model of entrepreneurial typesf

Because of the role played and functions performed by entrepre-
neurs in present day business, the term owner-manager will be
used synonymously to describe that person in this report.
FUNCTIONS OF THE ENTREPRENEUR

In the classical definition of entrepreneurship (eco-
nomic perspective) the role of an entrepreneur is to bring
together land, labour, and capital, creating a synergy for the
production of goods. Once the market opportunity has been ex-

Ploited the classic entrepreneur often leaves the enterprise to
be managed by proxy and creates a new organization. However, as
defined in this report an entrepreneur may or may not necessarily
create the business but remains involved in the on-going policy-
making and daily operation of the business although at the same

“time may be involved in more than one enterprise. Besides the

"creation” function then, the role played by an entrepreneur is

expanded to include other dimensions as outlined by K11by (1971)
and charted in Pigure 2, '
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FIGURE 2
ROLES OF THE ENTREPRENEUR

Role Tasks

Exchange Relationships identify market opportunities

gain command over scarce resources
purchase inputs

market production and deal with
competitors

public bureau (taxes, licenses)

- management of human relations
within the firm

- management of customer/supplier

relations

Political Administration

Management Control - financial control
- production management

Technology - oversee assembly factory
- engineering .
- upgrade processes and product
guality
- introduction of new techniques and
products

Source: Adapted from Kilby 1971 (p. 27)

Shapero and Sokal (1982) put forth that the “"entrepre-
neurial event” is denoted by the following functions:

1. initiative taking

2. consolidation of resources

3. management of the organization

4. relative autonomy--resources are disposed of and

distributed with relative freedom

S. risk taking--the organization's success or failure

is shared by the initiators (p. 72).

In terms of functional interactiqn, the entrepreneur
must respond to many demands. A complexity of relationships
develop out of entrepreneurial activity regardless of the size of
the operation. This is illustrated in Figure 3.

While the entrepreneur aims either "not to be control-
led" or "to be in control®, there are still a myriad of uncon-
trollable influences which will contribute to the success or non-
success of a business enterprise, or indeed, whether the would-be

entrepreneur actually reaches the point of becoming a success.
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FIGURE 3

CULTURE ECONOMIC/SOCIAL
PACTORS

SUPPLIERS CUSTOMERS

OBJECTIVES OF SELF

OBJECTIVES OF BUSINESS

ENTREPRENEUR

MANAGEMENT, PERSONNEL--

STAFFING DEVELOPMENT
OBLIGATORY LAWYERS, ACCOUNTANTS
GOVERNMENT FINANCIAL INSTITUTIONS
DEPARTMENTS GOVERNMENT AGENCIES

(facilitating bodies)
COMPETITION  TECHNOLOGY




AR : ' - . . v g
. . »

B TN U N h e E I
g 1 g o o . . A e ! rervalil .
. .

- 17 -

The entrepreneur must deal with internal and external
influences in starting and operating the business. In managing
the internal aspects of the business, the entrepreneur probably
sets personal objectives for self in relation to the business and
also firm specific objectives which give it basic direction. A
structure for the business is established, personnel selected (in
many cases) and the entrepreneur begins managing finances, inven-
tory, service offerings, personnel, promotion and a myriad of
other functions. From Figure 2 then managing internal aspects of
the business would involve roles in political administration,
management control and technology. However to perform other
tasks in the four roles summarized, interaction with the external
environment is necessary. Entrepreneurs are responsible to cus-
tomers and to obligatory government departments (taxes, licenses
etc). They must establish strong and positive rapports with sup-~
pliers, financial institutions and facilitating government agen-
cies. They must be aware of competitive activity and technolog-
ical advances which could impact their business in positive or
negative ways. They must do this within a cultural, economic,
and social framework which may or may not reinforce the activity.

Entrepreneurs should see themselves as members of an
integrated and supportive distribution system which seeks to de-
liver goods and services to customers in an equitable and soci-
ably responsible manner. This: however, is often not the case.
Small business and its owners are often not treated in an equit-
able manner by suppliers, customers, and financial institutions
based primarily on a size factor. There is higher risk in deal-
ing with a small business, (financial institutions) less oppor-
tunity for economies of scale (supplier and customer dealings)
and often limited choice in offerings to ultimate customers. So
they may have to work harder to compete and to be successful in
dealing with environmental factors. The problem becomes more
pronounced when the business is owned and operated by a minority
or a woman because of the expectations of those in the —'external
environment' about the appropriate roles for members of our
society.



- 18 -

In any event, it is important to know how these funec-
tions and relationships are perceived and handled by the entre-
preneurs who do achieve success in business. How important is
each function, each relationship and how well is it performed or
managed? Where are the greatest strengths and weaknesses and how
can these be built upon or improved? What strategies are requir-
ed to facilitate the incidence and survival of small business
enterprise and to strengthen its position subject to those exter-
nal influences? '

RESEARCH ON WOMEN ENTREPRENEURS

~ There have been few published works on the topic of
female entrepreneurs and much more remains to be done in the
field.

The most major study on women business owners was com-
missioned by the U.S. government and reported on in 1978--The
President's Interagency Task Force on Women Business Owners.

This report includes a rather extensive bibliography of
government publications, monographs, books, articles, Ph.D. dis-
sertations relating to. small business, quite a number of which
deal with women business owners. It reported results from inter-
views with 3200 women business owners and brought to light sever-
al problems requiring attention if women are to be given equal
opportunity as business owners. Most studies, however, are much
narrower in scope in terms of sample size and geographic area but
do contribute to the field of knowledge.

. One of the perhaps most significant deficiencies of
most entrepreneurial studies of women is that they choose conven-
ient samples. It is much easier to locate owners of retail and
,service industries (Queens 1982 study, Schwartz 1976) then in
manufacturing industries. This in some ways perpetuates the myth
that women are abnormally concentrated in small retail. busi-
nesses. Schreier (1975) included only women in non-traditional

~business areas, i.e., excluded beauty salon operators. This

again assumes unimportance of that particular service. While
characterized by several small firms, the beauty industry is a
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multi-million dollar industry relatively unaffected by the eco-

‘nomic environment. Owning and operating a hairdressing operation
'is providing a strongly desired service to a particular market

segment. These owners (male or female) are as entrepreneurial in
nature as any other business owner.

It is important to consider all types of woman owned
businesses. They exist in a diversity of industries and a busi-
ness should be no less viable or important based on the sex of
its owner.

SUMMARY

This section of the report has outlined some of the
historical and culturally and societally based explanations for
the rarity of female entrepreneurs. It has discussed the ap-
proaches to the study of entrepreneurship, has defined it, has
outlined its many roles and functions and pointed out the poten-
tial difficulties of becoming a female entrepreneur. With this
background information in place, the next sections of this report
will discuss the small business sector in Canada and describe the
study of women business owners (predominantly in the small busi-
ness sector) in the Maritime Provinces.
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SECTION 3
SMALL BUSINESS IN CANADA

THE CONTRIBUTION

Small business forms the economic backbone of most
countries today. The Canadian federal government estimates that
97% of all businesses in Canada are "small®™ businesses, defining
small business as any business having sales of less than $2 mil-
lion per annum.! The national total figure amounts to 1.21 mil-
lion small Canadian enterprises, which is composed of 700,000
corporated\units and 513,000 self-employed unincorporated indi-
viduals.?2

In terms of economic contribution these small busi-
nesses in 1978 accounted for about 29% of the total contribution
to business GNP in Canada, 24% of the total sales volume for all
businesses, 42% of total employment in the commercial workforce,
20.8% of the total corporate business sector profits and 18% of
the total corporate business tax bill.3

In addition to the direct contribution of these busi-
nesses to the creation of output, employment, and economic growth
in Canada, Bocker outlines additional contributions made by small
businesses. These include the important role of small business
as partners of large-scale companies, the disproportionately high
innovative contributions to ideas, inventions, technology devel-
opments and productivity, serving the needs of smaller, rural
markets creating a basis of economic stability, area development
and employment opportunities/and as having a strong influence on
the competitive pricing structure--in other words, it forms the
basis of a free enterprise system.

INew Statistics on Small Business in Canada, 1979, Government of
Canada, Industry, Trade and Commerce, pg. 6.

2IeMay, T., "Three factors define small business®, The Globe and
Mail, Report on Business, June 18, 1982, p. RS8.

3small Business in Canada: A statistical Profile, Government of
Canada Industry, Trade and Commerce, 1981.
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This contribution is further elaborated by Deeks (1976)
who quotes from the Bolton Committee report on Small Business in

*Small firms perform a large number of very varied
functions, the relative importance of which depends on
the particular industry concerned. . . . We have dis-
tinguished eight important economic functions performed
by small firms, which comprise their special contribu-
tion’ to the health of the economy. They are as fol-
lows: -
1. The small firm provides a productive
outlet for the energies of that large
group of enterprising and independent
people who set great store by economic
independence and many of whom are anti-
pathetic or less suited to employment in
a large organization but: who have much
to contribute to the vitality of the
economy.
2. In industries where the optimum size of
the production unit or the sales outlet
is small, often the most efficient form
of business organization is a small
firm. PFor this reason many important
trades and industries consist mainly of
small firms.
3. Many small firms act as specialist sup-
pliers to large companies of parts, sub-
assemblies or components, produced at
lower cost than the large companies
could achieve.
4. Small firms add greatly to the variety
of products and services offered to the
consumer because they can flourish in a
limited or specialized market which it
would not be worthwhile or economic for
a large firm to enter,
5. 1In an economy in which ever larger
multiproduct firms are emerging, small
firms provide competition, both actual >
and potential, and provide some check
on monopoly profits, and on the ineffi-
ciency which monopoly breeds. 1In this
way they contribute to the efficient
working of the economic system as a
whole. '

6. Small firms, in spite of relatively low

.expenditure on research and development

by the sector as a whole, are an important
source of innovation in products, tech-
nigues and services.
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7. The small firm sector is the traditional
breeding ground for new industries--that
is for innovation writ large.

8. Perhaps most important, small firms pro-
vide the means of entry into business
for new entrepreneurial talent and the
seedbed from which new large companies
will grow to challenge and stimulate the
established leaders of industry.®

In order to understand the small business sector, it is
critical that government understand the nature and characteris-
tics of the small business entrepreneur as most firms are direct-
ed by the owner-manager, that is, the owner is the firm.

"Relations between small business and govern-
ment to a large degree depend upon a proper
appreciation by government of the way in
which the small business operator views -
himself in relation to society."”

The direct impact of government on success of small

. business enterprise has been discussed in several studies.

Wilkens (1979) for example found causal significance between
entrepreneurial development and 'the actions of the state (p.
280). Pickle (1964) tried to measure the success of a firm as a
functxon of the characteristics of the owner-manager (thxnkxng
abzlzty, human relations ability, drive, communications ability,
technical knowledge, and component traits) and found that only
45.5% of the variance in the measure of success was explained by
these characteristics. The remaining 54.5% was expected to be
the difference in business environment of the firms comprised of
competition and government. Research attention has in the past
Been more focused on the large firm but a lot can be learned from
studying the moderately successful small business and its operat-
ors. Hoinaday (1982) and EKnight (1982) make strong cases for
looking at the small firm.
WHAT 1S A SMALL BUSINESS?

Before embarking on a study of entrepreneurship, a

4Small Business in Canada, Perspective, 1977, Minister for Small
Business, Government of Canada 1977, p. 9.
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definition of small business cannot be ignored. It could be de-
fined according to a number of criteria, namely, number of em-
ployees, total sales, total assets, but problems arise as any
definition is applied to the diversity of operations potentially
falling under a caption of "small business®. The Industry, Trade
and Commerce study cited defines small business as “"any business
having sales of less than $2 million per annum."™ The publication
Small Business in Canada: Perspectives 1977 defines a small
business as "one which employs no more than 100 employees in the
manufacturing sector, or if in other sectors no more than 50
employees." This publication offers that small business may also
be defined as "independently owned firms which have not developed

the managerial structures typical of large, mature corporations,®
where decisions are still primarily made by the owner-manager of’
the firm. The Canadian Federation of Independent Business de-
fines small business as "a firm which is independently owned and
operated and not dominant in its field of endeavour.” The Nova
Scotia Department of Development defines small business as one
with fewer than 20 employees and sales of 1less than §2
million per annum. These definitions are statistical and quanti-
tive in nature. Another approach may be to define small business
in a managerial context, consistent with the entrepreneurial per-
spective taken in this report.

The Bolton Report (paragraphs 1, 4) use three criteria
to offer an economic rather than a statistical definition of the
small firm--the notion of personalized management, independence
(freedom from outside control in decision-making) and small mar-
ket share (the firm is too small to significantly influence its
market environment).

"By "managed in a personalized way" we mean that the
owners themselves actively participate in all aspects
of the management of the business and there is no gen-
eral devolution of the decision-making process. Thus,
although they may have one or more intermediate layers,
e.g. supervisors or foremen to interpret their deci-
sions and transmit them to the employees, and
although--in the larger small firms they may devolve
certain specialized functions, such as accounting or
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production, on the more senior of their employees, the
owners themselves still take all the principal deci-
sions and exercise the principal management functions."

For the purposes of the study, small businesses are defined as
being independently owned and operated with sales up to $2 mil-
lion per annum and with not more than 100 full-time employees,
where decisions are made by the owner-manager of the firm--a com-
bination of statistical and economic definitions. It considers
those small businesses owned and operated by women.
It is possible to separate the respondent firms further
(as Phillips (1958) suggests) into another category--the little
firm., He defines the little firm as one ®"which has no paid em-
ployees and the proprietor participates directly in the physical
work processes of the business". Approximately 26% of the firms
in this study would be considered under this definition as little
firms. For the most part these firms include craftspersons and
small retailers. The principal difference between little firms
and small firms is that little firms are owner-operated with the
owner working for wages, whereas the small firm is owner-managed
with the owner working for profit.
WOMEN AND SMALL BUSINESS
This study investigates women in the small and little
business sectors defined as craft, ubigquitious and elite entre-
preneurs. The range of possibilities for research focus on the
topic of entrepreneurs in relation to business size is charted in

Figure 4.

Business size differs according to sales volume, man-
agement style, number of employees, and decision-making. A
little business would generate sales of less than §50,000 per
year; small business revenues are less than $2 million per year;
medium size business $2 - 5 million; and large business, over §5
million per year.

Entrepreneurial types differ based on the definition
used (corporate or proprietor), attitude of owner, objectives of
the owner for the business in terms of mission, growth, control
and personal objectives, |

There is no information available on exactly how many

2
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FIGURE 4
ENTREPRENEURIAL TYPES AND BUSINESS SIZE

Little Small Medium Large
Business Business Business Business
Modal Modal
Independent Independent
(Elite) (Elite)

Independent Independent

(Ubiquitous) (Ubiquitous)

Craft

businesses in Canada are owned by women. While we know from tax-
ation statistics, there were 130,000 female business proprietors
(unincorporated self-employed) in Canada in 19793, this ignores
the women-owned firms which operate as incorporated businesses.
According to the results of the research to be presented almost
half of women-owned firms are limited companies. This means
their numbers are probably much more significant than it first
appears. This constituency of the small business population is
also growing at a fast pace. The proportion of female to male
proprietors in 1967 was 15%, in 1979 it was almost 40%6. While
still few in number compared to male owned businesses, the number
of women owned firms are increasing and impacting our economy in
many favourable ways. Presently, we know very little about this
géoup of women entrepreneurs. Attention is warranted; this
report outlines background factors affecting the incidence of
female entrepreneurship and investigates the nature of women
‘business owners in the eastern provinces of Canada.

S5small Business Secretariat Working Paper, "Canadian Women Owner-
Managers", Department of Industry, Trade, and Commerce, Ottawa
1982, p. 5. =

®small Business Secretariat Working Paper, "Canadian Women Owner-
Managers®, Department of Industry, Trade and Commerce, Ottawa
1082. p. 5. '

N
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SECTION 4
SURVEY METHODOLOGY AND ADMINISTRATION

PURPOSE OF THE STUDY

The research undertook a comprehensive survey of women
who own and manage their own businesses in the Maritime
Provinces (Nova Scotia, New Brunswick and Prince Edward Island).
Presently there is very little data and information on women-own-
ed businesses in Canada--how many there are, in what business
sectors, locational concentrations, economic contribution of
women owned firms (employment, production of goods and services,
etc.). Neither is there information on the attitudes and percep-
tions of women business owners as it relates to problems encoun-
tered in starting and operating a business, awareness of assis-
tance available from government departments, institutions, and
associations, cooperation and helpfulness of various business and
government bodies, and areas in which more information/assistance

or knowledge is required.

This research ifidentifies women owner-managers and clas-
sifies their businesses as to sector, size of firm (gross reven-
ues, number of employees) location, and type of business struc-
ture. These WBO's were surveyed with mail questionnaires to
investigate their attitudes and perceptions regarding business
ownership, as well as the problems associated with operating a
business in the Maritime region.

The information gained is useful in deterﬁining the
contribution of women owned businesses to the economy in general
and in particular to various industry segments. It provides a
data base to allow measurement of trends and changes in the woman
as entrepreneur and business owner over a period of time, assists
in the development of a profile of "the successful woman business
owner®, and identifies problem areas where government and insti-
tutions can be more effective in designing policies and programs
to assist and -encourage women in an entrepreneurial direction.

To summarize, the purpose of the research was twofold.
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In phase 1, the purpose was to identify, locate and compile a
master list of those businesses which are women-owned; and in
phase 2 to survey a sample of these women intensively to develop
a profile of the successful woman business owner and her busi-
ness. The results go a long way in dispelling myths that cur-
rently exist about the nature of women owned businesses.

OBJECTIVES OF THE STUDY
In an area which is so void of information and know-
ledge, the specific objectives of the study were to:

obtain more information and greater insight into the
characteristics of women business owners (WBO's) that
might serve as a basis in formulating plans and pro-
grams for potential and existing WBO's,

determine the major problems and barriers encountered
by women in starting and operating ‘their own business
-and uncover solutions in dealing with these barriers

assess the types of assistance, information, and educa-
tional requirements of women .when establishing a new
‘business or operating an existing one

determine those factors contributing most significantly
to the success of women-owned businesses.

The study will also attempt to discover and describe the contri-
bution and achievements of WBO's to the economic and business
development of the Maritime region. The proposed research builds
on two previous Canadian studies on the subject of women-owned
businesses conducted by Dr. Maridee Allan Winter (1978) and
Queens University (1982), both conducted for the Small Business
Secretariat.

SAMPLING FRAME
Selection of participants for Phase 1

It is very difficult to select a sample when there is
no data base from which to draw representatives. There is no
master list or reference source which indicates those businesses
owned by women in Canada. The Queens (1982) study‘makes refer-
ence to the number of self-employed women in Canada from taxation
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data but this ignores the women who own businesses which are
limited companies and partnerships, a sizeable proportion of
women-owned businesses. The problems of identifying majority
shareholders in limited companies is difficult, at best; in addi-
tion, in some cases although a woman may be a shareholder and of~
ficer of the company, she is not involved in decision-making or
management. Before a sample could be selected for this study,
women-owned businesses had to be first identified and 1located,
and then contacted for qualifying information. This master list
was compiled by cooperation and assistance from manufacturing,
trade, and professional associations, government departments and
agencies, Business and Professional Women's Clubs, Provincial
Status of Women organizations, and Boards of Trade and Chambers
of Commerce. Trade and business d%rectories were consulted and
several leads were provided from women business owners them-
selves.

All of the 1200 potential women business owners identi-
fied and located were contacted with an initial qualifying ques-
tionnaire (Appendix A) seeking ownership information and basic
business classification data. An attempt was made to discover a
broad cross-section of business types. This made the search more
difficult because many women-owned firms are not obvious ones,
for example, in the manufacturing sector.

Selection of participants for Phase 2

All women responding to Questionnaire I who qualified
for inclusion in the study according to the established criteria
(see page 37) were sent Questionnaire 2 (Appendix B). FPFour hun-
dred, forty-seven women were sent Questionnaire 2 and 190 re-
sponded.

Selection of participants for Phase 3

In phase 3, personal interviews were conducted with
WBO's chosen from participants in phase 1 and 2. Criteria for
selection of this group were very carefully considered. Should
they be representative of phase 2 respondents in terms of a stra-
tified sample or selected on the basis of how "entrepreneurial®
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they were? It was decided to select them on the basis of strohg
entrepreneurial characteristics--those women approximating the
"elite” entrepreneurial type discussed in Section .2. Thus the
women selected were more likely to:

1. own more than one business either now or in the past

2. bhave been in operation more than five years

3. started the business herself (or in partnership)

4. operate as a limited company

5. generate sales revenues in excess of $250,000 per
year '

6. employ at least (1 - 4) full-time employees

7. consider herself more than moderately successful
8. come from an entrepreneurial family |
9. represent a cross-section of industry types

Education and work history were not seen as being important
determining dimensions for participant selection, neither was
reason for starting a business. These areas were however,
important ones to explore during the interview stage. A further
description ofzphase 3 fespondents is outlined in Section 5.

QUESTIONNAIRE DESIGN

Questionnaire 1 composed of 18 questions, (Appendix A),
was designed to qualify respondents, that is, ensure they met
certain criteria establishing them as successful women business
owner-managers. It was also designed to classify women-owned
businesses by industry sector, business structure, and size,

measured in terms of sales volume and employee size.

After reviewing thelliterature (Winter, 1978; Shreier,
1975; Schwartz, 1976) and government definitions of small busi~-
ness, the business was required to meet the following criteria to
be included in the research results.

1. must be in operation for at least one full year
2. must have gross revenues in excess of $10,000 per
annum (the publication New Statistics on Small
Business in Canada excluded business with less than
0, in sales considering them not to be true
full-time businesses)
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3. must be women-owned. This presents no problem when
the business is a sole proprietorship. When the
business .is a partnership, the woman must take a
salary or drawings at least equal to that of the
other partner(s) and have at least an equal share in
the ownership of business assets; if a corporation,
the woman must be an equal or majority shareholder
and be equally responsible for making and imple-
menting major policy decisions for the company.
Woman owned includes businesses bought from someone
else, partnerships bought into, and inherited busi-
nesses, provided the woman then assumed ownership,
control, and management.

4. must be controlled by the woman.

S. must be operated by the woman. This means being
actively involved in the daily management of the
company.

These businesses include franchises where there is a risk of loss
or gain and considerable autonomy on the part of the franchisee,
and professional businesses (lawyers, doctors, accountants, den-
tists,management consultants).
Questionnaire Design--Phase 2

In the second phase of the research a questionnaire was
developed incorporating major issues raised in the literature and
compatible with research conducted on Canadian women business
owners previously. This allows for comparison on certain dimen-
sions between for example, women in Southern Ontario and women in
the Maritime region. The questionnaire included 41 questions
(Appendix B) and incorporated a combination of seven point Likert
scale questions, open-ended and multiple choice type questions.
Several drafts were tested and discussed with WBO's for areas of
ambiguity and misunderstanding and revisions made.
Questionnaire Design - Phase 3

The questionnaire for phase 3 of the study evolved after
analyzing data from the first two questionnaires. The findings
of these research instruments uncovered areas for further inves-
tigation. ‘

Specifically, the objective of the personal interviewing
phase of the research was to gain greater insight'into the life
patterns of WBO's to determine whether similarities existed which
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might explain female entrepreneurship; Interviews allowed in-
depth investigation of areas which could not be explored gqualita-
tively in phase 2 of the research. The interviews were unstruc-
tured in design but did attempt to explore the following areas:

: How the business actually got started
- events leading up to it
- motivating factors

- actual determining event (what made the owner actually "jump
in")

Previous education and work history

- previous employment--type and number of jobs

- level of experience--professional, managerial, -clerical,
sales, etc.

satisfaction with the work

formal education--level and type

additional training and courses related to business
relevance of education and work history to present business

Family and personal history

- occupation of mother and father

size and composition of paternal family

birth sequence in family and birth date

nature of relationship with mother and father

any meaningful or relevant experiences during youth
impacting on attitudes or goals, etc.

Immediate family situation -
- marital status

- number of children, ages, and sex

- child and household care arrangements
role of husband

effect of business on family

Impact of business ownership on lifestyle
- hours worked in business
- effect on personal life and relationships

Business specific information

- source of start-up capital

relationship with bank and significant others
objectives and plans for future growth

- other information considered by WBO to be relevant or
significant

In addition to these topics, a number of other issues arose
from individual discussions. These are elaborated'on in Section
8.
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SURVEY ADMINISTRATION
The mail survey method of data collection was selected
for phases 1 and 2. The study covered a wide geographic area and

~ the cost of visiting every town, city, and village in the three

Maritime Provinces would have been prohibitive, The gques-
tionnaires, particularly, number 2, was complex requiring time
and thought on the part of respondents, which a mail survey
allowed.

Phase 3 required personal interviews to explore sig-
nificant areas in-depth. These interviews provided much richer
information of a qualitative nature and explained or reinforced
causal relationships found in the survey data. The interviews
were of an unstructured nature and allowed maximum participation
by the respondents. The meetings generally lasted 2 - 3 hours,
were taped, and later analyzed for content. Detailed descrip-
tions of individual interviews are not included in this report
for reasons of confidentiality.

Information from the interviews is analyzed to discover
patterns of female entrepreneurship; similarities and differences
between owners of diverse businesses and diverse backgrounds are
investigated.

DATA COLLECTION
First of afl,,a letter was sent to all organizations,

associations, and government agencies who were determined to be
able to act as reference sources providing data to the project
(Appendix C). As yesponses came in with lists of WBO's in dif-
ferent areas of each province, master lists were compiled and the
first questionnaire sent to WBO's. The process was continuous as
leads were being received on a regular basis as the research pro-
gressed. Such was also the case with the second questionnaire.
These were mailed on a continuous basis as responses from Ques-
tionnaire I were received. .

A covering letter was sent with Questionnaire I ex-
plaining the nature of the study and requesting assistance

~
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(Appendix D). Two follow-up\letters (Appendix E) on phase 1 were
sent to nonrespondents increasing the overall response rate to
56% (Table 1). These follow-ups increased the response rate
significantly. A covering letter was also sent with Question-
naire 2, highlighting major findings from analysis of data from
Questionnaire 1 and urging cooperation (Appendix F). A 41%
response rate was obtained on phase 2, with 183 usable question-
naires. This rate of response was achieved with one follow-up
letter, sent on May 16, 1983 (Appendix G).

The responses for Questionnaire I were tabulated at var-
ious stages as responses were received. Distribution of res-
ponses did not-yvary significantly with increased numbers of
responses. This could mean that results reasonably represent the
nature of women-owned businesses in terms of distributuion of
industry sector, size, structure, and method of acquisition.

Responses received after July 1, 1983 were not included
in the study. '

DATA ANALYSIS

The questionnnaires were coded, edited, and verified,
then analyzed utilizing the Statistical Package for the Social
Sciences. Frequency distributions and simple correlations were
conducted on the data,

LIMITATIONS OF THE STUDY
Numerous problems were encountered in conducting this
research which impose limitations on its outcomes. First, there

was no resource list or data base from which to draw representa-
tive samples of women business owners. There is no way to tell
what proportion of women-owned business in the Maritimes was sur-
veyed or whether they are representative of the set of WBO's.
Some degree of confidence in general application of results was
gained because of the similar distributions and déscriptions of
women-owned businesses for phase 1 and phase 2 of the study.
Secondly, more WBO's could have been located and sur-
veyed if time and money had permitted extensive travel within the

\ _ I
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TABLE 1

RESPONSE RATE ON SURVEY QUESTIONNAIRES

Questionnaire 1 Questionnaire 2
Questionnaires Sent 1200 447
Responses 676 190
Do Not Qualify 1591 7
Incorrect Address 642 -
Returns 6 -
Qualifying Responses 447 183
Response Rate (Useable) 38% 41.0%

\
1Businesses were disqualified for reasons such as sales under
$10,000/year, minority partner/shareholder, business closed or
sold, woman not active in management, owner deceased, business is
husband's

2letters were returned because. business/woman had moved or
address was incomplete.
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Maritime Provinces to commercial centres. Personal visits would
have permitted much more extensive investigation of which busi-
nesses were woman owned. As it is, the research depended on the
willingness of agencies, associations, other WBO's, etc. to pro-
vide names of WBO's. Not all areas in the Maritimes are repre-
sented in the study. '

Thirdly, there are a number of French-speaking areas in
New Brunswick. WBO's were identified in these areas and sent the
research questionnaires. Phase 2 responses for the French speak-
ing areas were low and could have been increased if the question-
naire had been translated into Prench.

Some of the questions on questionnaire 2 were either
subject to problems of interpretation or difficult to code and
analyze. ' Further pre-testing on the questionnaire or more inter-
viewing prior to questionnaire design may have improved the
design of these questions. However, research objectives were
achieved with the existing research instruments and personal in-
terviews with respondents in phase 3 were able to clarify ambig-
uous points.

Time permitted only seven personal interviews to be
conducted. These interviews were very revealing and provided
richer information than elicited from mail questionnaire data.
Phase 1 and 2 data provides very good descriptive information on
WBO's and their businesses, but more personal interviews are re-
quired to develop an appropriate theory or model pertaining to
the nature of female entrepreneurship. Additional work needs to
be done in this area.

The study results reflect female entrepreneurship in
only one geographic area of Canada and may not represent the
phenomena in other regions of the country. However, there are
descriptive similarities between WBO's in this study and those
who participated in the Queen's (1982) study. Data needs to be

collected on WBO's in the other Canadian provinces to provide a
national picture.
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SECTION 5

RESEARCH FINDINGS - DESCRIPTIVE
A description of 'respondent:s' businesses is outlined in
Table 2 for both phase 1 and phase 2. It can be seen from this
table that respondents were very similar in terms of
characteristics of the business, for both phases of the study.
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PHASE I - DESCRIPTION OF WOMEN-OWNED BUSINESSES
The following describes and summarizes the nature of

businesses owned by 447 women in the Atlantic Provinces--234 from
Nova Scotia, 163 from New Brunswick and 50 from Prince Edward
Island. Nineteen point seven percent of these women own more
than one business which indicates a high dégree of entrepre-
neurial behaviour.

SECTOR CLASSIFICATIONS
Women-owned businesses are evident in a cross-section

of industrial/commercial sectors, and contrary to popular belief
may not be proportionately more heavily concentrated in the re-
tail sector. Distributions of this survey sample are outlined in
Table 2. Twelve point three per cent of women are in manufactur-
ing, 44.5 are in trade (wholesale/retail), 37.4% are in service
industries, 1.1% in transportation, 2.7% in real estate, insur-
ance, finance, and 1.1% in agriculture/fishing).

Women are not well represented in transportation, con-
struction, or finance--areas which might be considered tradition-
ally male oriented and dominated. However, they are well repre-
sented in manufacturing and make a very large contribution to the
trade and service sectors.

FORMATION AND STRUCTURE OF BUSINESSES

Almost 70% of the women actually founded their busi-
ness, again indicating a strong entrepreneurial tendency. This
percentage was highest in manufacturing (81.1%), service busi-
nesses (71.3%) agriculture, fish, forestry (100.0%) and lowest in
trade (64.8%). In retail and wholesale trade 21.6% of women
bought into the business.

Forty-three percent of the businesses were operated as
limited companies, 39.8% as sole proprietorships and 17.2% as
partnerships (Table 2). Structure of business varied by type of
business to quite an extent. From Table 3, it can be seen that
manufacturing and trade businesses are more likely to be incor-
porated and service firms to operate as sole proprietorships.
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TABLE 2

DESCRIPTION OF RESPONDENT'S BUSINESSES
SAMPLE SET 1I

SAMPLE SET I

Number of

Province Firms
NS 234
NB 163
PEI 50
Total Y y)
Sales ($000°'s)

$10 - 60 149
$60 - 105 61
$105 - 255 . 120
$255 - 500 49
$500 - 2m 23
Over $2m 2
No response 3
Total 44

~Number of years in Business

Under 2 Years 65
2 - 5 Years 155
6 - 10 Years . 118
11 - 20 Years 60

Over 20 Years 44
LY ¥3

Acquisition
Started Business 307
Buy It 77
Buy Into 14
Take Over Family
Business - 22
Other 27
Total a7

20% own more than
samples)

Structure

Sole Proprietor-
ship 178

Partnership 77

Limited Company 192

Other ===

Total 447

CONTINUED ON NEXT PAGE

business

39.8
17.2
43.0

or

Number of % of
Firns Pirms
100 54.6
64 35.0
19 10.4
183 100.0
68 37.2
23 12.6
43 23.5
20 10.9
13 7.1
2 1.1
14 7.7
183 700.0
9 4.9
76 41.5
50 27.3
30 16.4
17 9.3
182 100.0
126 68.9
26 14.2
9 4.9
10 5.5
12 6.6
183 100.0
business location (both
74 40.4
37 20.2
70 38.2
2 1.1
83 Y00.0



- 42 -
TABLE 2/CONTINUED I
SAMPLE SET 1 SAMPLE SET II
Number of $ of Number of $ of
Firms Firms Firms Firms
Industry
Manufacturing 55 12.3 30 16.4
Trade 199 44.5 74 40.5
Service 167 37.4 69 37.7
Finance 12 2.7 . 6 3.3
— Agriculture,
Fish, Forest 5 1.1 1 0.5
" Construction 4 0.9 2 1.1
— Transportation 5 1.1 1 «S
Total Yy 100.0 783 100.0
Size
Average number
of full-time
employees 3.29
Average number
of part-time
or other
employees 2.96
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- TABLE 3
BUSINESS STRUCTURE BY TYPE OF BUSINESS
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Structure .

(n = 178) (n = 77) {n = 192)
Type of Business Sole Proprietorship Partnership Limited Co.
Manufacturing
(n = 55) 37.8% 16.2% 45.9%
Trade (n = 199) 36.2% 16.1% 47.7%
Service (n = 167) 48.5% 19.2% 32.2%
Construction
(n=4) = eeecee ———— 100, 0%
Finance (n = 12) 8.3% 8.3% 83.3%
Transportation
(n = 5) 20.0% 20.08% 60.0
Agriculture/Fish/
Forest (n = 5) 40.0 70.0% 40.0
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Eighty-three percent of partnerships were with one
other person and 10.3% involved two other partners. The partner
was usually either a husband or a female friend/business
associate.

In the limited companies, 84% operated with three or
fewer shareholders. Basically, the businesses were sole proprie-
torships incorporated for pdrposes of taxation or business credi-
bility. Thirty percent of these respondents indicated they owned
98% or more of the shares of their business and fifty-three per-
cent own more than 50% of the shares. 1In all cases the women are
equally or majorally responsible for making and implementing pol-
icy decisions and are actively involved in daily management of
the business. .

YEARS OF OWNERSHIP

The average number of years in business ownership for
these WBO's was 84 years; the medium was 5.3 years. The distri-
bution in Table 2 indicates that approximately 75% of the busi-
nesses were entered into within the last ten years. This newness
trend will likely continue as more women continue to make the
entrepreneurial entry decision.

EMPLOYEE SIZE

The average number of full-time employees per firm is
3.29 (excludes the owner), however 91.6% of the firms employ
fewer than 10 employees and 26.2% have no employees. The larger
employers were generally seasonal businesses in the tourism

industry. Pifty-six percent of firms employed part-time em-
ployees, an average of 2.9 persons.

SALES VOLUMES

In terms of sales revenues generated, distribution of
sales is quite similar to the distribution of sales revenues for
small businesses generally. Distribution of sales for respondent
firms is found in Table 2. Distribution of sales vary by busi-
ness type (Table 4) and business structure (Table 5).
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TABLE 4
DISTRIBUTION OF SALES BY BUSINESS TYPE

Sales Manufacturing Trade : Service
n= 37 ne= 199 n= 167
under $60,000 45.9% 23.1% 43.7%
$60,000 - $255,000 24.3% 50.8% 34.2%
$255,000 - $2m 24.3% 15.6% 10.8%
over $2m ————— 0.5% 0.6%
no response 5.4% 10.1% 10.8%

(Significance .0000)

TABLE 5
- DISTRIBUTION OF SALES BY BUSINESS STRUCTURE

Sole Proprietor- Limited
Sales ship _ Partnership Company

n= 178 . ns= 177 n= 192
under $60,000 65.2% 46.8% 20.9%
$60,000 - $255,000 28.6% . 48.0% - 48,48%
$255,000 - $2m : 5.6% 5.2% 30.2%
over $2m : 0.6% ———— 0.5%

(Significance = .0000)
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Manufacturing firms (depending on products manufactured) are the
lowest and highest revenue producers. Service firms generate the
greatest percentage of low sales (43.7% of service firms have
sales of under $60,000). In terms of structure, limited com-
panies tend to be larger revenue producers (these are also the
manufacturing and trade businesses) and sole proprietorships low-
er revenue producers. Sixty-five percent of sole proprietorships
generate less than $60,000 per year in sales. Thirty percent of
limited companies earn revenues of $255,000 - $2 million per
year. .

The limited companies tend to be larger in sales volume
than the sole proprietorships and partnerships. Service firms
are significantly smaller in terms of sales revenues and numbers
of employees and are less likely to be incorporated, i.e. are
more likely to operate as sole proprietorships.

Sales levels do not vary significantly by number of
years in operation although older firms tend to have gfeater per-
centages of sales on the high end—over $500,000. The mean
annual sales volume for the total sample is $120,000 to
$135,000. While it is difficult to compare the frequency distri-
bution for sales revenues with that of other published data on
small business, it can be seen from Table 2 that approximately
40% of respondents businesses are generating $50,000 - $250,000
in annual sales. Approximately 18% of respondents generate
revenues exceeding $250,000 per year.

Small business in Canada, overall in 1978, generated
.sales revenues as follows:

under $50,000 = 44% of small businesses

$50,000 - $250,000 - 37% of small businesses

$250,000 - $2m - 19% of small businesses¥®
The conclusion reached here is that women owned businesses ére
not concentrated in lower revenue producing businesses.

¥New Statistics on Small Business in Canada, 1981. Government of
Canada, ITC, Ottawa.
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PHASE 2 - DESCRIPTION OF WOMEN-OWNED BUSINESSES
|
One hundred; eighty-three of the 447 phase one respon-
dents described in the previous section responded .to the phase
2 questionnaire. The descriptive aspects of the businesses were
very similar to those of phase oﬂe and therefore can be said to
be representative of the sample group from which they were
drawn. A comparison of the two groups is ifllustrated in Table 2.
The response rate on phase two was 40.9%; 42.7% from
Nova Scotia (100 responses), 39.2% from New Brunswick (64 respon-
ses), and 38% from Prince Edward Island (19 responses).
The mean sales volume for these firms was $120,000 -
$135,000. The mean range for employee size was 1 - 4 full-time
employees although 42% of firms employed no full-time employees.

- Ninety-one point eight percent of firms employed fewer than 10

o>

employees. Almost 40% of firms employed "other®™ employees--
part-time, temporary, or seasonal. (Only manufacturing, retail
and service businesses were included in this analysis of size
since the number of firms in other classifications were too
small.)

TABLE 6-
EMPLOYEE SIZE BY TYPE OF BUSINESS
f

Number of Employees
Industry Type 0 1-4 5-9 10 - 19 20 - 49 Total

Manufacturing (n = 30) 36.7% 40.0% 13.3% 10.0% 0 100.0%
Retail Trade (n = 70) 42,9% 44.3% 10.0% 1.4% 1.4% 100.0%
Services (n = 69) 47.8% 36.2% 7.2% 7.2% 1.4% 100.0%

Table 6 shows distribution of employees by industry type.
Manufacturing firms tend to be larger. FPorty-two point nine
percent of firms with no employees are service firms, 39% are
retail firms and only 14.3% are manufacturing firms.
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From Table 2, it can be seen that phase 2 respondents
primarily represented firms in the manufacturing (16.4%), trade
(40.5%) and service (37.7%) sectors. Six respondents owned firms
in the finance sector, one in resource based industry, two in
construction and one in transportation. A breakdown of industry
and sales volume by province is illustrated in Table 7. New
Brunswick respondents were primarily in trade and service sectors
(the highest proportion of service firms). The majority of
respondents in manufacturing were from Nova Scotia. New
Brunswick had the highest proportion of firms with sales over
$500,000 per year (14.1%). P.B.I. firms tended to have lower
sales volumes but only 19 questionnaires were received so this
may not be representative. A listing of business types by prod-
uct category follows in Table 8.

Almost 70% of these businesses were started by their
female owners. Fourteen per cent bought the business, Si bought
into the business, 5.5% took over a family business and 6.6% ac-
guired the business in some other way. Forty per cent of firms
operate as sole proprietorships, 38.2% as limited companies and
20.2% as partnerships.




TABLE 7

BREAKDOWN OF INDUSTRY TYPE AND SALES VOLUMES BY PROVINCE

#of ~ % of # of % of # of-  ® of
Industry Responses Re;ponses Responses Responses Responses Responses Total
Hanufactuting 22 22,0 5 7.8 3 15.8 16.4%
Trade 37 37.0 28 43.8 9 47;4 40.5%
8ervice 35 35.0 27 42.2 7 36.8 37.7%
Finance/In-

surance 3 3.0 3 4.7 - - 3.3%
Construction 2 2.0 - - - - 1.1%
Ttanspbttatlon' - - 1 _1.6 - - 0.5%
Agric./Fish. -

(Forestry) . 1 1.0 - - - -
Total 700 - (1 - i) - T00.0%
Sales Volumes
No response 7 7.0 6 9.4 1 5.3 7.7%
$ 10,000-3 60,000 39 39.0 22 34.4 7 36.8 37.2%

60,000- 105,000 10 10.0 8 12.5 5 26.3 12.6%

165,000- 255,000 27 27.0 13 20.3 3 15.8 23.5%
255,000~ 500,000 1 11.0 6 9.4 3 15.8 10.9%
500,000- 2M 5 5.0 8 12.5 - - 7.1%
over $2M 1 1.0 1 1.6 - - 1.1%
Total 700 (1) 19 700.0%
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TABLE 8

PRODUCT CATEGORIES--WOMEN-OWNED BUSINESS

Sector

Manufacturing

Total

Retail Trade

Total
‘Wholesale Trade

Total

Other (service)

Product Categories

Yogurt production
Fish processing
Crafts
Printing/Publishing
Bagpipes/highland
accessories
Marine repair
Blood serums

Craft Shops

Yarns/fabrics

Ladies wear

Home furnishings

Deli/groceries

General/variety store

Florist

Shoes/footwear

Antiques

Recreational vehicles/
sporting goods

Art gallery

Hearing aids

Garden centre

Jewellery

Linens

Childrens®' toys/books

Specialty shops

Housewares

Office Supplies/books

Crafts
Ladies wear
Industrial chemicals

Hospitality (restaurant/
hotel/bar/campground)
Beauty salon/hair
boutique
Consulting
Professionals:
Lawyer
Doctor
Dentist
Veterinarian

-t du =b L
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TABLE 8/continued

Sector

Total
Finance/Insurance
Construction
Transportation

Agric./Fish./Porest
Total
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Product Cateqgories

Travel agency

Day care centre
Schools

Word processing
Photography

Document destruction
Film production
Model agency
Electric motor repair
Interior design
Bookbinding/repair
Home care service
Newspaper

Health service

Number of Firms

o

-

183
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PHASE 2 - DESCRIPTION OF WOMEN BUSINESS OWNERS

The majority of WBO's are 36 - 45 years of age (Table
9). Forty point five per cent of respondents fall into this

category.
TABLE 9
AGE OF WOMEN BUSINESS OWNERS

Under 25 1.1% 46 - 50 9.3%
25 - 30 10.9% 51 - 55 8.7%
31 - 35 18.6% 56 - 60 4.4%
36 - 40 23.5% over 60 6.0%
41 - 45 16.9%
Total

The majority of WBO's (73.7%) have been business owners

for less than 10 years (Table 10).

TABLE 10

NUMBER OF YEARS AS A BUSINESS OWNER

1 year or less 4.9%
2 - 5 years 41.5%
6 - 10 years 27.3%
11 = 20 years 16.4%
over 20 years 9.3%
Total 100.0%

This means that most women actually start their busi-
-nesses in their late twenties or early thirties,
also typifies male entrepreneurs.

100.0%

a fact which
Forty-seven percent of WBO's

/
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had worked 11 - 20 years in all full or pért-time paying jobs and
34% had worked over 20 years. It appears however, that few women
worked in a managerial capacity before performing this function
within their own organization (see guestion 25 in Appendix B).
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WBO's are very well educated with 61% indicating post-
secondary education (see question 30 in Appendix B); 40% voca-
tional or technical school; 38% four-year college or univer-
sities; 30% graduate or professional school (question 31) and 47%
indicated they held university degrees or professional accredi-
tion (question 32). Only 1.1% of respondents held a degree in
business. These results closely parallel results from the U.S.
Task Force study on education of WBO's.‘ It was generally felt
that previous work experiences had prepared WBO's better than
their education for being a business owner and running a busi-
ness. ’

Almost 70% of WBO's are married and 13% are separated
or divorced. Fifty-six percent (102) of WBO's have children liv-
ing at home (Table 11) out of which 30% assume sole responsibil-
ity for child care arrangements. Approximately 7% employ a
housekeeper. Forty-four percent indicated their children were
old enough to take care of themselves in the home.

TABLE 11
NUMBER OF CHILDREN OF WBO'S LIVING AT HOME

None living at home 81 44.3%
One - 35 19.1%
Two 40 21.9%
Three 20 10.9%
Four 7 3.8%
Total 183 100.0%

Most WBO's in the Maritimes were Canadian-born (78%)
(question 41), 8% came from the U.S., and 11% from other coun-
tries. The newest resident has been in Canada f;t/gt least seven
years. )

Thirty-nine percent of WBO's come from family homes
where the mother worked outside the home and 52% indicated that
one of their parents or both had owned a self-employed business
or professional practice. These two factors were likely to have
a postive effect on the emergence of these women as business
owners. The U.S. Task Force study results also found that
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approximately 52% of respondent WBO's came from entrepreneurial
families. . '

Thirty per cent of these women have owned more than one
business in the past and 20% presently have ownership in more
than one business enterprise, indicating strong entreprenéurial
drive.

Further discussion of respondents follows in Part 5.

PHASE 3 - DESCRIPTION OF RESPONDENTS

In the last part of the research seven women business
owners were interviewed in depth. These WBO's were selected
arbitrarily, taking into consideration the criteria listed on
page 32 of this report. The businesses selected represented a
cross-section of industry types--insurance, construction, retail,
and service (consulting, day care, and hospitality). A general
description of the WBO's and their firms is outlined on page 55.

All of these firms are operated as limited companies,
were started by the present owner(s), and generate annual sales
volumes of over $150,000 per year. Six out of the seven firms
generate sales revenues exceeding $400,000 per year.

Five of the seven owners are presently married; all of
the women have children and six of these have children still liv-
ing at home. These WBO's range in age from 32 - 60 with the
average age being 44. The number of years as a business owner
ranges from 2 - 32 years.

. Four of these WBO's own or have owned more than one
business. Two of these operate two locations of the same type of
business; one WBO has part-ownership in three other companies
(for which she also acts as a director), and one woman previously
owned another related business. Only two of these WBO's came
from self-employed families, one from a family where the mother
operated a retail store and one from a family where the father
was engaged in a professional practice. Only one of these WBO's
has a university degree, although five of the remaining six
pursued post-secondary education beyond Grade 12. In most cases

this educational training did not relate to the type of business
they eventually started.




Respondent § 1

Type of Business

Limited Co. Yes

Started the Business Yes

Sales » $250,000 Yes

Number of Employees ‘
(Full-time) 1

Considers herself more
than moderately suc-
cessful Yes

Ownership in mofe

than one business (now
or in the past) . Yes

Years as WBO ' 34

Parent was self-
employed No

Insurance Co.

2 3

Restaurant Construction

(Energy)

Yes Yes

Yes Yes

Yes Yes
30 - 100 15 - 29

Yes Yes
Yes (2 No
locations)

32 2

No Yes (mother)

4 5

Management Day Care &
Consultant Pre-School

Yes ~ Yes
Yes (Part- Yes (Part-
nership) nership)
No Yes
2 8
No Yes
No Yes
6 5
No No

6 7

Motel/ Retall
Dining Yar

Room -

Lounge

Yes Yes

Yes Yes

(Partner.)

Yes Yes

14 - 30 1 !
(1]
o
!

Yes Yes

No Yes (2

loca-

tions)
14 34
Yes No
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None of the WBO's had previous management experience

working for a company prior to managing their own firm.

Reasons for getting into business for themselves were
given as follows:

Desire for financial independence 3
Someone else wanted me to 1
Unhappy working for someone else 1

Felt they could do something "better®” 2

Four of these WBO's started their firms without bank
financing. The three businesses requiring bank financing were
refused loans unless the notes were co-signed by husbands. One
WBO was refused bank financing by 4 banks and eventually received
financing from the private sector. Another business was also
privately financed with the remaining two businesses financed by
the owners themselves. Six of these WBO's are very actively in-
volved in trade or professional associations or organizations
representing their business.

FPor further description of the interviews with these
WBO's, please refer to Section 8.
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SECTION 6

'RESEARCH PINDINGS - ANALYTICAL

The major objectives of phase 2 of the research were to
obtain greater insight into the characteristics of WBO's, to
determine those factors contributing most 'significantly to the
success of women-owned business, and to determine the major prob-
lems and barriers encountered by women in starting and operating
their own businesses. An attempt was also made to assess the
types of assistance, information, and educational requirements of
women when establishing a new business or operating an existing
one. ’

‘The results of this part of the study shed some light
on the perceptions of WBO's regarding themselves and their busi-
nesses and attitudes they hold about the environment in which
they operate. |
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PERCEPTION OF LEVEL OF SUCCESS

It is difficult from this study to determine objective-
ly the degree of success of women-owned businesses; personal
objectives of the business owners for these firms were not speci-
fied, and the study did not consider profitability measures for
each business. However, an attempt was made to correlate percep-
tion of success with gquantifiable measures such as sales level,
number of full-time employees and years of business ownership and
experience. Slightly fewer than half of the respondents (48%)
perceived themselves as more than moderately successful as busi-
ness owners (Table. 12). Nineteen percent considered themselves
to be very successful. |

TABLE 12
PERCEPTIONS OF SUCCESS AS A BUSINESS OWNER

g%%%gﬁaggts- $ of Respondents
1. Very Successful . 35 19.0
2. 53 ' 29.0
3. Moderately Successful 87 47,6
4. 6 3.3
5. Not Very Successful - _2 1.1
183 100.0

While success perception did not vary significantly by the number
of years in business, industry type, or reason for getting in-
volved in business, it did vary significantly by sales level,the
number of full-time employees and by the number of years it took
before the business generated a profit. Success was positively
correlated with the size of the firm and owners of firms which
generated a profit within the first year were more'likely to con-
sider themselves very successful. Only 13% of the businesses
were not generating a profit yet (at the time of the study) but

__
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the owners still felt they were moderately successful (70.8%). A
further attempt was made to determine those factors which might
explain the differences in success perception of "these WBO's.
The scdle responses to the question "to what extent do you con-
sider yourself a successful business owher?' were correlated with
the factors listed in Table 13, Success perception was signifi-
cantly correlated with degree of ownership and sales, and weakly
correlated with having owned more than one business in the past.
Other factors did not explain success perception within the study
group.
PACTORS CONTRIBUTING TO BUSINESS SUCCESS
Attribution of factors to business success indicates

interesting results (question §5). Mean score calculations
isolated the top five success factors as: )

Factor Mean Score*

Bard Work 1.13

Enjoyment of Challenge 1.39

work Satisfaction 1.42

Self Confidence 1.41

Self Discipline 1.45

*Scores were computed from a scale of 1 - 5 where 1 = very impor-
tant and 5 = not important at all.

Oof least importance were factors such as good suppor-
tive services (lawyer, accountant, etc.), exposure to other busi-
ness women, educational attainment, and family supportiveness.

Prom Liles' (1974) analysis of entrepreneurial behaviour,
we might expect that encouragement and support from various
bodies might be critical in terms of contributory success fact-
ors. Women do not appear to perceive the world this way. Either
the support is not there or women tend to operate more independ-
ently than male business owners. Networking and social integra-
tion within the group or subgroup has been identified in the lit-
erature as contributing to‘éntrepreheurial_emergence. Women are
not exposed to each other--there is not strong sub-group inter-
action, hence exposﬁre to other women business owners would not
be an important factor. Support services were not seen as impor-
tant either even though the support professionals were perceived
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TABLE 13

CORRELATION OF SUCCESS PERCEPTION

Objective Measures of Success
Degree of Ownership
Sales
Number of Full-time Employees
Type of Business
Number of Years before Business
Generated a Profit

Previous Business Experience
Owned More than one Business in the
Past
Own More than one Business Now
Number of Years as a Business Owner
Years Worked in a Managerial Company

Education
Years of Education
Type of Education

Family Background
Age :
Parental Family was Entrepreneurial
Mother Worked Outside the Home
Marital Status
Presence of Children
Child Care Arrangements

Specifics of Existing Business
Strength/Weaknesses in Skill
Areas (Q. 8).
Areas Needing Improvement in
Business (Q. 9)
Traits Important for Success as
Business Owner (Q. 6)
Success Factors (Q. S)
Motivation for Business Entry

*Significant at <. 05

Correlation

«2154*
«3306*
. 2706

«3662

‘
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as being very cooperative in dealing with WBO's. Family support-
iveness one might expect to be more important. Almost 70% of the
respondents were married and 56% of respondents‘havé at least one
child. There was a very high level of agreement with the state-
ment "My family has'always supported me in my business interests"
(Q. 19). Yet women talked about unsupportive husbands, and
responsibility of home and business as being problems. Advice
given to potential WBO's by the sample group suggested assessing
effects of the business on family life before embarking on the
enterprise--good babysitter, husband's support. We could tie
this in with Liles' concept of readiness, in other words, a
potential women entrepreneur will wait until her family is
somewhat independent before starting her business.

Educational attainment was given a low success factor
attribution. While 60% of respondents had completed one or more
iyears of education beyond high school completion with 47.0% hold-
ing university degrees or professional accreditation, they felt
this education had prepared them only somewhat for the daily pro-
blems in running a business. Previous work experience was a much
better preéaration for being. @ business owner. Over 50% felt
work experiences had prepared them very well for business owner-
ship. '
Success was attributed to "self" related factors. The

- feeling that "what I bring to the business makes it work®" comes

through--hard work is by far the most important item.

' TRAITS REQUIRED FOR BUSINESS SUCCESS

y What kinds of traits does it take to be a successful
WBO? The top three traits (mean scores) were identified as self-
discipline ana perserverance (1;11) desire to succeed (1.22) and
having a high energy level (1.49{. The traits seen as being_of
lesser importance were need for achievement (1.98), desire for
independence (1.91) and orientations towards goals and risks
(1.91 and 1.88 respectively). These results are slightly incon-
sistent with Schwartz's (1976) sample and raise some questions

-about achievement motivation and success. There may have been
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some definitional problems with this question or in interpreta-
tion. While desire for independence was not rated as being that
important to success as a business owner it was a strong motivat-
ing factor for getting into business--the independence factor was
"32% of responses for the business entry decision question.
MOTIVATIONS FOR BUSINESS ENTRY

What are the motivating factors for women who become
business owners? Is it a planned event or a situational event?
Was it a "controlled” or "fortuitous®" decision (Liles, 1974)7?Pre-
liminary analysis suggests that it may have been a controlled
decision. 1In question 4, respondents were instructed to mark the
one response which described the major motivating factor in their
decision to become a business owner. Table 14 summarizes the

responses. This table has been regrouped in Table 15, to reveal

the tendencies. For 64% of respondents, it appears to have been
a planned, objective decision; the reasons given were desire for
independence, to be *my own boss®, to utilize a talent or skill,
or had an idea for a product or service I thought would sell.
Prom the interviews in phase 3, however, it appears that in addi-
tion to the motivational factors, women were exposed to a situa-

.tion (divorce, employer closed operation, a life passage) or a

-person (role-model, financier, partner) which "prompted®™ the
actual entry int& en%repreneurial activity.
MANAGEMENT STRENGTHS AND WEARNESSES

In general, respondents felt their greatest strengths
Ain managing the “internal® aspects of the business, i.e. inter-
personal and organizational functions, particularly staff manage-
ment (Table 16). This is not an unreasonable strength to have as
it has often been said that employees are the most valuable
resource of a business organization so management of them is
critical. Not much emphasis was placed on the importance of
skills required in negotiating with external bodies. This would
involve "political®™ know-how and use of outside contacts. —The
greatest weaknesses were felt in the accounting area and in most
planning functions--marketing planning, planning for expansion,
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TABLE 14
MAJOR MOTIVATING FACTORS IN DECISION TO BECOME A BUSINESS OWNER

% of Responses

-_‘, -_ A -_ . - - - - -
- .

1. besire for financial independenée 16.4

2, Desire to utilize a talent or skill 16.4

3. Desire to be my own boss 15.8

4. 1dea for product or service ' 15.8

5. Other 11.5

6. Someone else wanted me to 9.8

y 7. Had to take over a business from someone

. else . 3.8
l‘ 8. Wanted to make money ) 2.7
- 9. Unhappy working for someone else 2,7
' 10. Unable to find satisfactory job ' 2.7
11. Impulse » 1.6

12. Investment purposes - 0.5.

) 100.0

R AN O N S B
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TABLE 15
PLANNED VS FORTUITOUS FACTORS IN DECISIONS TO BECOME A BUSINESS

OWNER

A. Situational or Fortuitous Decision--Response to a Determining

e

R
Lo

Event
% of
Responses
I had to take the business over from some-
one else 3.8
Owning the business was really just an impulse 1.6
I become a business owner mainly because some-
one else wanted me to 9.8
Unhappy working for someone else 2.7
Unable to find a satisfactory job 2.7
Total 20.8%
B. Planned Decision--Objective
Desire to utilize a talent or skill 16.4
Desire for financial independence 16.4
I had an idea for a product service I thought
would sell 15.8
Desire to be my own boss 15.8

Total
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TABLE 16

ASSESSMENT OF SKILLS IN FUNCTIONAL AREAS OF BUSINESS OPERATION
{Mean Scores* are ranked for each skill)

Il I G G ) e e = &
. A .

UM B NS S . .

SRILL MEAN SCORE
Hiring employees 2;31
Managing employees 2.41
Delegating authority 2.51
Financial control 2.56
Negotiation with external bodies 2.60
Financial planning 2.64
Time management 2.64
Developing business objectives 2.65
Long-range planning 2.73
Planning for explansion 2.79
Marketing planning 2,85
Accounting 3.00
*1 = Strong B 3 = Adequate 5 = Needs improvement
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long-range planning and developing business objectives. This is
a weakness of small firms in general. Often vconstrained by
iimits of geography and time, business owners do not consider
"developing” their markets. Therefore the planning function does
not really exist beyond day-to-day operational concerns. For
example approximately 24% of respondents did not see planning for
expansion as applicable to their businesses. Twenty-one percent
of women felt that negotiation with external bodies was not
applicable to their businesses.

By looking at the 4 and 5 level responses indicating
skill areas (4 = were iess than adequate, 5 = needed improve-
ment), the heaviest weight of responses were, in order of highest
percentage of responses:

Accounting 51%
Time Management 37%
Planning (Marketing,

Financial, Expansions) 35%

Do women who perceive themselves as more successful
also perceive stronger skill levels in these functional areas?
Yes. Women who perceive higher than moderate levels of success
perceive themselves stronger in the skill areas. However the
greatest areas for improvement are still accounting, and plan-
ning, particularly in the marketing areas.

Women do not vary across industries with respect to
perception of their strengths and weaknesses in functional
areas, §kill development needs are not significantly correlated
.with level of education. Formal education does not appear to
prepare women for business management activity. Past experience
also has very little relationship to perception of skill needs
although there were two significant correlations. The number of
years worked in a managerial capacity correlated positively with

strength in delegating authority and financial planning skill

appears to increase with an increase in the number of businesses
owned. '

AREAS POR IMPROVEMENT IN THE BUSINESS

Respondents were asked where they felt development or
improvement was required in key areas of their business (Q. 9).
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The following areas were indicated as having more than
moderate need by order of percentage of responses:

1. Sales development

2. Promotion/advertising

3. Inventory/cost control

4. Well defined business plan
5. Merchandising —

It is not unusual for the'greatest needs to be felt in marketing

- considering these firms were survéyed at a time when many busi-

nesses were going into bankruptcy because of high interest rates
and poor economic conditions;' "Generating sales"™ had to be a
priority and barring that, reduction of costs or cost control.

These women felt little, if any, need for improvement
in banking relationship, supplier relationships or in personnel.

BUSINESS FINANCING

Personal savings (or joint personal savings) and com-
mercial bank loans provided the majority of funds to women for
business start-up (Table 17).

TABLE 17

SOURCES OF FINANCING/CAPITAL TO BECOME BUSINESS OWNERS

Source - %Eggbnses
Commercial bank loan - . 55.7
Own personal savings 47;5
Joint personal savings 29.0
Pamily A 18.6
Other 8.7
Provincial government ' 6.6
Federal government 6.0
Friends , | 2.2
Venture Eapital firm 0.5
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Seventy-five percent of thesé women (137) had applied
for bank credit for the business. Only 26 of the women had ever
applied for bank credit and been turned down or rejected, a
percentage of almost 19%. Of these 26 women, 21 or 80% were
eventually able to obtain financing from a banking institution.
As far as reasons for being rejected credit in the initial
instance were concerned, respondents thought the following
r . factors influenced the bank to reject their credit application
. (Table 18).

- TABLE 18
FACTORS INFLUENCING REJECTION OF CREDIT APPLICATION
L. (RESPONDENT 'S OPINION)

. . Number of Percentage of
: Responses Responses

B ] Lack of collateral 6 : 13.0‘

_ No previous credit history 3 6.5
§4 Poor business credit history - -

- No previous personal history ' 1 2.2

[f Poor personal credif_history - -

r? Reluctance to lend to small or

- new business owners 13 '28.2

.Reluctance to lend to a woman

Y

business owner 13 28.2
o Inadequately prepared loan request 2 4.4
l{' ~ * Do not know , - -

Some other reason

8
Total 46 ) 100.0
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Lending to a certain extent, becomes a subjective exer-
cise. A lending officer makes an assessment based on objective
criteria to a point and then perhaps calculates a risk factor
based on other subjective criteria in reaching "a decision. 1If
women think there was reluctance to lend because the applicant
was from a "small business" and a "woman®, then maybe there is a
problem. Granted the numbers are small in this sample, but were
these women subjected to unreasonable subjective criteria? 1If
they had been men, would they have been given the loans «n the
first instance? Most women in the study do not perceive a prob-
lem with their banking arrangements. Bankers are seen as being
guite cooperative, as offering assistance (perhaps not as much as
they could) and the relationship generally not seen as one which
needs improvmént., A positive aspect about banks is that there
are lots of them=--and if one does not want your business, the
next one probably will, or the next one!

ASSOCIATION MEMBERSHIPS

Seventy-seven percent of the sample belong to at least
one trade or professional association. These women belong to an
average of 1.7 associations or organizations. Table 19 indicates
distribution of responses for Question 14. Thirty-seven percent

belong to the Board of Trade or Chamber of Commerce and 31% to
professional associations.

Belonging to a business association could be a strong
advantage to women because it provides that networking or social
integration cited as being so important to business success.
‘However, association membership will only be a benefit if it
meets the needs of its membership. Respondents were quite neu-
tral on this, having slightly more positive than negative feel-
ings about the statement, "Trade, business, prbfessional associa-
tion well represent my needs/concerns as a business owner®". The
memberships of these associations specifically listed are predom-
inately male,

Is there not a need for a professional association of
women's business owners in this region!
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TABLE 19
,( ' | TRADE OR PROFESSIONAL ASSOCIATION MEMBERSHIP

(Percent of respondents who answered YES to each membership)

Percentage of Number of
. Respondents* Responses
- Retail Merchants Association 17.5 32
f{ Association of Canadian
4 Manufacturers ———— —
F' Canadian Federation of Independ-
_ ent Business 11.5 “21
Board of Trade or Chamber of
{; Commerce 37.2 68
Export Association 0.5 1
Trade Association . 9.8 18
(ﬁ Professional Association 30.6 56
’ Other 21.9 _40
B " potal | 246
L
. *Totals more than 100% because of multiple responses
- -




EE W W W WS MR AL W W N R N e am EE . e .

-7 -

SOURCES OF INPORMATION ASSISTANCE FOR WBO'S
Business owners do depend on a number of outside or
external bodies for information or assistance particularly when
getting the business underway. In exploring the most valuable
épurces of this information/assistance, WBO's were asked to indi-
cate those sources feeding their business. Responses were tabu-

lated by frequency of mention and results are outlined in Table
20,

Suppliers are by far the most valuable source of infor-
mation and assistance. This is consistent with results from the
Queens (1982) study and is reasonable to expect because suppliers
have more at stake than anybody else on this list (except pos-
sibly, the bankers). The woman-owned business is part of the
distribution system and its success will effect the success of
the supplier. The majority of suppliers to these women-owned
businesses are male. (There was strong disagreement with the
statement "The majority of my suppliers are female" in Question
19.) While women were getting assistance and information from
multiple sources, there appears to be lots of room for improve-
ment. Fewer than one-third of the WBO's are utilizing programs
(excluding supplier source) offered through business seminars,
etc., and yet feel development is required in certain aspects of
their businesses. Maybe different kinds of programs and market-
ing of them are required to meet the needs of WBO's.

This should be explored further. What do WBO's need
and how can these needs be better met through educational pro-
grams offered by universities and business/government organiza-
tions?

GOVERNMENT ASSISTANCE PROGRAMS

Government assistance programs at provincial and fed-

eral levels are established to assist in the development of small

business. These programs do not appear to be heavily utilized by
WBO'SI .

" Of all services offered by government agencies and
others, WBO's utilized them as follows:
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TABLE 20

SOURCES OF INFORMATION AND/OR ASSISTANCE

rf Number of Percentage of Percentage of
. Source Yes Responses Responses Respondents
F; Suppliers 116 28.3 ‘ 63.4
e University ‘
= Courses 40 9.8 21.9
Lﬁ- Business Seminars ,
r_ (Government) 58 14.3 31.7
L Business Seminars

(Private) 60 14.8 32.8
ik Banker - 39 9.7 21.3
. Business
' Other 45 11.0 24.6

"Total 406 100.0
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PROGRAM NUMBER OF WBO'S NS NB PEI
Printed information ' 61 32 17 12
Grants 43 32 - 2 9
Counselling 40 25 9 6
Custom information 29 22 2 5
Seminars 26 11 8 7
Management assistance 21 1" 4 6
Loans 15 10 2 3
Other : 10 7 3 -
Export assistance 7 7 - -

FEDERAL PROGRAMS
. Of the federal prdgrams, FBDB received the greatest
number of contacts from WBO's but the numbers are still small
(see tables 21, 22, 23 and Key to Tables). FBDB has two divi-
sions, one for credit and one for management assistance and coun-

selling. From this group of 183 WBO's, only one had ever taken
an FBDB loan. However WBO's do take advantage of FBDB's other
services in the following order by number of responses: printed
information (23), counselling (21), seminars (18), management
assistance (10), and information tailored to their needs (9).
WBO's were generally satisfied with the FBDB contact.

The Department of Industry, Trade, and Commerce, al-
though offering many assistance programs, was contacted very
little. Its specific target market is manufacturing which is
only 16% of this sample. This may explain the low utilization
rate. Interestingly enough, 48% of the contact which was made
with federal government programs by these WBO's was made by manu-
facturing businesses, 28% by retail businesses and 18% by service
firms. _ '

Dree, Small Business Development Bond and Export Devel-
opment Corporation had been contacted by only 1 or 2 WBO's in
each province. '

PROVINCIAL PROGRAMS

On a provincial basis, use of assistance programs dif-
fered for each province, .

In Nova Scotia, thé Department of Development programs
were utilized the most, with 14 WBO's receiving grants. The
Department of Tourism and Provincial Employment Program had 13
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KEY TO TABLES 21, 22, AND 23

= Number of firms which contacted this agency/program for in-
formation or assistance.

= Number of firms which contacted the agency/program in the

past two years.

= Number who received the information they wanted.

= Number of firms

= Number of firms

receiving loan services.

‘receiving grant assistance.

= Number of firms receiving management or technical assis-

tance. ,
= Number of firms
= Number of firms
= Number of firms
= Number of firms
= Number of firms

= Number of firms

receiving counselling.

receiving printed or prepared information.
receiving information tailored to my needs.
receiving export market assistance.
receiving other.

receiving business seminar.

= Level of satisfaction with quality of information or assis-

tanceé received.

agency/program.

Level or satisfaction with responsiveness of staff in the
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and 11 contacts respectively. Seven of the 11 PEP contacts

resulted in grants being received. Haihstqeet was also’

utilized--8 contacts:; Three WBO's received IEL loans. _

In New Brunswick, the Financial Assistance to Small
Industry program had the most contacts (5). All programs were
;- very lightly utilized.
' In P.E.I. the Market Development Centre and Fisheries,
Industry, and Energy were contacted by the most WBO's--5 for each
program. Tourism and Service sector programs were very lightly
used by WBO's,

i OTHER PROGRAM OFFERINGS

. Universities do not appear to be attracting WBO's to
- any extent at all., WBO's can only avail themselves in cities/
[f towns where universities are located but with 8 universities/
- colleges in Nova Scotia, 4 in New Brunswick, and 1 in PEI, the
13. availability is there to WBO's in the more populated areas. .Most
}x of these schools offer business courses in management, marketing,

finance/accounting but perhaps WBO's feel the financial and time
commitment is too great. Shorter and more concentrated courses/
workshops might be iote appropriate. Continuing education
departments should investigate the market potential here to see

-, if programs/courses can be developed to meet the needs of this
}J
s group.

. Trade Associations are offering some assistance but
&; less than 6% of the sample had contacted these associations for
information.

x : LEVELS OF SATISPACTION WITH GOVERNMENT PROGRAMS

= In Nova Scotia, WBO's were generally satisfied with
A both the quality of information/assistance provided them by
Lo * government programs and the responsiveness of the agency staff.
~ The only dissatisfaction indicated was with the Tourism Indus-
. trial Loans Program, Small Business Development Corporation, and

. the Export Development Corporation. )

P

In New Brunswick there was very little use of assis-
tance programs, other than FBDB. Some dissatisfaction was

expressed with FBDB, ITC, SBDB, DREE, Industrial Commission Ser-
P
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vices, but it involves fewer than 5 people so it is not very
meaningful. The Pinancial Aséistance to Small Industry had 5
contacts; Trade associations appear to offer a. variety of
information to WBO's and the level of satisfaction is very high.

.In P.E.I., the Market Development Centre and Department
of Fisheries, Industry, and Energy were contacted most frequent-
ly, after FBDB. Generally, WBO's are satisfied with the contacts
but with a sample size of 19 and fewer than 7 WBO's using these
assistance sources nothing meaningful can be concluded about the
effectiveness of government programs.

CONCLUSIONS

An outreach program is likely to be effective in offer-

ing asistance to WBO's. FBDB is the most frequently contacted

agency and offers a variety of programs to WBO's. FBDB offer

seminars closer to business locations and promote their services
reasonably well. There is a need for FBDBE and other government
agencies to reach out to WBO's, target them specifically and
offer counselling and management and information assistance.
COOPERATION FROM EXTERNAL BODIES

As far as cooperation from external bodies is concern-
ed, WBO's felt the greatest cooperation from suppliers, lawyers/
accountants/consultants, and female employees (Table 24). Least
cooperation was perceived from government agencies, bankers,
tradesmen, and other business owners. Male and female customers
were pgrceived quite similar both with high levels of coopera-
tion.

Over one-half of the firms appear not to have any male
employees-—96/183 WBO's did not respond to this part of the ques-
tion. There was strong agreement with the statement "The major-
ity of my employees are female". It appears then that WBO's are
strong employers of women!

ATTITUDES TOWARDS WBO'S

In question 19 an attempt was made to ‘determine how
WBO's felt with respect to a number of statemer;ts reflecting
attitudes about women in business. These statements were compos-
ed after referring to other research studies and articles and
interviews with WBO's. WBO's were asked to indicate the extent
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r TABLE 24
DEGREE OF COOPERATION FROM BUSINESS ENVIRONMENT

[

P, Very Very No
i Cooperative Uncooperative Response
3‘ Members of Business
) Environment 1 2 3 4 5
;L”“ - Other Business Owners 36.1% 26.2% 20.2% 4.9% 2.2% 10.4%
: Bankers 38.8% 20.2% 25.1% 6.6% 3.8% 5.5%
if- Suppliers 51,98 25.1% 11.5¢ 2.7% 0.5% 8.2%
- Lawyers, Accountants
I Counsultants, Etc. 50.3% 20.2% 15.3% 2.7% 0.0% 11.58%
- Tradesmen 27.9% 20.8% 20.8} 6.0%8 0.5% 24.0%
L Male Customers 44.3% 28.4% 14.8% 3.3% 0.0% 9.3%
?' Female Customers 42.1% 30.6% 15.%% 1.18 0.0% 10.4%
Male Employees 20.28 14.8% 8.7%8 2.7% 1.1% 52.5%
E " Pemale Employees 47.08 26.2% 8.2% 0.5% 0,5% 17.5%
o Government Agencies 19.7¢ 13.7% 23.5% 9.3% 7.1% 26.88%
L. .
o
L. |

8

¢
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of their agreement with a set of thirteen statements, mainly con-
cerned with their perception of their interactions with the en-
vironment as a woman business owner--relations with family and
friends (statements ‘l', 2, 13), employees, customers, and sup-
pliers . (statements 4, 5, 6), government agencies and trade/
ptofession'al associations (statements 11, 12) and general state-
ments regarding their acceptance as business owners (statements
3, 7, 8, 9, 10). Distribution of responses for each statement
are displayed in Table 25 and show very interesting results.
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RELATIONSHIPS WITH CUSTOMERS, SUPPLIER, AND EMPLOYEES
Women-owned firms for the most part employ women. Seventy-five

percent of respondents agreed or strongly agreed with the state-

ment "The majority of my employees are female". These firms also
appear to have a higher proportion of women customers, not sur-
prising considering the tipes of business services provided by
respondent firms., Forty-three percent of WBO's agreed with the
statement "The majority of my customers are female". However,
the majority of suppliers, dealers, sales representatives etc.
with whom WBO's interact in running their businesses are male.
Sixty-five .percent of respondents strongly disagreed with the
statement "The majority of my suppliers are female”. WBO's found
suppliers generally to be very cooperative and helpfdl in pro-
viding information and'assistance to them., Although few firms
appear to employ men, respondents indicated that often the male
employees were uncooperative.
RELATIONSHIPS WITH FAMILY

~Sixty-six percent of WBO's indicated general agreement
with statements 1 and 2, that family and friends had always sup-
ported them in their business interests. Also, sixty-six percent
of WBO's felt that managing a business and household at the same
time often presented difficulties (Statement 13). Single women
are less likely to feel that managing a home and business is dif-
ficult; 36.8% of single respondents strongly disagree with this
statement, Married women (66%) agree that it is a problem
regardless of what child care arrangements they have, or indeed,
if they have any children. Divorced women are more likely to
agree with the statement if they have children even if the child-
ren are old enough to take care of themselves in the home. There
may be additional stress because of single parenting and the
necessity to assume responsibility for everything. The fact is
however, that married and divorced women with ‘husbands and/or
children assume dual work responsibilities--home and business,
This often presents a conflict to WBO's, perhaps not as predomin-
ant for male business owners. Thus commitment and support from
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family members to activity of the WBO would be essential to mini-
mizing that conflict and perhaps becoming a contributing factor
to increased emergence and success of women-owned businesses.

| RELATIONSHIPS WITH THE ENVIRONMENT

Most WBO's felt that trade, business, and professional
associations well represented their needs as business owners, al-
though the agreement was strong for only 26% of WBO's. Although
respondents did not feel that government agencies treated them
differently because they were female, WBO's expressed dissatis-
faction with the extent of cooperation they received from govern-
ment agencies.

There was general agreement with the statement °It
takes a long time to gain credibility as a business owner"
(statement 8). WBO's did not generally agree that “"men seem to
think I cannot comprehend complex business matters® (statement
9), "as a business owner there are people who believe I am
intruding in a man's world" (statement 3), and felt they got
along equally well with males and females in conducting their
businesses (statement 10). Thirty percent of respondents in
question 20 of questionnaire 2 did however cite problems or bar-
riers in running a business they perceived to exist because they
were women. These problems are elaborated in the next section of
this report.
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TABLE 25
PREVAILINGfCONDITIONSZATTITUDES IMPACTING WBO'S
Strongly Strongly
Agree Disagree
Statements Mean* S.D. 1 2 3 4 -]
FACTOR 1
State 9--Men seem to think I cannot comprehend
complex business matters (n = 177) 3.37 1.48 118 14% 22% 20% 33%

State 8--It takes a long time to gain cred-
» ibility as a business owner (n = 178) 2,86 1.49 218 218  19% 19%  20%
State 7--Often men do not take me seriously

as a business owner (n = 177) 3.47 1.49 9% 18% 18% 17% 38%
State 11--Government agencies treat me difer-

ently because I am a woman (n = 162) 3.11 . 1.63 8% 9% 39% 1% 33%

State 3--As a busines owner, there are people

who believe I am intruding in a man's

world (n = 177)

3.53 1.44 6% 158 27% ¢ 12% 40%

FACTOR 2
State 4--The majority of my employees are

female (n = 163) 1.59 1.38 69% 6% 13% 2% 10%
State 6--The majority of my customers are L

' female (n - 173) 2,62 1.56 28% 15% 27% 9% 21%

State 5--The majority of my suppliers are

female (n = 166) 3.93 1.59 2% 2% 19% 128 65%
FACTOR 3
State 1--My family has always supported me in

my business interests (n = 182) 1.54 0.86 64% 21% 12% 2% 1%
State 2--My friends have always supported me in

my business interests (n = 181) 1.75 .95 48% 28% 19% 4% 1%

CONTINUED ON NEXT GE _ . _ _
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PREVAILING CONDITIONS/ATTITUDES IMPACTING WBO'S/CONTINUED
' Strongly Strongly
Agree Disagree
Mean S.D. 1 2 3 4 5
7% 8e

Statenments
ate 13--Managing a business and a household
at the same time has often presented
‘ 2.21

dlfflculties'(n'- 181)

1.25 36% 30% 19%

FACTOR 4
State 12--Trade, business and professlonal
36% 108 7%

associations well represent my needs/
concerns as a business owner(n = 171) 2,35

State 10--1I get along equally well with males
and females in conducting my busi-
1.75 1.06

1.30 26% 21%

558 23% 13% 7% 2%

ness (n = 181)
*Mean scores were calculated from a scale where 1 = strongly agree and 5 = strongly dis-

agree
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SECTION 7

PROBLEMS, OPPORTUNITIES, AND NEEDS OF WBO'S

Respondents were offered the opportunity in Section F
of questionnaire 2 to offer more information about the nature of
their interactions with the business environment. They provided
written responses to the following four questions:

1.

2.

3.

4.

Aside from general obstacles to entrepreneurial
success for anyone (eg unfavourable economic cli-
mate, governmental restrictions, and so on), what
particular barriers have you experienced which you
feel were unique to you as a female entrepreneur?

looking back, what information or assistance would
be most valuable to you at the point of starting
your business?

wWhat information or assistance would be most valu-
able once the business is underway?

L
what advi§§ would you give other women who want to
go into business for themselves?

A discussion and summary of responses follows.
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BARRIERS AND PROBLEMS OF WBO'S
Aside from general obstacles to entrepreneurial success
for anyone (e.g. unfavourable economic climate, governmental
restrictions, and so on), what particular barriers have you
experienced which you feel were unique to you as a female entre-
preneur?

b

As discussed in preceding parts of this report, aprox-
imately 40% of the respondents ptovided an answer to this open-
ended question. Responses tended to be of two types. Barriers

i cited resulting from being a women business owner in a world per-
ceived by many to be a male dqmain (88% of responses) and
barriers or problems resulting from the conflicting roles of
being wife/mother and business owner (128). The first type of
problem manifested itself in many ways. Many responses indicated
problems with banks and the attainment of bank financing (22%),
intimidation by males (sales reps, tradesmen, other male business
owners and professionals), lack of cooperation from males
(employees, government personnel) expectation of "women's work"
by many in the envfronment, and with not being taken seriously as
a business owner. It is important to emphasize the nature of
these problems by reproducing comments from several
questionnaires verbatim. These follow in Exhibit 1 at the end of
this section of the report.

A few WBO's felt barriers because of a feeling of iso-
lation--the absence of interaction with other WBO'S. A related
comment reads:

. ®Connecting with business people. Iﬁ% harder to make
contacts because of a network problem, i.e. not having
business degrees and therefore many businessmen con-
tacts,.*

. The other major problem area is family related. As one
" respondent wrote,

"If married, you need .a strong marriage bond. A woman
works harder in today's man's world. ‘'Having to not

. only go to work but to come home to do ‘all the family
things, We still have "woman's work".

There are feelings of guilt or conflict because of the time de-

mands of owning a business. Housekeeping and child care arrange-
ments often present additional difficulties to WBO's. Respond-

IR
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ents comments relating to these problems are included in |Exhibit
1 . )

NEEDS OF WBO'S WHEN STARTING A BUSINESS
Looking back, what information or assistance would be most
valuable to you at the point of starting a business?

Sixty-two per cent of WBO's responded to this ques-
tion. Not surprising, after analyzing results from earlier parts
of this questionnaire, these women felt the greatest informa-
tional assistance needs in the areas of finance/accounting and
marketing.

1. %How to set up an accounting system”™ in the begin-
ning was by far the greatest informational need.
However, under the heading of financing, WBO's felt
2 need for information on cash flow planning, basic
finance, and inventory control procedures.

2. With respect to marketing, WBO's recognized a need
for more market research information. This would
involve research on the industry, the product or
service, the location, etc. before business entry.
Many potential business owners do not know how to
even attempt a feasibility study. Often they think
they have a good idea and open a business without
investigating the market potential.

3. Merchandising techniques and promotion were cited
as areas where information would have been helpful
in the beginning stages of the business.

4. A number of women felt that taking business courses
or attending business seminars prior to business
entry would have been helpful. Seminars on "how to
start a business"™ would be helpful. There are a
number of procedural steps and interactions with
legislative bodies required in starting a busi-
ness. Some WBO's suggested that information on the
"how to" aspects should be more easily accessible.

5. Easily accessible information on government assis-
tance programs is required-—-presently perhaps it is
too difficult and time consuming to 'track down'
the particular programs which might "exist to meet
the needs of specific WBO's. Consequently .they
often learn of programs too late to be of value.

6. WBO's would have liked more exposure to other busi-
ness owners in their field prior to starting their
business. This may support the concept of an
organization of WBO's, the members of which may
agree to set up an apprenticeship program for
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aspiring women entrepreneurs--create their own
®*incubator organizations®.

7. In addition women recognize the need for establish-
ing relationships with good accountants and lawyers
at the outset of the business.

8. Baving supplier lists and readily accessible infor-
mation on suppliers would have been valuable as
well,

NEEDS OF WBO'S WHEN BUSINESS IS UNDERWAY
wWhat information or assistance would be most valuable

once the business is underway? -

Fifty-four percent of respondents provided responses to
this question. Once the business is underway, the most valuable
information is accounting/finance related.

1. WBO's need assistance with bookkeeping, financial
planning (cash flow analysis, financial reporting)
and techniques of inventory and cost control.

2. WBO's cite a need for help with developing accurate
forecasts for sales and profits. Setting business
objectives and developing business plans were
activities that several respondents in this study
did not engage in. Courses in planning with short
and long term objectives in mind should be helpful.

3., Marketing needs are also identified. Information
on advertising, advertising effectiveness, merchan-
dising, product mix decision-making, and new pro-
duct development were cited as being valuable. As
mentioned above, inventory control assistance is
also valuable. - '

‘ 4. Recognition of the need to develop good relation-
ships with bankers, management consultants and
lawyers, and other business owners is identified in
this part of the guestionnaire as being important.

o o o dd = S E g0 ey D Em D A gt Em

Informational needs on government assiqtance programs
and market/industry data do not appear to be as important once
the business is underway as they were at the business entry
point. )

~
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ADVICE TO POTENTIAL WBO'S
What advice would you give other women who want to go
into business for themselves?
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WBO's were very generous with their advice, the tone
of which was generally positive. One hundred fifty-two respond-
ents commented in this section. Approximately 34% of WBO's of-
fered self-oriented advice. Potential WBO's were advised to be
optimistic, self-confident, committed to their business, patient,
to know themselves and what they want, and to have a sense of
humor. About 30% of WBO's offered "business™ related advice
stressing the importance of planning, setting goals and objec-
tives, adequate financing, market research, good marketing (pro-
motion) and good employees. Seventeen per cent of advice was of
the "be prepared to work hard and long hours" variety. Hard work
is required for business success. Closely related to this advice
is the advice which states you have to make a total commitment to
your business——the business has to be number one priority. Com-
ments such as:

“Be prepared to work 120 hours a week and give up all
personal life for about 2 - 3 years".

"I would ask them to be sure. Do they want to give up
a lot of their personal time from their families and
their own interests in order to be a business person?”

"Be prepared to give the business ‘'your all' if you
plan on succeeding."” '

"Go into a business you really enjoy because both your

business and social life will probably revolve around

your work.*" .

Business specific advice was dominated by "start with
adequate financing". Underestimating the costs of doing business
has been cited as a_problem of both male and female business own-
ers. Here, potential WBO's are guarded against that., Hé;;E,
start-up planning becomes very important. Setting goals, devel-
oping sales and profit forecasts and the development of projected
financial statements to assess cash needs over a 2 - 3 year per-
iod is critical. Also they advise to obtain as much good infor-
mation/knowledge of your product/service and its market as you

can, start  small and grow slowly, carefully choose cooperative
suppliers, bankers, accountants, etc. who are easy to deal with,
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get business skills in weak areas to support your expertise, and
gain experience in the business/industry first.

The remaining advice was family related. "It was of the
type, "make sure you have a good babysitter, ensure you have
family support, or wait until your children are in school."

A few women said "stop thinking about it and do it!"
Illustrative comments follow in Exhibit 2,

4
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EXHIBIT 1
BARRIERS UNIQUE TO WOMEN AS BUSINESS OWNERS
Pinancial Barriers
®It is difficult and enraging to try and form credit as a fe-
male. I found most banks and government agencies think that
there must be a male name attached to yours or your business."

®"The status of my husband is always discussed and has a bearing
on me as a female."®

"Obtaining a mortgage on commercial property. I felt positive
that the problem was because I was female."

"Needing husband's guarantee for financial arrangements (bank-

ing)®

"Bankers seem to differ on making a loan to a woman who wants to
go into business®

"Gaining a credit rating for my business without having my hus-
band co-sign etc." .

*"Initially my husband had to guarantee my loans."”

"I found it impossible to obtain banks' financing without a per-
sonal guarantee from my husband and myself."

"Attitude of banks re loans. Must be co-signed by husband"
"Establishing credibility with the bank*®

*I felt a man can make mistakes but a women isn't allowed.”

“The attitude of bank managers. Mainly unhelpful. Withholding
information. Refusing to treat my business as serious and not
.extending the same credit facilities as they do to my husband's
whose business earns less than & of mine."

“FPirst loans at bank were secured by my husband. Whereas if the
situation was reversed, I don't feel his loan would have had to
be secured by me."

Intimidation By Males

"Expectation on the part of men that I will gzve'up, that I try
out of naive ignorance rather than clear ambition, that I will

ultimately go out for marriage and children rather than remain
compitted to the business.”

"Men coming on to me and me having to establish my credibility as
a viable director. Workmen who call me "dear"™ and think I don't

&
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know what I'm talking about and then their aggressive reactions
when I am proven right."

"Men in the business stated 1'd be closed in 6 months. The pub-
lic found it hard to believe a young lady in business for her-
self. Students out of community college wanted to work for the

men. owners. The young girls thought they'd be easier to work
for."

"Lack of confidence because of being a women was a major barrier
I had to deal with. Being involved in the energy conservation
and construction industry required a great deal of perserverance
and persistance in order to succeed because I was operating in a
male dominated field."

"Lack of male acceptance which translated into an often condes-
cending attitude on the man's part. True in banking, lawyers,
government people, supplier managers. A pain to deal with at
first."

"The lack of respect from .colleagues due mainly to the highly
competitive environment.®” (law firm)

"Difficult to get in on business discussions because they tend to
be held by the male majority."

"Employees seem to be more respectful of a male."
*Difficult to deal with male employees.” (pharmacy)

'Dealing with engineers, builders, tradesmen, etc., particularly
those in non-executive positions."

Expectations of "women's Work" Causing Barriers

“Because I am married and that my husband shares the business
with me, most people will want to deal with him first. As for
financial help from government agencies, forget it if you are a
small business.®

;Very early in my business experience there were a few male sales -
reps who wished to deal with my husband but once they understoed
that I was the one they quickly saw me." (office supplies busi-
ness)

\

* e

"Mostly the attitudes of patients towards a female dentist. Some
perceived me as much more sympathetic but others were sexist--and
can't possibly believe that you can extract teeth .as well as a
male dentist.® .

"Being a female, meeting SKEPTICISM from bankers, suppliers, etc,
in accepting that females can operate businesses and make a go of
it.”
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"The way men view women as a whole i.e,--bankers, government
agencies. We are good for 'sissy-housemakers' and having babies,
that's where we should be, so they think! A women must be better
and work harder in their skill to be successful.”

"Both men and women assume that our wdtkshop is run by men.
Sometimes it is. Usually it isn't." (sporting goods business)

®Going into a male dominated environment to sell office furniture
and layout plans--usually.in a male dominated board room where in
the early days one was made to feel guilty they weren't home
doing the laundry.®”

®*Being considered my male partner's secretary (consulting busi-
ness), condescending attitude of other women who cannot accept
female success."”

"Some patients have been uneasy when they realized the dentist
was female. This has applied equally to male and female patients
and I am sure it has effected my practice somewhat. Patients are
definitely more comfortable with male dentists.”

women Not Taken Seriously As Business Owners

“Getting the bank to take me seriously when I went to negotiate
the SBDB; the man behind the desk told me I was in the wrong
department-~-I should be in personal loans! The tons of mail ad-
dressed to Mr. . . . as well as phone calls."”

"People did not take me seriously at first. They thought my hus-
band was using the business as a tax write off."

"Being accepted and being believed (insurance). My stability is
often doubted."” '

“To be taken seriously by suppliers in the beginning.®" (furni-
ture store)

"Mostly not being taken seriously. It's beginning to change
though, after almost 8 years.®

"Men in government agencies or suppliers tended at first to ad-
dress themselves to my husband.”

“Initial reaction of bankers, suppliers, and potential clients
was somewhat doubtful and gquestionning but business was also
relatively new to Altantic Canada.”

Family and Personal Related Barriers .

"I have found it takes a lot of planning ahead to keep my home
and husband looked after--something businessmen don't have to
cope with as much.”
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"Housekeepers . . . often present problems with the home life."

"Problems of running a home and family. Males enjoy much more
freedom to operate and perfect their business.”

"Only from my husband who was not co-operative at all until my
business had survived for several years--then he decided to help
out."

"Only the barriers I've put up for myself. As I enjoy being a
wife and a female and therefore I'm sure the reason I've stayed
in business in such a small way is because I regard my husband as
head of the family and this business just started out being a
hobby. I feel sure that with my love for my trade that if I were
2 man I would have ventured out much bigger and maybe taken dif-
ferent avenues with the same trade."

"Difficult to find time to spend with 6 year old. Resent the
business on occasion due to this."
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| EXHIBIT 2

ADVICE TO POTENTIAL WOMEN ENTREPRENEURS
ILLUSTRATIVE COMMENTS

"Be sure you can handle the pressures. Easy to start/hard to
maintain/Get education in skills that support your expertise,
e.g. finance/promotional/management skills."

"It's a big commitment if you mean business--that is, not to
fail. Make sure it's what you really want.”

"Be prepared to give business "your all®" if you plan on succeed-
ing. Think of yourself as a person in business--not a women."

"Be dedicated and work hard.®

*"Ladies should have more confidence in themselves to be entre=-
preneurs.”

"Be strong minded and very self-confident. Don't feel inferior
to anybody else especially business men."

"Be assertive and expect a lot of others but be willing to put
out yourself!"

"Must be strong willed and willing to put job first,”

"Make sure you have support of your family and the people closest
to you."

"Be sure your family/husband truly understands why you need to do
this and how much you need their support and patience.”

“It's a high energy drain. Helps if you have a good reliable
babysxtter if you have children. Don't 1lose your sense of
humor.*”

MWork long hours. Go slowly, grow with your market, borrow as
little money as you can, stay on top of things, acquaint yourself
with every phase of the business. Plow all the profits back into
the business at once. Be confident."

“Plan well before you approach a bank (shop around for credit).
Keep good accurate books and records. Be firm but not aggres-
sive. Hire a good accountant.”

"Find a top accountant, lawyer, and a bank managqr who communi-
cates."”

“There are businesses and bank managers that are easier to deal
with--so try to start with right people and go do it.®

- GO v oy Gy Wy Gn Sy fm By Gn NP GF RO Sy G5 Wy Gm W



-< A .’\-)

13

a) e T & o G ok em i .
: .

- 97 -

®start small., Then expand and invest in your business as it
grows. Obtain capital to carry business for at least 2 years.”

"Be prepared to be able to survive at least a year without pro-
fit. It really is very exciting be a shopkeeper."

"Think big but start small and don't go into deep debt, especial-
ly now as the financial climate is poor.”

*study your market, product and don't be afraid to ask men for
help.”

*Do it, don't think, do it. Ask yourself if you think you can do
it. Watch your pennies and hang in for at least 2 years. Be
prepared to put in the long hours--60 per week--work every day--1I
would find it almost impossible to raise a family and raise a
business.”

*"This is no place for someone looking to turn a fast buck in as
little time as possible.”

*"plan to work 14 hours/day. Keep a finger on your financial sit-
uvation with 3 - 6 month projections.”
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SECTION 8
TOWARDS DEVELOPING A MODEL OF FEMALE ENTREPRENEURSHIP
INTRODUCTION

This section of the report presents summary analysis of
in-depth interviews conducted with seven WBO's who participated

in preceding stages of the research. The objective of the per-
sonal interviewing phase of the project was to gain greater in-
sight into the life patterns of WBO's to determine whether simil-
arities existed which might explain female entrepreneurship. The
unstructured interviews explored areas as outlined on page 34
relating to previous education and work history, family and per-
sonal history, events leading up to formation of the business
enterprise, impact of business ownership on lifestyle, and infor-
mation with respect to the operation and management of the busi-
ness,

The interviews were taped, transcribed, and then ana-
lyzed. The author was particularly sensitive to detecting simil-
arities in patterns of behaviour; background factors, attitudes,
and situational determinants which might assist in the prelimin-
ary development of a model of female entrepreneurship. Detailed
descriptions of individual interviews are not reported for rea-
sons of confidentiality. Descriptions of the WBO'S and their
businesses are outined in Section 5.
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SUMMARY ANALYSIS OF INTERVIEWS
While the nature of the businesses owned and operated
by these seven women are all quite different, they are similar in
one respect--they are all successful. The owners of these busi-
nesses are also different on many dimensions i.e., they vary in
age, number of years in business, prior work experience, educat-
ional background, etc. but they exhibit many similarities.
Some of the more obvious patterns arising from the interviews
are presented below.
PERSONAL AND FAMILY FACTORS
With two exceptions these women were brought up by
mothers or significant others to believe that (a) men were bet-
ter, they were more important and deserved preferential treatment
and (b) that they (the women) should not waste their time on
advanced education because their ultimate role in life was to be
a housewife/mother. Exposure to this attitude lead to shyness

and to a lack of self-confidence in these women when they were
growing up. It affected their perceptions of what was possible

for them at a young age. While four of these women described
having great career aspirations, they were made to feel these

aspirations were not within the realm of possibilities.
Illustrative comments are:

*I was shy because I grew up in a small town overwhelm-
ed by three brothers, schooled by the nuns who didn't

give much encouragement to girls (the home or the con-
vent was where they belonged).”

"When I was in high school 1 had old parents who felt a
women going to university was just a waste of time, so
I never really contemplated it--it just wasn't there
for me. At that stage, I wasn't strong enough to do it
on my own", ,

"] wanted a career, to be a doctor. 1 was alienated
from my mother because I wanted to push ahead. No one
encouraged me--my mother misunderstood. I was
extremely shy all of my life." .

"My mother brought me up to believe women have children
and that's it. Don't expect anything else from life.
My sisters and I all grew up thinking we should get
married and have children. We did and then later we
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started to think. It's too bad we all couldn't have
started at 18 or 20 because we would have learned so
much more about ourselves.”

"1 had to learn to be independent."

These women had limited perceptions of their capabil-
ities and potential because of the way they were socialized.
They were not generally eﬂéouraged to be the best they could be.
The majority of women have been exposed to these attitudes grow-
ing up and know that breakihg the barrier is often very diffi-
cult. Many women never do break the barrier. The women in this
study have, but not before undergoing a lot of self-assessment to
develop the confidence nécessary to succeed in business.

These women no longer talk of lack of self-confidence.
On the contrary, they exude confidence. Their businesses are
very successful, their goals are being met, and -all of the women
are looking for growth opportunities and greater challenges.

This confidence comes thrdﬁgh in discussions of "“con-
trol® over their lives. One ﬁoman says:'

"Believe you can do anything in your life. I am the
master of my fate and captain of my soul: I give the
orders to myself."

Another says:

*I do whatever I want to do here. I'm successful
because I'm independent. I have full control over my
life--absolute full control.”

And a third says:

"Have confidence in your talents--that's what I learned

because I was never a person with any confidence. I

have learned that I don't have to be intimidated by

other people and I've learned to be proud.”

All of these women have children, six of them have at
least one daughter. Generally they feel that the way they raise
their daughters is very important--they want these young girls to
grow up believing in themselves. This will be very important in
terms of generating social change in the next generation. They
express their feelings as such:

.
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"1 have a daughter and I'want her to have a very good
feeling about being a woman and what she can do. When
she is 22, she should feel good about being a woman
instead of apologetic about being a woman.®

"I tell my daughter she has to be responsible for her-
self. She can't depend on a man or husband to take
care of her."

I want my daughters to do something worthwhile and 1
encourage them to achieve.®

"My mother thought men were more important. I don't

want my girls to be like that."

Most of these women come from working class backgrounds
(only one was actually raised in Nova Scotia) and d4id not appear
to be at all influenced by their fathers. This is of interest
because Hennig and Jardim's work on managerial women found a re-
lationship between father-daughter bonds and corporate achieve-
ments.

BUSINESS AND FAMILY~--A COMPROMISE

At the point of starting a business five out of seven
of these women had children under the age of 10, For these
women, the youngest children were 2, 4, 6, 8, and 10 years. Pop-
ular belief is that women do not start businesses until their
children have grown up because they are too busy 'being
*mothers” until that time. This study suggests this "belief"™ may
not be confirmed. However, developing a business while
maintaining a household with small children has caused some
problems. A business tends to consume the owner particularly in
.the beginning; it has be nurtured much like one's child to become
successful., It is often necessary to work in the business in
excess of 60 hours per week. How did these women handle that
situation? '

*I had to ignore my family for a year--I had to, to
keep my head above water."”

"The youngest has really had to do without me a lot.
She's very independent, I don't think she suffered too
much.”

"Owning a business means I have the perfect job. I
want to be with my children and want flexibility. Own-
ing my own company gives me that."”
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"It was very difficult to cope with a child and the
business. I cannot be a typical mother."

'My'child saw more of the babysitter than he did of me
for a long time."

"It took lots of planning. Children couldn't always be
a top priority. My daughters are very self-reliant as
a result of it. They are proud that mother had a life
of her own."” '

"It was very difficult. You should be with your chil-
dren more. They need someone. You miss a lot. Some-
times I work 15 hours a day. My daughter feels she
missed her home life in the summer. But she's a strong
woman in the end."

It helps to have a supportive husband in this situa-
tion. These women feel now (the children are older) that their
children are proud of the fact their mother has her own business.

EDUCATION AND WORK HISTORY
The educational backgrounds of these seven women varied

greatly. Only one has achieved a university degree and this was

later in her working life. One woman has 2 years of a Commerce
degree, 2 have secretarial training, one has teacher training,
one is a nurse, and one has a high school diploma.

Only two women had pursued a career path in industry
prior to establishing their own business. While achieving middle
management positions in their last jobs, neither woman had staff
responsibilities or was responsible for policy decisions. One of
these women worked for four firms over a 5 - 6 year period in the
<same industry, progressing with each job change. The other woman
changed jobs five times over 11 - 12 years, often changing indus-
tries, to get ahead. Both of these women started businesses
directly related to their previous jobs--to the extent of taking
clients with them to their new business.

Four of the women were not employed at the time of
starting their own business but had been employed off and on
since getting married. Three of these women started businesses
totally unrelated to prior work experience. The fourth woman had
been a school teacher and developed a business in pre-school and

daycare.
One woman had worked as a nurse, a paramedic, an
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encyclopedia sales rep and as a real estate agent. She says:

"1 always thought I was very good at what I 4id."
She had been offered positions in management as an employee but
had refused.

"I always felt 1'd like to be in business for myself."

She often "fell into" situations accidentally. The business she
eventually started also happened accidentally.

Previous education and work history do not appear to be
determining factors affecting the entrepreneurial event. These

women however feel they would have benefited greatly from prev-

ious exposure to business management practices and experience
and/or business training.
STARTING THE BUSINESS
In making the decision to start a business, all of
these women were strongly affected by situational factors. There
was a "determining event"--the reaction to that determining event
was to start a business. The event could be interpreted as some
kind of life crisis and included such things as dealing with the
death of a child, reacting to divorce, developing independence
from an ale&holic husband, dealing with isolation and emptiness,
reacting to nonrecognition of performance from an employer.
This event was not the stimulus but it appears to have
provided the beginning of a self-assessment which eventually led
to the entrepreneurial decision. 1Illustrations of this are:

"It gave me the push I needed to go back to school.
Having a family to support motivated me to advance. I
wanted to maintain their lifestyle.®

*I had my 40th birthday and got scared. My life is
half over. What am I going to do to fill another 25
years?" ]

*My husband was an alcoholic. It was hard. I had to
get myself sorted out and remember that I'm me, I'm a
person., I'm a wife and a mother and I'm all those
other things but I'm me. It took a long time to figure
it out. 1I like being a little independent.*®

"I spent a lot of time alone when my husband was at

sea. I was depressed and unhapp¥r I couldn't see
growth. I spent time reading--female authors. So few
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women have survived in historical and artistry ac-
counts, It's surprising women have survived at all.
It made me think."

At the same time this self-assessment is taking place
these women are looking for alternatives. The self-assessment by
itself may not have lead to entrepreneurial emergence; in most

cases, in addition to this, an entrepreneurial opportunity pre-
sented itself.

"1 saw an ad in the paper to buy a business. I answer-
ed the ad and met the people. I thought about it for
the summer and I just had to do it, I had to take the
chance.”

Another woman lost her job because her employer closed
its regional office here. She was offered a transfer out of the
region'but after talking with her colleague (in the same situa-
tion) they decided to open their own similar business and stay in
the region.

Other women explained:

*My friend bugged me for years to start a .
I eventually wrote to my friend and told him I was 1in-
terested now. I found a location for sale, built a
road down to it, and my friend lent me $4000 to start.
Everyone else thought 1 was crazy. I was a risk but I
didn't care. I thought "“it's just going to work and
that's all there is to it." :

*My employer at the time was disorganized and didn't
have a concept. I felt I could do it better myself.®

Eventually a government agency encouraged the latter woman to
expand her operation, she did, and now it is very successful.

®I was upset with my employer. I wanted the recogni-
tion. There was no opportunity to prove myself when I
alreadly felt I had done so much . Finally, THAT WAS
IT!=--1 figured if I could make him a lot of money, I
could make me a lot of money and I quit that day. I
was rather stunned about what I had done. I mean, no
husband, no income, a mortgage payment, a child. 1I'd
lost my car because it was a company care--1 HAD TO BE
NUTS! After a few days the shock of what I had done
wore off and I knew I could o it-=-I had this gut feel-

ing that I could make it a success and I wasn't prepar-
ed to give it up.”




2 el )

- . . . .

: @ B, G- 2 N
} G . - .
. _

. T ) i B T, ..
.

- 105 -

"We always liked the idea. Years ago, we used to dream
about it with the Simpsons catalogue. But there was no
money, no grants, and no expertise. We would have done
it earlier if I hadn't had cold feet. " I was scared
stiff to invest so much money. I was afraid of the
financial obligation with three small children. Then,
my husband had a better job, the children were growing
up, the government offered help, and another couple
signed the dotted line too."”

For another of these women, it was purely opportun-
istic.

"Someone I'd met at a workshop later called me. He
said he had an idea for a business and he wanted my
feelings on it, He gave me the idea, I checked it out
and started to believe in it. 1In October I looked for
an office, incorporated a company (only shareholder)
and started to look for contracts. Now we're the fore-
most leader in the field."”

From these interviews, it becomes apparent that encour-
agement and support from others is a critical element in the
business fotmation decision process. All of these women talked
of a "significant other®™ who provided role-modelling, acted as a
mentor, provided the initial start-up capital (on a payback
basis), provided advice on getting into the business, or became a
reinforcing partner.

Three of the businesses started as partnerships. Six
of these businesses now have other shareholders; three of the
WBO's brought their husbands into thé business although his level
of involvement varies from keeping the books to being sales mana-
ger. “I'm still the President and the boss®™ says one WBO. With-

“out the support and encouragement would these women have become
successful business owners? Negative, rather than positive rein-
forcements could have pushed the decision in the No Go direc-
tion., The moral here may be as one WBO states:

*Surround yourself with positive people, don't listen
to negative advice and stay away from negative people.”

FPINANCING THE BUSINESS
Many women appear to have difficulties obtaining bank
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financing for their businesses. Problems related to this are
discussed in Section 7. )

Four of the seven WBO's interviewed also cited prob-
lems. One woman was turned down by 4 banks even though she had
professional accredition and a financing proposal. Eventually a
friend/business associate lent her the money to start.

Two of the women were refused financing unless their
husbands co-signed the notes. One woman did not mind, the other
did. She says:

"No one would listen to me. I was a woman, they
weren't interested. The only way I could get a loan
was to go with my husband to his bank manager who
treated the whole thing like a joke. I later changed
banks to get away from this attitude.”

Banks also refused another WBO on an expansion proposal

but she eventually was able to secure financing from a trust com-

pany.

Three women have on occasion changed bankers or ac-
countants because they were treated with a condescending manner.
One woman says:

‘;Ilf}ted my accountant. This made me feel very power-
ul.

Now she has one who respects her business and treats her with
professionalism. _

Two of the seven women did not require bank financing
for their Sﬁ%ﬁ§ess start-ups. One had severance pay from her em-
ployer (office closed) and the other had money saved.

The four women encountering difficulties felt the situ-
ation would have been different if they were men. Obviously
banks have to do a reassessment of credit policy decision-making
to ensure sex bias is removed from the lending decision.

RELATIONSHIPS WITH INDUSTRY BODIES :

These WBO's are very involved with external organiza-
tions or associations representing their industry. The WBO's in
restaurant and hospitality are active in TIANS and Tourist Coun-

cils. The energy contractor is a member of a federal%councilk
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developing standards for energy conservation in building con-
struction and is working with government on research and develop-
ment of new technology. The insurance broker is active in com-
munity development and industry associations. The daycare opera-
tor is also very influential in industry groups. These women are
very aware and very interested in advancing the industries in
which they operate, and are indeed having influence.
RELATIONSHIPS WITHB STAFF

As noted earlier, these WBO's with the exception of
one, have a very high percentage of women ‘employees. They were
very similar in how they discussed their employees, with a great
deal of empathy and admiration. They all seem to be interested
in developing their employees and feel these employees have a
strong sense of loyalty and commitment. One woman talked of hav-
ing a ®"crying stool" for her staff--a place where they could go
and have a good cry when things got too rough on the job.

Another says:

"I treat my staff professionally and they are very

dedicated. They are very supportive and proud of work-

ing here."
They all speak affectionately of their staff and take pleasure in
providing opportunities for them to progress.

PLANS FOR GROWTH

All of these women have goals for the future. They are
looking for other locations, considering franchising, looking for
other businesses to invest in or buy outright, trying to find
ways of doing what they do now better, developing new products,
etc. They want growth for .their businesses and for themselves.

One woman says:

"I am trying to figure out a way to make a living with-
out working so hard.” :

*I want to make more money. I want to be more success-
ful. I have all those goals and I want to expand out-
side this business. 1 want to compete in another
industry.”

"My great goal in life is to influence other ggo le
positively and I can only do that if I'm credible;
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if I stand out in a crowd, if I become wealthy--that's

the only thing that will make people turn their heads

and say 'she did it'. It gives you power. I want that
power to tell others how to do it. I want to invent
something. 1I'm looking for another business.”

Most of these women do not want to grow to the point
where they lose personal control of their operation. This is
true of many small business owners. Expanding means the nature
and demands of the organization change. The personality of the
owner becomes more removed from the business. These women feel
they are "selling themselves®". 1If they get too big, the personal
element is lost.

One woman says:

*I feel close to my business. It's like one of my

children. I started with nothing and developed it.

I'm proud of my accomplishments. I don't want to ex-

g::d_too much and have the quality of my business suf-

PROBLEMS UNIQUE TO THEM AS WOMEN

All but one of these women discussed the problem of
being a woman in business. In addition to the problems of ob-
taining bank financing, they often encounter negative attitudes
elsewhere. Two women said that a lot of people think the husband
owns the company or that the husband set her up in business when
in actual fact that was not the case. One woman describes situa-
tions where she is referred to as her male partner's secretary.
A woman being a business owner is not compatible with the value
sets of many'people so they assume the woman is not the owner.

Two women talk of not being taken seriously and of the
need to develop credibility as a woman business owner. In the
contracting business, people often say: "Oh, what does a woman
know?® Said the owner of this company:

*But if I have the opportunity they treat me with re-
spect because I know more than most .of them. I can

dazzle engineers' minds about what I know about the
business.”

Another says:

"I have to work harder to be accepted, I have to do a




.

- N on 4, a0, g 6, W, g

- 109 -

little better, provide a little better service, person-
al service to get the same limelight."”

"I'm often exposed to sexist attitudes. " My colleagues
often find it difficult to relate to me as an equal--as
the same--so they relate to me in the normal male -
female putdown. I end up adopting the role of the
ICE-MAIDEN which then prevents me from getting to know
some men professionally--to pick their brains and learn
more. I'm looking for a mentor, not a lover but how do
you say that up front?"

"My old bank manager used to pat me on the head and say

'well, how's the little business going?*®

At association conventions and seminars, three of
these women say they are often the only woman in a sea of men.
One woman says:

"Pirst I found it really hard. I found I was trying to
hide behind somebody's suit but now I figure I should
use that to my advantage. At least they will remember
me."

STRESS AND HOW TO HANDLE IT
Stress was a recurring theme in these interviews--

stress related to demands of the business, and to the demands of

the home and personal life. Many of the women felt they were
always racing the clock. One WBO says:

"There are very few places to take your problems if you
are a woman., A supportive husband would be important
to give emotional support. There's no where to pass
the buck." :

. "1 was working 16 hours a day--there was not emotional

support from your family--my son was resentful--the
business was developing but I thought I might be going
insane for awhile."

Dealing with stress means developing coping

~strategies—finding someone to help share the load. This someone

is usually a business partner, a supportive husband, or another
WBO with whom you can share problems. It's emotional support and
encouragement that's needed. As one WBO says:

"I need someone to bring me down to earth.”
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Another says with regard to her business partner:
"We are looking after each other."

Stress is something most of these. women have had to
deal with or are still dealing with. Some of the stress is im-
posed on them from persons external to their immediate business/
family situation, i.e., they are faced with additiocnal problems
because they are women in business (the negative attitudes).
This area needs more investigation so solutions can be found.

ON NETWORKING

These women express mixed reifions to the women's net-

work concept. While being in favour of the concept most WBO's

feel that to benefit them most, the group should consist of only
women who own businesses. They feel the concept is good because
it would provide role modelling, build confidence, and provide
support and encouragement to group members.

"We need to help ourselves being women in business.
It's nice to have another woman in business who you can
get support from.®

Says another WBO:

"women in business are different form men. We need a
chance to talk with other women professionals or busi-
ness owners. Women are working in a workforce that's
almost totally male and they are made to feel guilty.
Women I know are making contributions to women around

. them--offering suport and role-models and sharing posi-
tive reinforcement--it gives the needed extra confi-
dence."”

Two of these women have virtually no contact with other
WBO's either because there are few WBO's in the area or because
no forum is available for exchange of information.

Overall, it seems WBO's would welcome the opportunity
to interact more with other WBO's through a netwbrking systen.
Women's Business Ownership associations should be formed for the
purposes mentioned above.

KEYS TO SUCCESS
These women were asked to elaborate on what they felt
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were the keys to their success. Responses varied but in summary

they included such success factors are:

1 - having self-confidence and faith in their abilities

2 - pre-planning the business--setting goals and re-
searching the market, the product, and the consumer
thoroughly before going ahead

3 - being dedicated, determined, and persistent

4 - having adequate financial backing

5 - having support and encouragement from people in the
environment to keep you going

6 - having a great deal of fortitude.

“You have to have a very strong constitution and a
great desire. I don't think anyone could keep up with-
out it."

CONCLUSIONS

These interviews suggest that certain patterns do exist
describing the woman business owner. These descriptors will be
quite different from those used to typify male business owners.
women have had to combat a lot of cultural barriers before even
getting to the point of considering business ownership as dﬁﬁct-
ivity and then they continue to be confronted with these barriers
when their businesses are underway. )

In order to overcome many of the barriers or problems
women have in business, first the values held by society must
change. The values, beliefs, and attitudes with respect to the
appropriate roles of women in our society are very deeply held
and consequently will be difficult to change.

Education and public awareness are definitely needed to
change the cultural climate so that women can be free to make
choices uninhibited by role definitions.

The actual events leading up to the entrepreneurial
decision for these women are not dissimilar to those describing

- the entrepreneurial event for others.

The decision to start a business was generally preceed-
ed by involvement in some kind of life crisis which stimulated a
reassessment of self. This, in conjunction with exposure to
other situations or events, resulted in the decision to go into
business. In most cases, a "significant other" was also present
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as a facilitor. The pattern seems to be then (1) crisis, (2)
situational event where an opportunity presents itself, and (3)
encouragement/support from a significant other, resulting in
business formation. An element of risk was present for the
majority of these women but it did not act as an inhibitor. Once
they made the decision nothing could hold them back, not even
difficulties arranging financing.

In order to ‘increase the numbers of women starting
businesses, it is important to identify those variables which
have the greatest impact on the entrepreneurial decision. Many
women for example, with good ideas and desires may not actually
form a business because they cannot overcome the financing hurdle
or because they were not supported and encouraged.

Recurring themes for these WBO's were things like the
possession of a great deal of self-confidence (generally gained
after the "growing up" years), persistance in achieving their
goals, a feeling of control over their lives, the expression of a
conflict/compromise situation with respect to the business/family
relationship, (at least during the embryonic stages of the busi-
ness), the existence of plans for growth for their businesses,
stress related to the demands of the business, the home, and per-
sonal life, and a positive attitude toward the concept of inter-
acting with other professional women and WBO's.

WBO's encounter various types of problems as a result
of being a woman in business. Often it is assumed the woman is
in fact not the owner of the business but works for her husband
or partner. Problems exist in social aspects of business too
when *men" do not know how to relate to women in a professional
context. This makes it more difficult for women to gain access
to "industry” information.

To succeed in business, these women suggest you need a
lot of self-confidence and a strong constitution. Being determin-
ed, dedicated, and persistent is essential. In addition to these
personal qualities, WBO's suggest that success is often a func-
tion of how well the business was pre-planned and financed.
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SECTION 9
CONCLUSIONS AND RECOMMENDATIONS

SPECIPIC CONCLUSIONS

Women owned businesses in the Maritime Provinces are
evident in a cross-section of industrial/commercial sectors, and
contrary to popular belief do not exist primarily in the retail
sector. Women are not well represented in transportation, con-
struction, or finance--areas which might be considered tradition-
ally male-oriented and dominated. However, they are reasonably
well represented in manufacturing and make a large contribution
to the trade and service sectors. The revenues generated by
women-owned businesses are distributed much like that for all
small businesses and do not appear to be 1lower revenue

producers. Almost 70% of these businesses were started by women.
The general conclusions are that women own and operate
a significant number of businesses representing a cross-section
of industry types, and are significant employers and revenue pro-
ducers. Results do not support the myths regarding WBO's, par-
ticularly that women are more likely than men to inherit their
businesses, concentrate in retail craft businesses, and be less
significant revenue producers than small business generally.
Women in North America have a short history as entre-
preneurs or business owners because of cultural and social fact-
ors, the ‘exclusion of women from the éublic sphere and the denial
of equal access to the requisite resources for entrepreneurship
-~-knowledge {(business and technical), management experience, and
wealth (access to capital). Women are gradually entering the
entrepreneurial ranks in greater numbers as the values of our
society become more conducive to this changing role of women.
WBO's in this study were on the average 36 - 45 years

'01d and have been business owners for a average of 6 - 10 years.

This means that the majority of women actually start their busi-
nesses in their late twenties or early thirties. WBO's had
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worked an average of 11 - 20 years including all full-time and
part-time paying jobs but had very little managerial experience
before starting their own business. Thirty percent of WBO's have
owned more than one business over the years and 20% currently
have ownership in more than one business enterprise. Women gen-
erally feel that previous work experience prepared them much bet-
ter than their educational backgrounds for being a business owner
even though they are well educated as a group. Sixty percent in-
dicated some type of post-secondary education and 47% indicated
they held university degrees or professional accreditation.
Pifty-two percent of WBO's had come from entrepre-

neurial family backgrounds where the mother and/or father (or

guardians) was self-employed or engaged in professional prac-
tice. Sixteen percent of WBO's had mothers who were self-employ-
ed, and 39% had mothers who worked outside the home. These ap-
pear to be factors which impact favorably on the probability of
becoming female entrepreneurs.

Almost 70% of WBO's are married, and 13% are divorced
or separated. Several women indicated it was difficult to bal-
ance the claims of marriage, family, and a business. The two
major motivations for business entry were desire for independence
and desire to utilize a talent or skill. ‘

These women attribute primary success to hard work.
They feel their greatest needs in business management skills in
the areas of accounting and planning (marketing planning, plan-
ning for expansion, long range planning, and developing business
‘bbjectives). Most small firms regardless of the sex of the owner
will cite these areas as the weakest ones in their firms. They
felt their greatest management strength in the area of employee
management--hiring, managing, and delegating authority. WBO's
felt the greatest need for development in their businesses in
marketing (sales development, promotion/advertising/merchandising
and cost control. This is not surprising considering these firms
were surveyed during a time when many businesses were going into
receivership or bankruptcy because of a sluggish economy.
"Generating sales™ had to be a priority for sprvival and barring
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that, reduction of costs or cost control.

While more work needs to be done in this area, it does
not appear there are significant differences between men and
women business owners with respect to motivational impetus, per-
sonality characteristics, and perceptions of the ingredients
necessary for business success., Many business operational prob-
lems are the same, particulary in the small business sector where
credit needs are a common problem. Lacking accounting knowledge
and understanding cash needs of the business are problems for men
and women alike. Women business owners however, are more likely
to be subjected to attitudinal barriers in dealing with external
bodies, specifically bankers,\and government agencies but also
from customers, support professionals, and spouses. The women in
this study although generally not complaining (only 42% of re-
spondents indicated they had experienced barriers which were uni-
que to them as female entrepreneurs) felt stereotyped attitudes
did present problems to them, especially in the early stages of
business development.

Of the 42% who responded to the question "Aside from
general obstacles to entrepreneurial success for anyone (e.g. un-
favourable economic climate, government restrictions,.  and so on),
what particular barriers have you experienced which you feel were
unique to you as a female entrepreneur?' almost 80% cited atti-
tudinal barriers. These attitudes included negative dealings
with male employees, male sales reps and dealers, unsupportive
husbands, others seeing business as a "hobby”, and reactions that
‘women'should not be in business. The remaining 20% of the com-
ments were concernea with financing matters--needed cosigner for
the loan, and general difficulty in obtaining bank fiancing. 1In
dealing with elements in tﬁe external environment, WBO's encount-
er obstacles not present for male business owners.
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GENERAL CONCLUSIONS

It would appear that there are certain patterns evol-
ving around the phenomena of a female entrepreneur. The model
presented by Patrick Liles (1974) outlines the emergence of an
entrepreneur in terms of the concepts of readiness, restraint,
risk, and precipitating events (a situational approach). PFigure

-1 lists each variable in this model and provides a possible proxy

measure of the variable. These factors are considered in analyz-
ing the possible differences between men and women as entrepre-
neurs. ,

WHAT ARE THE DIFFERENCES BETWEEN MEN AND WOMEN?

This study does not attempt to measure differences between
male and female entrepreneurs; it concerns itself solely with
describing a set of WBO's and their businesses. However, it may
be interesting to discuss briefly some of the factors which may
differentiate the two groups. The discussion does not focus on
personality characteristics but situational factors identified in
the literature as important to entrepreneurial emergence.
Readiness

In terms of a readiness factor there are a few similar-
ities and many differences between men and women. Generally,
women do not have equal access to experience in management posi-
tions prior to becoming a business owner, and have not historic-

ally been allowed egual access to wealth or capital, nor to an

education which might prepare them better for business manage-
ment. This affects not only the occurrence of entrepreneurial
emergence but also the relative chances of success as a busines
owner. Women are less likely to achieve ‘the lével of self-
confidence, personal skill development, and industrial knowledge
which prepares for business ownership. The family life cycle
will affect women too. Women aspiring to business ownership may
not feel they are able to make the necessary time commitment to a
business until their children are in school or semi-independent.
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FIGURE 1

INFLUENCE ON ENTREPRENEURIAL EMERGENCE

VARIABLES PROXY

Readiness Self confidence
Personal skills
Industrial knowledge
Pamily life cycle

Restraint Pamily obligations

Financial limitations
Societal "role"
definition

Precipitating Events

Deteriotation of job
satisfaction or life-
style

Identification of market
opportunity

Encouragement to start a
company (role of

spouse, government,
suppliers, lawyer,

banker, accountant,
partner, etc.)

Perceived Risk

Financial
FPamily
Career
Psychic

+ Adapted from Patrick Liles (1974), "Who Are the Entrepreneurs”
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While the family life cycle also affects the readiness factor for
men, personal commitment to the care aspect of child rearing will
have less impact on their decision to make a commitment to a
business and the long hours it entails. '

It is interesting to consider a finding from recent
work done by Welsch and Young (1983)7 in the U.S. They found
that female entrepreneurs had significantly higher 1levels of
"occupational primacy” than female executives and are more likely
to prioritize work and career as the most important aspect of
their lives.

Restraint

Women are likely to feel greater restraint due to fam-
ily obligations, financial limitations, and societal "role"
definition. As discussed earlier, traditionally entrepreneurs
developed or emerged from entrepreneurial families or artisanal
groups. These persons had access to the requisite resources for
entrepreneurship, wealth and business or production skills.
Women have not had access to these resources to the same extent.
Women were chattels themselves, of fathers and husbands. Society
has placed role expectations on women which prohibit female in-
volvement in business activity. Historically, there were excep-
tions to this as women took over family businesses; however, cul-
tural and social forces did not operate in favour of female
entrepreneurship.

Women have not had access to normal credit channels
until fairly recently; they have not had, the opportunities to own
property or to build a collateral position within their own
right. This restrains their position should they aspire to own a
business and seek capital from a financial institution. Credit
policies have not been traditionally oriented towards lending
money to women. While some of these problems have been overcome
it is evident from respondents' comments, often they are treated
differently by banks because they are _female.

- TWelsch, Harold P., and Earl C. Young, "Entrepreneurs and Young

Executives: An Analysis of Differences Among Selected
Psychological Dimensions®, Proceedings of the International

Council for Small Business, St. Mary's University, Halifax,
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Precipitating Events
With respect to the third variable, . precipitating

events, women are as likely as men to become dissatisfied with
their job, or experience a change in lifestyle which precipitates
the motivation to become a business owner. Women are also as
likely to identify a market opportunity. Many women in this
study started a business for these reasons. However, women are
not as likely to encounter encouragement and positive support
from others for their project. WBO's in this study express some
dissatisfaction in their dealings with government bodies, bank-
ers, lawyers, accountants, husbands, family and even customers,
and stress how important support from these groups is to the
development and success of their businesses. They talk of nega-
tive and pessimistic advice offered by others, of general nega-
tive reinforcement from other business owners, spouses, and gov-
ernment and banking personnel. Are men offered more encour-
agement and support? If so, women are denied equal access to
resources and opportunity. There were a few instances in this
study, however, where WBO's were pulled into entrepreneurial
business because someone eISe.encouraged them,
Perceived Risk

In terms of risk, more work needs to be done. It may

be that women perceive less risk in starting a business venture
than men. There may be less career risk because women are less
likely to leave top positions in other organizations before
starting a business. They have less to lose. Family risk may be
higher particularly if children are involved. Women talked about
conflict, éanpromises, and guilt feelings arising from managing a
business and a household. With respect to psychic risk, are men
and women different? How do they perceive their positions in re-
lation to themselves and society if the business fails? It has
been suggested elsewhere that men experience success/failure dif-
ferently from women. Men have higher expectations.because of the
role they have been given in society-reared to be in the public
sphere and to achieve high levels of success. Women have been
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reared with lower expectation levels and conseguently have less
to risk personally than men if the business fails or does not
achieve high levels of success. The point is perceived risk will
influence men and women in different ways. Financial, career,
and psychic risk may affect women less and act as a more positive
force towards developing entrepreneurial tendency, however family
risk may be higher and act as a deterrent.

The emergence of women as entrepreneurs is complicated
by the commitments and nature of maritfal/familial obligation,
lack of encouragement and support from external bodies, and lim-
ited access to education and management experience so essential
to business success. It may be assisted because women have
greater opportunity for job dissatisfaction working in other or-
ganizations (less chance for advancement), less perceived risk in

starting a business and have the capability to identify a market
opportunity and take advantage of it.
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RECOMMENDATIONS

The incidence of emergence of entrepreneurs or inde-
pendent business owners is characterized by a complex interaction
of personal, situational and cultural factors. It occurs out of

"an interaction of pushes and pulls, situational helps and bar-

riers, and depends on both the initiative and technical and busi-
ness capability of the potential entrepreneur. Very little is
known about how these factors interact to influence women in an
entrepreneurial direction. Historically, women have not occurred
as entrepreneurs in significant numbers for reasons elaborated in
Section 2 of this report, namely unequal access to regquisite
resources and societal relegation to the private sphere of our
society. Even though society and the values which it holds are
changing, and increasing numbers of women are starting and oper-

_ating their own businesses, they are still exposed to many bar-

riers which men are not exposed to in the same endeavour. These
barriers need to be underscood’and eliminated. With removal of
these barriers, more women who now desire business ownership will

move from the potential caﬁegory to the actual category. Forma-

tion of small businesses by potential WBO's can only benefit

society economically and socially and government should implement
policies to promote and facilitate the incidence of business for-

mation by women in Canada. There is a need to integrate women

into the 'mainstream' of entrepreneurship and to permit equal op-

portunity.

ESTABLISHING A TASK FORCE
_ Solutions are not simplé; in many areas attitude change

is required. Government is in a position, however, to implement

policy to alter the cultural climate surrounding appropriate

‘roles' for men and women in business and to instigate change.

Educating the public regarding the existing situation is a key

first step. More information regarding the extent:and contribu-~-

tion of women owned business should be collected and disseminated
to illustrate the realities and dispel the myths which perpetuate
negative attitudes towards women as business owners.
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To provide the basis for long-term solutions to prob-
lems facing these women, the federal government should establish

a TASK FORCE on WOMEN-OWNED BUSINESS in Canada for the purposes
of:

(a) collecting and compiling data on women business
owners in all provinces of Canada.

(b) to investigate methods of determining more pre-
cisely how many WBO's exist (sole proprietorships,
partnerships, and limited companies) and to pub-
lish these statistics.

(c) determine the major issues which face WBO's in

this country in the next decade.

(d) determine policy directions which would facilitate

the start-up of more women-owned businesses

(e) determine policy directions which would assist

WBO's in making their existing businesses more
successful. Policy should be directed towards
asisting WBO's through the turbulent growth phase
of their business to greater levels of success.
A first step in formulating the mandate for such a Task Porce
might be organization of a carefully planned national conference
on women-owned business to discuss the major issues perceived by
the various interest groups--governmeht, academics, women busi-
ness owners, and relevant facilitating bodies--to be affecting
women in business in Canada today.

In addition to government attention, society has an ob-
ligation to support women in an entrepreneurial direction and
this means ensuring they have equal access to the resources of
education, management experience, and start-up captial. Some
Progress is already being made in these areas. More women are
choosing and are encouraged to take business degrees at univer-
sity. Business school enrollments, once less than 1% female in
the late 60's, are now approaching 40%. This will develop busi-
ness skills required to operate a business. The effects of af-
firmative action programs and conscious efforts to. promote women
into management positions in companies will benefit society as a
whole too, as it will equip more women with operational and tech-
nical realities of business administration. The government
should assume responsibility for legislating affirmative action
policy for private business to ensure women are given management
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opportunity and should assume responsibility for monitoring
changes.
FINANCING

' Because women have had a shorter history in the busi-
ness game, government should also implement programs to enable
women to obtain start-up capital for their businesses. Twenty
percent of women in this study were refused bank financing but
through perserverance eventually obtained financing elsewhere.
These firms are now successful. But how many potentially suc-
cessful firms were refused initial start-up financing from the
commercial banks, were unable to secure financing elsewhere and
hence could not start the business? 1If these women were refused
financing because of attitudes of bank personnel towards women as
business owners (evidence of this in the Maritime Provinces), or
because *there were no husbands to cosign the 1loan, etc., then
women do not have equal opportunity. Special guidelines should
be developed for considering financing proposals from women-owned
businesses. There are examples in this study of women with no or
limited personal collateral, who have developed very successful
small businesses. Often bankers associate higher risk with fi-
nancing a woman's enterprise. Credit policies need to be assess-
ed. This association of higher risk with women needs serious re-
appraisal. Government could establish a seed capital fund for
women wishing to start small businesses, or establish equity fund
programs much like venture capital firms but specifically for
small business enterprises (not necessarily in manufacturing)
started by women. They could also implement a policy of loan
guarantees for women-owned business particularly in the start-up
phase.

In the U.S. the Small Business Administration has
recently completed testing a new program to improve women's ac-
cess to business credit. This program is to be oﬁfered nation-
wide through chapters of the National Association of Bank
Women8, ' ‘

8SBA Fact Sheet No. 45, Office of Public Communications, July
1983,
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Canadian government should examine this program and assess its
applicability for Canadian women-owned business.
MANAGEMENT ASSISTANCE

Government should make management assistance programs
more accessible to women., There appear to be two different kinds
of needs for programs. Training needs differ depending on life
cycle of the woman-owned business. 1In the birth stage, process
In the growth and
maturity stages, content training is required--specific knowledge
in the functional or operational areas of the business, The

training is required--"how-to" information.

basic four categories of information needed are:

| (1)
. (2)
J (3)

(4)

1: Process training is oriented towards women who have an idea for

how to get started--business planning
how to improve sales--marketing planning
how to control financial position
networking between businesses.

starting a business and need help with ®"putting it together".
Assistance and training emphasis for this group would involve:

(1)

. (2)

] - (3)

(4)

(S)
(6)

market research - "how to" information on collect-
ing data on industry, product, and market poten-
tial.financial/accounting information - assistance
with feasibility studies and financing proposals.
assistance with developing sales projections, cash
flow statements and other financial projections
for their proposed businesses for the first 3 - §
years. Help with estimating cash and borrowing
needs of the business to ensure that it is not un-
dercapitalized. Instruction on setting up an ac-
counting system.

Marketing - Techniques of promoting and merchan-
dising products/services in an effective and ef-
ficient manner.

Information on government assistance programs. A
clearing house for dissemination of all informa-
tion on the myriad of these programs is required
and should be provided on more of an outreach
basis. Easier accessibility is a need cited by
the women in this study.

Seminars on "how to start® a business.

How to obtain financing.

Por women already operating a self employed business, assistance
and training needs change somewhat and involve content emphasis
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such as:

(1) financially based programs - bookkeeping, finan-
cidl planning, information on how to do cash-flow
statements and pro-forma statements, techniques of
inventory control and general cost control.

(2) forecasting methods for forecasting sales and
profits.

(3) business planning - establishing business objec-
tives, identifying opportunities for business
growth.,

(4) marketing courses. Needs are in advertising, mer-
chandising, new product development, and product
mix decisions, and sales development.

Presently, business seminars are concentrated in urban
areas and WBO's living in towns and villages have limited oppor-
tunity to attend these seminars. FBDB does attempt to offer
courses in less urban areas and attracts more WBO's than other
programs. These seminars and courses need to be offered at times
convenient to WBO's. In many small businesses, the owner-manager
finds it difficult to take time off during week-days. Evening or
weekend programs might well meet the needs of many WBO'sS depend-

" ing on the business type. More importantly, seminars need to be

targeted specifically to women. Women do have special needs and
until they become a strong entrepreneurial force, they need extra
support, encouragement and opportunities to develop their poten-
tial in a supportive environment. '
Experiences elsewhere seem- to provide evidence that
women come forward in much greater numbers if programs are of-
fered specifically to them. The American Woman's Economic Devel-
opment Corporation (AWED) in New York has been in operation since
1977; over 12,000 WBO's have participated in the program of work-
shops, evening seminars, business audits, on-site and telephone
counselling sessions offered to women. As a result of participa-
tion in the program, WBO's experienced a 121% increase in sales,
an 80% increase in the number of full-time employees, 79% expand-
ed and/or diversified their business, 75% reported.an increase in
assets and 72% reported an increase in profitability. It is un-
likely these WBO's would have been reached within existing
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government assisted or private programs aimed at small business
in general. .

In many instances in this research on Maritime women,
women felt men did not take them, their businesses, or ideas ser-
iously and were able to cite examples of this. Offering seminars
specifically to women provides a more positive and supportive en-
vironment for development of ideas. As well, it gives women the
opportunity to meet other women with similar aspirations and
problems and assists in the development of intra-group solidarity
and support.
| PUBLIC EDUCATION AND AWARENESS

There needs to be establishment of a good data
base on women-owned business in (Canada. How many are there,
where are they, what is the growth rate of their businesses, what
is their economc contribution, etc. This need was identified by
Maridee Allen Winter in her 1978 report to the Small Business
Secretariat. The statistical information should be made avail-
able to the general public to impress the nature and extent of
women-owned business.

Stories on local and regional successful women entre-
preneurs should be collected and shared to serve as encouragement
to others and provide public awareness. This could be achieved
through the hosting of conferences on WBO's and using successful
WBO's as workshop leaders, panelists and guest speakers. v

The importance of role models in the decsion to start a
business has been identified in other research and is verified in
the interviews with Maritime women. Government can assist with
making role models available through release of articles to the
media on WBO's. Government agencies could assist in the produc-
tion of videos of successful women entrepreneurs for public use
in libraries and schools. Documentaries or movies abut women en-
trepreneurs are also possibilities and would greatly promote pub-
lic awareness. The objective here is to reinforce cultural
change about the roles of women in business; “"they can do it,
they are doing it, and they wil continue to do it in greater
numbers with high levels of success!”
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ENTREPRENEURIAL STUDIES

Funding for courses in entrepreneurship at Canadian
universities is required. Elective courses in entrepreneurship
are the most popular choice of students at Harvard Business
School, and in many other schools in the U.S. Having taken
courses in entrepreneurship in university appears to increase the
probability of becoming a business owner. Research at Babson
College (Wellesley, Mass.) indicated that within 6 - 10 years
after graduation from Babson, 17% of the persons who had taken no
courses in entrepreneurship were business owners. For persons
who had taken one course in entrepreneurship, 28% were business
owners and for those who had taken graduate courses in entrepre-

neurship, 34% were business owners. Similar results were found
at other schools?., This seems to indicate that entrepreneurs can
be developed and exposure to 'how to' programs are effective in
stimulating business formation and ownership.
ORGANIZATION OF WOMEN BUSINESS CWNERS

Women business owners need to be organized on a formal
basis to do "networking®. Presently; there does not appear to be
an easy way for WBO's to meet each other, exchange ideas, offer
support and encouragement and get help from each other with busi-
ness related problems or situations. In larger Canadian centres,
women business owner associations have formed and are opeating
with positive results. It is more difficult in the Maritime
Provinces to integrate the group of WBO's because of the distri-
bution of these women over wide geographic areas. The establish-
.nent of national, regional, and local associations of WBO's would
be a positive step towards making it easier for women to not only
become entrepreneurs but more successful entrepreneurs.

There seems to be support for formal organization of a
representative group of WBO's in this study. While 77% of the
women in this survey belonged to a trade or professional associa-

tion the percentage of women belonging to :most of the

SEntrepreneurship and National Policy, by Karl Vesper, Heller
Institute for Small Business Policy Papers, No. 3, 1983,



- 128 -

associations (CFIB, Boards of Trade, CMA, etc.) is small. To
facilitate the "integration®™ cited in the literatue as being im-
portant to entrepreneurial emergence within a sub=-group, an
organization of WBO's is warranted. In this research women men-
tioned isolation as a problem and indicated a desire to be able
to interact with other WBO's to share information and to use as a
support and resource group. Such a group, depending on needs and
desires of its membership could act as a pressure or lobby group
on a regional basis to provide solidarity to WBO's.
- SUMMARY

Women have a valuable economic contribution to make as
business owners. They are now under-represented as business own-
ers and not to address that imbalance is to deny our country of
social and economic well being. To address the imbalance means
implementation of public information and education programs to
dispel myths about the nature of women-owned business. It means
facilitating the "readiness™ factor for women by allowing them
access to educational programs and management positions unhamper-
ed by sex role, stereotyping and discrimination (subtle or other-
wise). While these are developmental solutions, there are also
immediate steps which can be taken to create a more favourable
environment for WBO's--the initiation of programs targeted spe-
cificially at existing or potential women business owners, to
offer workshops and seminars to meet the needs of. this group in
business management. Encouragement and support, another factor
important to entrepreneurial emergence and success can be offered
‘in this way by government, educational institutions, or by enter-
prising private firms. Another dimension of support can be of-
fered by organization of the group of women business owners to
facilitate information sharing and provide a ®"voice®™ for their
unigque concerns,
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.2. Do you own more than one dusiness? Please explain

WOMEN OWNER MANAGERS IN THE MARITIMES

INFORMATION SURVEY

1. Do you consider yourself an owner-Ransger of a business? Yes
' : No

3. Did you a) start the business yourself?
b) duy it from someone else?

¢) take over z faxmily hussness.?
4) dur intc an existing busineas?

e) other |

&. Please indicate the type of szrusture you have chosen for your business.

a) sole proprietorsnip (go to Section C)
____b) partnership (go to Section &) )
¢) limited company or corporation (go to Section B)

Section A

a) Please state the number of partners in your company including yourself.

©) Do you have dravings from the company ev least equal to those of your

business partners?
Yes

No \éhat is your proportion?

¢) Are you, st least, equally responsidle for making major policy decisions

for the busine=s?
Yes

No

d) Did you ceontridute st least an equal share of the start-up capital for the

business (or equally responsibie for borroved capital)?

Yes

Fo Plesse specify the proportion of your financial
contridution.

e) Do you control st least 50%, or an equal share, of the asgsets of the company?

Yes
Ko

NO¥W, PLEASE COMPLETE SECTION C

o

Section B .

a) Hov many shareholders are there in your limited eompany?

b) Are you an equal or majority shareholder of the company? Yes

o

Please specify degree of ownership.

¢) Are you involved in deciding major policies for the company?! Yes
Ne

@) Do you hsve the powver to implement those policy decd sions? Yes
: Ro

11

APPENDIX A



NOW, PLEASE COMPLETE SECTION C

SICTION C

a) Are you ective in the daily management of the company? Yes
=’ ‘o ——
«Please descride your involvement.

v) Bov long have you owned tnd cpersted you= own business?

years hs

¢) HBovr would you descridbe vour business:

In other vords, vhat kind cf business cre you in% For example, retall
elothing, manufacturing picture Ifrades, owvn 8 Xenrel, €3¢,

d) Rov many persons are employed in your business? .(excluding yourself)

ouzber 6f full-time employees
nundber 0 part-time employees

e) Wnat 4s the yearly sales volume of your business?

under $10,000 — $180,001 - $195,000
$10,000- $15,000 $195,001 - $210,000
£15,001 « $30,000 4 $210,00] - $225,00C
—_ $30,001 - $45,000 — $225,001 - $2u0D,000
3*5 1“1 - sﬁo-ooo 32110.001 - 8255'000
860,001 - $75,000 $255,001 - $270,000
$75,001 - $3C,000 £270,000 - $2B5,000
$90,001 ~ $105,000 $285,00) - $300,000
$305,001 « $£120,000 $300,001 ~ $500,000
M'NJ - ‘1”9“0 . — 3500.001 - nomom
$135,001 - $£150,000 41,000,001 - $2,000,000
— $150,001 - $165,000 — 52,000,001 -~ $5,000,000
$165,001 - $180,000 45,000,001 _ $10,000,000
over $10,008,000
Your RAME v
Company RAME

Company Addrese

(St;'eet, P.0. Bex,

City, Town

. Postal Code

Telephone Kumber

‘

4
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APTERDIX

ACADIA URIVERBITY
INQUIRY - WOMER BUSINESS OWNERS IF TEE MARITIMES

Toank you for participsting in Phsse J of this study. Phase 2 of the research
involves collecting informstion to deilermine profiles of dusiness owners and their
peeds anf to Jook into the motivations and prodblems idat existing busineas ovners
face. Being s wvoman 4n business, YOU can provide valuable insighte and T hope yw
vill ecotisue to participate in the research. .

To sssist witd Phase 2 of the project, ] a» enclesing & questionnaire vhich I°
vould 1ike you to complete. Some ©f the questions may not spply &irectly to youwr .
situstion 80 &apsver these Questiops to the extent thst you can. Flease return tde
questionnaire 4p the envelope provided. Al) replies will be hept confidentisl dut
are secessary to make the researc: findings meaningful, sccurste, ané timely.

(1f you owp more than one busipess, provide renpcnses for the dusiness iz wvhichk you
spend tbe majority of 7w tipe).

I thank you very much and will be plessed to send you s sumary of the research
Tipdiogs st the enéd of the m:m. 17 you visd. The project sbowld be completed
Yty tbe epd of Juve 1983.

SECTION A: EUSINESS DESCRIPTION

1. Merk tbe one statement that best describes the vay you owvn your dusiness.
[ se1e proprictor

D Joint or coproprietor

D Partner

[CJ ovn 50% or mere of the stock
D Ovn less thas 505 of the siock, bt = & mejority shareholder
D Kone of these spply ~ Descride form of ownership

Oh v £ w N

2. ¥ark the box thet best Sescribes the sctivity of your dusipess.

DAp! culture, Forestry, Fishing
[CJ »oing
D Cepstrurtion
[J vencfacturing - Please indicste type of product
D Trensporistion
tho]esue trade - Please indicate type of product
[] Retail trade - Plemse indicate type of product
Dﬂnmn. insurence, and real estate

. D Other Services - Specily

O O - "WV W N

3. Eov zany perzanent full-time and other ecployees vere exvlcoyed by this dusiness
i Marchd 19837

Perzanent m]-tiu . Other

None O 3
1-% = 0
5-9 (. O
10 - 19 O [
20 - Ly - (o
50 - 99 (] (o
100 - more .. — O
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SICTIOR 3: BUCCIES FACTORE

L. To what erient 00 you consider yourself s successful business ovner?
Very Sutcessful Modersiely Bucceasful Rot Very Buccwssfu)

b 2 3 ] 5

S. A pumber of factors cup contribute to the success of s business owner io dber
epterprise. Fyon the list presented belov please indicate bov izporiant eacd
factor wvas 4ip delping you 10 achieve your business success.

- Yery ioportant
- 1mpertant At A

a. Plannipg sdend far the business

b. Kpowledge of the dusipess ares

c. Zducational sttsinment

4. Baré work

¢. Assertiveoess

f. Good people axills -

8. lnfluence of being raised 4o an
estreprepeurial family

3. Batisfactiop ¥itdh the vork 1 6o

1. Enjoypent ©f tbe challenge

3. Ability to set goals and pricrities

. Ability to mmintais self-&iscipline

3. Selfecon?iéence

. Fazidy supportivevess

o. Odtaining adequate fipancing

©. Good supportive services { lavver,

Aceounmant, ete.)
p. Exposure t0 Otder vomer business ovners.

Q. Other

[ A TR T VR VY VY VY VY VY VY VP V™
[T »»'»vonmbnnw LU YY)
WY WUVWWVWWVY WYWVWVWYW
a N e e - e e
VAR VU MOV VIV A

€. Plerse indicste on a scale ©f ) to § hov izporiant you feel these
treits are 4o & successful dusipess cwnar, ot

Very :
Izporiant  Importent gAY

”»
w

a. Desire to sureeed 3 2 3
. Self-83scipline and perserversnce .
(v43lingpess to vork dard,
endure siress/pressure}
e. Desire for independence
4. Feed for achievenent °
e. Assertiveneas (confidepce, Setermimstiom,
competitive)
f. Articp-oriented (Secisive, does Lhe Job now)
§- Gea) criented
®. Higd epergy level (staxina)
1.. Willipgness Lo take risks

e W o
(LYY XY TPV AP ary
; : : ’ d . N . . 1 . . . . .

Ll N T VT F R YV V)
N PN N
W Wwww wie W

7. Wast wvas the major uﬂmﬁu factor ip youwr 8ecision to Letoome & Ybusipess
ovper?! MARX ONLY ORE

[Jovessre for Tinancsiad indepenlence
2. []vessre to utilize & twdent or H2d
3. [Jvessre 10 be y own voss
8. [ 3 bas as 38es for s protuct or service ihat I thought voulé sell
S, [J3 cvo the business zaindy for investment purpescs
. €. DI baé 1o take the Dusiness over from someope elae
1. D I vasted to make moDEy .
8. [Jovaing tbe dusipess vas really just an fmpwise |,
S. D I became & business ovoer mainly decauss someone eln wvanted me to \
(psrtvership/sbarenclder)
0. me vorking for sooveope else. . ’ .
13, [Junsdie to 508 a satinfactory Job.

a2, Dm&c : . .

D

-~

0

R

'
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EZCTION ©: MANACDONT

a,
.

e.
88
8-

1.
3.

.

Wbat i3 your assessment of the extent of your eXille $n the following tunetiend
areas of business operation?

¥eot Eeets
Applicadle Strong Adegquate Izprovesent

-

Marketing planning

Developing business
objectives

Accounting

Pinancial contrel

Tipapciel planning

Biring exployees

Delegating asuthority

Managing e=ployees

long-range planning

Tize zansgement

Flannipg for expansion

Kegotiation vith exterpal

dodies

At the present time, you and/or your business night regquire development or
izprovemest in certaip key aress. Felov are listed scme of these areas.
For eack please inticate to vhat exient you percehe needs ip tbese areas
for your business.

0 00 80 b B0 B Bt B B B B
NN N
uuuuuuuwww'w w
a-e—u-'rr:-rn-rrr e
ALAC VRV AV RV RV VRV RV RV ]

Great Moderate

Keed Keed Ro Feed
Pinencing Arrangements 1 2 3 L H
Well defined dusipess plan 1 2 3 kb 5
Sales develcpment progran b} 2 3 b H]
Accounting Procedures 1 2 3 b 5
Better benting relatiomship b} 2 3 4 5
Merchandising b 2 3 & 5
Inveatery Control b} 2 3 & 5
Promotion (Aévertising) 1 2 3 L 5
Cost Control 3 2 3 ] 5
Perscnnel 1 2 3 b 5
Better supplier relationship 1 2. 3 % 5
Overall mansgement 1 2 3 b 5
Otber 1 2 3 L S

SECTION D: FIRARCING

10. Froz vhich of tbe folleving sources di8 yov obtain finaoeing end/or cepital to

become ovier of this dusipesas. Mark all ihat epply.
Pleese 2lso ipdicate proportion of capital cdiained from esch source.

D Otber - Descride

Source Froportion of Capitel Provided frcw Source
-D Ovp personal savings i }
D Joiat yersonal ssvings __',
O remry 3
D Frienés N 1
[ comercsel bemk lcan I
3 vesture copstad firm S
[ Federad covernmest program -3
D Provincial Government progran N 1

Total

A1)

21. a) Rave you ever applied for bank credit for the dusiness?

[ Yes - (80 to b)
b) The first time you epplied for & bank loan, ves the loan secured?

Cdves ‘ Cx ..

[ J%c (o to Question 18)




L

£) Was the term ©f the loan for less than one year?

D!o Dla
32. &) Esve yoo ever applieé for bank cre@it for this business and bees .
turped Gown?
D!u {ge t0 b) Dlo {go to Questior L)
b) Did the bank tel) you why your spplicaticn was rejected?
D!et Dlo

e) What fartors 60 you think influenced. the Dank to rejedt your crefit
applicatien? Mark all that apply.

[iack of colisternd

[ me previcm creast nistery

DM tusivess credit history

Dle Previcus persoval credit

Dm persopal crefiit hisiory

[ reductasce to denf to xmall or pev dusiness owoers
Dndvnn'et o ienf to & ve=nD Busivess ovoer

D Insdequstely prepared lpan reguest

O oo 2ot xoov

DSne otber remson ~ Explain below

13. Uere you eventvally adle to odtaip the financing reguested Tros & baoking ..
Snstitatian? -
Cves O

SECTTOR 2: ASSISTARCE
3k, Are you s menber of any trade or professional associstions?

Dre O
Please indicate vhicd ones, 1f appliesdle.

) Retaty Merchasts Associetian

[ Associstion of Canetes Manufecturers

] canetsan Feferstios of Independest Pusinems
[CJ 2cart of Trade or Comber of Commerce

(T3 rrotesasonnd associstion (specizy)
O] miport assecsetson

-] 7rade Assccistion (specify)
] otver (speciry)

15. Frez the following list, please indicate those sources vhich hsve provided
*  ipforsatior ané assistence. to you in Lierms of opersting your BussSpess{es) nore
effectively.

Yoo o

Suppliers (=] ]

University courses (=] (] .

. Busivess Mm O O

Banker (. | (| -

Busivoss association | O .

Other (| O . )
O O.

Tone of tbe sbove

!
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SECTION B: ABSIBTANCE SECTION 1 ABBISTARCE
16. The questions belov concern ' 16, The questionn belov econcern
agencies or prograss that sgencies or programs that
provide jnformation or . provide information or .
services to !wl.w"ﬂ""", » servicea to amall businesses.
Plesse complete this secticn ! . . Plense completr thls aection
vhere applicable to your K] vhere applicadle to your a
present business. g « ] prenent buninesn, ° Hi
1 P g
ile | Bl g i s,
o 3[8) (5| |3)4l 52 1F {LIEBEHEEE 9
gl @| o ] P E <] £ e S 'E & B
E £le 1R E E i H Y ¢ HE
HEREHELEE i : HHRHEEHERLE
HHLEBEEHEEEERIE 33 Eio R HE
N . S al - & o|%l el E] 2 ] g ol @ g o "g‘ - ¢l o
. "] g]d> v o [} 0| = . (=] - 43 » -
ol B} & gleglalalelp ] v N B bl & & e 2l 3
I HEREREREEAREEE HHBHERNIEHEE
E H o' e| v 5' ol & 3 " 13 ! A B
] || 8 & 3 ~| ' ] é H] o of O -l «
FIEIEIREHAEE IR ENE HKEREIEF | N
o|lo) a Ql = 1 gl n h' b g Lol I g | s ) of
~ ol ol - - - -4 2 -t -l &
° 2 vl W g ol niv| Bl 7l B ~ g a | I 3
AR REF R HE R HE IMERGERE £l 8
. . Gl of e R
n n b4 o -
HEHEUEEEIEEEHEHE GERLEEHEREE |
. a. Have you ever eontacted this YIS @. ave you ever contacted this yes
egency/progras for informa- i agency/program for informa- -
—tioo or sssistancel L1 ___tion or essistance? "o :
b, Bov many tises have you been in b, Hov many timeas have you been in
econtact vith this egevcy/ : contact vith this agency/
program in ths past 2 yeers? - [ program in the past 2 years?
(Enter number) (Enter number)
0. In general, 414 you receijve 8. In general, 414 you receive
the inforastico or the information or ns
asaintance vanted. X0 . Asaistange_you vanted. RO
&, Nark each of the folloviog +» 4. Mark esch of the folloving
services you have received : services you have received
from these agencles progrens | from theae agencies programs
io the past 2 years. i in the past 2 years. -
1)lcan(e) : 1)loan{s)
2)Crant assistance 2)Crant asaistance
3)Manegezent or technical 3)Hanegement or technical
assintance assintance
b )Counselling k)Coungelling
$)Printed or prepared 5)Printed or prepared
inforwatiocn information .
6)Information tailored to your 6)Information tellored to your
needs - needs
7)Export market assistance 7)Export market assistence
8)0ther . 8)other N
9)Business_seminar 9)Business seminar
8. Mark the phrase that best e. Hark the phrare that hest
deseribes hov you feel about : Aeacribes hov you feel about
the quality of the informatien . the quality of the information
or assistance you'relsived or apsjetence you recelved
1)Very satinfied 1)Very eatinfied
2)Bonmevhat_netistied 2)Eomevhat ratisfied
3)Neither satisfied nor 3)Refther satisfied nor
dlesatiefied . dissatisfied
V)Somevhat dissatisfied b)Eomevhat dissatisfied
$)Very dlcsatisfied / $)Very dinentinfird
f. Mark the phrase that best f+ Mark the phrase that best
describes hov you feel sbout deacribes hov you feel about
the responsiveness of the steff the responsivenens of the ataff
in this ageney/program. in this agency/progrem,
1)Very eatiafied 1)Very eatisfied ]
2)Somevhat satisfied 2)8omevhet satisfied..
3)Neither satiofied nor J)Neither satiefied nor
dlseatisfied — dissatinfied
%)Bomevhal diesatiefied | ; k )Eomevhat dissatiefied
8Weorv Alunntinfind R SO B U OO DR IV 5)Very dinnatiafried
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E Federal Business Development 3ana
Il)ept. of Inlustry, Trede 3 Cosnerze 3
[ann Business Developneat Boxd n'
[oree °
Export Development Corporetissi ! -

Industrisl Incentives Prosra=

utrket Develonzent Centre

P.E.L. Dept. of Flshertse, Industry & Energy
Tourfsn Incentive Prograns

Service Sector Assletence Prigrie

Trade Assoclstions
Untversity Afriltated Prograse

Any other! Plesse deseribe
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SICTION ¥;  PIRCEFTICNS/ATIIIUNES
17. Bov marxy years of operatico @14 i1t take before your business generated a profit?

[(CJvatnin rarst year
Dﬁmn tvo yesrs
Dﬁﬁun three years
O vatets b to0 5 years
Dl.!‘ur % years

] st11d pot profitadle

38. Flease rank the followving professionals or others ip tde dusiness eoviromment

- accoréding to the degree of cooperstion you bove had ip dealing witd tlcse perscns.
’ - Very ) Very
- Cooperative Dpeeopeut!n
) Other Business Owners .
Bankers
Suppliers
lavyers, A:emuns, Cumm. ete.
Tradesmen

Male customers
Female customers
Male employees
Female employees
Government agencies

(VI VY VI VYV EPIVE TR
NNV RN
W W LW W W W
rerrreerrees
[PV YTV IV IV RV IV R IvS

19. Please indicate belov to vhet extent you agree or &issgree vitd the folloving
statenents.

- -‘

Stroagly Strongly
Agree ‘Revtral Disagree

MWy faxily bas advays supported me inp i
my business isterests. b 2 3 1 H

My friends have alvays supported me in
&y dusiness ioterests.

As s bdusipess owper, tdere are people
vho 'beum I e Satruuu in a
man's vordd.

Tobe majority of my ewployees nre female.

The majerity of my suppliers are female.

The majority of my custicpers are Semale.

Often mep éo pot teke me seriously as a
business ovoer.

It takes a long time to gulp credidility
as s busipess owner.

Mep seem to tdink I csunot comprebend

. eomplex Dusipess matiers.

1 get mlong equally vell vith males and
femAles 4p confucting my dusiness.

Goverzment agencies trest me 8ifferently
beceuse I en a vomas,

Trade, bdusiness, professional associstions
well represest my peeds/concerns as a
‘busipess ovper. .

Managiog s dusiness and & bdousehold at the
sane time Das cften presented 4ifficulties. b3 2 3 H

N
.
-
N
w
[
W

roumenli i V.
- ¢

I I Y R VR VR VR VY VR V)
NN RNRN N
W oW W oW ow w 'wuu w
o [ 4 [ 4 [ 4 - [ 4 e o
w W v W W w AV AV AV ERY |

-
»

20. Asife from general obstscles to em.repreneurﬂu success for anyone (e.g. unfavouradle
economic tlimate, governmental restrictSons, and so on), vhat particuwlar barriers
bave you experientef vhich you fee) were unigue to yov as a female entreprencur?

~
'

a. looking dack, vhat $nformstion or essistance would be most valusble to yuu st the
point of starting a dusipess?

]

22. . st ipformation or assistance would be most valuadle once the tusiness 43 unServay?

23. What sévice wonld you give other vowep vho vant to go into business Sor the=selves?

- -l . R ..
' - «
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SZCTION O: EDUCATION & DXPERIEAT

2i. ¥ov manmy years bave yo» workef istdu@ing ALl full o part-tiwr paying Jobs you
have Dbedd?
2 reme s¢35[Z7) 6 - 10 years
211 year er 2ess  ¢70 BE] 11 - 20 years
23% 02 -5 yeanrs 3ee [3] over 20 years

25. Bov many years bave you worxed ip o agerial cspacity?
{Ap your ovs and otber dusinesses)

B.IZ[ZJIne 29.52E) 6 - 20 years
gl mlwwhu - 24 :u-zonu-
3.7 [B2- 5 years o.8 [ZB) over 20 years

. 26. b‘umu. bov well bave your work experienres prepared you for being o
busivess owner?

5/.1%7::7 well /37@!“ st ald
33.¢ [E2) Scorvbat

27. Altogeiber hov many Dusinesses bave you owped?

&7-7.123) toe 6% [7Z7} moree to four

224 0] v 2a [ rive or more
28. Bov mazy busivesses 40 you bsve ownerakip in presestdy?

75 4% 2] owe #4970 5] Toree

rys 23w 1.1 ) vour or mare

2. Courting all businesses thatl you have ownef, for hov many years bave you beep
a8 dusivess owner?
PPZE: year or less 4 -ru - .20 years
©“.5 m2-57¢m r,JEm?oyun
22.2 2] 6 - 30 years

30. EHov magy years of formal schooling bave you completed:

22u[@)0 - Byears 3502731 - L yesrs past nign schowd
ro2 Bal9 -1 years o1t B7)5 & more years past high senocd
as.a [¥8] 12 years or Mgy

school equivalent

X. Wost types of schools bave you atienfef? Mark all that spply.

.’}.{f:D Jwicr or commmity college

«#0.0 [) vocaticon) or techniead school .
5.3 []Pour-year coliege or university

2¢.5 D Grafuste or professional school

‘ag.s [)Rope of tbe adove

32, Wnst deprees, 1f axy, 60 you Dol81 Mark ALL ihst apply.

7642 ] 3. - [ ».Ba.
9 [ )s.5e. s [T]) 7D or D3,
r.s ]334, o . Com, 26 3ZJL.LB. orJD.
23w, nse., nra. s-¢e23r.

7.6 ) otver - Gesersve Z3.0[ ) 5coe

- = c—— ———

.

33. BHov well @3¢ your efucstion and vork bietory prepare you for the ‘dally preblem
4p mmisg 8 dusiness? :
Very Wl Scoevhat Jot At ALY S

| 2 3 } s
20-4Y  R2O.e¥.  31.7% .9, 5284
SECTION B: FAMILY BACKGROXIND

3k, Bave either of yow perects (or goardlians) ever owned s self-ezployed duainess & boen
engaged 1p & professiomal) practice?
3565 Tes, tother or mde guardian enly -
&.0 D!n. wother or female guardiap caly
764 [ Yes, botd nother ant father (or guardians)
25 [ Jao
. Neo LSrpmEL :
35. Dié your notder or female guardSan work outside the home? Yeo [ )29.5%

o [Jse¢

13




36. Wbat is your currert marital ststus?

70 ¢ 9 [£9) Rever varried /6%, [37) Separatet

629 lzdrarriea - g [£]wseoves

. /2.0 [22) Divorces 22 [@ower

- : 37. Plesse indicate belov the cpe statement vhich best describes your situstics.

[T 1 started the busipess vith xy busbasd.

T3 1 startet tbe dusiness avd my dusbant later joived xmy business.

T3 »r busband starteft the business and I later joined the dusivess.

) 1 vas marrice vben I entered/started the business, now I an diverced.

{3 7 vas singie/atvorced vien I entered/started tbe busipess; nov I an parried.

I was single/divorced when I entered the business and I atill an.
Otber. Piesse Seseride

SB. Bow 014 are yem?

LN
r ¢

¢-r5[2) untter 25 235513] 36 - k0 2.72[7e) 52 - 55
so-9 )25 - 3 ‘o5 8-k ew [Z) 56-60
5.6 EBx -3 9.8 k6 - S0 to over 60
39. Hov many ehilérep living ip your bome 40 you bhave or share cdild care responsidility for?
Buzber . (If you bave no Gependents please skip to Question kl).

AD. TPleose inficate belov thr ome statement which best deseribes your situsties.
Ne 03
. "-E I sssume scle or most of the responsidility for meking ebild care arrangements.

17 mw dusbaod shares equal respensidility for ebilé cere arrangements vith me.
A m I employ s bousekeeper vho tekes care of tbe childrep vidle I an at vork.
- Bw busband assumes sole responsidility for making ehild care arrangesents.
#2. B<]ny cbildren are 0)d enough to take cere of themselves in the home.

. 4 Otber. Fleese descride
. case inflicate where you vere boin -
789, [73) Canata 4% [22) Other - whep 54 you come to Cezada? 19
- 24 [Zlu.sa. 3y,  wo 4CSPonDE

Thank you very much for your cocperetion. The information you have provided
will be very belpful is recommending szmal) Dusiness policy to meet the peeds of
wvomen busipess ovoers in Canada.

RAME

ADDRESS

-

R N G R G ..
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THE FRED C. MANNING SCHOOL
OF BUSINESS ADMINISTRATION WOLFVILLE, NOVA SCOTIA, CANADA BOP 1X0

AFPENDIX C

ACADIA UNIVERSITY

Re: Research on the Entrepreneurial Experience of Womep in the
Maritime Provinces

Presently, we do not know the women in this region of the country
vho own and operate their own businesses. We do not know where they are
located, what kinds of businesses they are involved in or the extent of
their contridbution to the regional economy as employers and revepue producers.

I have been awarded a research grant by the Small Business Secretariet
in Ottewa to develop a comprehensive list of these women outlining the neture
of their businesses. This list will form the foundetion for a later
investigation of attitudes and perceptions of these womer who have decided to
become independent business operstors.

To develop this list, I NEED YOUR HELP. I need referrals, pertial
lists of women owper - mansgers which you and your organization are aware of,
to eneble me to initiste contect with these women, and compile the basic list.

Would it be possidble for you to supply me with a list of your
membership which might indicate any businesses which are owned and opereted by
women?

This would be of tremendous assistence to me. I may be contacted by
mail’ at Acesdia University or by phone at 902-5L2-2201.

Either myself or one of my research essistants may contact you
directly by phore in e week or so if we do not hear from you before then.
Fpr your informetion my essistants are Jane Devidson, Jennifer Perry,
Keith Skiffington and Jeff Mills.

I look forward to hearing from you.

-

Yours sincerely,

Lois Stevenson
Assistant Professor
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Re: Viomen Owner-Menagers in the Maritimes - Who Are They?

The Small Business fecretariat in Ottawva is supporting
research designed to study women in this reaqion of the country
who own and manage their own tusinesses. The first step of the
study (and the most difficult part) is 1ocat1ng women business
owners. 11 have been developinc a preliminary list of these
women from reference sources such as business ané Boaréd of
Trade directories, association membership lists, Joint Stock
company records, manufacturing directories, referrals, etc.

, S . - .

[V
¢

From one of these sources I have determined that
you may be a women owner and manager of your own business.

By ‘-.u-)
[

I very much neeé your helnm now in gqualifying the leads
I have. . To this end I would aaprec1ate it very much if you
would answer the short cuestionnaire on the attached page and

return it to me as soon as possikle via the self-addressed return
envelope.

1

)
‘

-

Please feel f£ree to comment on any of the cuestlons
if you wish to provide additional explanation.

-~ ' The information vou provide ‘to me will be held in ihe
strictest of confidence and will never ke associated with your
individual company. The information will only be used to .indicate
the number of women in the !Maritimes who own and operate their

own businesses; the types of businesses they, collectively, are
involved in, and the ceneral size of these businesses per industry
category. Later, if you are willing to cooverate further in this
study, I would like to conduct more in-depth interviews with you
as an owner-manager to find out how you started in business,

what problems and satisfactions you have had, how you feel about

! being involved in independent business, and so on.

————r LSR8}
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2 number of studies have been done on men in business
but hardly any on vomen vho own businesses. I am very
interested in looking at the female perspective and hope you
decide to participate in this part of the project by returning
a completed guestionnaire. '

Thank you so much.
Yours truly,
5?22? A zzmomd

Lois Stevenson
2ssistant Professor

P.S. If you know of any other women I might contact, please

provide the particulars below. - :
BuSiness Na’ne o o - [ ] [ . ° . [ [ ° ° L) . [ ® ‘ ; ° [ ] o.
owner ' s Name L ] ® * L ] * L] L ] - » L] L] o L ] ° ‘. a A ] L4 2 d -]

’Address L L ] L L] L] i . L] L [ 2 . L o L d L L J ' L * L] » L] ° * e
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APPENDIX E

ACADIA UNIVERSITY

THE FRED C. MANNING SCHOOL
OF BUSINESS ADMINISTRATION WOLFVILLE. NOVA SCOTIA. CANADA BOP 1X0

o

April 19, 1983

Memo Regarding:
Women Business Owners in the Maritimes

From: lois Stevenson., Assistant Professor

Recently I mailed a letter to you describing a research study I am
doing at Acadia University on women business owners in the Maritime
Provinces. With tkat letter I enclcsed a questionnaire designed to
collect information about your business enterprise providing you do
consider yourself a business owner (sole proprietor or equal business
partner). The success of my research depends to a great extent cn the
response rate of women to this questionnaire es one objective is to locate
and identify as many woman-owned businesses as possible, if not all of them.

My records indicate you have not returned the questionneire as yet so
I am enclosing another for your comvenience. Even if you do not consider
yourself a business owner, would you please complete the appropriate sections
of the questionnaire and return it to me via the self-addressed return
envelope.

Y desperately need your cooperation and mssistence. The research
is funded through the Smell Business Secreteriat who are also very interested
in women owned businesses.

- I look forward to your reply end hope that you will be able to
participate in the second phase of the study es well. (Please remember
that 211 replies are confidential).

Zoin plloremaat
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APPERDIX P

TRQUIRY - WC*Z% BUSINESS OWNERS IN THE MARITIMES

Belle egain, Meritioe buzizess owmer!

First of ell, let me tbank you for responding 10 my earlier survey questionoaire
sbowt the pature of your business. 1 contscted over 1,000 Businesses vhicd eppeared
to de vopep-owvned and received replies frcm vell over half of these vozen, vitd
respooses still coming isto the office.

Informetion or elmost LOD BDusinpesses dhas been processed end 1 thought you might
be interested in some 0f the findinge so far represepting firms frem K.B., K.E. and
P.E.1.

- Almost 705 ©f vonep~cvmes Yusipesses vere started by the presest owvper; 188
bought the business; 5% toox over s faxily business and TJ got dovolved in the
dbusiness ip scme cider vy e.g. franchising.

~ 39% of the businesses ere scle proprietorships; 167 ere pertnerships (80% witd
only 1 partper); LLS ere lizitel cczpanies.

« Tbese womep-ovned firms ezploy en everege of 3.6 full-time exployees and 3.3
part-time e=ployees, 2ltbougk the pi=der of erployees ranpe fraz O {owner 1s
only exployee) to 99. Severty-five percept of the firms exmploy at least coe
eoployee but O1% of firms e=ploy fever thap 10 eployees. This is sizmfler for
spell busipesses ip geperal.

- The irms represest 8 broeé ercss-sectiop 0f inlustrial/commercial sectors
Bul ere comcestrated ip vhelesele esd retefl trede (43.3%) and service industries
(36.k). ¥Meoufecturing is vell represesief vith $.1% of vopen-ovped firms,
censtruction (1%), fipaoce ané real esiste (2.55), trecspertation (.6%) ant
agriculture, fisting end foresiry (1.1%) are not vell represested dut are elso
traditionally male dc=ineted Inldustries. .

- Revesves produced dy pesd firns pare favorsbly with dete o3 ell s3all
busipesses. Tde sversge seles volime of dusipesses processed so far is
$135,000 -~ $250,000. 2reerdown is &s follows:

Upder $60,000 seles voliume ’ . 38%
$60,000 - $255,000 seies voluxe 5%
£255,000 = £2¥ seles volume 15%
over $2¢ seles voliume 2

Trom tbis 3t cen be concluéed ikt vozep cwmel Dusipesses are significest esplcyers
and reverve profucers ir the s=el)l Ttuslness sector end contribute grestly to tbe
ecccnoxy of the Muritise Freviocves.

Fov 1o ccsplete ny reseered zaccele to the £oal) Business Secreiariet, I peed to
ecoldect irferzetiop on'you, the businsess cwvmer. What are yvour Dotivetiess, perceptiomss,
prodle=s?, viy did you get sterief iI> duriness?, cbviovsly your business s svecessful -
vhat vere tbhe success ipgredlents? To Cevelop & profile of tbe successful buriness
ovper i3 & Dajor oblective of tbe enclosed questionpaire. Results w1l be used to
outline policy recor—endetions to tbe Sxzal) Busipess Secretarist to encoursge and
facilitete the incidence of dusipess cipership by vomen in this coumiry.

1 thank you agein for your scpport in this reseerch end hope you will take the
tine to corplete tbe enclosed questionneire and retuwrn 4t to ne &3 socn as possible.
1 realize the questicnonire Is lengtby dbut detalled Snformstion is required on
verzen busipess ovpers to fill the vold of koovledge. Replies will be kept strictly
confileptial and date only cosplled op mx aggregate basis.

I look forvard to dearing from you soon. ¢

lois Stevensoa
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APPENDIX G

- ACADIA UNIVERSITY

Reminder: May 17, 1983
Ingquiry - Women Business Owners in the Maritimes

Recently, I sent to you a questionnaire seeking infqQrmation on

you as a business owner. Pealizing it .is a rather lengthy questionnaire

and this may be a busy time of year for your business, I would be

most appreciative if you could complete the guestionnaire and return
it to me as soon as possible. To make the results of the survey
meaningful, I need a high response rate and this means your assistance.
As I stated before, I will be pleased to send you a summary of the
results when the project is finished.

If you have already forwarded the completed questionnaire, please
disregard this letter.

Thank you for your patience ané cooperation.
Yours sincerely,
Ko
17

Lois Stevenson






