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Abstract  

 

This thesis seeks to explore the effects that socioeconomic and political changes can have 

on women’s microentrepreneurship in emerging economies. Using Chile as an example, my 

research sought to answer whether women’s microentrepreneurship in Chile is affected by these 

external factors, and if so, in what way?  

Examining this increase through a sociopolitical and economic lens, I investigate trends 

in women-led entrepreneurship on a local level and compare them to current theories on global 

entrepreneurship and female small business owners. Through field observations and qualitative 

interviews with eight Chilean women entrepreneurs, the data shows that not only are they 

affected by external factors but that they also negate several existing theories on female 

entrepreneurship. It is my hope that this thesis will do two things: shed valuable insight on 

women’s entrepreneurship in Chile and provide the framework to holistically analyze a country’s 

unique ecosystem and its effect on women entrepreneurs.  
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Executive Summary 

 

This thesis is an exploration of women’s entrepreneurship in Chile in relation to changes 

specific to the nation’s political, economic, and social history. Modern research on 

entrepreneurship is heavily focused on a) the Western world and b) on male entrepreneurs, even 

though according to the Global Entrepreneurship Monitor, there are approximately 252 million 

women entrepreneurs worldwide (Elam, 2019). In light of this disparity, I chose to focus on 

female microentrepreneurs in developing nations as the amount of research conducted on this 

population is still relatively low. Chile proved to be the perfect testing ground for my research 

for two reasons: It was where I spent six months studying abroad in 2019, and it is an emerging 

economy with a unique political and economic background.  

In Chapter 1, I introduce the topic of women’s entrepreneurship on a global scale. Next, I 

share an anecdote about my grandmother as a microentrepreneur that is germane to women’s 

microentrepreneurship in other developing countries such as Chile. I elaborate on the rise of 

female-owned enterprises in Chile since 2017 and then pose my research question: Has the 

political, social, and economic changes in Chile affected women’s entrepreneurship? Finally, I 

discuss the order and structure that the rest of the thesis will follow. 

Chapter 2 is divided into two main sections: a) an overview of Chile’s political, 

economic, and societal changes dating from 1973-2020; and b) an exploration of existing 

entrepreneurship theories, comparative studies on women’s microentrepreneurship in other 

developing countries and data on female entrepreneurship in Chile. 

In Chapter 3, I discuss the method I used to conduct qualitative research for this thesis, 

specifically semi-structured in-person interviews and field observations. I describe the data I 



iii 

 

collected in the form of interviews with eight Chilean microentrepreneurs and provide an 

analysis on the data collected as well as the process for interpreting the data. 

Chapter 4 covers the findings I gathered from the data. I organized the findings according 

to three archetypes—The Creative, The Perfectionist, and The Dreamer—that represent different 

characteristics of women entrepreneurs within Chile. This chapter covers each archetype in depth 

with relevant quotes and narrative detail surrounding each of the eight women’s individual 

experience with entrepreneurship. 

In Chapter 5, I discuss the relevant findings in two ways: first, how the data relate to 

three existing entrepreneurship theories: Amit and Muller's (1995) notion of Push versus Pull as 

motivational factors, Reynolds and colleagues' (2002) Necessity versus Opportunity 

entrepreneurship, and Du Rietz's (2002) Underperformance Hypothesis. Second, I assess the 

three archetypes and their relation to societal factors, the Chilean business landscape, as well as 

gender roles and intrahousehold dynamics.  

According to the findings, Chilean women entrepreneurs are motivated more by pull 

rather than push factors, and view entrepreneurship as an attractive opportunity rather than 

addressing a basic need. Finally, I found that as a whole, the data show that these women negate 

Du Rietz's (2002) theory and are actually high performers in their own right. 

Finally, chapter 6 focuses on the limitations that I felt hindered my study and what I wish 

I could have included in this thesis. Then, I provide my final observations on women’s 

entrepreneurship in Chile and discuss my hopes for future study. 
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This thesis journey is long and can be difficult without the support of a strong advisor. 

Make sure that you pick an advisor who is not just going to check off that you did your project 

but rather someone who will encourage your academic progress and help you find the resources 

that you need!  In picking a topic, ensure that it is something that you are passionate about. When 

the going gets tough – and it will get tough, your passion for the project is what will keep you 

motivated.  

Most importantly, take advantage of your time at Syracuse University in a way that 

benefits you. If you are interested in research, look for professors that are working on inspiring 

projects and ask how you can get involved. If you love film or photography, there are studios and 

equipment on campus where you can spread your imagination and learn technical skills. 

Whatever it is that truly fuels your life, these four years are the time to pursue it. Outside of these 

walls, you might never get the chance again to build, to create, to inspire etc. in such a supportive 

and contained environment. So, I say go for it all! And who knows, maybe when you find your 

passion an awesome thesis will come from it. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



viii 

 

 

Spanish to English Translations 

SPANISH ENGLISH 

Arpilleristas Chilean women who wove quilts 

Chilenas Chilean women 

Comunas Municipality 

Dictadura Dictatorship 

Dueña Owner 

Emprendedora A female entrepreneur 

Empresa Company 

Femenistas Chilenas Chilean feminists 

Fondo del Cobre Copper Fund 

Golpe de estado Coup d’état 

Informe de Politica Monetaria Monetary Policy Report 

Junta militar Military junta, military government 

La Cordillera de los Andes The Andes Mountains 

La empresa no va si la mujer no está The company will not run if the woman isn’t 

there 

Machista Sexist 

Mujer, mujeres Woman, women 

Negocio Business 

Peluqueria Hair Salon 



Awasu 1 

 

 

Chapter 1: Introduction 

 

This thesis seeks to discover the connection between the rise in women’s microenterprise 

in Chile and the sociocultural, economic and political changes within the country since the 

1970s. Globally, the number of women entrepreneurs has grown rapidly in the past several years. 

In the US, for example, women-founded startups like Away, a sustainable luggage company, and 

Rent the Runway, a rental service for designer clothes, are disrupting their various industries 

through technology, sustainability, and equal opportunities for all employees (Gross, 2019). In 

emerging economies like Ghana and Lebanon, women are taking an active role in the economy 

by starting microenterprises in areas such as retail, trade and agriculture (Campos & Marine, 

2017).  

 The inspiration for this thesis developed from stories I had heard about my grandmother, 

a bustling microentrepreneur who ran several businesses all while raising eight children. After 

her husband, the village chief, died during the early days after the fight for Ghanaian 

independence, she faced pressure to follow cultural norms and marry again to keep the bloodline 

alive. In defiance of tradition, she forged her own path and decided to create her own opportunity 

and turned the skills she knew – farming and trading – into profit. Amid personal grief, 

sociopolitical unrest, and cultural norms, she paved a way for future generations to follow.  

When I studied abroad in Santiago, Chile in the spring of 2019, I immediately noticed 

that much like my grandmother, Chilean women have the same inner strength, fortitude and 

determination to break down economic barriers despite societal expectations or political turmoil. 

In the 1800s, women led protests for education, women’s rights, and political freedom leading to 

the rise of powerful feminists such as Violetta Parra and Amanda Labarca. Many modern day 
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Chilenas uphold that these early pioneers for equality laid the framework for a long history of 

campaigning for social justice and the end to oppressive regimes and social structures.  

Since 2017, Chile has seen a dramatic spike in entrepreneurship with small businesses 

accounting for the bulk of the growth. At the forefront are Chilean women who are leading the 

country from politics to social justice and even entrepreneurship. In a region of the world that is 

considered “in development”, impoverished, and volatile, women are generally expected to cook, 

clean, and take care of the children. However, according to several studies, women in developing 

nations around the globe are taking advantage of the opportunities that come with globalization 

and modern technology and are becoming innovators, scientists and drivers of enterprise (Siba, 

2019). Many women turn to entrepreneurship to stay afloat, put food on the table and survive in 

a rapidly changing world. 

 Because of this upward trend, I pose my research question as the following: How has 

sociopolitical and economic change impacted women-led microenterprises in Chile? Using the 

story of Chile as a case study on sociopolitical unrest, the rise of women’s entrepreneurship and 

the geo-politicization of global enterprise, we can thus begin to understand drivers of economic 

development and examine the current environment for women’s microentrepreneurship. It is my 

hope that this research will serve as a framework for future study and illuminate the growth in 

entrepreneurship among women in emerging economies. 

 In what follows, I will first present an overview of the current literature on the political, 

economic, and societal landscape of Chile dating from the mid-1960s until 2020 to provide 

context and references for the growth in the economy and the sociopolitical divide that affects 

day-to-day life in present day Chile. I will then examine the concepts of Chilean women and 

their role in society, and the context of women entrepreneurs globally and within Chile. Next, I 
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will explain the research method used within this study and then present an analysis on the 

insights that I gathered and their impact on this study. Furthermore, I will discuss my findings 

and situate this research within the current body of literature on women entrepreneurs both 

globally and in Chile. Finally, I will acknowledge the limitations of my thesis and discuss the 

implications that I hope will inspire further research based off this work. 
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Chapter 2: Literature Review 

 

To better understand the environment that Chilean women entrepreneurs operate within, 

it is necessary to first address the key sociopolitical and economic changes that occurred in the 

country in the latter half of the 20th century. Thus, I begin with a brief overview of Chile and 

review the major events that shaped the modern-day framework of the country. Throughout, I 

place significant emphasis on the intertwined dynamics of democracy, culture, and 

entrepreneurship. Next, I provide context for the global rise of entrepreneurship along with 

several relevant theories of entrepreneurship that pertain to female entrepreneurs. To close this 

chapter, I discuss and define microenterprises, both worldwide and in the Chilean context. 

Country Overview: Chile 

2a. Political History of Chile (1970-1990)  

 

In the contentious election of 1970, Salvador Allende, the world’s first democratically 

elected Socialist president, ran on the promise that he was going to “Make Chile for the 

Chileans” with plans to nationalize copper, improve the economy and invest in education, 

transportation and healthcare (Paredes, n.d.). Appealing to the average Chilean who was tired, 

hungry, and poor due to food shortages and corporate greed, Allende’s plan gave hope and 

sparked national pride. However, Allende’s successful socialist campaign displeased the Chilean 

elite, whose influence and social capita would be at risk, as well as US politicians, who were 

alarmed that Chile might follow in Cuba’s footsteps and ignite revolutions across the continent 

(Kornbluh, 2003). Quickly, the United States, under President Nixon, began a direct foreign 
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policy of economic and political sanctions against Chile, affecting trade and foreign relations. 

With a sharp decrease in foreign investment, Chile’s resources were severely depleted – leaving 

room for social dissidence and setting the stage for political unrest (Fermandois, 2003).  

By 1973, Salvador Allende’s third year in office, Chile was in a state of instability – his 

grand dreams for the country were largely unrealized. The Chilean economy had reached its 

breaking point: inflation had reached more than 150%, the country’s fiscal debt was hovering 

around 13% of GDP and due to strong divisions on economic policy, the government was at the 

brink of disaster (Paredes, n.d.). Unsatisfactory to both the working class and the military elite, 

protests and riots broke out across the country. Taking advantage of the civil unrest, the CIA 

encouraged Chilean military forces to make their move and prepare to overthrow the government 

(Devine, 2014). When the country finally erupted in chaos due to a violent and unexpected coup 

d’état on September 11th, 1973, only seven days before Chilean Independence Day, Allende’s 

government had already been undermined and faith in his socialist movement had been shaken 

both in Chile and around the world.  

 When the coup succeeded, the military junta led by General Agosto Pinochet quickly and 

effectively exterminated Allende’s supporters, sending many to be tortured and then killed 

within days of taking control (Roniger & Sznajder, 2003). Despite the foreshadowing of fear, 

moderate leaning politicians such as the Christian Democrats, along with many Chilean citizens, 

assumed that the junta militar would call for elections and then return the country to normalcy 

(Paredes, n.d.). However, this was far from the reality that would befall Chile. For sixteen years, 

Chile was frozen in a state of fear – friends turned against friends, students against professors, 

sisters against brothers. Backed by the neighboring dictatorial regimes of Uruguay and 
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Argentina, ironclad secret police and the financial and political support of the United States, 

Agosto Pinochet maintained his political power from 1973 to 1990 (Roniger et al., 2003).  

2b. History of Chilean Economics (1970 – 2020) 

 

In 1973, Chile adopted neoliberalism, an economic policy influenced by Milton Friedman 

from the Chicago School of Economics and the “Chicago Boys”, a group of Chilean students 

from the Pontificia Universidad Católica of Chile who studied under Friedman in Chicago 

(Sigmund, 1983, pp. 41-58). This economic policy stresses the importance of a free market 

economy with a focus on private businesses, deregulation of financial markets and a shift away 

from a social welfare state (Sigmund, 1983, pp. 41-58). 

Neoliberalism led to the privatization of several former state-owned industries allowing 

the private sector in Chile to expand. In the 1980s, during the heart of the dictatorship, Chile 

suffered yet another devastating economic crisis that reduced the GDP by 14% and increased 

national unemployment to 20% (Margitich, 1999). The increasing amount of documented human 

rights violations and the depth of the economic crisis brought the attention of the world to Chile 

in the mid-1980s, causing groups like the United Nations and Amnesty International to vocalize 

their mounting concern over the situation in Chile (Kornbluh, 2003).  

When Chile returned to democracy in 1990, the country faced a massive deficit and a 

rapidly increasing public debt that hovered around 45% of GDP in 1990 (Arrelano Marín, 2005). 

In order to fix this, politicians, institutions such as the Central Bank of Chile and the Informe de 

Política Monetaria created a plan to reduce inflation, change the national fiscal policy and shrink 

the deficit. This fiscal plan both aided social policy and public investments while also helping 
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Chile stay afloat during the Asiatic crisis that occurred near the end of the 1990s (Arrelano 

Marín, 2017).  

 The first major undertaking that was deemed necessary was to clearly define which 

branches of government were responsible for overseeing the budget and the national debt. Before 

this, Chilean presidents did not have the authority to control spending or manage the country’s 

economic performance (Arellano Marín, 2005). In the 1990s, the presidential office gained 

executive power over the budget before it is passed to congress to approve or reject it within 

sixty days, providing the economic policy with necessary checks and balances. This fiscal policy 

is – in the words of  Juan Pablo Arellano, lead economics professor at la Universidad Católica de 

Chile,   “The best example of the government’s capability to control the social and economic 

systems in Chile” – as all expenditures must be carefully reviewed and voted on (Arellano Marín, 

2005, p.8).  

  The second key modification led to the creation of a more streamlined budget that was 

programmed to include all profit and expenditures, except for that pertaining to public companies 

and municipal budgeting (Arellano Marín, 2005). Since Chile’s economic system is primarily 

neoliberal, national responsibilities under a mixed-market economy like the United States, such 

as public transportation are instead administered by private companies (U.S. Congress, 2020). 

For example, the capital city of Santiago’s extensive bus system is operated by multiple carriers, 

who then receive government subsidies to offset the cost of operation. As these subsidies would 

appear on the national budget as a substantial disbursement, the decision to restructure the 

federal financial statements meant that greater importance could be given to more significant 

issues (Arellano Marín, 2005). 
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Additional changes that were implemented included strengthening the tax system so it 

could be capable of collecting the “resources necessary to finance the country” (Arellano Marín, 

2005, p.7). Aside from investing money into the tax collection system to provide better 

technology and services, changes to tax policy on pre-determined expenditures are also 

prohibited. Arguably one of the most important fiscal changes occurred in 1987, when the Fondo 

de Cobre was developed as a fund in which to save resources during times of high copper 

demand in order to have extra savings on hand, if the demand were to drop in the future. This 

additional profit is then designated to reduce the national debt and create investments in areas 

such as technology or public health (Arrelano Marín, 2005).  

Today (in 2020), Chile is regarded as a beacon of capitalism in Latin America:  renowned 

for its political stability, economic growth, and its high standard of living. Arellano describes the 

economic miracle and emerging prosperity as a result of careful planning through the efforts of 

the Informe de Politica Monetaria, the Central Bank of Chile and political referendums (Arrelano 

Marín, 2017). These examples of institutional policies are the leading reason behind Chile’s 

deficit reduction and how they have maintained an economic surplus for the past several years. 

(Arellano Marín, 2018). This has led to an increase in innovation and development, creating a 

relatively prosperous and stable economy, welcoming both international companies and local 

entrepreneurs to seize the opportunity for success. 

2c. Sociocultural Climate in Chile (1970 – 2020) 

 

Culturally, in 2020, Chile is radically different than it was at the start of the dictatorship. 

When the military junta took over in 1973, the armed forces and the secret police maintained the 

country in a grip of terror, but by the mid-1980s, people began to protest the disappearances of 



Awasu 9 

 

 

loved ones, the continuing human rights violations and the high costs of food (Bernath-Plaistad 

& Rennebohm, 2011). In this wave of resistance, women in Chile, like their compatriots across 

the Southern Cone, took to the streets to demand the whereabouts of their husbands, fathers, 

children, and friends (Krause, 2004). Teenagers, now old enough to understand the reasons 

behind the curfews and the disappearances, also began to protest in defense of human rights and 

against the violent military regime (Bernath-Plaistad et al., 2011). After Pinochet’s failed 

plebiscite to extend his rule, and the official return of democracy, Chile found itself drastically 

changed. After almost two decades of secrecy, silence and forced conformity, Chileans still take 

the opportunity to make their voices heard: from the children in middle school protesting 

curriculum changes to the elderly citizens demanding better provisions for retirement. Despite 

the long healing process, faith in the democratic system, overall economic prosperity and 

important policy changes have allowed Chilean citizens freedom to “just be” (Comunidad Mujer, 

2019). 

 

The Status of Women in Chile 

 

Historically, like in many other Latin American countries, men were the providers in the 

Chilean family. Women were responsible for domestic tasks such as cooking, cleaning, and 

taking care of the children while men went off to the mines or to other means of paid 

employment (De Paula, 2018). Even while accepting their role in the household, Chilenas started 

to organize in the early 1900s during the “advent of the industrial revolution” (Krause, 2004, p. 

370). The goals of these organizations were to transition women from the homes to the 

workplace and to advocate for their rights. In 1917, Chilean women began to campaign for the 

right to vote and by 1949, they were granted the ability to do so. 
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Under the Pinochet regime (1973-1990), many women found themselves as the sole 

breadwinners in the family due to a) the imprisonment or death of the males in the household and 

b) the neoliberal focus on individuality and consumerism which encouraged women to work for 

themselves so they could buy the things they wanted (Labbé, 2006). In 1974, women who had 

lost their children and family members founded Madres de la Agrupación de Familiares de 

Detenidos Desaparecidos in order to seek information as to their whereabouts (Krause, 2004). A 

big part of this group were las Arpilleristas or women who created arpilleras (patchwork 

tapestries) as a way of declaring human rights violations in Chile. The arpilleras often contained 

figures immersed in daily life and were meant to simultaneously symbolize the despair and hope 

that was felt throughout the country during this time. The Madres would organize protests, 

marches and hunger strikes to draw attention to their causes in the belief that they were helping 

to establish a more democratic and cooperative society (Krause, 2004). 

By the 1980s, many more movements led by women spread across the country calling for 

“Democracia en la Calle y en la Casa” (democracy in the streets and in the home), creating a 

challenge to the power of the patriarchy both in a sociopolitical context and domestically within 

the home (Power, 2004). In response to “high urban unemployment, deindustrialization, and cuts 

in public spending”, many women organized workshops and soup kitchens to provide food and 

education to the poor and hungry (Klubock, 2001, p. 495). These women established initial 

connections between feminist groups and the working class as femenistas Chilenas created 

organizations that led intersectional research and activism on women’s issues and interests 

(Klubock, 2001). 

Every year, Chilean women follow in the footsteps of their predecessors and flood the 

streets for International Women’s Day (March 8th), many holding photographs of still missing 



Awasu 11 

 

 

friends and family, chanting slogans denouncing violence against women, and carrying placards 

supporting the rights of the indigenous Mapuche people (Gaudichaud, 2019). In 2019, more than 

800,000 women marched and took part in sit-ins across all major public universities throughout 

the country (Gaudichaud, 2019). These demonstrative actions can be credited to the early 

pioneers of justice and feminism such as the Madres but also to a greater push for equality in the 

country in recent years. For example, in 2015, the Ministry of Women and Gender Equality was 

created under former President Michelle Bachelet (2014-2018) to promote and protect gender 

equality throughout the country. This ministry is also in charge of designing, implementing, and 

evaluating policies that prevent and eliminate the gender discrimination that is sadly still 

prevalent in Chile (De Paula, 2018). 

Often, the political empowerment of women also brings the desire for economic and 

societal liberation. The strikes and protests reveal a larger sociocultural issue of a structure that is 

frequently “violent and destructive for women day after day” (Comunidad Mujer, 2018). While 

on a surface level, trends such as an increase of women in higher education and the growth of 

women-led sectors in the labor market seem to be positive, it does not negate sexual harassment, 

femicide or the burden of balancing work both outside and inside the home. On average between 

the ages of 5 and 17, in comparison to boys, Chilean girls spend 50% more time per week 

involved in domestic tasks (Comunidad Mujer, 2018). As they progress into adulthood, for the 

non-working woman, these numbers increase in comparison to their male peers. For many 

Chilean women, especially of the older generation, household work then becomes not just a duty 

but a job (Comunidad Mujer, 2018). 
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2d. Women Entrepreneurs Globally and in Chile 

According to the Global Entrepreneurship Monitor’s (GEM) 2017 report, a boost to the 

global economy arrived in the form of more than 160 million women who started a business in 

over 70 different economies in 2016 (GEM, 2017). An analysis by Boston Consulting Group 

showed that “if women and men around the world participated equally as entrepreneurs, global 

GDP would ultimately rise by approximately 3% to 6%, boosting the global economy by $2.5 

trillion to $5 trillion” (Unnikrishnan & Hanna, 2019). However, around the world, the total 

entrepreneurship activity (TEA) rate for new female entrepreneurs is only around 10.2%, while 

the TEA rate for men is slightly higher at approximately 13.6% (GEM , 2019). Surprisingly, in 

countries that are developing or considered low-income, the TEA rate hovers around 15% with 

the highest TEA rate among women found in Sub-Saharan Africa (21.8%) and Latin America 

(17.5%) indicating growth among women entrepreneurs in the developing world (GEM, 2019). 

Overall, the 2018-2019 GEM report indicates that in comparison to previous years, the rate of 

women-led businesses continues to grow rapidly. 

In Chile,  according to Comunidad Mujer, the participation of women who are active 

within the business economy reached 64% in 2018. Further reporting showed that societal views 

on entrepreneurship have shifted with 44% of mujeres Chilenas planning to start a business by 

2021 and 30% of women believing that they can still pursue entrepreneurship while raising a 

family. For a country that is still struggling to balance a woman’s role in the workplace with her 

place within the family system, to see the latter statistic increase by 10% since 2015, indicates a 

breakthrough for women within Chile (Comunidad Mujer, 2018). Overall, this change in 

perspective can be partially attributed to the global rise of entrepreneurial levels in the last 
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decade; however, it serves to ask the question: What on a localized level could also influence this 

increase in Chile? 

In order to consider this question, relevant theories on entrepreneurship and 

entrepreneurship among women must first be unearthed. To begin with, studies have shown that 

entrepreneurs are motivated to start a business by a variety of reasons: money, pride, passion, 

and so forth (Barba-Sánchez & Atienza-Sahuquillo, 2012). However, a significant number of 

studies have examined the extent to which individuals view entrepreneurship within two 

categories: entrepreneurship as a “necessity” due to a lack of formal employment or 

entrepreneurship as an attractive business “opportunity” in pursuit of profit (Reynolds, Bygrave, 

Autio & Hay, 2002). Necessity based entrepreneurship is more prevalent in developing countries 

in comparison to those elsewhere in the world. In the Middle East, for example, Lebanese 

women entrepreneurs tend to operate businesses based on the need to increase financial stability 

within the household rather than as a basis of innovation-driven profit (Tlaiss, 2019). Likewise, 

in Ghana, female microentrepreneurs are expected to use profit from their ventures to support the 

household economy – thus creating enterprises as a necessary method of survival (Agboli, 2007). 

Another theory on entrepreneurship suggests that one can  

distinguish between two types of entrepreneurs based on their motivation to engage in 

entrepreneurial activity: ‘Push’ entrepreneurs are those whose dissatisfaction with their 

positions, for reasons unrelated to their entrepreneurial characteristics, pushes them to 

start a venture. ‘Pull’ entrepreneurs are those who are lured by their new venture idea and 

initiate venture activity because of the attractiveness of the business idea and its personal 

implications. (Amit & Muller, 1995, p. 1)  
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Similar to Reynolds and colleagues (2002) findings with the concept of necessity versus 

opportunity-based motivation, Amit and Muller (1995) concur that the rationale behind starting 

an enterprise varies based on the individual and to an extent, the circumstances that surround 

them. For an example specific to female entrepreneurs, Buttner and Moore’s (2011) female 

entrepreneurship theory builds on the existing rhetoric, and shows that the idea of breaking the 

“glass ceiling” as a method of women’s empowerment is a significant motivating factor in and of 

itself, and is a driving factor of entrepreneurial motivation for some women. 

Once entrepreneurs – in this case female entrepreneurs – start their businesses, it becomes 

increasingly difficult to sustain and develop the enterprise to its fullest potential. Some of the 

factors that limit growth can be societal or economic, but others are based wholly on gender 

norms and the fact that these entrepreneurs are women. A theory known as the female 

underperformance hypothesis—states that “all else being equal, female entrepreneurs tend to be 

less successful than their male counterparts in terms of conventional economic performance 

measures” such as an increase in profitability, an increased number of employees, and an 

increased number of orders (Du Rietz & Henrekson, 2000, p. 1). This notion that female 

entrepreneurs are somehow lower performers (in terms of growth in profit, employees, and sales) 

continues to unfairly subordinate women in comparison men in the entrepreneurship world, 

affecting their ability to obtain bank loans as well as lowering their perceived status as business 

owners. 

 

Women Entrepreneurs and Microenterprises 

A microenterprise is defined as a small business with few employees and relatively 

minimal capital (Srinivas, 2010). In part, due to the nature of emerging economies, these 

microenterprises function as a boon to the economy while also serving as a livelihood, a source 
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of economic development and a means of poverty alleviation. Around the world, 224 million 

women are impacting the global economy through entrepreneurship – 98 million women are 

already operating businesses and another 124 million intend to start or operate their own 

businesses in the future (VanderBrug, 2014). Among these trailblazing entrepreneurs are nearly 

600,000 Chilean female small business owners – who are developing innovative products, 

solutions, and services to meet the needs of their local environment (Mandakovic, Romani, 

Santander, Serey & Soria, 2017).  

In emerging economies, women microentrepreneurs tend to make choices based on 

societal expectations that affect the way they work both in and out of the house. For example, in 

Sub-Saharan Africa where female participation in entrepreneurial activities is higher than in any 

other world region, women are expected to establish “necessity motivated” businesses 

specifically to supplement household finances. This is in contrast to male entrepreneurs in the 

same region who have the freedom to create ventures based on interest or passion (Campos & 

Gassier, 2017). Moreover, due to this strongly gendered narrative regarding women and men’s 

financial responsibilities within the household, it has been recorded that men often provide their 

wives with the initial start-up capital needed to start a business, with the expectation that the 

income would be returned to the household. A 2007 study conducted on women 

microentrepreneurs in Ghana discovered that marriage is associated with benefits for men’s 

business but not for women’s enterprises, suggesting that intra household dynamics play a vast 

role in profitability and gender gaps in entrepreneurship outcomes (Agboli, 2007). 

Similarly, among Lebanese women entrepreneurs, women are expected to stay in the 

home and maintain domestic duties. Those that do not and choose occupations outside the 

household are seen to be “socially deviant” and often face gender-based discrimination. In the 
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heavily patriarchal society of Lebanon, entrepreneurship is viewed as a male occupation since 

entrepreneurs are expected to be “aggressive, independent, and decisive” in order to be 

successful (Tlaiss, 2018). As these are stereotypically considered male personality traits, women 

who pursue entrepreneurship, are thus considered to be un-womanly which causes problems in 

both the home and in society. 

 

Women Microentrepreneurs in Chile 

Looking at Chileans and their attitudes towards entrepreneurship, 70% of the total 

population consider becoming an entrepreneur to be a noble career. Among mujeres Chilenas 

specifically, 75% believe that not only is it an occupation with high social standing but also one 

that is highly lucrative (Amoros & Poblete, 2012). According to recent GEM data, there is a 

favorable perception of being a female small business owner in Chile – and the rate of 

entrepreneurship among women is expected to grow exponentially on a yearly basis (GEM, 

2018). Compared to other countries in Latin America and the Caribbean, 16% of Chilean female 

entrepreneurs have plans to scale their businesses in the next three years, while the average 

across the region is only 11% of women (Mandakovic et al., 2018). The fastest growing business 

sector is comprised of companies that focus on direct consumer relationships such as services or 

consumer product goods.  

Interestingly, across the country – women are starting more businesses based on the 

desire for independence or multiple motivators rather than pure necessity or the need to increase 

profit. According to a 2014 study, Chilean women “tend to see entrepreneurship as a possibility 

of professional development compatible with family life” (Maes & Sels, 2014). This means that 

more women will choose to become entrepreneurs as a way to balance raising a family with an 

occupational pursuit (Fernandez-Robin, 2017). A recent OECD survey found that 58% of 
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Chilean women questioned chose to become entrepreneurs as a way to be more independent 

(OECD, 2017). In Figure 2.0 below, we can compare the main motivators of starting a business 

for Chilean women. In comparison to their counterparts in Sub-Saharan Africa and the Middle 

East, Chilean women appear to have a greater sense of societal freedom to pursue 

entrepreneurship for opportunity.  

 

Figure 2.0 

 

 
(GEM APS, 2016) 

 

 This graph shows the percentage of women microentrepreneurs in the growing stage of 

forming a business and their motivators. The motivators featured here are: to increase profit, 

independence, mixed motives, and need. Figure 2.0 allocates the motivators to women 

entrepreneurs in fifteen cities or regions of Chile and then compares the findings with the 

average across the country and the average across other OECD countries. Based on the figure 

above, it is interesting to note that independence and the desire to increase income are the most 

prevalent motivators while necessity does not appear to be a significant influence.  
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Chapter 3: Research Method 

3a. Methodologies 

 

As the focus of this research is women microentrepreneurs in Chile, I chose to collect 

face-to-face, first-hand accounts from female entrepreneurs in Santiago, the country’s capital 

city. Glaser and Strauss’s (1967) grounded theory states that in-person, semi-structured 

interviews allow participants the freedom to speak while simultaneously enriching the data 

collected with the flavor and depth of the local environ (Glaser & Strauss, 1967). During my 

time studying abroad in Chile (Feb. 2019 – July 2019), I was able to gather qualitative data and 

primary sources in the form of informational, semi-structured interviews, that were then 

compiled into case studies of each of the women entrepreneurs interviewed (see Appendix 1). 

Thus, I was able to compare the different interviews and examine the role of female 

entrepreneurship within the general Chilean context.  

The subjects of this study are women that are in the process of launching or scaling a 

microenterprise in the capital city of Santiago. These women were selected through purposeful 

sampling (Neergaard, 2007) to avoid the challenges of identifying and accessing research 

participants, as there is a lack of formalized information on women entrepreneurs in Chile. To 

identify respondents, network sampling was used in that I used my personal connections with my 

professors, my employer and my host family to identify local women microentrepreneurs that I 

would be able to interview. These key informants were then able to tell women in their 

communities of this research study by distributing a cover letter (see Appendix 2a) with my 

contact information and a brief description of this research. In order to be selected to participate 
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in the qualitative research, all respondents had to confirm that they were 18 years of age or older 

and considered themselves to be an entrepreneur (self-employed). 

3b. Data Collection 

Eight women between the ages of 20 and 65 who operate microenterprises across various 

industries were interviewed in their homes or business areas. The interviews were all originally 

conducted in Spanish and then I translated them into English during the transcription process. 

While the exact equivalence of words is not possible due to inflection in language and word 

dynamics, the focus of translation was to make sure the appropriate meaning and sentiments 

were conveyed. While working on translation, I made sure to maintain contact with each of my 

respondents to clarify any salient points and to ensure that their voice remained true.  

Keeping the parameters of this thesis in mind, the questions asked were loosely structured to 

examine the factors that led to these women starting their businesses, as well as facilitate 

discussion on how sociocultural and political changes have shaped the entrepreneurial landscape 

for Chilean women.  

The respondents answered standard questions about demographics, access to resources, 

information and capital as well as questions that measured societal and household dynamics such 

as the level of emotional or financial support, they received to begin their business. The 

interview (see Appendix 2c) also included open-ended questions on motivators, growth plans, 

and societal perceptions along with questions on demographics. Some examples of these 

questions included: What was your main motivation to start this business? How has the business 

landscape in Chile shaped your venture? Do you believe that male competitors have an 

advantage over you because of gender bias? Interviews lasted from anywhere between 30 and 60 

minutes and were tape-recorded with permission from the participants. 
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The participants faced some potential risk of embarrassment or nervousness in narrating 

information, especially related to challenges that they face. In order to minimize this risk, every 

effort was made to put the women at ease. This was done by interviewing them in a location of 

their choosing and conducting the conversation in their native language, Spanish. Participants 

were reminded that they had the right to withdraw from the study and that they may stop 

participating at any time. To ensure participant confidentiality, when the data was coded, they 

were assigned pseudonyms, rather than their own names. Direct identifiers were also removed to 

protect their information. 

Table 3.0 depicts a brief overview of the participants that were interviewed for this thesis. 

The table contains demographic information such as age, number of children and relationship 

status as well as enterprise-level data about their respective businesses. The information related 

to their specific ventures includes information such as the name and type of business, as well as 

how long the company has been in operation. 

The ages of the eight women featured in this study range from their early twenties to mid-

sixties, and they operate businesses in a wide variety of industries. Likewise, each woman had a 

different motivation to become an entrepreneur. Some, like Renata and Victoria, liked the idea of 

having a more flexible schedule. Others like Martina, Maite, Pia, and Josefa, chose to start their 

own businesses out of love for their trade. Finally, Agustina and Catalina saw entrepreneurship 

as a method of providing a much-needed balance between work and family life. Despite 

differences in demographics, motivators, or business types, each woman proudly identifies as an 

entrepreneur. 
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Table 3.0 Overview of Participant Data 

 
Pseudonym Age Relationship 

Status  

Children  Type of 

Business 

Name of 

Business 

Years of 

Operation  

Renata Soto 

Muñoz 

48 Divorced 1 Real Estate Inmobilaria 

del Santiago 

12 

Catalina Silva 

Morales 

45 Married 2 Catering/Event 

Planning 

Eventos 

Morales 

5 

Agustina 

Pérez 

González 

46 Married 3 Technology TechAssist 

Chile 

6 

Martina Rojas 

Fuentes 

50 Divorced 1 Photography M.R.F. 

Fotografía 

4 

Pia Diaz 

Rodriguez 

65 Married 3 Leather Crafts Arte Cuero 15 

Victoria 

Sepulveda 

Hernandez 

33 Lives with 

Partner 

2 Hair Salon Mano de 

Puma 

10 

Maite 

Contreras 

Espinoza 

23 Single 0 Jewelry Seller Caracoles en 

la Ciudad 

1 

Josefa Rios 

Gutierrez 

27 Lives with 

Partner 

0 Interior Design/ 

Home Goods 

Vida 

Orgánica 

2 

 

3c. Data Analysis 

In order to analyze the data that was gathered, I used ATLAS.ti, a cloud-based software 

that allows the researcher to upload documents, pull quotes, and code the data (ATLAS.ti, 2019). 

To begin, I read through all the transcripts to ensure that I had a concrete understanding of each 

conversation and identified several recurring themes: “passion”, “household decision making”, 

gender roles” and “finances”. This helped me to conceptualize and categorize major patterns 

within the text. I then went back to each interview and read the transcript for salient elements. 

From this second revision, approximately nineteen themes were deemed relevant across the eight 

transcripts.  
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Looking at these codes, I then returned to the data and used open coding to work between 

each transcript in order to look for overlapping themes in each document. Then, after rereading 

the transcripts and recoding the data, I was then able to link certain themes with key quotes 

within the respondents’ interviews. Some of the initial themes that emerged from the data can be 

seen in Table 3.1 . These themes vary from macro-level perspectives – such as the government’s 

role in governing small business ownership to the micro –such as how dedicated each woman is 

to her business. 

 

Table 3.1 Frequency of Initial Themes 

Themes Frequency (in terms of related quotes) 

Passion 22 

Household Decision Making 20 

Gender Roles 19 

Dedication 13 

Finances 12 

Independence 12 

Political/Social Change 9 

Freedom 8 

Chile Business Landscape 7 

Lifestyle Startup 7 

Product-Based Business 5 

Service-Based Business 5 

Cultural Norms 4 

Established Business 4 

Reinvestment 4 

Small Business 4 

Creativity 2 

Reinvestment in Household 2 

Startup 2 

 

From this group of nineteen themes, I was able to code one hundred and twelve 

individual quotes from across the eight different interviews. From there, I sorted these first-order 

codes into five larger second-order groups as displayed in Table 3.2 below. 
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Table 3.2: Second-Order Groupings 

Motivators Society Investment Success Factors Enterprise 

Type 

Finances Gender Norms Reinvestment in 

Enterprise 

Dedication Product-based 

Independence Political/Social 

Change 

Invested in 

Household 

Creativity Service-Based 

Passion Cultural Norms Household Decision 

Making 

Chilean Business 

Landscape 

Small Business 

 Freedom   Startup 

    Lifestyle Startup 

    Established 

Business 

 

I arranged the original themes into these second-order groupings as a way to better 

understand the data. By organizing the themes, I was able to pull quotes that embodied each of 

these five groups. In turn, this provided me with the ability to gain new insights from the 

interviews and further shape my analysis.  
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Chapter 4: Findings  

While working with these second-order groups, I realized that I had been grouping codes 

by what “logically” made sense and not necessarily by the context given by the data. Once I 

discovered this, I further analyzed these quotes and codes within the context of individual 

entrepreneurs and then with the data sample. Finally, the overarching themes culminated in three 

main groups of internal motivators: passion and creativity, freedom and independence, and 

dedication, as well as three external factors: gender norms, political/social change, and the 

Chilean business landscape. 

Characteristics of Women Entrepreneurs in Chile: 

 

Based on the three internal motivators, I identified three main entrepreneurial archetypes 

that my interviewees embodied: The Creatives, The Perfectionists, and The Dreamers (see Table 

4.1). Each archetype is further developed by various factors or sub-traits that were drawn from 

my observations of the women and direct quotations taken from the interviews. 

 

Table 4.1: The Entrepreneurs and Their Archetypes 

The Creatives The Perfectionists The Dreamers 

Victoria Pia Maite 

Agustina Renata Josefa 

 Catalina Martina 

 

 



Awasu 25 

 

 

4a. The Creatives  

 The first archetype I will discuss is “The Creative”. This emprendedora values 

independence, individualism, and differentiation within their enterprise. While there was some 

overlap between archetypes, two women, Victoria and Agustina most captured the persona of 

“The Creative” in their craft and their individual personalities and lifestyle choices. As Victoria, 

a hair salon owner in the neighborhood of Providencia, spoke about her business, a small toddler 

happily played on her living room floor. 

My idea originally was because I liked the trade and because I liked the idea of being  

independent, of being able to manage my time and being able to have my own business 

and manage myself. 

Like many of the other women I interviewed, 33-year old Victoria is also a full-time mother to 

two young daughters who occupy most of her free time outside of business hours. However, 

unlike some of the other mothers who started their entrepreneurial journey after the birth of their 

children, Victoria decided to become a licensed hairdresser and open her own hair salon shortly 

after graduating college with a degree in journalism. 

 For Victoria and many others like her, the urge to be self-sufficient and to effectively run 

both their careers and their lives independently was a strong pull into entrepreneurship. Choosing 

to operate her hair salon, Mano de Puma, as a sole proprietorship offered her more flexibility in 

the actual day-to-day handling of the venture. After Victoria had her first child, she was able to 

hire extra employees to run the store giving her the freedom to raise her daughter while still 

earning a profit. 

 I first hired an employee because I was going to leave for a few days or months of  
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prenatal and postnatal. Currently, I’m alone right now, which suits me. I can work three 

days [a week] if I want to, keep the lease and still win, let’s say. 

Similarly, Agustina, the owner of a virtual assistance company, agreed that being a 

microentrepreneur is conducive to motherhood and maintaining a flexible lifestyle. When I asked 

her why she chose to start her business, she replied: 

I wanted to have financial [freedom] and time flexibility. As a working mom, it was 

important to me to have a source of income that allowed me to spend time with my 

children and family as much as possible. 

The idea for her company, TechAssist Chile, can be linked back to her own desire for 

independence and time management. The proprietary technology can assist customers to filter 

through emails, make and receive calls, set up meetings and conduct other necessary tasks. 

Agustina’s target market is comprised of people just like her and Victoria: “entrepreneurs, small 

business owners, and others who need help in managing their time.” 

 Thus, Agustina was able to develop a winning business idea by solving her own problems 

and creating a way to use her solution to enrich the lives of others. Despite becoming an 

entrepreneur as a way to manage her time more efficiently, even with the help of a virtual 

assistant, Agustina is still a very busy woman. Between having quality time with her family and 

running her business, it took several weeks and frequent WhatsApp messages for her to find a 

time in her calendar for this interview to take place. Ultimately, we were able to “meet” via a 

phone call so she could graciously share her experiences with me.  

In Chile, telecommuting or remote work is still under legislation, making it difficult to  

employ people formally, so Agustina uses freelancers to stay on top of the workload. When 
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asked about competition, and how that affects Virtualis, she responded that there is a plethora of 

competitors: 

Locally: call centers, in-person assistants. Internationally: other independent virtual 

assistants, freelancers, etc. 

With all the competition, I wondered how she managed to differentiate her business from the 

others in the market. In an animated voice, Agustina told me about her plans to revamp the 

business through securing external funding such as Series A financing and making several 

changes to better serve her clients and business needs. Additionally, she believes that she has an 

advantage – especially over her male competitors: 

Virtual Assistance is seen with better eyes when women are behind it, mainly because 

women are more compassionate and tend to better understand and manage customers. 

Thus, women are more accepted in this line of work, especially by competitors. 

As I was not able to visit Virtualis and Augustina in person, I conducted a quick internet 

search to understand the company better. The physical headquarters of TechAssist Chile is 

located within the comuna of Las Condes, an affluent borough in the northeastern area of 

Santiago. Specifically, Agustina’s business is strategically located in the outskirts of a 

neighborhood known as “Sanhattan”, a colloquial mashup of Santiago and Manhattan, known for 

its bustling business district and the large quantity of technology start-ups that populate the area. 

The company currently operates Facebook, LinkedIn, and Instagram pages boldly emblazoned 

with Virtualis’ colorful logo and branding. The company slogan, “Trabajo y Vida, en Equilibrio” 

(Work and Life, in Balance) speaks directly to the heart of Agustina’s vision for her life and 

business: the flexibility to live and work on her own terms, and the ability to help others do the  

same. 
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Figure 4.1: Sanhattan at Night           Figure 4.2: TechAssist Chile Logo 

 

       
(Chile Travel, 2015)                                               (TechAssist Chile, 2013) 

 

Likewise, Victoria chose to differentiate her salon by drawing on personal experiences. 

As a mother, she often must bring her daughters to work, she explained. Typically, hair salons 

are not seen as a location amenable to childcare and since her peluqueria, Mano de Puma, is in a 

“subdivided house designed for office use”, the premises were not built with children in mind. 

Bouncing her giggling child on her knee, Victoria mentioned that she saw this problem as a 

method of setting herself apart from other salons. 

In my case, since I have ‘guaguas’, people can also carry their babies to the salon, and it 

became a big focus in my shop. I have stuff for toys, I have a crib, a play area, and a 

place to play some games. This has made the client profile vary more since they know 

my salon is child friendly. 

Switching fluidly between Spanish and English when necessary, Victoria seamlessly guided the 

conversation through different highlights of her entrepreneurial journey. In response to a 

comment I made about the ease of conducting business in Chile, she responded that creating a 

business is relatively easy “if you have a good idea and you are innovative”. She then credited 

her ability to innovate and “go against cultural norms” as a reason for her salon’s success. As one 

of the first hairdressers in Santiago to focus on young people, Victoria immediately attracted a 

very specific kind of customer: 
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My clientele, for example, were people who never went to the hairdresser because they 

didn’t like ‘old lady’ styles. So, they would cut their own hair at home or decide not to go 

to the hairdresser at all. When I arrived, a lot of people came to my shop instead. 

The shop in question is located two minutes away from metro station Manuel Montt in 

the trendy, urban section of Providencia, a comuna in the heart of Santiago. Surrounded by chic 

restaurants and rooftop bars, Mano de Puma is strategically located to attract and cater to 

younger clients. The inside of the salon carries tangible traces of Victoria’s energetic personality: 

lively wall art, photos of satisfied clients and Victoria herself, who takes the time to style each 

customer individually. For her, the clients are like friends and family, 

My customers are always liked and taken care of. They are interested in talking because I 

know their family, I’ve cut their hair year after year, and played with their children. They 

know me and my business as part of the community surroundings. 

 

Figure 4.3: Mano de Puma           Figure 4.4: Salon Interior 

 

                  
(Mano de Puma, 2019)                                                        (Courtesy of Mano de Puma Facebook) 

 

When Victoria first opened Mano de Puma in 2009, she registered her company, which in 

Chile, like the United States, requires a bureaucratic process for formalization as well as 

stringent tax allocations. Because product and service-based companies are taxed differently, 

Victoria found herself dealing with separate fees for the products that she used to style hair and 
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additional fees for the actual service itself. This overcomplicated her business model and she 

decided to deregister. In Victoria’s own words, she opened her salon because “I particularly like 

it. And of course, for the freedom that it allows you.” Thus, keeping her business in its simplest 

form: just her, allows her to be independent and still do what she loves. 

Agustina and Victoria’s experiences are ones that echo across all the interviews. Each of 

the eight women I interviewed defined themselves as multitaskers who were able to run a 

business, manage a household, and maintain their personal lives and relationships as well. Some 

are currently in college; others are retired with grandchildren, and some are simply enjoying the 

freedom that comes from working for themselves. Being a busy, working woman is not 

something that is a characteristic inherent to Chilenas but choosing to start a business as a 

method of providing some more balance to their lives, appears to be – at least for the women 

featured in this thesis. As one of the women so eloquently stated as our interview ended, 

Everyone has the freedom to do anything that gives them joy. For women, 

[entrepreneurship] is an opportunity to explore options, enjoy life, and most of all make 

decisions of your own. 

4b. The Perfectionists 

 The next archetype that the data brought to life is “The Perfectionist”. This entrepreneur 

sees her craft as an extension of herself and thus is dedicated to creating the best experience 

possible for the client. While all the mujeres interviewed for this thesis took pride in their work 

and in their companies, three specific women spoke about their experiences as entrepreneurs 

with a focus on their desire to be exceptional in their respective enterprises.  

 Pia, a sixty-five-year-old grandmother who owns and operates a leatherworking shop, 

was my very first interviewee. Arte Cuero, is located within a famous artisanal village and tourist 
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attraction known as Pueblito Los Dominicos. When I entered the shop and began to look around, 

Pia immediately rushed out from behind the counter to greet me warmly and inquired if there 

was anything that she could assist me with. Explaining that I was working on a project for school 

and was looking to interview women entrepreneurs, she proudly told me that she was the owner 

of the locale and would be more than happy to talk to me about her craft. For Pia, her business 

was born out of the desire to do something she loved but has continued to be a success because 

of the dedication and hard work that goes into each individual piece. 

I said to myself, this is what I like the most, so this is what I am going to succeed at 

doing. In my opinion, then it is done with much more affection… with a lot of concern 

and care. 

As a creator of exclusively leather products such as belts, purses, wallets, toys, and decorations, 

each product is painstakingly crafted by Pia. So much so, that each item is priced relative to the 

amount of work and effort that went into its creation. According to her, the final products are not 

just leather items but rather are reflections of the dedication and care that she puts into her work. 

Part of your purchase is the leather, it is the love that goes into the design, the way that 

we cut it, and all the work that we do in the background. 

 Because Pueblito Los Dominicos is known for its artistic community, Chileans and 

foreigners alike will come to peruse the dozens of shops for unique items and souvenirs. As we 

were talking, a group of Canadian tourists came into the shop and began to look at the products 

on display. Greeting them in her limited English, Pia began picking up items and presenting 

them to the tourists to examine. Despite the language barrier, her pride in her work and her 

willingness to attend to the customers was apparent to all. I offered my services as a translator to 

assist Pia, and she began to rapidly instruct me to translate product specifications such as the 
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type of leather used, or a kind of dye used to achieve a vivid color. After the tourists paid for 

their purchases, I asked her whether she had a preference for a particular type of client and she 

responded that of course due to the location of the business, she tends to attract tourists and 

people with a love of artisanal crafts. But she added with a smile that Arte Cuero accepts 

“everything and everyone, without exception”.  

After dedicating fifteen years to Arte Cuero and to leather working, Pia said that business 

is doing well.  

As demand and the business grew, I was able to pay off my loans. Now, I have reached a 

point where I can inject money into my business and the portfolio, so I am able to grow 

and increase my company. 

With no intentions of slowing down, she spends her time out of the workshop thinking 

proactively about what she can do to enhance customer satisfaction and the value of her 

products. Because Pueblito Los Dominicos is always populated with people, Pia is not lacking 

potential clients. What she does want, however, is to design leather products that will delight 

people. 

People are constantly passing by the store and I try to come up with exciting products and 

to make our store appealing so that we will be able to get more and more happy tourists. 

Looking around the shop, it is evident that most of the goods available have been inspired by 

Chile: leather belts with traditional patterns, Indigenous symbols etched onto handbags and 

muted earth tones that match the varied landscape of the country. 

 

 

 

 



Awasu 33 

 

 

Figure 4.5: Pueblito Los Dominicos                 Figure 4.6: Leather Products 

 

                        
(Awasu, 2019)                                                                       (Awasu, 2019) 

 

As she was tidying up the store, she mentioned that she likes to “look for inspiration in 

nature and the wild” in order to find new product ideas and to boost her own creativity. The most 

important part of her business, and what separates her from other leather makers, is this sense of 

personal touch and attention to detail. 

We are selling what we produce in such a way that I do not have as much competition 

with the next person, because if I’m making one thing…I’m always going to give it a 

different detail or a personal touch. 

For Pia, “the concern and the desire to do more things”, to push her creativity to develop new 

products or to expand her skillset to provide better customer service is at the heart of her 

entrepreneurial experience. When the interview concluded, she thanked me for coming and for 

helping to translate for her. As I was heading out of the door, always thinking ahead to her next 

great business idea, Pia joked, “Maybe I’ll learn English myself.” 

 Like Victoria and Agustina, Renata  turned to entrepreneurship to work in a way that was 

conducive to raising her son while also earning money through a meaningful career. However, 

like Pia, she believes in providing excellent service and painstakingly catering to her clients’ 

needs. A high-end realtor and dueña of Inmobilaria del Santiago, Renata has been negotiating 

sales and lease agreements for the past thirteen years.  
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 Renata became interested in the idea of operating a brokerage when her son, now 22, was 

around nine years old. 

I wanted to earn money without leaving my son aside. Well, I took a course to be 

certified. It teaches you how to implement your business, which includes everything from 

policy material, lease posters, sale and association tips and how to use different 

communications channels to be able to show properties. 

Even with the help of this course, the learning curve into the real estate industry was steep, yet 

Renata was determined to stay dedicated to her business. Casually seated in her well-decorated 

home office, facing a picture window overlooking the Andes Mountains, she described to me the 

reasoning behind her success. 

I started working on this [business] without much information, but little by little I 

believed that organizing your money is fundamental. To organize with the money that 

comes in and to be very cautious with the increase in spending, I think is fundamental 

because rent does not have a fixed income, but all the other things that go into 

buying/selling houses can be sneaky and add up. However, once you know how to 

manage money, things become easier and expenses can be sometimes very good, can be 

zero. You have to always have a [sense of] organization about the costs you are having, 

to know how much to spend. 

This meticulous attention to detail is what Renata truly specializes in: her preferred client 

is one that lets her “work in a more personal way, the ones that do not necessarily stand over me 

and tell me how to do my work, but that let me work more calmly and carefully.” While she has 

a steady flow of clients and business is relatively good, she prefers to keep a “small but well-

kept” client portfolio to ensure that she can work directly with her customers. Although real 
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estate is a business where it is expected that the realtor will have existing contracts with other 

professionals such as painters, plumbers etc. Renata prefers to engage other people on an 

individual case-by-case basis.  

This work is intended to involve others, but I also find it a little difficult to work with 

people, especially since this business is based on reputation. If I hire someone that does 

not live up to this reputation, then it reflects me. I have worked well because I work at the 

level of people’s trust. 

She developed her reputation in the industry by “giving a quality service and a very personalized 

experience.” Renata tries to get to know the client on a deeper level in order to assess their needs, 

and how best she can help them. This attention to detail also extends to the property itself. 

I look at it as if the property I am selling is a property I want and then I make decisions as 

if I was the future homeowner to put myself in their shoes. 

 

Figure 4.7: Office View                               Figure 4.8: Property Listing 

 

             
(Awasu, 2019)                (Inmobilaria del Santiago, 2020) 

 

Once she has fully assessed both the property and the clients, she then gets to work. 

Renata typically goes above-and-beyond what is asked of a realtor and often assists the seller or 

renter with renovations in order to showcase the property the best she can. 
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I want you not to worry about anything except receiving the money. Then I’ll take care of 

finding the best professionals… so I don’t know if you must paint the property to be able 

to hand it over… I will make that a position and look for the professional to make quotes. 

I give them all the work and that part; I do not charge for the referrals to professionals or 

arranging the inside… I only charge for what the bare minimum costs. To put it simply, I 

gift more services. 

This level of dedication to anticipating the client’s need is what Renata prides herself on. 

In fact, she wishes that more realtors in Chile took the time and effort to go to the lengths that 

she does. Currently in Chile, there are no rules or regulations for property brokerage. To help 

mitigate the risk associated with being unregulated, some realtors like Renata join professional 

associations for property brokers. To be a member, she pays a monthly fee that gives her access 

to a network of brokers around the country that serve as a professional resource. 

Are there people who have not studied and who are also a property broker? Yes, 

absolutely and because of that we are on the road to certification and have been fighting 

in the Chamber of Deputies and the Senate. We want to make our industry more 

professional and not just so that anybody can do it, because that takes away from the 

quality and precision of the work that goes into this. 

Renata might have originally started Inmobilaria del Santiago as a means to an end, but now sees 

her business as a step forward in advancing the industry and her family. 

Now, even though my son is grown up, this freedom is important to me because having 

economic stability also gives me the chance to provide better things for myself and for 

my family. 
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Catalina, a forty-five-year-old event organizer and caterer, is similar to the women 

mentioned earlier in The Creative archetype in that her main motivation “was to have a job that 

would allow [her] to balance family and work life.” However, she quickly realized that to 

compete in a saturated market, she would need to stand out by paying close attention to client 

desires. 

I would say that servicing banquets here means that competition is based on connections 

and the personal services and personal touches that you can offer to the client. There are 

other businesses that cater and do things like this but not every business can offer 

dedicated attention and personal recommendations like mine can. 

To  manage the operations of her company, Eventos Morales, Catalina retains no permanent 

staff. Instead, she subcontracts people depending on the scale and scope of the project. This way 

she does not accrue any fixed costs or unnecessary contractual obligations, giving her more 

flexibility to handle specific client requests. Her target market is relatively broad, encompassing 

“companies, universities, state institutions and natural people that need to organize celebrations 

and formal outings.” 

 During our conversation, she showed me some of their recent work: artful flower 

arrangements, French-inspired breakfast spreads and candlelit dinners. Impressed, I asked her 

about the types of services that Eventos Morales provides. 

I make and arrange breakfast and lunch foods, cocktail hours, coffee breaks, and dinner 

and fine dining services. 
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Figure 4.9: Flower Arrangements          Figure 4.10: Dessert Buffet 

 

   
(Photos courtesy of Catalina Silva Morales) 

 

Eventos Morales principally attracts new clients through word-of-mouth marketing and from 

networking at industry events. While satisfied with the current flow of clients, Catalina is already 

looking ahead to the future. 

Today, I see that the management of network advertising is key. Post content on 

Instagram, have a page and get feedback with your target audience. 

Increased public engagement means that potential clientele may see her work and book with her 

company. A meticulous planner, Catalina described the things on her to-do-list that will help 

Eventos Morales continue to meet demand. 

There are things I need to do, now that we have bigger events ahead of us. I need a wine 

cellar to store crockery and various items that we use to decorate. We have also thought 

of a workshop with a larger kitchen. 

It is her hope that with these new additions, she will be able to attract new clients and continue to 

impress her current roster.  

Pointing out the glowing reviews that satisfied customers left on her social media pages, 

Catalina admitted that part of her success is derived from gender-based stereotypes. Catering and 
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event planning are typically seen as women’s work and thus there is a pre-existing layer of trust 

that might not have come so readily if she were a man.  

In this case, this works out in my favor – if I were a man, people might not be as willing 

to trust me to get these details and feelings right, and I would probably have to pay a 

woman to do the designing aspect of things, thus eating my profit. 

More than just a manager or supervisor, Catalina is hands-on and is involved from the initial 

concept to the final design. All of the things that “have historically been ‘women’s business’,” 

the details, the settings, and the presentation of things – she has an impeccable eye for.  

 What Pia, Renata, and Catalina – The Perfectionists – have in common is more than just 

their dedication to seeing their companies thrive: it is their profound desire to meet their 

customers’ needs through personalized service, attention to detail, and a unique client 

experience. As emprendedoras in industries that are saturated with competition, going above-

and-beyond and accepting only perfection in their craft is what truly makes them special. 

4c. The Dreamers 

The last personality trait type is that of “The Dreamer”. These three women, Maite, 

Josefa, and Martina, turned their passions into full-fledged enterprises and chose to bridge the 

gap between their dreams and reality. While Maite and Josefa are the youngest entrepreneurs that 

I interviewed and have been running their businesses for the least amount of time, their genuine 

love for what they create was evident throughout their respective interviews. Martina, on the 

other hand, has operated her photography studio for the past four years and dedicates all her time 

to make sure that her work reflects the love that she has for her craft. Regardless of age or what 

stage they are in the entrepreneurial cycle, these three women have found a way to engage with 

life and the world around them using the things that they are most passionate about.  
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A fourth-year speech therapy student at la Universidad Católica, Maite is bright and 

bubbly, eager to learn about new cultures and make new connections. We met by chance at a 

school event and I quickly noticed that her accessories, like her personality, were bold and 

colorful, and asked her where she had purchased them. Within minutes, she proudly told me 

about her negocio, Caracoles en la Ciudad, and had agreed to be interviewed by me in the 

upcoming week.  

Maite originally started making accessories to show her appreciation for others during the 

holidays without spending money. Eventually she came to the realization that this could be a real 

business opportunity. When I asked her why she chose to design accessories and open an online 

store, she responded simply, “It relaxed me, and I genuinely like to make accessories. I also use 

them a lot.” Finding a way to turn something that she uses and enjoys in everyday life into a 

profit also ensures that she has the means to support herself if she needs to. During the school 

year, Maite rents a studio apartment in Santiago with her brother at la Catolica, like many other 

universities in Latin America, does not offer student housing. Outside of school, she lives at 

home with her extended family, which includes siblings and grandparents in San Antonio, a city 

by the sea about three hours from Santiago. The profit from her business, which she describes as 

“a part of the beach in Santiago”, is used for “personal needs, so I do not have to ask my mom 

for money to buy me college stuff.” 

 While Maite generates most of her traffic through Caracoles en la Ciudad’s Instagram 

page, she looks forward to the opportunities to sell her artisanal accessories face-to-face at craft 

markets and street fairs. She holds firm to the belief that women are better equipped to run a 

business that relies on personal selling as men are “colder and a little more commercial, plus 

sometimes men are more harassing when selling.” As her target market is mainly young women 
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or men buying gifts for women, Maite believes that her advantage is that she understands the 

needs of her customers and can work towards better serving them. Since her original idea for this 

business was sparked from the concept of gift giving and her daily use of accessories, she is 

uniquely poised to both identify the customer’s wants and readily provide them with a product 

that meets their criteria. 

 

Figure 4.11: Handmade Necklace                  Figure 4.12: Natural Earrings 

 

                
(Photos courtesy of Maite Contreras Espinoza, 2019) 

 

As we talked, Maite excitedly showed me future designs that she wanted to try out and 

discussed the next steps for Caracoles en la Ciudad,“ [I want to] get more customers. Have social 

media promotions or sales, as well as taking cute photos of accessories.” Acknowledging that 

being a full-time student is a challenge and that the weather is not always conducive to making 

the jewelry, she has no plans to give up on her dream. Her solution is to “have an agenda 

(schedule) where I spend exclusive time to the store.” This way she will be able to focus solely 

on being and doing what she loves: “a woman who creates accessories for women.”  

Like Maite, Josefa is in her mid-twenties, and just starting out in adult life. A trained 

agronomist, Josefa is an expert in understanding crop production, agricultural science, and plant 

physiology. Thus, Vida Orgánica, her company was born out of a desire to spread her passion for 

the environment and farming to others. Her company is innovative in that she sells “wooden 



Awasu 42 

 

 

interior orchards to grow spices and such” from the comfort of your apartment. She also sells the 

products that she herself grows such as cilantro, oregano, and rosemary as complements to the 

wooden orchards. Josefa chose to start this business to share her knowledge and help other like-

minded individuals who want to “eat organic foods or who want to grow their own spices”. A 

poster in her living room advertising her business says that Vida Orgánica is “dedicated to 

sustainable agriculture, urban orchards, and products extracted from nature.”  

When this interview took place in June of 2019, Vida Orgánica had been closed 

temporarily for a little under a year. Although still passionate about sustainable harvesting, 

Josefa found that working with agriculture is both volatile and time consuming. When asked 

about the state of her business, she responded: “It is kept in custody as for lack of time, as I have 

not been able to produce any more orchards.” As she showed me the assortment of huertos that 

she has made in the past, it was easy to see how carefully crafting just one could take a 

significant amount of time. Each one is wooden, free-standing and made up of roughly three 

boxed tiers, each row designed to grow a kind of spice. To ensure that the wood does not rot 

from the water and soil, the orchards are equipped with a system to prevent the decay of the 

wood. 

Figure 4.13: Completed Orchard       Figure 4.14: Interior Decorations 

 

                               
(Images courtesy of Josefa Rios Gutierrez, 2019) 
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Despite being closed, Josefa planned on using her free time to “start innovating with 

more ideas and make the [business] better.” In November of 2019, she reached out to me 

excitedly to say that Vida Orgánica had not only reopened but now offered a wide variety of 

organic products meant to reach a wider audience. Looking at the new and improved company 

Instagram page, it was evident that Josefa had indeed spent time creating innovative ways to 

expand her business. No longer solely a seller of wooden orchards, Vida Orgánica now sells 

fresh produce and interior decorations crafted sustainably. When I asked her via a long-distance 

phone call why she chose to re-open Vida Orgánica, she answered sincerely: 

“For me, it never really closed. But from today, Vida Orgánica will take life again.” 

The final “Dreamer”, Martina, is a photographer who owns a studio in Los Dominicos, a 

few shops down from Pia, the leather crafter. Passionate about capturing the essence of the urban 

landscape, humans, and nature –photography – is all she knows.  

I have been a photographer since I was nine years old, and I studied photography in 

college. I am also licensed in the arts and I think I owed myself in some way to be able to 

get a job where I will thrive as a person and be part of my own happiness. 

Opening her eponymous photography studio, Martina Rojas Fuentes Fotografía, four years ago 

allowed her to do exactly that. 

 Looking around the open-air studio, her love for her native Chile was immediately 

apparent: aerial shots of la cordillera de los Andes, vintage images of Santiago’s well-lit skyline, 

and stills from the arid northern desert fill the shelves. In the shop’s entrance, hangs a rack of 

mini postcards featuring her work that are inscribed with the phrase, “From Chile, with love.” An 

energetic woman in her early fifties, Martina paced the length of her studio as she talked. 

Responding to a question about her initial source of capital, she faced me and said proudly, 
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I had some capital that I had been collecting. No, no, it was not a savings that I had for 

this business and I did not have external support or additional resources. It was just me 

and the money I was saving to open my dream.  

With her only child reaching adulthood, Martina has more freedom to dedicate to her trade. She 

cites this and her divorce as an essential factor in her decision to open M.R.F. Fotografía. 

I am separated from my husband and my daughter is relatively grown now so that I don’t 

have to worry about somebody else in my business, it is just me and my decisions. If I 

were still married, I don’t know if I would have followed my passions like this. But I am 

glad I did. 

 When she has the time, Martina continues to travel and take pictures of the people and 

country that she loves. Part of her rationale in doing so, is that “constantly offering the customer 

new and better photos” will motivate them to keep coming back to her studio. She said, 

I’m taking all my free time to photograph the beauty and the majesty of what I sell here: 

Chilean landscapes and Chilean people. 

Despite this statement, it is hard to believe that Martina has any free time at all as she spends 

most days in Pueblito Los Dominicos, dedicating hours of time and energy to being physically 

present at her shop. Choosing not to hire employees to preserve the sanctity of her work, Martina 

is both artist and seller, creating the perfect “balance between letting the art speak for itself and 

me as the artist, explaining my craft.”  She treats the client experience as something intimate, 

almost holy. The interview stopped and started several times as customers walked around 

looking at her photographs. I observed as Martina let the visitors absorb the imagery silently, not 

introducing herself as the owner or photographer until she was sure that the customer had 

finalized their choice. Explaining it to me, after the visitors had left, she said, 
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This business I completely work alone because it is a very delicate business, actually. The 

sale is very delicate, for a customer to choose a photograph of something very special and 

rare. 

 Although M.R.F Fotografía has only been in operation for four years, Martina has an 

impressive professional background. After graduating from la Universidad de Chile with degrees 

in sculpture and photography, Martina spent several years as a photojournalist for a variety of 

different Chilean magazines. She is also a published author, an award-winning photo 

exhibitionist, and has been lauded for her informative photography workshops that she teaches 

from her studio in Pueblito Los Dominicos.  

Thoroughly impressed, I asked Martina what it was like starting up as a woman 

photographer at a time when Chilean culture was still very machista. She told me that she began 

“to take pictures at events and things when I was 20…28 years old and it was actually quite 

difficult.”  Nevertheless, she persevered and continued to succeed against the odds. 

I’m not afraid of it and I wasn’t afraid to do this work then. That’s why you have to be 

calm about and have peace within yourself… because in the end, it has nothing to do with 

gender or society. It has to do with the conditions and standards that you have as a 

professional. If you work hard, if you care about your work, if you are unique in your 

craft, then worrying about the next man’s work, it has nothing to do with you. If you do 

that, then I’m confident that you’re doing something well done. 

Confident in herself and in her photography, Martina extends this mindset beyond gender 

disparities in Chile to her stance on competition. Given that Pueblito Los Dominicos is a hub for 

tourists who are looking for niche souvenirs like photographs and postcards, I asked her if there 

were other photography studios in the vicinity. Sounding relatively unbothered, she responded 
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that there was in fact another photographer nearby who opened their business shortly after she 

did. However, she maintains the idea that the art of photography is inherently unique. 

I think there are a lot of people who think it can be very easy, but no, I always insist is 

that to sell photography is something very difficult. I think it’s very few parts of the 

world where this would not be difficult to do. 

 

Figure 4.15: “Rascacielos”        Figure 4.16: “Para Siempre” 

            
(Photos Courtesy of M.R.F. Fotografía (2015-2018) 

 

As our conversation wound down, I got up to take a closer look at some of the 

photographs. Martina stood a few feet away and silently watched as I sorted through the pictures, 

extending me the same courtesy that she had offered the tourists earlier. When I picked up two 

postcards, one featuring the skyline of Santiago and the other a majestic shot of penguins in the 

Patagonia, I instantly understood the magic that draws people to visit her studio time after time. 

Despite myself, I could not help but bring the postcards to the register and scramble to find 

change. As she wrapped the postcards, I thanked her profusely for her time and asked her for any 

closing thoughts. She thought a minute and responded profoundly, 

Do things that move you and that you genuinely like. Do something that fascinates you so 

that they [the customer] can buy it and think that the photos, the product, is extraordinary. 

That is what I say. 
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Like Martina, Maite and Josefa also recognized the importance of following their dreams 

and choosing a path in life that genuinely moved and excited them. To be able to create what 

they love and make enough money to support themselves, is a privilege that many 

microentrepreneurs do not have. For these three “Dreamers”, starting, and more importantly, 

maintaining these businesses, is not just a means to an end, but rather a way for them to share 

their lives and passion with their communities.  

Overall, each of the eight women that I interviewed had unique insights on their 

businesses, lives, and relationships with their native Chile. These perspectives organically came 

together to form the three personality archetypes that I discussed throughout this section: The 

Creative, The Perfectionist, and the Dreamer. Together, these mujeres represent a microcosm of 

women’s microentrepreneurship in Chile. 

 From the data gathered and the narratives of each woman and her microenterprise, it can 

be inferred that while the motivation to start these businesses varied from woman to woman, the 

main factors at play were the need for flexibility/time management and the desire to pursue a 

passion. For all eight women, these factors were not mutually exclusive but rather a blend of 

personal characteristics and societal constraints.  
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Chapter 5: Discussion  

In this chapter, I provide context for these findings in three distinct ways. First, I relate 

these key takeaways to existing entrepreneurship theory. Next, I will reflect on their significance 

in the Chilean context.  

Entrepreneurial Theories 

5a. Necessity versus Opportunity 

As stated, each of the eight women that I interviewed, Victoria, Agustina, Pia, Renata, 

Catalina, Maite, Josefa and Martina, became entrepreneurs for a variety of reasons with the two 

most salient being work life/balance and passion. These eight women viewed entrepreneurship as 

an attractive business opportunity rather than a necessity (Reynolds et al., 2002). While it can be 

argued that some of the entrepreneurs such as Renata and Agustina “needed” to find a flexible 

career to meet familial obligations, their situation was not one in which a distinct lack of formal 

employment created a “necessity” that could be filled by self-employment. In looking at the 

codes pulled from the original data, only twelve quotes were coded as finance related in 

comparison to twenty-two quoted lines pertaining to passion. While it is neither decisive of 

conclusive evidence, it does provide a basis for the assumption that these women did not purse 

necessity-based entrepreneurship. 

Pulling data from across the three personality archetypes – The Creative, The 

Perfectionist, and The Dreamer – we can see that each of the women used their respective 

businesses as a complement to the existing framework of their lives rather than the solution to a 

hand-to-mouth or paycheck-to-paycheck existence. For example, although Maite may use the 

money she earns from Caracoles en la Ciudad to augment the cost of her school supplies, her 
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business model matches her identity perfectly. In her own words, she is a “woman who sells 

accessories to women”. Her clients are people her own age, whose needs she can easily meet as 

she herself identifies as both creator and customer. Likewise, Agustina’s company, TechAssist 

Chile, was created in answer to her own personal problem that she was then able to monetize. 

Originally created to provide her with necessary balance and flexibility in her schedule, her 

company now helps others to achieve the same goal. Overwhelmingly, the Chilenas in my data 

set saw entrepreneurship as an attractive solution and seized the opportunity to create time for 

what was important, to care for others and even to fulfill their dreams. 

5b. Push versus Pull 

Similarly, examining the entrepreneurs in my study through the lens of Amit and 

Muller’s (1995) push/pull hypothesis, I conclude that each of the women was pulled into 

entrepreneurship, rather than pushed by external factors. Given the lack of correlation between 

each woman in terms of growth stages, industry, and even demographic factors like age and 

marital status, I would not have been surprised if the data revealed that some were “pushed”, and 

others were “pulled”. However, analogous to the notion of necessity versus opportunity 

(Reynolds et al., 2002), the women in this sample chose to become entrepreneurs because of the 

personal and financial benefits that they would reap. When Martina chose to open her 

photography studio four years ago, she did so “to be able to have money to live” and to continue 

the vocation that she had been training for since she was nine years old. She did not become an 

entrepreneur out of pressure from any negative or dissatisfactory factors, but rather out of the 

desire to make a decent living doing something she loved. Like her, the other mujeres made a 

conscious decision to start their businesses based on their own individual aspirations and 

personal situations. 
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5c. To Grow or Not to Grow 

Based on the data, the findings suggest that Du Rietz’s (2002) underperformance 

hypothesis does not wholly apply to all the women in the data set. While some respondents such 

as Victoria and Josefa, both found themselves in periods of inactivity or a lack of growth, others 

like Catalina and Pia, actively plan for the next stage in their business. Moreover, in this 

instance, standard performance measures such as an increased number of employees do not 

denote “high performance”. Martina, for example, purposefully chooses to work individually in 

order to provide customers with a personalized sales experience. In her specific enterprise, hiring 

additional employees would most likely detract from the seller-client relationship and negatively 

impact sales.  

In terms of growth, each of the women concretely identified what key steps they needed 

to take to grow their business to the next level. For instance, Renata outlined the first step that 

she planned to take in order to meet business need: 

Sometimes I get the impression that I have to invest in good software that will help me 

automate my work a little bit to make it more productive. And, that’s what I’m currently 

studying to see whether investing in this will help my business. 

Similarly, Josefa knew that the way that she was making her products was ineffective for her 

business. Taking the time to be innovative and come up with new ideas, she was able to reopen 

Vida Orgánica with a new and improved product line. These examples show that although not 

conventional in their entrepreneurship methods, these women are setting and exceeding the 

performance goals that they have set for themselves. 
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Examining the Chilean Context 

The three distinct personality types that were drawn from the data suggest that in order to 

fully understand the narratives of these eight women and by extension, other emprendedoras 

Chilenas, they must be examined in relation to the case of Chile specifically. Throughout the 

interviews, all the women spoke about macroenvironmental factors in Chile and their effect on 

their individual entrepreneurial journeys. This “ecosystem” as I will call it, consists of political, 

economic, and societal changes that occur on a national level. The three most important factors 

that emerged from the data were political/social change, the Chilean business landscape, and 

gender norms and expectations. 

5d. Societal and Institutional Factors 

 When Pinochet’s dictatorship ended in 1990, the entire country had to adapt to a new way 

of life brought forth through gradual social, political, and economic change. Although difficult at 

first to come to terms with grief and uncertainty on both a national and personal level, many 

Chileans, including some of the women that I interviewed, saw the advancements of the last 

thirty years as a symbol of hope. Martina, who credits her separation from her husband as one of 

the reasons she opened M.R.F. Fotografía, acknowledged that the recent changes in Chile were 

especially empowering for women. 

Look, in this country, it has been full of pain and sadness for many years. At the end of 

this time, everyone felt that there was a sense of relief… and everyone has the freedom to 

do anything that gives him joy. For women, it’s an opportunity to explore options and 

enjoy decisions of your own. Also, with the creation of the divorce law (enacted in 2004), 

women have real freedom to be independent and powerful in their own right. 
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Pia, as the oldest woman in this study, would have been on the cusp of adulthood when the 

dictatorship began in 1973. In response to a question on whether the culture shift in Chile was 

political or social she said that it was most likely both. 

We are free of an oppressive regime, young women and girls are marching in the street 

like the rest of the world and our laws are becoming more and more progressive. We had 

a female President twice, who was an ex-political prisoner and women are able to take 

more and more power to do what they have wanted to do for years now. 

For “The Creatives”, Victoria and Agustina, who sought independence -  without the 

creation of government agencies such as the Ministry of Women and Gender Equality or the 

success of protests and marches led by other women, it is doubtful whether they would even 

have had the option to become entrepreneurs. An article on Chilean women written in 1992 notes 

that even after the dictatorship ended, “Chile still remains a very traditional country which 

focuses on the woman’s role as mother and wife in the home” (O’Donnell, 1992, p. 72). Thus, 

for the society to have evolved from working mothers spending eighty hours a week dually at 

home and in the office to where women can become entrepreneurs to balance both work and life 

is truly remarkable. 

5e. Chilean Business Landscape 

 Not only has the shift in political freedom and ideology galvanized these women into 

seeking the means to reclaim power and fulfillment, but the national changes in economic policy 

over the past decades have played a part as well. According to an OECD (2018) survey, the 

standard of living and quality of life in Chile has seen dramatic improvements due to “a stable 

macroeconomic framework, bold structural reforms, and buoyant natural resource sectors.”  For 

Victoria and Mano de Puma, starting a business under Chile’s new economic system proved to 
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be relatively easy. When she first opened the peluqueria in 2009, competition was slim but now 

that has changed. She said, “I imagined that the market would be steady, but I think it’s a good 

country to develop in.” Although she experienced some difficulties in changing her business 

from a corporation to a sole proprietorship, she still believes that “Chile is a country that… 

promotes business growth.” 

However, in order to promote steady economic growth and continue to increase the 

quality of life, the survey suggested that a greater number of women needs to be trained and 

included in the Chilean labor force (OECD, 2018). To that end, government and community-

backed organizations such as Mujeres Empresarias, Programa Mujer Emprende and Comunidad 

Mujer have formed in the last few years to provide tools, support and entrepreneurial training to 

Chilean women (Comunidad Mujer, 2019). These organizations provide everything from 

mentors, angel investors, networking events and international competitions to help 

emprendedoras navigate the at times complicated business landscape in Chile.  

With the economic climate within Chile shifting to encompass women, there is no better 

time to start a business and follow your dreams. For “The Dreamers”, especially the younger 

ones, Josefa and Maite, the abovementioned changes in economic growth positively influenced 

women’s entrepreneurship in the country. Vida Orgánica, and its forward-thinking path to 

sustainability, seized the opportunity to sell indoor orchards in Santiago, a city known for its 

high-rise apartments and lack of green space. Josefa, the company’s proud owner, believes that 

societal improvements and the safety net of a better economy created space for emprendedoras: 

Of course, since we have managed to innovate much more with ideas, and our work has 

been much better. 
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Likewise, Maite, the twenty-three-year-old student from the coast, notes that women now have 

more economic freedom, but is still lacking in some areas. 

Before, women were relegated to household chores and in jobs they could only be 

secretaries, accountants or saleswomen. Instead, now women can go to university, have 

jobs of their own and reach senior positions within a company. Yet, we continue to earn 

less than men for doing the same work. 

Like most countries, there is still a long way to go before economic equality is reached. 

However, Chile is no longer in a stage where Maite would be limited to solely being a mother or 

forced to choose between her chosen career and her passion. Now, Maite can choose to be a 

mother, speech therapist, and an entrepreneur if she so chooses.  

5f. Gender Norms and Intra-Household Dynamics  

An observation that was surprising in view of Chile’s patriarchal society, is that each of 

the women I interviewed, believed that their enterprise is equal or superior to those of their male 

competitors because of their gender, and not despite it. For them, stereotypes about women, their 

characteristics, and the role that they should play in society, benefits their business in the long 

run. 

Although women are often viewed as highly dedicated and detail-oriented, “The 

Perfectionists”, Catalina, Renata, and Pia, do not relegate their meticulous drive for excellence to 

mere stereotypes, but rather view their skills as a source of competitive advantage. In the event 

planning and catering business, the key elements that Catalina uses to make her business stand 

out: personal touch, design, and details, are often considered “women’s business”, which  works 

in her favor. According to her, since “some of my competitors are men, but since my business 

has more of a female identity, it gives me leverage to work with.” Since Catalina subcontracts 



Awasu 55 

 

 

tasks to other professionals in order to keep her overhead spending low, she often finds herself in 

a position where the roles are reversed, and she is in charge of men. For the men, it can be an 

uncomfortable experience to leave the male-dominated world in which they are familiar and 

“take orders from a small woman like me.” However, eventually the men realize that if they want 

employment, they must be willing to listen to her. 

They need a job and I am providing a job; therefore, they have to take it. Do they like it? 

No, not really but they come to respect me because I am a hard boss. I am fair… but I can 

be hard too. That’s the way of it.  

Conversely, Renata often finds herself as the only woman in the male-dominated world 

of high-end real estate. However, she does not “think the man has any greater credibility” and 

views herself on equal footing with male competitors. Although there are some circumstances in 

which she admits that the male realtors have a slight advantage over their female counterparts, 

for example, 

If you talk about a name that has greater credibility, it makes people relax but if a man 

were to say the same thing, it might make them believe the sale a little bit more compared 

to a woman. 

Nonetheless, the level of personalization and dedication that Renata puts into the services that 

she offers the client offsets any negative effects that she might face from these gender-based 

stereotypes. 

Further combatting the expectations surrounding women’s entrepreneurship is the fact 

that regardless of relationship or household status, decisions concerning each negocio is made 

solely by the entrepreneur herself.  Pia again recognized the changes within society that allow for 

her to be one hundred percent in charge of Arte Cuero, 
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[My husband] pulls his fair share to help me out, but it is my business and all decisions 

are mine. We live in an age in Chile, where in times past, women did not have a say and 

husbands made all the decisions. For the older generation like I am, it is still hard, and it 

can be difficult to start out on your own without support from your husband, but I am 

lucky enough to run my business as my own. 

Reflecting both the advancement in society and the generational gap between these eight 

entrepreneurs, when I asked Josefa about who makes the decisions in her business and in her 

household, she was somewhat shocked that I would even think to ask such a question. Stating 

that as sole proprietor of Vida Orgánica, she is the one that makes all the decisions, she added on 

that at home, “Me and my partner make the decisions since we try not to be committed to the 

[patriarchal] system.”   

Josefa’s matter-of-fact response seems to tie it all together: the political and economic 

systems are slowly changing, societal restrictions are lifting, and women – by default, women 

entrepreneurs – in Chile, can dedicate time to doing what they love.  
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Chapter 6: Conclusion 

6a. Limitations 

In the writing of this study, I realized that this thesis might have been more impactful if I 

had more time as well as a greater command of the language when I first arrived in Chile in 

February of 2019. The language barrier, specifically the dialect of Spanish spoken in Chile, 

proved to be challenging initially and meant that my earlier interviews did not last as long nor 

contain as much in-depth information as latter ones. Because the IRB approval process took 

several tries before it could be signed off, by the time I received approval to begin conducting 

interviews, I only had a few months left in the study abroad program. If I had more time 

available, I would have hoped to interview a larger sample of respondents in order to a) have 

greater validation of the data and b) to provide contrasting opinions.  

Primarily, I think that it would have been interesting to interview Chilean men 

microentrepreneurs to see how their experiences might have differed from that of the women that 

I interviewed. This could have allowed me a better understanding of gender norms and the role 

of society on male versus female entrepreneurship. Secondly, I believe that a comparison of the 

informal economy, established businesses, and microenterprises could have proven useful. As 

many immigrants and lower income individuals tend to work in the informal sector, it might 

have offered a different perspective on Amit and Muller’s (1995) push/pull theory of 

entrepreneurship. Finally, towards the end of my data collection and my time in Chile, I tried 

unsuccessfully to gain access to entrepreneurship databases housed within the School of 

Commercial Engineering at la Universidad Católica. If I had begun the process earlier, I might 

have been able to use secondary sources on entrepreneurship among younger women to provide 

some more depth to this analysis. 
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6b. Final Observation 

 Throughout this research process, and as I gathered and analyzed the data, I learned a 

tremendous amount about Chile, its people, its culture, and specifically its emprendedoras. 

Junior year, when I began to explore what I thought this thesis would be about,  I had no idea 

how far my thesis would deviate from my original topic and in fact, how much better it would  

become once I let go of my preconceived notions about entrepreneurship in Chile. Due in part to 

the fact that the study of entrepreneurship is relatively young and is concentrated on 

entrepreneurs in “developed nations” such as the United States, I assumed that Chilean women 

entrepreneurs would closely track studies performed in other “developing nations” such as 

Ghana or Lebanon. However, once I arrived in the country, I began to see that not only were 

there few parallels between countries with similar development stages but also between existing 

entrepreneurial theories.  

 Thus, it is my hope that this thesis allows for a new range of entrepreneurship theory to 

be studied, one that accepts and understands that women-led enterprise is not monolithic, and 

that each country and people will have their own unique set of challenges and identifiable 

motivators in starting a business. Using Chile as a case study and these eight women as 

representation for women’s entrepreneurship, it is apparent that each woman and business was  

unique. Although they shared enough key traits to be grouped together in the archetypes of “The 

Creative”, “The Perfectionist”, and “The Dreamer”, they retained their individuality and the 

driving spirit that made each business exceptional. 

 In response to my original research question, how has sociopolitical and economic 

change led to a rise in women’s microentrepreneurship in Chile? I counter, rather to ask, in what 

way has it not contributed, instead. The Chilean people have experienced political repression, 
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devastating economic ruin and social unrest. Through it all, la Mujer Chilena has remained 

resolute and steady in her desire to lift as she climbs.  From the Madres and Arpilleristas of the 

70s, who used their voices and skills to bring hope and fight injustice, to the radical feminists of 

the 80s who worked to feed and educate the poor, women made a permanent space for 

themselves and in doing so, created a permanent foundation for future generations. Today in 

2020, Chile enjoys a stable political system, a strong economy, and a vibrant culture, all of which 

now provides emprendedoras with the tools they need to create, to dream, and to perfect the life 

that they love. 
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 Appendices  

Appendix 1: Profiles of Entrepreneurs 

 1a. Victoria (Mano de Puma)  

Entrepreneur: Victoria Sepúlveda Hernández 

Industry: Personal Services, Hair & Beauty 

Name of Business: Mano de Puma 

 

 

 

Victoria originally opened her salon in 2009 in order to have more flexibility in her schedule and 

to do the trade that she loves. A mother of two young girls, she turned her personal struggle with 

balancing work and motherhood into an innovative way to attract new clients. Now, eleven years 

later, Mano de Puma, attracts a steady stream of clients looking for modernity, trendy cuts, and a 

great time. 

 

1b. Agustina (TechAssist Chile) 

Entrepreneur: Agustina Pérez González 

Industry: Virtual Assistance, Technology 

Name of Business: TechAssist Chile 

 

 

 

TechAssist Chile was born out of Agustina’s desire to help busy professionals and business 

owners keep their lives on track. While common in other parts of the world, virtual assistance 

and remote work is still relatively new in Santiago, making TechAssist Chile a pioneer in the 

industry.  
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1c. Pia (Arte Cuero) 

Entrepreneur: Pia Diaz Rodríguez 

Industry: Leatherworking 

Name of Business: Arte Cuero 

 

 

Pia created Arte Cuero fifteen years ago to share her skill with leatherworking to the world. 

Today, hundreds of tourists visit her shop each year and engage with her beautifully crafted 

products. Every weekday, Pia is available to cheerfully greet guests and show off her hard work. 

 

1d. Renata  (Inmobilaria del Santiago) 

 

Entrepreneur: Renata Soto Muñoz 

Industry: Real Estate 

Name of Business: Inmobilaria del Santiago 

 

 

 

From her fifteenth-floor home office, Renata has a bird’s eye view of Santiago and a Rolodex 

full of satisfied clients. Originally creating Inmobilaria del Santiago as a way to bring in an 

income to support herself and her young son, Renata now deftly manages all aspects of the 

property management process. Dedicated to providing high quality service to clients, Inmobilaria 

del Santiago attracts clientele as exclusive as the high-end properties it manages. 

 

 

1e. Catalina (Eventos Morales) 

Entrepreneur: Catalina Silva Morales 

Industry: Catering, Event Planning 

Name of Business: Eventos Morales 

 

 

Eventos Morales is a one stop shop for catering, planning, and event design. Guided 

meticulously by Catalina, every event is carefully organized with the satisfaction of the client in 

mind. Her long-term strategy of working independently to maximize profit and maintain control 

has earned Eventos Morales a stellar reputation and kept her services in high demand. 
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1f. Maite (Caracoles en la Ciudad) 

Entrepreneur: Maite Contreras Espinoza 

Industry: Jewelry Making 

Name of Business: Caracoles en la Ciudad 

 

 

 

Attending school away from home, Maite developed Caracoles en la Ciudad as a method of 

paying for her necessities and sharing her passion for accessories with others. Bringing the feel 

of the sea to Santiago, Maite uses products directly from the ocean such as seashells and stones 

to create coastal-inspired jewelry with a modern flair. 

 

 

1g. Josefa (Vida Orgánica) 

 

Entrepreneur: Josefa Ríos Gutiérrez 

Industry: Agriculture, Interior Design 

Name of Business: Vida Orgánica 

 

 

 

An agronomist by trade, Josefa understand the value of growing and consuming all-natural food. 

To help others, she started Vida Orgánica in order to spread awareness about living organically 

and using natural resources in everyday life. Selling interior orchards and other natural home 

design products, Josefa is helping Chileans live and eat sustainably.  

 

 

1h. Martina (Martina Rojas Fuentes Fotografía) 

 

Entrepreneur: Martina Rojas Fuentes 

Industry: Photography 

Name of Business: Martina Rojas Fuentes Fotografía 

 
 

 

Since she was nine years old, Martina has spent most of her life behind the camera. Her love for 

her country, culture, and people inspired her to open her own photography studio, Martina Rojas 

Fuentes Fotografía, in order to share that passion with others, both in Chile and around the 

world. 
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Appendix 2: IRB Approval Forms 

2a. Cover Letter  

Estimado participante de la investigación: 

• Usted está invitado a participar en un estudio de investigación sobre los motivadores, desafíos y 

decisiones de negocios que las mujeres empresarias enfrentan en su decisión de iniciar una 

microempresa. 

• Como empresaria en una economía emergente como Chile, sus experiencias, los problemas que 

enfrenta o todavía encuentra y el nivel de apoyo que recibió en su viaje para iniciar un negocio, es 

de inmensa importancia para este estudio. 

• Si decides participar en este estudio de investigación, tus datos y cualquier información que elijas 

a compartir se mantendrán confidenciales. Su nombre real y cualquier otra información de 

identificación no serán utilizados. 

• La información recopilada en este estudio podría utilizarse para informar estrategias y ayudar a 

apoyar y hacer crecer las empresas de gestión de mujeres.  

• El estudio de investigación implicará completar un formulario que da su consentimiento para 

participar en el estudio, un cuestionario corto y entrevistas que podrían durar de 15 minutos a 

aproximadamente 1 hora. 

• El investigador/entrevistador es Cafui Awasu, un estudiante de gestión empresarial y 

emprendimiento en la Universidad de Siracusa en Nueva York, Estados Unidos que estudia el 

extranjero en Santiago, Chile.  

• Para obtener más información sobre el estudio de investigación o si tiene alguna pregunta, no 

dude en ponerse en contacto con Cafui Awasu en +56 9 3481 6773 o por correo electrónico en 

caawasu@syr.edu. 

Espero que usted elija a participar en este estudio de investigación sobre las dueñas de pequeñas empresas 

en Chile. Gracias antemano por su tiempo y consideración. 

Saludos, 

Cafui Awasu 
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2b. Cover Letter (English Translation) 

Dear Research Participant: 

• You are invited to participate in a research study on the motivators, challenges and business 

decisions that women entrepreneurs face in their decision to start a microenterprise. 

• As a woman entrepreneur in an emerging economy such as Chile, your experiences, the problems 

that you face or still encounter and the level of support you received on your journey to start a 

business, is of immense importance to this study. 

• If you do choose to participate in this research study, your data and any information that you 

choose to share will be kept confidential. Your real name and any other identifying information 

will not be used. 

• The information gathered in this study could be used to inform strategies and to help support and 

grow women-run businesses.  

• The research study will involve completing a form that gives your consent to participate in the 

study, a short questionnaire and interviews that could last from 15 minutes to approximately 1 

hour. 

• The researcher/interviewer is Cafui Awasu, a business management and entrepreneurship student 

at Syracuse University in New York, United States who is studying abroad in Santiago, Chile.  

• For further information on the research study or if you have any questions, feel free to contact 

Cafui Awasu at +56 9 3481 6773 or via email at caawasu@syr.edu. 

I do hope that you will choose to participate in this research study on women small business owners in 

Chile. Thank you in advance for your time and consideration. 

 

Best, 

Cafui Awasu 
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2c. Initial List of Questions 

1. ¿Cuántos años tiene? 

2. ¿Género? 

3. ¿Estado de relación? 

4. ¿Estado familiar? 

5. ¿Estado del hogar? 

6. ¿Cuál es su ocupación actual? 

7. ¿Qué tipo de negocio tiene? 

a. ¿Qué tipo de productos vende? 

i. ¿Cuánto cuesta hacer? 

ii. ¿Cuánto vende una unidad de este producto? 

b. ¿Por qué ha elegido esta línea de trabajo? 

8. ¿Cuál es el nombre de su negocio? 

9. ¿Cuánto tiempo ha tenido/operado este negocio? 

a. ¿Quién es su mercado objetivo/clientes previstos? 

b. ¿Tiene un socio de negocios o es un propietario único? 

10. ¿Cuál fue la motivación para iniciar este negocio? 

a. ¿Cuáles fueron los motivadores claves (necesidad, oportunidades o emprendimiento 

basado en la innovación) 

b. ¿Cuáles eran sus fuentes de capital? 

c. ¿Tenía soporte exterior o Recursos? 

11. ¿Tiene algún objetivo para su negocio, por ejemplo, aumentar los beneficios/obtener más 

clientes? 

a. ¿Cómo llevar un registro de estos objetivos? 

b. ¿Qué pasos tienes que tomar para cumplir con estos objetivos? 

12. ¿Cómo se mantiene el negocio? 

a. ¿Contrata empleados? 

b. ¿El beneficio se invierte de nuevo en el negocio o se utiliza para necesidades personales o 

domésticas? 

c. ¿Quién tiene un dicho en cómo se asignan los ingresos? 

13. ¿Hay algo que mantenga el negocio de vuelta de crecer? 

a. Si es así, ¿cómo planeas arreglarlo? 

14. ¿Quiénes son sus mayores competidores? 

a. ¿Cómo cree que el género desempeña un papel en su empresa? 

b. Si sus competidores son hombres, ¿cómo cree que se percibe su negocio comparado con 

el suyo? 

15. ¿Quién toma las decisiones en su hogar? 

a. ¿Se basa en las normas sociales/opiniones culturales u otros factores? 

16. ¿Piensa que los cambios en la sociedad chilena como el empoderamiento de las mujeres, el fin de 

la dictadura y una economía mejor tienen alguna influencia en el desarrollo de mujeres 

empresarias en Chile? 
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2d. Initial Questions (English Translation) 

1. In what age group are you? 

2. What is your preferred gender? 

3. What is your relationship status? 

4. Family Status? 

5. Household Status? 

6. What is your current occupation? 

7. What kind of business do you own? 

a. What kind of products do you sell? 

i. How much does it cost to make? 

ii. How much do you sell one unit of this product for? 

b. Why did you choose this line of work? 

8. What is the name of your business? 

9. How long have you owned/operated this business? 

a. Who is your target market/ intended customers? 

b. Do you have a business partner or is it a sole proprietorship? 

10. What was the motivation in starting this business? 

a. What were the key motivators (necessity, opportunity or innovation-based 

entrepreneurship)? 

b. What were your sources of capital? 

c. Did you have outside support or resources? 

11. Do you have any goals for your business e.g. increasing profit/ getting more customers? 

a. How do you keep track of these goals? 

b. What steps do you have to take in order to meet these goals? 

12. How do you maintain the business? 

a. Do you hire employees? 

b. Does the profit get invested back into the business or is it used for personal or household 

needs? 

c. Who gets a say in how the revenue is allocated? 

13. Is there anything holding the business back from growing? 

a. If so, how do you plan to fix it? 

14. Who are your biggest competitors? 

a. How do you think gender plays a role in your enterprise? 

b. If your competitors are men, how do you think their business is perceived compared to 

yours? 

15. Who makes the decisions in your household? 

a. Is this based on societal norms/ cultural opinions or other factors? 

16. Do you think that changes in Chilean society such as women’s empowerment, the end of the 

dictatorship, and a better economy have had any influence on the development of women’s 

businesses in Chile? 

 

 

 

 

 

 


