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Abstract

The Spanish rural area continues to undergo a process of transformation that has
impacted society and space in an unequal way. The process of dismantling agriculture,
together with demographic loss, have pushed rural society to seek alternatives so as
to adapt to an economic model in crisis. In the south of Catalunya (Catalonia), the
county of Terra Alta is an isolated region of strong agricultural tradition and weak
industrialization, with the lowest regional rate of female employment. In this context,
women of various ages have initiated business ventures in the area that have shown
signs of economic vitality. Among their motivations is the need for employment,
along with symbolic and ideological elements that reinforce the rural identity and
are crucial for women’s attachment to place. However, the success of their activity
is highly influenced by their gender identity. The paper presents the experiences of
women entrepreneurs in a rural context of a strong patriarchal character, showing
how women’s paid activity depends not only on the offer of employment or the
possibility of businesses, but also on how women imagine themselves and on the
social acceptance that their images generate.

Introduction

Since the 1980s, rural space in Spain has undergone a process of transformation that
has had an unequal impact on the land and people. Reduced agricultural activity and
population loss have led rural societies to seek alternatives to adapt to an economic
model in crisis. The approach taken by the European Union Common Agrarian Policy
has strengthened rural economic diversification along several fundamental lines,
expanding services and activities related to leisure uses of rural areas, as well as
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established production that is the basis of the agrarian economy (focusing on value-
added and new activities) (Garcia Coll and Sanchez Aguilera, 2005; Langreo, 2004).
Rural development is closely linked to the development of society in general and to
the perception people have of the rural space. This also explains the strong regional
differentiation between sociogeographic areas in the country.

The idea of the countryside and its people has changed dramatically in recent years.
The underestimating of rural society in comparison to urban dwellers has declined,
and many rural areas share the forms of well-being of most urban counties due to a
diversification of activities and a largely connected rural-urban economy (Aldoma,
2009). In this context, forms of collective imagery of rural life emerge, marked by
the attraction of a rural lifestyle that is somewhat idealized. This ideal vision of the
rural emphasizes values such as authenticity, natural life, ethnicity, ecology and
cultural identity, and makes positive all that refer to this space. It is therefore a social
representation of rurality that sees the territory as an imagined and idyllic landscape,
but it does not take a totalizing sense because each context is ascribed by different
imaginative forms (Halfacree, 2004). Reinforcement of the rural idyll has a direct
impact on the material sense of the countryside: from this new conception arises
an attraction to rural areas that results in the emergence of new niches of economic
activity, such as rural tourism, reformulating the socioeconomic structure of these
areas (Baylina and Salamafa, 2006; Bock, 2004; Canoves et al., 2004; Garcia Sanz,
2004; Hoggart and Paniagua, 2002; Kotsou et al., 2009; Moller, 2011; Morris and
Little, 2005; Prados, 2000; Woods, 2011). Often it is the rural dwellers who feed this
idealized image in order to strengthen new sources of income.

Rural women in Spain have adapted to this economic situation, taking advantage
of the new employment opp o rtunities (Camarero et al., 2005; Garcia-Ramon and
Baylina, 2000; Pastor and Esparcia, 1998; Sampedro, 1996) offered within a labor
market that reinforces their role as domestic agents (Maruani, 2002; Maruani, Rogerat
and Torns, 2000). Activities related to expanded tourism and second residences are
now added to industrial work and traditional service jobs. Therefore, the primary
sources of employment for women are jobs related to an extension of domestic
activities and services related to sales and restoration. More professional employment
opportunities are in the minority, constituting a rather ephemeral part of the working
life of rural women, and there is a progressive increase in women’s self-employment
that can be partly explained as a strategy when there are fewer opportunities for wage
labor (Camarero, 2008).

Within this panorama, we need to consider three important factors in recent years: the
education of women, a demand for services and increased mobility. Educated women
enter the labor market with a belief that formal employment gives them personal
independence, with direct access to the rights and responsibilities of citizenship;
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increased demand for services in rural areas makes employment possible; and the
possibility of commuting (or telecommuting) to more distant workplaces slows the
exodus of rural women.

In addition to these more tangible factors, we also need to look at the space as
a source of symbolic identities that attach women to place. After twenty years of
positive change in rural areas as a whole, the sense of belonging has grown (Diaz
Méndez, 2005, 2006). The society’s greater appreciation of the rural, together with
improvement in the actual conditions of life there, decrease the detachment of the
younger generation. Nevertheless, conditions for attachment are different for men
and women. For the latter, material conditions are as crucial as the creation of a new
gender identity that is built from a process of redefining the countryside (Sampedro,
2009). The attachment to place is built upon a new rural identity in which mobility and
employment status, comparable to those they may have in the city, are essential. In this
process, cultural and social capital are fundamental and become the main resources on
which to base their professional and life initiatives.

Some of these initiatives involve setting up abusiness, an activity that has traditionally
been associated with men, despite the rapid increase in women’s business ownership
all over the world. Entrepreneurship is
understood here as a local process that ™ e .
has the capacity to transform a place.  A%e®ieginal,. G i
An entrepreneur is defined as a person A
who owns a business, assumes the risks
associated with ownership, deals with
uncertainties of coordinating resources and
is in charge of day-to-day management of
the business (Hanson, 2009). Simply by
being entrepreneurs, women transgress
gender norms. In this sense, it is o
interesting to examine the impact of these AN
businesses led by women and reveal how
entrepreneurship may change the life
of a household, neighborhood or larger
place, looking at other outcomes, such as
expanding opportunities for women or Figure 1. County of Terra Alta,
shifts in gender relations. Catalunya (Spain). Source: Cartographic

This article depicts the experience of  Institute of Catalunya, 2006.

businesswomen in the county of Terra Alta
(Catalunya) (Figure 1), a forgotten rural area, in economic and social terms, that is
deeply traditional and that lacks a significant entrepreneurial base. In this context, we

Terra Alta
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want to outline women’s contributions to the local economy and to explore the new
division of labor in rural communities, in an effort to demonstrate the importance of
gender identity in the everyday life of rural women who decide to stay in the country
and become entrepreneurs.

Material and ideational rural space

The concept of “rural” or “rurality” refers to a rapidly changing reality in space and
time that is increasingly difficult to define. One may envision a space that meets
certain economic, social or physical criteria, but the concept does not say anything
about borders or boundaries, and what is considered rural differs from place to place.
As economic activities and urban lifestyles have become more widespread throughout
this space, researchers have become less concerned with defining the exact scope of
rurality and more concerned with analyzing what happens in those places that are
widely perceived as rural (Aldoma, 2009). The “cultural turn” in human geography and
the introduction of post-modern and post-structuralist theories into rural geography
have provided a framework for exploring these meanings, making it possible to
understand rurality as a social construct—that is, an imagined entity brought into
being by particular discourses of rurality that are produced, reproduced and contested
by many groups and individuals (Mormont, 1990).

Social constructions of rurality can easily lead to an imagined space that may have
little correspondence with the actual “realities” of rural space or rural life. We need
to go beyond cultural constructions of the idyll in order to find new ways of knowing
and understanding rurality (Cloke, 2003). We need to take into account that rurality
is not homogeneous, that rural areas are dynamic and that a counter-idyll character of
rural areas is being increasingly recognized (Bell, 1997; Bunce, 2003; Cloke, 2003;
Cloke and Little, 1997). In the current study, we are interested in the business work
experience of women in the material, practiced and imagined rural context, in order
to obtain the fullest knowledge of their work and life experience. Keith Halfacree’s
(2006, 2007a, 2007b) threefold model of rural space is a useful reference to engage
with the idea of the rural and with the analysis we want to develop. Rural space
comprises three intermeshed facets: rural localities (inscribed through spatial practices
linked to production or reproduction), formal representations of the rural (framed
within capitalist processes of production and exchange) and everyday lives of the
rural (individual and social elements in the negotiation and interpretation of rural life).
These three facets coexist not without tensions that, in turn, drive the dynamism of
total space, enabling opportunities for rural restructuring (Woods, 2011).

Women’s work experiences in businesses can be explained within this framework
that links the material to the ideational. Everyday practices in place are territorially
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grounded, and, as a result, the meanings and practices of gender vary from place to
place, as well as among different groups of women in the same place (Bock, 2004;
Bryant and Pini, 2009, 2011; Hanson, 2009; Little, 1999; Little and Panelli, 2003; Pratt
and Hanson, 1994). Although this view of gender meaning and practices is contingent
on geographic context and on other axes of difference that shape power relations, many
people and institutions continue to treat all women or men according to preconceived
beliefs about femininity and masculinity, assuming that certain abilities and behaviors
are the norm of each gender (Hanson, 2009). These pervasive ideas that confront
diversity are at the basis of labor market processes and entrepreneurship. This is why
the structural dimension of gender has to be combined with symbolic and individual
ones (Berg, 1997). In this sense, the structural dimension of gender in entrepreneurship,
such as the sexual division of labor and the gendering of entrepreneurship at place, has
to be related to the symbolic gender dimension (i.c., particular images of women and
men that may have little to do with reality) and the individual gender dimension (the
personal gender identity that may influence involvement in entrepreneurship).

The area: Terra Alta, a rural county in the south of Catalunya

In Catalunya, the rural population (municipalities of less than 2,000 inhabitants)
numbers about 383,000, which is only 7% of the Catalan population but constitutes
strong spatiality (70% of all municipalities) (IDESCAT, 2007). The past years have
witnessed a demographic recovery that is ending decades of population decline,
emigration and aging. This recovery is highly localized from a spatial point of view,
primarily affecting the coast, the Barcelona metropolitan area and the inland cities and
municipalities that are taking steps toward new tourist and service economies. The
recession is affecting the smallest and most isolated municipalities. This process of
economic diffusion and more urban behaviors has meant demographic growth based
on migration, whether residential (suburbanization, returning population, retirees),
workers (local and foreign) or new rural enthusiasts. More affordable housing, service
job opportunities and commuting or telecommuting possibilities are the primary
reasons for people to move to the country or remain there (Garcia Coll and Sanchez
Aguilera, 2005).

Southern Catalunya has experienced this rural revitalization in a slower, less
intense way. Terra Alta, situated in the interior of Tarragona province, with 12,885
inhabitants and a population density of 17.3 inhabitants per square kilometer, is still
one of the Catalan counties with a higher rate of population decline, a trend that
has changed slightly since 2000, when the migration pattern was reversed and the
rural exodus slowed. Nonetheless, natural growth remains negative, the population
is elderly (27% over age 65, as opposed to 16% in all of Catalunya) and there is
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a high ratio of males (108 to every 100 females), especially in the working age
population (IDESCAT, 2007).

Terra Alta is an agrarian county (with 26.5% of the labor force working in
agriculture), dedicated to producing grapes, olives, almonds, hazelnuts and cereal
crops (IDESCAT, 2007). Vineyards are very important and are virtually the exclusive
source of production in some towns and villages, where high quality wine is made.!
Industrialization is low and income per capita is above average for Catalunya.’ In
recent years, the wealth of this county has been generated primarily by services (37.3%
of GDP), followed by construction (31.2%), a sector that has grown immensely and
generated considerable employment (IDESCAT, 2007).

This markedly agrarian economic profile has allowed Terra Alta to preserve a highly
valued natural and rural landscape. The area also has a strong historical tradition: its
mountains were among the principal sites of the Battle of the Ebro in 1938, during
the Spanish Civil War. The battle left numerous marks on the landscape, creating sites
with important cultural, historic, tourist and economic value. At the same time, the
county’s environmental characteristics and its position on the geographic, economic
and demographic periphery led to a 1998 project to build several wind farms, some of
which, despite much controversy, have not only prospered, but have positioned Terra
Alta as the major wind-energy producing area in Catalunya in 2011. For these same
reasons, southern Catalunya produces a high percentage of all energy generated in
Catalunya (nuclear, geothermal, hydroelectric and wind), primarily exported to the
rest of the country. This has generated conflicts over the use of the space, as well as
protests (“Not in my backyard”; “Why always here [in southern Catalunya]?”’) against
the impact on the population’s health and safety and on the landscape (Nel.lo, 2003).

In this context, there is a strong gender division in the local labor market. Women
constitute just 34.4% of the labor force,® making this the county with the least gender
equality in employment. In all age groups, employment is higher for men than for
women. The numbers obscure women employed as domestics and those who work
in the underground economy. Most officially employed women work in the service
sector, especially in jobs connected with tourism, although there are some women in
the food and textile industries, as well as in farming (IDESCAT, 2007).

The business sector has not been very relevant in Terra Alta. Low industrialization,
few industries processing local agricultural products and the geographic isolation
have created a business sector characterized by small enterprises of low capitalization.
However, in recent years, new businesses have been started, primarily in the
commercial and service sectors, linked to tourism and led by women.* A new concept
of rurality throughout Catalan and Spanish society, the exploitation of the area’s
natural and cultural resources, and the European Union LEADER Program funds’
received three times since 1989 have led to the creation of a socioeconomic tapestry
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that complements the agrarian income, puts the brakes on rural exodus and preserves
the landscape and environment. The businesses started by women include rural
tourism, hotels, restaurants, adventure sports, tourist guide services, wine cellars,
and artisan or agricultural shops.® These are the work opportunities with the greatest
potential to generate employment for women, together with work as domestics or in
specialized institutions serving the elderly, babies and children.

Methodology and the sample of rural women

This study unveils the experience of rural women entrepreneurs, exploring the
significance of gender to their everyday life and their business decisions. A
qualitative research design was chosen to reveal the women’s individual perspectives
and experiences. Intensive research permits an emphasis on explaining processes,
changing conditions, organization, circumstances and the construction, negotiation
and reconstruction of meanings and identities (Cloke et al., 2004). It also enables
researchers to consider themselves active and reflexive in the process of constructing
information, so that “giving voice to others” becomes an integral part of the research
process. We engaged participants in in-depth, semi-structured interviews, holding
conversations in which the nature of the interaction produces new information or
insight about the topic (Falconer al-Hindi and Kawabata, 2002). We also employed
various degrees of participant observation. Researchers have been observers in
different types and degrees of participation (DeWalt and DeWalt, 2002), ranging
from living in the community and taking part in everyday activities (such as leisure
and cultural events), conversing and consciously observing people and situations
and simply hanging out, but always recording what is observed. These qualitative
methods, which served as our primary source of information, were supplemented
by quantitative data that was used to contextualize the fieldwork. Specifically, we
collected and analyzed socioeconomic statistics provided by national, regional and
local authorities. All fieldwork was performed in 2009.

We interviewed fifteen businesswomen living in different villages in Terra Alta.
Participants were selected purposefully with the aim of maximizing variations in age,
economic sector and geographical setting. The women were contacted through personal
relations, using the snowball technique and directly addressing those entrepreneurs
whom we were interested in interviewing given the nature of their business or their
own characteristics. To obtain a depth and range of information, as well as to achieve
comparability of results, we designed an interview guide with open-ended key
questions. The main themes that structured these questions were: professional and
personal career, with particular emphasis on the motivations for starting a business,
its development and their professional fulfilment as a businesswoman; work—life
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balance; and future perspectives. All interviews were transcribed, coded with concepts
that arose from the data, and analyzed according to both our predefined themes and
new ones emerging from the process.

We also conducted semi-structured interviews with three local policy agents, with
the aim of obtaining information about the business sector in the county, women’s
economic situation, implementation of gender policies and rural local development.
The information provided by these interviewees was highly useful for documenting
the context of the research.

The women who participated were 29 to 65 years of age. This wide range was
intentional, as we sought to gather information about motivations, experiences and
expectations in relation to the life cycle. Most were married or living as a couple
(11) and had children of various ages (12). They ran small tourism-related businesses
with no, or few, employees, and 10 of them owned the businesses in question. All
the women completed primary education, and many had professional or university
degrees. Their studies were related to tourism, administration, environmental science,
anthropology, ethnology or restoration. Others gained professionalism through their
work as farmers or dressmakers within their family. Despite their background, many
had agreed to undergo specific training for their current jobs. Some of the women
did not have previous paid work experience, either because they were still young or
because they had been housewives. In the latter case, they became entrepreneurs due
to external circumstances, such as a husband’s unemployment or death or a father’s
retirement from the family business.

Findings

The start: Motivations and support

Women start their own business because of a lack of salaried jobs. They also express
the will to stay in the county, the possibility of combining a flexible economic
activity with domestic and family work, and the perception of business potential. The
family’s traditional economic activity and institutional assistance are other important
considerations.

I chose to come here to live. This decision meant that I would have to get busy
and find work to survive. Since there are limited opportunities and they don’t pay
well, self-employment was a good option so I could create my own job. Since I
have always felt it is very important to take care of nature, I directed my business
toward this specialization: an educational and environmental guide (Clara, 36,
tourist agency).
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It is complicated, inheriting a family business. A lot of people come to you and
say: “Oh! This has changed so much!” But I think we have to evolve! Anyway, |
think we’re a great team because my parents contribute their experience and their
daughters add the education we’ve acquired. We complement each other. It is
evident that the work has evolved. Thirty three years ago we didn’t work the way
we do now—and I think we do a better job now! But the reason is that we have
our education and they have much more experience, and we keep improving!
(Neus, 30, hotel).

As described earlier, one of the factors that strongly influenced the economic
diversification of the county was the three offerings of community aid through the
LEADER program (1989-2006),” which focused on four sectors: tourism, agriculture,
women and youth. As a result, many women have been attracted to this program by
the advantages it offers, and they have primarily requested assistance to create rural
tourism and hotel establishments.

The house was deteriorating and so we made a decision. At that time the European
Community’s LEADER program came out. We talked to the family and we
decided to make it into a rural house. I was 50 years old, so I could still work
hard. If we participated in the LEADER program, we had to complete the work in
a year and a half and we decided to do it. (Alba, 54, rural house).

Well, it’s been very good for me because I am a woman, younger than 25, there
was nothing else in the village, and all of these things added points in my case.
They gave us the most that they could give, the maximum aid. It’s a great help!
If I had been male, I wouldn’t have had as many points; if I had been older than
25, same situation... but I met almost all the requirements and it worked really
well for me. This help was a lucky thing because right now, as things are going ...
(Elena, 29, hotel-restaurant).

The majority of the women are self-employed and own the business. Others have their
business in their husband’s or son’s name, but are in charge of the work. Half of them
have employees; these are normally the larger businesses and normally there is some
type of family connection to the businesswoman.

The day to day: Work—life balance

All of the women talk about long work days, which include paid work and taking
on the majority of the household and family responsibilities. When asked about the
number of hours worked, their answers are very similar:

All of them! I work all day ... A good question would be “what hours do you not
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work?” When you get up in the morning, you start the cycle; now I do this, now
I do that, now I make a sandwich, now a traveller arrives ... it’s a constant cycle!
(Elena, 29, hotel-restaurant).

Women without children or those with businesses that allow them to hire domestic
help dedicate the most time to their venture and have greater ambitions for their work.
The possibility to outsource domestic work liberates them from a task they are not
interested in and makes them more tolerant of their husband’s lack of involvement
in the family chores. Also, it reveals how class may intersect with gender to open up
opportunities for resistance and even change: “My husband pitches in when there is
no other remedy, you know? He will not stay without food, but he will not make the
bed” (Esther, 62, wine cellar).

Nonetheless, when there are important family duties, the women tend to put family
first, even if they have help:

There are times when you have to sacrifice one thing or another ... and then there
comes a time when you cannot put work above family .... A single person or
an older couple is different, but a younger woman [with a partner and children]
cannot set aside the family because of work (Claudia, 61, restaurant).

None of the women have much time off. If they do not work, they do not earn
anything, so most of them do not take holidays or they take a little time in the off-
season for tourism. Some women mention taking advantage of free time to rest, read,
exercise or go to the cinema, but most of them consider their free time the moment
to do housework, a very important indicator of their concept of work: “Tuesday and
Saturday afternoons are the days I am freer. ... I keep it all to do these days: sewing,
cleaning...” (Carme, 51, grocery store).

These women also pay attention to the work—life balance. Despite having a partner,
it is the woman who runs the household and does most of the housework and family
care. All participants agree that gender roles and relations have changed and that
husbands help more in reproductive tasks. However, many women point to these
advances within a strong patriarchal discourse:

This has been [evolving] over the years. When we got married he showered and
left his clothes on the floor and left. Now he helps me set and clear the table, or,
if we are dining, he gets up to find something.... But in a way that he does not
impose on me, and this is already a very good way to help (Alba, 54, rural house).

Conciliation implies alternating between the two jobs, accepting that their business
is negatively affected by family caretaking and that the family is not cared for to the
standard expected of them. The women know that they live in a social context in
which a traditional version of femininity is still required to obtain moral worth and
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respect. They are conscious of the local community narratives and how they can gain
or lose respect because of them. Despite the transitory nature of the rural community,
they are aware of the ongoing patriarchal social control and how a woman is supposed
to behave:

Here in the village you cannot go anywhere. I go to the bar, but there are women
who don’t want to go because there are men there or because they look at them ...
(Maria, 45, rural house).

The biggest problem is if you are female and young. They do not respect you so
much (Elena, 29, hotel-restaurant).

In the context of the symbolic dimension of gender, the women see self-employment
as offering them the possibility to do double work. This means a change in the
understanding of their “moral obligations” within the home (Camarero et al., 2005).
The interviews reveal that some women have lowered their demands on themselves
concerning cleaning or cooking tasks, whether by spending less time on them or
contracting outside help:

I don’t like them at all [domestic tasks].... We could say that between cleaning,
making beds, cooking ... it’s about four hours a day. I could spend more time,
but ... as one of my university professors said: dust and I have signed a peace
agreement (Celia, 64, wax workshop).

However, while the moral discourse that is connected to the image of “a good woman”
as the impeccable housekeeper is losing ground, there is no change in the discourse
about caring for the family, whether this is children, someone with a disability or the
elderly. Many women have their parents or in-laws very close to home, and taking
care of them is considered part of their ordinary activities as women, especially when
old relatives need medical or domestic assistance. Some of the women interviewed
were reticent to leave this work to public institutions or in the hands of someone
outside the family, because they still consider it a female responsibility, intrinsic to
their gender:

I find it very sad [to take older people to long-term care centers].... I have had
a life that, fortunately, I could combine with caring for older family members
and everything else took second place. But I also understand the person who
has to go off to work and has a set work schedule. ... But still! I find it a little...
If it’s possible to die at home, with the family, that is best. Are the care centers
necessary? Obviously. Everybody should do what works best for them, but I think
it’s very sad, especially if their children are in good shape [financially, physically,
etc.] (Alba, 54, rural house).
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We would note here that, despite the high degree of population aging in the area,
there are only 28 places available in public residences for the elderly, 61 places in
day centers and no centers to care for people with a disability.® Only 6 of the 12
municipalities have a childcare facility. These data reveal the gaps in the welfare
system, without justifying in any way the responsibility those women must assume,
but which in practice leaves them to do this work. Even so, the intensity of this double
duty varies by a woman’s social class and the stage in her life cycle.

The appraisement

I have brought a lot of money into the area, through my work. The people who
work for me earn money and this benefits the whole county. And what it has done
for me, how much I love it, that’s enough for me. I get home from Barcelona
and see these mountains and think that I have enough for me (Teresa, 49, textile
workshop).

The businesswomen of Terra Alta have achieved greater economic independence,
greater visibility within the family economy, improved self-esteem and a broader
network of relationships. The available rural tourism options has meant an increase
in jobs in isolated municipalities with minimal job offerings. At the same time, this
economic regeneration has slowed rural exodus and helped to maintain minimum
local services that were beginning to suffer. The first phase of rural tourism, with
opportunities based only on lodging, has been surpassed by a second one in which
alternative activities involve additional women: routes of art and history, activities
that imply interaction with nature (walking, mountain biking), farm experiences with
petting enclosures and children’s corners, restaurants serving distinctive local food,
workshops on ecosustainability or enological tourism. This fits well with the idea
by which the consumption of the countryside is an embodied practice that employs
different senses of the body, including sight, sound and taste (Woods, 2011). Fully
embodied rural consumption requires the body to be placed in the rural environment;
to move, touch and feel the rural landscape. Women offer tourists different ways to
seek connection with an imagined idea of the rural through their bodies:

I wanted to do something different. I wanted quality, image and care for nature.
I wanted to make a great wine with the added value that was organic (Esther, 62,
wine cellar).

In Girona [city], people have too much work to talk (Cristina, 44, rural tourist
establishment).
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I go to the orchard, pick vegetables and explain to them [the tourists] that they
have been freshly picked from the land.... [This] is what they like best (Maria, 45,
rural house).

All the same, the social surroundings and sometimes the women themselves still
consider their work as complementing the primary source of income (which comes
from men’s work). In the case of rural tourism, this perception comes from the types
of activities they are involved in (very similar to those of domestic and family-related
activities). Their initiative is seen less as an original entrepreneurial idea than as
the result of other family strategies, such as renovating a property or increasing an
estate, or of smaller earnings, which are still conditioned by the seasonal nature of the
activity. In this sense, it is also very normal for it to be combined with other activities:

In the morning I get up, do a few things, and then I work on the accounting .... I
mean, I also keep the books for my husband, you know? He is a mason and I do
his accounting. I think I multi-task to the max! In mid-morning I go to the fields
to check on things there, or I clean if there’s cleaning to be done. Everyone knows
that’s women’s work. ... I’'m busy all day and depending on what’s to be done I do
one thing or another (Maria, 45, rural house).

Setting aside this idea of “complementary” work requires, first of all, economic
success. In the case of rural tourism, better regulation of the sector is anticipated
that would permit business expansion with new services and larger invoices. Only
then can we determine whether women’s work is seen as a complementary activity
or as important entrepreneurial activity that can turn around the household economy.
Secondly, the notion of complementarity appears to be related to a work—family
balance that is considered the woman’s responsibility. The prestige of woman-
owned businesses would probably rise if the distribution of the work of reproduction
also affected men, so that this equal task sharing could put both genders in similar
conditions with respect to paid work.

Most of the women know that being female in a rural county such as Terra Alta puts
them at a disadvantage for opportunities in the working world. Some of them consider
that their gender has determined their success:

The family [responded] very well [when I took over the wine cellar]! The rest of
the village, not as well .... People said: “This is not going to go well.” ... They
thought that a woman with three children was just fine staying at home. When
I decided to run the business, the people in the village said: “She won’t last a
week.”... But sometimes this just gives a woman more desire to move forward!
(Nria, 56, wine cellar).

It is evident that the younger generation, with a better education and greater
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professional ambitions, has to decide to leave and look for work or create their own
business if they want to remain. The feminine adaptation to this situation is a strategy
that stimulates the local economy by creating new businesses that generate jobs and,
at the same time, lets them apply their education and training:

With respect to tourism I see it as a good thing.... There is good variety and more
people keep coming and this feeds a lot of us who live here! The problem is
with the young people who go elsewhere for their studies and, of course, if they
return, they want to work at something related to what they studied ... and of
course there aren’t enough jobs for all of them in their fields of study. Most of
them stay in Barcelona [to work] and only come back to the village on weekends
or for their holidays.... But I also think that all of us, together, should contribute
more creatively. If you have training in something and you want to use it, create
something for yourself that lets you earn a living... (Clara, 36, tourist agency)

However, not all young women feel the same; there are also women who stay at home
without other work and get along. Nonetheless, there is a general perception that those
who go away to study do not return.

Final considerations

This research has attempted to show the role played by women in specific contexts.
It has shown the often forgotten but important contribution of women to the rural
economy in a Catalan county. Women are the ones who initiate new activities as
entrepreneurs, generating jobs and stimulating the economic and social dynamism
of the area. The urban attraction toward a rural lifestyle and the improvement of
the material conditions of life in rural areas are basic conditions for women to start
businesess. But such conditions are not sufficient to carry on. Thanks to their social
capital, women have been able to create a new rural identity based on their professional
status and mobility. It is this new identity as women in a rural area that strengthens
their attachment to place. These self-employed women constitute a new element in
the traditional local division of labor, and this situation does not seem to be reversed
if they are able to develop their life project, something that is of great importance
to ensure the social sustainability of rural areas. Women start businesses they feel
capable of handling and that have institutional support because of their potential value
to develop the area. These businesses are also a source of jobs for other women in the
area, although not for the best educated group of women, who are usually the younger
generation.

Businesswomen still do double work. The combination of two or more tasks, in
production and reproduction, imposes an objective ceiling on the evolution of their

113



Women’s ventures in a rural context

business activity, which cannot exceed the limits that would threaten their commitment
to family matters, demonstrating the importance of gender identity in their everyday
life. Therefore, they have to develop innovative strategies to combine their various
areas of work.

This double duty does not appear to be a personal choice, but rather it rests upon
their acceptance of a double activity (productive and reproductive) and is expressed in
the society’s collective imagination: the man is no longer the sole head of the family,
but this new status does not seem to have brought him similar double work. Women
assume a role that is socially imposed and deeply rooted. They feel the charge as
a moral obligation, like an altruism imposed by a system of coerced socialization
that is biased in favor of being male and against being female. In our conversations
with the businesswomen, we could not really determine who fit this role and who
did not, but in any case this is important because it influences the behaviors, values
and expectations of both women and men and is incorporated within gender identity.
Domestic and family responsibilities, the activities and interests of other members of
the family and the community all influence the practical and ideological contexts of
“women’s work.” Therefore, rural cultural constructs that underline the importance of
family and community life play a key role in women’s opportunities and experiences.

The strong family focus and the patriarchal community values outline a social
pressure that is difficult for adult generations to overcome. This explains, in part, the
“accommodating” tendencies of some women who “decide” not to work outside the
home, the work in the underground economy and probably the persistent perception
of the complementarity of the work done by women entrepreneurs in the county. In
this sense, women approach changed economic status in a way that attempts to protect
men’s self-esteem and well-being and does not alter too much the existing gender
structures of the rural community, at least so far.

In this sense, there was sometimes the impression that the success of these rural
initiatives is partly because they do not subvert women’s reproductive role and this
is the role that legitimates their participation in the business world. This is very clear
among the oldest of the women and is also manifested in the youngest:

And how did your partner react [to starting the business]?
Well, at first, he wasn’t very pleased... (Elena, 29, hotel-restaurant)
How did those around you react when you decided to start the business?

Well, I am very discreet about how I run the business ... and I suppose that’s why
people don’t really see it as a business. Actually, I call it my “little business.”
When I started it, I did it in combination with other things, so people saw it as
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normal. Then, since I didn’t do it full-time until it was successful, nobody was
surprised. We could say that they gradually became accustomed to it (Clara, 36,
tourist agency).

The women appreciate the “flexibility” they have to manage their own time for
double activities. This advantage, paradoxically, is a detriment to their businesses.
The discriminatory obligations of reproduction constitute a major part of the “glass
ceiling” described by these pioneers when they discuss the future of their business:

If you want your work to be profitable, you have to invest and aspire to growth,
but you also have to know how to stop because everyone has their limitations and
other things to do, in addition to your work (Clara, 36, tourist agency).

Despite all this, women have opened a path to development of the place they love,
to personal empowerment and to a greater attachment to place closely linked to their
professional activity. They have done it to earn a living, and it is a result of their
education, the production and social transformations of the territory and improved
legitimacy of the female presence in public life. Women have structural possibilities
to start a business (education, policies and funds oriented to women) that collide with
both the symbolic gender dimension at the local level (particular forms of gender roles
and relations, sexual division of labor) and their individual gender dimension (their
own expectations). This makes women very aware of their role in time and place,
and they manage this information with the ability to overcome potential conflicts
within the family, the enterprise and the community. The trajectories of the women
we interviewed would be difficult to imagine without their personal creativity and the
social acceptance they have generated. As one interviewee pointed out, “Businesses?
We never used to have any!”

Notes

1 The county received the Denomination of Origin Terra Alta in 1982.

2 According to IDESCAT (2007), gross household income per inhabitant is 15,680
Euros for Terra Alta, compared to 14,060 Euros for all of Catalunya.

3 In rural Catalan areas overall, the rate is 40%; in Catalunya, 51.2%; Spain, 46%; and
the European Union, 49% (Torns et al., 2007).

4 There is no official data on the number of women entrepreneurs in Terra Alta,
reflecting a continued gender bias in official statistics.
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This is an instrument for implementing the new rural development paradigm, adopted
as the model for the European Union rural development policy by the European
Conference on Rural Development in Cork, Ireland, in 1996. The program aims
to stimulate innovative approaches to rural development at the local level. Local

partnerships comprise local government, businesses and community groups.

The first rural tourist establishment in Terra Alta was started in 1993. By 2009,
there were 21 establishments with 188 beds (1% and 1.2%, respectively, of the total
for Catalunya; IDESCAT, 2009). The growth of rural tourism in Terra Alta and
Catalunya in general occurred during the first decade of the twenty-first century. A
2002 tourism law for Catalunya enhanced the provision of certain services to tourist
hosts, which broadened the possibilities of business.

The fundamental idea of the LEADER plans, which was to help rural areas with
serious problems, such as population aging, rural exodus or the loss of jobs, was
a perfect fit for Terra Alta at the time. The first LEADER plan (1989-1993) was
directed toward strengthening rural tourism, slowing the continuous population loss
in the county and the analysis of local environmental resources. The next two rounds
(1994-1999 and 2000-2006) strengthened support for creating and improving the
quality of agrarian businesses and small and medium enterprises. Moreover, the last
round, 11 years after the first initiative, refined the objective and invested in the most

marginal groups: youth and women (Garcia Rodriguez et al., 2005).

In 2008 there were 494 people legally considered disabled in the county.

References

Aldoma, Ignasi (ed.). (2009). Atles de la Nova Ruralitat [Atlas of the New Rurality].

Lleida, Spain: Fundacio Mon Rural.

Baylina, Mireia, and Salamana, Isabel. (2006). “El lugar del género en geografia rural”

[“The place of gender in rural geography”]. Boletin de la Asociacion de Geografos
Esparioles 41:99—112.

Bell, David. (1997). “Anti-idyll: Rural horror.” In Paul Cloke and Jo Little (eds.),

Contested Countryside Cultures: Otherness, Marginalisation and Rurality (pp. 94—
108). London: Routledge.

Berg, Nina Gunnerud. (1997). “Gender, place and entrepreneurship.” Entrepreneurship &

Regional Development 9:259-268.

116



Women’s ventures in a rural context

Bock, Bettina. (2004). “It still matters where you live: Rural women’s employment
through Europe.” In Henry Buller and Keith Hoggart (eds.), Women in the European
Countryside (pp. 14—41). Aldershot: Ashgate.

Bryant, Lia, and Pini, Barbara. (2009). “Gender, class and rurality: Australian case
studies.” Journal of Rural Studies 25:48-57.

.(2011). Gender and Rurality. London: Routledge.

Bunce, Michael. (2003). “Reproducing rural idylls.” In Paul Cloke (ed.), Country Visions
(pp. 14-30). Harlow: Pearson/Prentice Hall.

Camarero, Luis Alfonso. (2008). “Invisibles y moviles: trayectorias de ocupacion de las
mujeres rurales en Espafia” [“Invisible and mobile: Paths of employment of rural
women in Spain”]. Ager 7:7-31.

Camarero, Luis Alfonso (coordinator), Castellanos, M?* L., Diaz, J. R., Garcia, 1., Llano,
J. C., Martin, P, Oliva, J., and Sampedro, R. (2005). Emprendedoras rurales: de
trabajadoras invisibles a sujetos pendientes [ Rural Businesswomen: From Invisible
Workers to Unsettled Subjects]. Valencia: Coleccion Interciencias 27.

Canoves, Gemma, Villarino, Montserrat, Priestley, Gerda K., and Blanco, Asuncion.
(2004). “Rural tourism in Spain: An analysis of recent evolution.” Geoforum
35:755-7609.

Cloke, Paul. (2003). “Knowing ruralities?” In Paul Cloke (ed.), Country Visions (pp.
1-13). Harlow, UK: Pearson/Prentice Hall.

Cloke, Paul, Cook, Ian, Crang, Philip, Goodwin, Mark, Painter, Joe, and Philo, Chris.
(2004). Practising Human Geography. London: Sage.

Cloke, Paul, and Little, Jo. (1997). “Introduction; Other countrysides?” In P. Cloke and
J. Little (eds.), Contested Countryside Cultures: Otherness, Marginalisation and
Rurality (pp. 1-18). London: Routledge.

DeWalt, Kathleen, and DeWalt, Billie R. (2002). Participant Observation. A Guide for
Fieldworkers. Lanham: Altamira Press.

Diaz Méndez, Cecilia. (2005). “Aproximaciones al arraigo y desarraigo femenino en el
medio rural: mujeres jovenes en busca de una nueva identidad rural” [“Approaches
to feminine attachment and rootlessness in rural areas: Young women in search of a
new rural identity”]. Papers 75:63—84.

. (2006). “Cambios generacionales en las estrategias de insercion sociolaboral de
las jovenes rurales” [“Generational changes in strategies and labor insertion among

young rural women”]. Revista Espariola de Estudios Agrosociales y Pesqueros
211:307-338.

117



Women’s ventures in a rural context

Falconer Al-Hindi, Karen, and Kawabata, Hope. (2002). “Toward a more fully reflexive
feminist geography.” In Pamela Moss (ed.), Feminist Geography in Practise (pp.
103-115). Oxford: Blackwell.

Garcia Coll, Arlinda, and Sanchez Aguilera, Dolores. (2005). “La poblacién rural en
Catalunya: entre el declive y la revitalizacion” [“Rural population in Catalunya:
Between decline and revitalization]. Cuadernos Geogrdficos 36:387-407.

Garcia-Ramon, Maria Dolors, and Baylina, Mireia (eds.). (2000). EI Nuevo Papel de las
Mujeres en el Desarrollo Rural [The New Role of Women in Rural Development].
Vilassar de Mar, Spain: Oikos-Tau.

Garcia Rodriguez, José Ledn, Febles Ramirez, Miguel Francisco, and Zapata Hernandez,
Vicente Manuel. (2005). “La iniciativa comunitaria LEADER en Espafa”
[“LEADER program in Spain’]. Boletin de la Asociacion de Gedgrafos Esparioles
39:361-398.

Garcia Sanz, Benjamin. (2004). La Mujer Rural ante el Reto de la Modernizacion de
la Sociedad Rural [The Rural Woman to the Challenge of Modernization of Rural
Society]. Madrid: Ministry of Labor and Social Affairs, Women’s Institute.

Halfacree, Keith. (2004). “Rethinking rurality.” In T. Champion and G. Hugo (eds.),
New Forms of Urbanization. Beyond the Urban—Rural Dichotomy (pp. 285-306).
Aldershot: Ashgate.

. (2006). “Rural space: Constructing a three-fold architecture.” In Paul Cloke, Terry
Marsden and Patrick H. Mooney (eds.), Handbook of Rural Studies (pp. 44—62).
London: Sage.

. (2007a). “Trial by space for a ‘radical rural’: Introducing alternative localities,
representations and lives.” Journal of Rural Studies 23:125-141.

. (2007b). “Still surprises in store. Revisiting the ordinary in rural geography.”
Documents d’Analisi Geografica 50:87-103.

Hanson, Susan. (2009). “Changing places through women’s entrepreneurship.” Economic
Geography 85,3:245-267.

Hoggart, Keith, and Paniagua, Angel. (2002). “The restructuring of rural Spain?” Journal
of Rural Studies 17:63—80.

IDESCAT Anuari Estadistic de Catalunya [Statistical Yearbook of Catalunya]. (2007).
Dades Estadistiques de Poblacio [Population Statistics]. Barcelona: Statistical
Institute of Catalunya.

.(2009). Turisme Rural [Rural Tourism]. Barcelona: Statistical Institute of Catalunya.

118



Women’s ventures in a rural context

Kotsou, Stavriani, Notta, Ourania, Samathrakis, Vagis, and Partalidou, Maria. (2009).
“Women’s entrepreneurship and rural tourism in Greece: Private enterprises and
cooperatives.” South European Society and Politics 14,2:191-209.

Langreo, Alicia. (2004). “Mujer y trabajo en el mundo rural” [“Woman and work in the
countryside”]. In Nieves Lopez, Emilia Martinez and Ester Saez (eds.), Mujeres,
Medioambiente y Desarrollo Rural [Women, Environment and Rural Development)
(pp- 173-196). Madrid: Universidad Autonoma de Madrid.

Little, Jo. (1999). “Gender and rural policy.” In C. Greed (ed.), Social Town Planning (pp.
47-59). London: Routledge.

Little, Jo, and Panelli, Ruth. (2003). “Gender research in rural geography.” Gender, Place
and Culture 10,3:281-289.

Maruani, Margaret. (2002). Trabajo y Empleo de las Mujeres [Women's Work and
Employment]. Madrid: Fundamentos.

Maruani, Margaret, Rogerat, Cristina, and Torns, Teresa (eds.). (2000). Las Nuevas
Fronteras de la Desigualdad: Hombres y Mujeres en el Mercado de Trabajo [The
New Frontiers of Inequality: Men and Women in the Labor Market]. Barcelona:
Icaria.

Moller, Cecilia. (2011). “Gendered entrepreneurship in rural Latvia: Exploring femininities,
work and livelihood within rural tourism.” Journal of Baltic Studies. http://dx.doi.or
2/10.1080/01629778.2011.634103.

Mormont, Marc. (1990). “Who is rural? Or, how to be rural: Towards a sociology
of the rural.” In Terry Marsden, Philip Lowe and Sarah Whatmore (eds.), Rural
Restructuring (pp. 21-44). London: David Fulton.

Morris, Carol, and Little, Jo. (2005). “Rural work: An overview of women’s experiences.”
In Jo Little and Carol Morris (eds.), Critical Studies in Rural Gender Issues (pp.
9-26). Aldershot: Ashgate.

Nel.lo, Oriol (ed.). (2003). Aqui, no! Els conflictes territorials a Catalunya [Not Here!
Land Conflicts in Catalunya). Barcelona: Empuries.

Pastor, Carlos, and Esparcia, Javier. (1998). “Alternativas economicas en el ambito rural
interior. El papel de las mujeres en el desarrollo rural” [“Economic alternatives

in inland rural areas: The role of women in rural development”]. Cuadernos de
Geografia 64:527-542.

Prados, Maria José. (2000). Situacion Socioecondémica de las Mujeres Rurales en Espaiia
[The Socioeconomic Situation of Rural Women in Spain]. Seville: Junta de Andalucia,

Consejeria de Agricultura y Pesca.

119



Women’s ventures in a rural context

Pratt, Geraldine, and Hanson, Susan. (1994). “Geography and the construction of
difference.” Gender, Place and Culture 1:5-29.

Sampedro, Rosario. (1996). Género y Ruralidad: Las Mujeres ante el Reto de
la Desagrarizacion [Gender and Rurality: Women Face the Challenge of
Deagrarianization]. Madrid: Ministerio de Asuntos Sociales, Instituto de la Mujer.

. (2009). “Escuchando la voz de las mujeres” [“Listen to the women’s voice”].
Agricultura Familiar en Esparia, yearbook of small farmers: 92—-102, http://www.
upa.es/anuario 2009/pag 092-102 rosariosampedro.pdf.

Torns, Teresa, Carrasquer, Pilar, Parella, Sonia, and Recio, Carolina. (2007). Les Dones i
el Treball a Catalunya: Mites i Certeses [Women and Work in Catalunya: Myths and
Realities]. Barcelona: Generalitat de Catalunya, Catalan Institute of Women.

Woods, Michael. (2011). Rural. London: Routledge.

120





