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ABSTRACT 
This paper examines how race, class, and gender intersect to shape professional Latinos’ entrepreneurial incorporation, as observed by the conditions that prompt professional Latinos to start a business, including access to capital and experiences with discrimination. In-depth interviews with professional Latino business owners in Los Angeles reveal that individual human capital – via resources and wealth accrued through corporate careers – facilitates entrepreneurial activity. Race, ethnicity, and gender, as intersectional social group identities, combine with class to shape variegated impacts on access to capital and business experiences by gender and target market. Ethnicity is a resource for those serving the coethnic community and is more significant in shaping business ownership experiences for men who target a racially/ ethnically diverse clientele, whereas gender and race are more salient for women outside the coethnic community. This study contributes to the ethnic enterprise literature by going beyond ethnicity to demonstrate that multiple dimensions of identity shape professional Latino/as’ entrepreneurial incorporation. 
[image: page2image11854272]
ARTICLE HISTORY Received 28 January 2015; Accepted 24 November 2015
KEYWORDS Professional Latino/a entrepreneurs; entrepreneurial incorporation; ethnic capitalists; 
coethnic middleman minorities; hidden financial capital; entrepreneurial pathways 
Latinos exhibit a range of social and economic outcomes and they are making inroads into the American middle class (Agius Vallejo 2012; Jimenez 2010; Vasquez 2011). With few exceptions (Valdez 2011), middle-class Latino entre- preneurs’ experiences remain overlooked. Research on Latino entrepreneurs is scant and scholars of minority enterprise generally argue that business own- ership is a traditional mobility ladder for Asian immigrants and their descen- dants but not necessarily for Latinos (Raijman and Tienda 2000; Sanders and Nee 1996). These pessimistic views of Latino entrepreneurship and success are unwarranted. The number of Latino businesses nationwide grew 44 per cent between 2002 and 2007, a rate of increase that more than doubled 
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the 18 per cent increase in the total number of small businesses nationwide (US Bureau of the Census 2007). 
Latino entrepreneurship is especially striking in Los Angeles, where Latinos own 21 per cent of all firms. Previous research concentrates on Latinos who own small or subsistence businesses, such as small shop owners, street vendors, and gardeners (Estrada and Hondagneu-Sotelo 2011; Lopez and Tre- vizio 2009; Ramirez and Hondagneu-Sotelo 2009). Yet, Latinos in Los Angeles also own businesses at the other end of the economic spectrum and in the formal sector, where they direct professional services firms in finance, real estate, and advertising. Research on this segment of professional Latino/a entrepreneurs is lacking, creating an incomplete picture of Latino entrepre- neurial incorporation, as measured by their entrepreneurial pathways, access to capital, and experiences with discrimination. Using in-depth inter- views, we investigate this sector of Latino/a entrepreneurs by employing an intersectional approach that considers how race, class position, and gender, coalesce to differently shape Latinos/as’ entry into and experiences in the pro- fessional business sector (Valdez 2011; Verdaguer 2009), contributing to a more nuanced understanding of the intersectional identities that shape Latino enterprise within a stratified society. 
Previous research 
Research on ethnic enterprise emphasizes that business ownership is a viable mobility strategy among Korean and Chinese immigrants and their descen- dants, but not for Latinos as they presumably lack class and ethnic resources. These are respectively defined as resources such as private property, personal wealth, and investments in human capital (Light and Bonacich 1988, 19), and those derived from membership within ethnic groups and networks (Gold and Light 2000). Literature overemphasizes the role of ethnicity in fostering and sustaining minority enterprise. For example, the ethnic solidarity thesis valorizes Asian immigrant success, asserting that Asian immigrants draw on ethnic resources, such as group trust, financial and social reciprocity exchanges, and coethnic embeddedness in business niches, to facilitate business success and socioeconomic assimilation (Light and Bonacich 1998; Raijman and Tienda 2000). Conversely, studies of Latino enterprise focus on low-class ‘survivalist’ entrepreneurs in gendered occupational niches, like domestic workers and gardeners, and find that their low levels of wealth and education, combined with a dearth of ‘high-quality’ networks and limited ethnic social capital, or ‘ethnic solidarity’, typically constrains business success, relegating them to the low-end of the labour market (Farlie and Woo- druff 2010; Lofstrom and Wang 2006; Raijman and Tienda 2000). Missing from the literature is a thorough examination of Latinos who own businesses in the professional service sector. 
Researchers have recently called for an intersectional approach that goes beyond ethnicity and that emphasizes heterogeneity among Latino entrepre- neurs, especially in terms of class (Valdez 2011; Verdaguer 2009). Intersection- ality scholars argue that race, gender, and class coalesce to determine the social trajectory of a particular group (Collins 2000; Espiritu 2008; Wingfield 2009). Employing this perspective, Verdaguer (2009) delves within the Latino panethnic category to examine the entrepreneurial activities and out- comes of Salvadoran and Peruvian migrants, two Latino immigrant groups who migrate with divergent levels of human capital, class resources, and gender ideologies. These class and gender differences shape their access to capital and the types of businesses in which they concentrate. In her study of Latino, white, and black restaurant owners, Valdez (2011) advocates for an embedded market approach that considers how a highly stratified society combines with multiple social locations, including race and ethnicity, class, and gender, to affect the entrepreneurial outcomes of ethnic entrepre- neurs. We add to the literature by examining how these complex matrixes of forces intersect to shape professional Latino entrepreneurs’ entrepreneurial pathways, access to capital, and experiences with discrimination within and outside ethnic communities. 
Pathways into entrepreneurship 
Observers have long noted that structural factors such as discriminatory prac- tices by employers related to race, gender, or class, and their intersection, are dynamics that push African Americans into entrepreneurship (Beasley 2011). Limited English skills and blocked mobility in the mainstream labour market are found to thrust Latino immigrants into self-employment (Portes and Min 1992; Verdaguer 2009; Waldinger, Aldrich, and Ward 1990). Latinos might also view entrepreneurship as the epitome of the American dream and a pathway to autonomy in a society that values individualism and merito- cratic ideals (Valdez 2011). Verdaguer (2009) finds that low-income Salvadoran immigrants were more likely than their higher-class Peruvian counterparts to relay that they started businesses because it was a ‘dream’, whereas higher- class Peruvians emphasized that entrepreneurship provides autonomy. The desire to attain economic mobility and independence was also the driving factor among the Latino entrepreneurs studied by Valdez (2011), regardless of race, class, or gender. 
Access to capital 
Among the most critical barriers facing minority entrepreneurs is inadequate access to financial capital that can be used to start and maintain a business (Farlie and Robb 2008). This barrier is related to an individual’s race and class 
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position and their access to personal wealth and other resources, including financial institutions, family, and coethnics that can be utilized for capital. Wealth is particularly important as it can be invested directly into the business or used as collateral to obtain loans, thereby hastening entry into small business ownership (Bates and Robb 2013). For example, Chinese and Korean immi- grants who migrate with higher levels of human capital often draw on savings, family, or ethnic based rotating credit associations to fund their businesses (Gold and Light 2000), and they are also more likely to receive business loans due to their higher levels of wealth (Bates and Robb 2013). 
Reflecting their lower levels of wealth and restricted access to banks, Latinos are less likely than other groups to obtain business loans, and instead use credit cards or home equity lines of credit to fund their businesses (Farlie and Woodruff 2010; Valdez 2011). Latinos’ financing strategies also differ by gender. Verdaguer (2009) finds that women had greater access to loans from family and friends, but this access is gendered as women only receive assistance from other women. They were also more likely than men to rely on personal savings because they are disconnected from the banking system. Conversely, men had more diversified sources of start-up capital, including commercial loans. 
Workplace discrimination 
Being racialized as ‘Latino’ in American society is often perceived as akin to being poor, unauthorized, and uneducated (Chavez 2008). Latinos, regardless of class status, are associated with these disparaging stereotypes; however, middle- and upper-class Latinos who live and work in non-Latino contexts organized around white supremacy constantly experience these stereotypes in everyday life (Agius Vallejo 2012; Feagin and Cobas 2008; Jimenez 2010; Vasquez 2011). Latinos who work in white-collar occupations are frequently subjected to subtle forms of racism (Chávez 2011), which is the nuanced yet persistent expression of discrimination and exclusion experienced in daily life (Essed 1991; Bonilla-Silva 1997). Research shows that Latinos employed in white-collar occupations, such as lawyers and teachers, are ‘othered’ in law firms where they are given less lucrative clientele or mistaken for janitorial workers (García-López 2008). They also experience subtle dis- crimination when they speak Spanish in the workplace (Agius Vallejo 2015; Feagin and Cobas 2008), and overt discrimination when they must deal with anti-Latino attitudes around unauthorized migration (Flores 2011). These micro-level inequalities are linked to larger racist social structures embedded in white supremacy that reflect and reinforce intergroup power inequalities in larger society (Essed 1991; Valdez 2011). 
Latina entrepreneurs’ perceptions of discrimination also differ by gender and class. Verdaguer (2009) shows that middle-class Latina entrepreneurs 
rarely perceived institutional discrimination from mainstream society but felt disadvantaged because of their gender. Similarly, low-class Latina restaurant owners dismiss gender inequality whereas middle-class women, who have stronger connections to the male-dominated restaurant industry, feel that their gender hinders their mobility more than their race (Valdez 2011). 
The existing literature informs three hypotheses regarding the entrepre- neurial incorporation of Latino professionals in Los Angeles. First, due to Latino professionals’ proficiency in English with high levels of human capital other factors besides low-skills, such as racial or gender discrimination, will push professional Latinos into entrepreneurship. Second, we expect that professional Latinos will be able to draw on middle-class resources to fund their businesses; however, these resources might differ by gender, with women relying more on family loans and men being more connected to financial institutions. Finally, we expect that experiences with discrimination are contoured by gender, race, and whether enterprises focus on coethnic or non-coethnic clientele. 
Methods 
This research draws on a larger study of middle- and upper-class Latino entrepreneurs in Los Angeles. For this paper we control for business sector by limiting our analyses to twenty-three entrepreneurs who own pro- fessional services businesses such as finance, insurance, real estate, law, and public relations. 
Study respondents have a household income over the national median income of $51,413, and the majority have a household income above Los Angeles’ median income, which is $55,700. Fifty-seven per cent are defined as upper-class business owners, meaning that their incomes are above $159,000, which is the top 5 per cent of income earners in the USA based on the Internal Revenue Service’s 2010 database. Years in business range from 5 to 31 years with the median being 11 years. 
The majority of the respondents are Mexican in origin. Two of the respon- dents are Cuban, one is Peruvian, one is Puerto Rican, two are Guatemalan and four are Salvadoran. Our sample reflects closely the demographic profile of Latino-owned firms in Los Angeles, in which 20 per cent of all firms in Los Angeles are Latino-owned (two thirds by people of Mexican origin and 3 per cent by Cubans). Thirteen per cent of the sample is first generation (foreign-born and migrated to the USA as an adult); 52 per cent is 1.5-gener- ation (migrated to the USA before the age of 12); 26 per cent is second-gen- eration (the native-born children of immigrants), and 17 per cent is third- generation or higher (the grandchildren of immigrants). 
Forty-three per cent of the respondents are women. It should also be noted that four of the respondents are married couples who co-own firms. In one 
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firm, the husband and wife are equal owners. In the second firm, the husband is the minority owner. The majority has earned bachelors or graduate degrees and only one respondent has a high school education. Just over half of the respondents own firms outside the ethnic community and do not specifically target Latino customers. There are no discernible differences by gender, eth- nicity, or immigrant generation that predict whether the respondents target a coethnic clientele. However, all of those who own advertising agencies create campaigns targeting Latinos, primarily for general market companies. We use pseudonyms to protect our respondents’ identities. 
Lasting between two and three hours, the interviews were conducted by the authors and a Latina graduate student, either at the subject’s office, home, or in public, between October 2010 and July 2014. The interviews were open-ended, tape-recorded, and then transcribed verbatim. We took an inductive approach to the interview and asked respondents questions about their educational, work, and entrepreneurial trajectories, class back- ground, access to capital, networks, and business operations. The transcribed interviews were read line-by-line and coded using Dedoose, a qualitative soft- ware programme. The interviews were coded for the following themes: path- ways into entrepreneurship, business background, access to start-up capital, start-up expenses, obstacles in business, experiences with discrimination (ethnic discrimination, gender discrimination, other discrimination, and no discrimination), family support, diversity opportunities, ethnicity, and gender. 
Respondents were sampled in several ways in order to obtain a varied sample of middle- and upper-class Latinos. We were referred to business owners through certified public accountants and financial planners whose cli- entele include Latino-owned businesses. We then used snowball sampling to recruit additional participants, resulting in the inclusion of Latino entrepre- neurs who were not referred by the accountants and financial planners, in order to achieve maximum variation of results. We purposefully did not sample respondents through Latino professional or business organizations (although many of the respondents were involved in these organizations), as to eliminate bias towards those who exhibit extensive involvement in ethnic organizations. The data are not representative and generalizable of professional Latino entrepreneurs in Los Angeles. 
Entrepreneurial incorporation 
Pathways into entrepreneurship 
Our research revealed four interconnecting conditions that create entrepre- neurial paths for the Latino professionals in this study: prior job experience in white-collar occupations that serve as a source of human, social, and econ- omic capital to start a business, discrimination, perceived opportunities for job growth and opportunity, and economic necessity that motivates a survivalist 
form of economic action. Of the twenty-three professional services entrepre- neurs that we interviewed, 79 per cent worked in the white-collar labour force prior to starting their own business. The majority obtained experience in pro- fessions similar to the enterprise that they now own. For example, those who now own insurance, finance, accounting, or advertising firms worked in large corporations in these industries. Previous job skills serves as important sources of human and social capital by providing hands-on experience and costly training as well as connections to potential clients. We find that corporate jobs also afford Latino/as a higher-class position that provides a significant proportion of the capital necessary to start a business. However, these class resources differ by gender and they intersect with race, helping to explain why Latino/as leave well-paying corporate careers to start professional ser- vices enterprises. 
The most prevalent justification for leaving corporate careers is the ‘business opportunities’ presented by the growing Latino population. Recent research shows that race, cultural competency, and the growing Latino populace has opened up the opportunity structure to forge pathways for Latino mobility into middle-class occupational niches (Flores and Hondagneu-Sotelo 2015). We find that these factors collide to create a path to professional entrepreneurship. Recall that almost 50 per cent of those we interviewed target a coethnic, generally lower income, clientele. The respon- dents asserted that the surging Latino population provided them with an unprecedented opportunity to bridge their professional skills with their knowledge of the Latino community to penetrate the Latino market. Those who become ‘ethnic capitalists’ by exploiting their race to target coethnics are more likely to have opened their businesses within the last fifteen years as California’s Latino population rapidly expanded. In 1990, Latinos comprised only a quarter of the state’s population. Their proportion soared to 32 per cent in 2000 and increased to 39 per cent in 2014 when Latinos surpassed whites to become the state’s largest ethnic group. Many towns and counties that were once majority white now have Latino majorities, and Los Angeles is no exception, where nearly half of the population is Latino (United States Census Bureau 2010). Reflecting this racial/ethnic demographic shift, respon- dents relayed that they ‘saw a market need’ or a ‘gap’ in the Latino community in finance, real estate, law, or insurance, and they aim to use their ethnic resources, such as Spanish language ability and cultural knowledge, to serve lower income and immigrant coethnics. Middleman minorities – who tend to be high-skilled sojourning immigrants who serve low-income min- orities – bridge a status gap where they bring products typically reserved for high-status groups to the masses (Blalock 1967; Bonacich 1973). Our data show that class and ethnicity combine to produce ‘coethnic middleman minorities’ – high-skilled minorities who capitalize on their ethnicity to offer professional services to low-income coethnics who historically have not had 
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broad access to financial planners, accountants, lawyers, insurance, and real- estate agents. 
Latino professional entrepreneurs assert that they are not solely motivated by the idea of Latino consumers as merely an untapped business source. They temper their ethnic capitalism by emphasizing altruistic motives for capitaliz- ing on the Latino community. In fact, the majority of the respondents down- played their economic exploitation of the Latino market to build extremely lucrative businesses by remarking that ‘I came back to help out the commu- nity’, or that serving ‘underserved’ Latinos and ‘helping the poor’ was their primary goal. Teresa Avila, a real-estate agent whose clientele is primarily drawn from Santa Ana, a Latino-majority city in Orange County, justified her focus on low-income and working-class Latinos by relaying that she wanted to provide reliable and honest information to coethnics, especially those with low levels of human and financial capital who were frequently targeted by predatory lenders during the recession (Rugh 2015). 
Number one is that being Hispanic I can’t stand to see somebody – because they don’t have the same resources or they don’t have the same connections ... to not have the education or the information that they need to make their decision. I was not one of those people that took advantage of the Hispanic community. Not one of the properties that I sold was foreclosed on. So the reason why I chose the Latino community, because I am Latina and how can I not help – I mean; but being Hispanic, speaking Spanish, living in Santa Ana, which most of my clients came from Santa Ana – how could I not help? ... I just didn’t want somebody because of their lack of education, lack of knowing where to find the information to not have the same service somebody else would have had; or the same conversation. 
While ethnic capitalists emphasize that they target coethnics in part because of ethnic solidarity, it must be underscored that this motive is also driven by their capacity to use ethnicity to generate profit. 
Consistent with previous research on minority enterprise, some Latino/as start their own firms because they experienced both subtle and overt discrimi- nation in their corporate careers and perceived that their mobility opportu- nities would be greater if they were their own bosses. Experiences with discrimination push Latino/as out of corporate America; while the growing Latino/a demographic can be a concurrent pull factor that gives Latino/as the confidence to pursue businesses geared towards coethnics whom they feel will buffer them from mobility barriers in white-controlled institutions. Men were more likely than women to feel that they faced ‘glass barriers’ in the corporate world (Wingfield 2009). For example, Rob Estrada worked as a lawyer for one of the largest professional services firms in the world. He was expected to bring in clients to the firm, and the majority of people he referred were drawn from his ethnic network. However, he quickly noticed that neither he nor his Latino clients were truly welcomed, leading him to 
start his own law firm targeting Latinos. As he explained, ‘They would always talk down to the Latino clients that I would bring and make me feel like I was nothing ... So I thought, I can do this ... So I opened up my office in East LA’. 
John Moreno, who once worked as an engineer, left the profession after discovering that his compensation was far below his white coworkers. He decided to make a career change and eventually became a financial advisor catering to the growing ranks of Latino business owners. 
When I was an engineer, I didn’t think I was getting quite the respect I could have gotten. I don’t know if it’s my personality or just flat out prejudice against me, but when you get a 13-cent raise when your colleagues are not doing that and you know you’re doing your job and you’re doing it well. I worked on guidance programs for GPS satellites. I wasn’t the chief architect but I was a valuable contributor, I helped out with the software. And that’s how they re-compensated me when I know others were not doing that [a 13 cent raise]. They were trying to send a message, and I got it. I kept looking for venues to do something else. For me it came with the bursting of the dot com bubble. I decided to go independent, do my own thing, and be the master of my own trade kind of thing. That’s what motivated me. I wasn’t getting the recognition I should have gotten. 
Those whose businesses do not target coethnics or who were not pushed out of their careers by discrimination explained that they saw opportunities for financial growth and autonomy as business owners within their industries. Tony Alvarez worked for a corporate insurance company before starting his own firm in the 1990s. 
I used to work on the insurance company side and I remember that we did business with people like myself now ... So I thought, ‘you know what? If I were on that side of the fence, I know I could do a better job and provide better service to my clients, plus, make more money’ (laughs). So that’s the reason for this. 
Finally, three respondents forged an entrepreneurial path because they had ‘no other choice’, either because of family dissolution or because of econ- omic circumstances, like a recession. As an example of the former, when Teresa Avila’s marriage dissolved, starting a real-estate firm was the only fore- seeable way to provide for her family. Unlike the majority of the respondents who have high levels of education, Teresa only has a high school degree and she knew that her chances of landing a high-paying white-collar job were slim. Having always dabbled in real estate part-time while working as a stay-at-home mother, Teresa decided to start a business in a sector in which she was familiar and had established contacts, allowing her to jump into business ownership with a small investment. 
I started The Capital Group, which is the company that I have now. I started that at probably the worst time that anybody could because it was 2009; the real estate market was going down. Everybody was like, ‘Are you crazy?’ I was 
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going through a divorce and no money in the bank. And I just had that mindset, that mentality that I have to make this work. I have these children, I have myself; I have to make this work. I had $200.00 in the bank. 
In all, the majority entered into entrepreneurship after having attained middle-class status via education and forging white-collar careers. Entrepre- neurship was not a life-long dream, but a career change that is prompted by discrimination or perceived opportunity, or the melding of both these factors, after accumulating skills and resources via professional careers. For ethnic capitalists, the growing Latino population provides a unique opportu- nity to apply years of accrued corporate work experience, skills, and estab- lished networks to businesses that serve a coethnic clientele, demonstrating how class position intersects with ethnicity in a changing opportunity struc- ture caused by demographic shifts. Others are pushed into entrepreneurship after experiencing discrimination in the corporate mainstream or facing per- sonal or economic circumstances that leave them with few opportunities for economic stability. The only discernible gendered dynamic is that men are more likely to assert that discrimination pushed them into entrepreneurship. 
Accessing start-up capital 
In line with previous research (Bates and Robb 2013; Valdez 2011), the Latino/ a entrepreneurs that we interviewed report that their most insurmountable obstacle is access to capital, both at the start-up phase and when they attempt to expand their business. Start-up costs for professional services businesses range from $200 on the low-end for a real-estate agent who started with ‘nothing’ to nearly $75,000 for costs associated with setting up a law firm. Most respondents spend between $1,000 and $50,000 to start their businesses. Funds are needed for expenses such as exams and licences, business equipment (office furniture, printers, phones), leasing an office space, marketing (business cards, advertising), and ‘image’, which include clothing and transportation. However, our respondents are generally at an advantage compared to other Latino entrepreneurs detailed in previous research. For the majority of Latino/as, professional services are a second career, and they have generally accumulated savings or other assets from their corporate jobs that they invest as start-up capital. In all, over sixty per cent of the respondents relied on personal savings to start their business. There was no observable difference in the amount of money that women and men amass to fund their enterprise. However, men and women rely on different types of start-up capital. 
Single Latinas were more likely to report that they are ‘going it alone’ and have to be ‘crafty’ about funding their businesses because they lack assets and access to wealthy family members that can provide loans nor have they accu- mulated wealth that can be leveraged for start-up costs. A stay-at-home 
mother who occasionally worked part-time, there was no choice but for Teresa Avila to enter the labour market full-time to support her family when her marriage ended. She insisted that her social and financial creativity was essential in funding and growing her real-estate business. 
Q: What type of resources did you use to start your business?
A: Crafty resources. Again, I needed to look bigger than I was. So I needed an address on my business card, so I’m like, ‘Okay. I’m gonna go to this business and I’m gonna say can I just have my mail delivered here? And if somebody asks, tell them I work here, and I’ll pay you $100.00 a 
month for that’. But in reality, I worked out of my office at my house ... So you have to become real resourceful when you don’t have a lot of income. 
Teresa’s pathway into entrepreneurship exemplifies the ‘survival mode of parenting prevalent among low-income first generation immigrants’ (Vasquez 2011, 35), wherein parenting strategies focus on providing for families economically. She also demonstrates that middle-class Latinas who opt out of the labour force to raise families may engage in a form of ‘survivalist entrepreneurship’ to achieve economic stability and mobility when faced with economic instability caused by family dissolution. Contrary to first generation immigrants, however, Teresa was able to draw on her wealth of cultural, social, and human capital to offset the limits of her financial means, which propelled her toward establishing a company that now generates two million dollars in yearly revenue. In fact, this once struggling single mother had just returned from an expensive island vacation with her children, followed by a day at the spa, when the second author interviewed her. 
While some Latinas experience numerous challenges stemming from family dissolution, those who live in dual-income households have far greater options when accessing start-up capital. In contrast to previous research and our hypothesis, professional Latinas have stronger connections to banks and are far more likely than their male counterparts to have obtained a commercial loan. Partners play a critical role in helping Latinas obtain loans. For example, two Latinas were able to obtain a commercial loan, and one a line of credit on her home, in part because their husbands made a stable income and because they own homes. Hence, their spouse’s jobs provided a financial cushion and their dual-income household means that they had amassed higher levels of personal wealth, typically via home equity, that could be used as collateral for a business loan. 
A financially stable partner can also provide what we refer to as ‘hidden financial capital’ when Latinas decide to venture into business ownership. Mercedes Ugalde, a 1.5-generation immigrant who started life in the USA as a low-income service worker and who now owns a multimillion-dollar public relations firm, relied entirely on personal savings to fund her business. However, ‘hidden financial capital’ from her husband’s stable career as a sales 
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executive allowed her to pursue her ‘dream’ of business ownership because he was ‘One hundred per cent covering all of the expenses in the home’ via his corporate job that paid a salary of over $150,000 per year. Mercedes started with a home office and was able to reinvest all of the profits into her business because she did not have to worry about supporting their family. The firm has been so successful Joe resigned from his job and now works with his wife. Though allowing Mercedes’ business to prosper, the idea of ‘hidden financial capital’ draws attention to the patriarchal structure of the labour force, which grants professional men greater earning power and thus increases women’s dependence on their husband’s tangible support. 
Men also use personal savings accumulated from professional careers to start their businesses, but they often mix their savings with other assets, including monies drawn from retirement accounts or family loans. They also generally work out of the home the first year, helping to keep overhead expenses low. For example, John Moreno, introduced earlier, used $20,000 to start his business, garnered from his personal savings and cashing out other assets, like his Individual Retirement Account (IRA), that he had accumu- lated over the course of his engineering career. He explained, 
You need a decent laptop. Nice business suits. I am the product so I need to get the expensive suits, to get the education I need, coursework, licenses. Compared to a manufacturing company though, the capital needed is not that much ... you need fifteen or twenty grand to get off the floor. 
The highest costs incurred are for those who start insurance or law prac- tices. Corporate insurance brokerage firms, like Farmer’s Insurance, require that their independent agents have at least $50,000 in the bank before they are allowed to open their own offices. This capital requirement, in addition to traditional operating costs, make for higher start-up expenses. Latino/as who start insurance agencies rarely have $50,000 in their bank account, and thus rely on a combination of assets, primarily personal savings, credit cards, and home equity to demonstrate that they have access to at least $50,000 in capital. Because the insurance business requires a larger capital investment, they also cash out retirement or other assets accrued via corpor- ate jobs. Before she opened her own insurance firm, Eva Gonzales worked as an employee for a large insurance company. Eva decided to open her agency because she felt limited by the ‘perimeters’ of working in a corporate setting. When we asked her to detail the start-up costs for her firm she explained: 
The way the Farmer’s Insurance model works is they encourage you to have at least $50,000 access to capital. In reality you probably need about $150,000 access to capital to begin. I had lines of credit. I had a couple different things I had access to be able to do this ... No investors, just personal things that I had. Then when I left as an employee taking sort of the compensation pieces that I cashed out, like all my vacation and things like that. 
Rob Estrada, a lawyer who incurred the highest start-up expenses at $75,000, provides a contrast to those who started businesses after having forged successful corporate careers. Having only worked for two years before starting his business, Rob had not accumulated any savings or assets on which he could draw to fund his firm. Hence, he lived at home with his parents, which provided him with an economic cushion. While his parents were able to support his living expenses they could not afford to provide him with a loan, leaving credit cards his only option. 
When we interviewed Rob in his office east of Los Angeles he explained that he chose this location because of its close proximity to Downey, Hacienda Heights, and West Covina, cities that he proudly explains contain the wealth- iest Latino neighbourhoods in Los Angeles and also where most of his clients live. Tucked away in the back corner of the building, Rob’s office opened up to a brightly lit centre lobby with a leather couch and a wall fountain on opposite walls. Rob was dressed casually in expensive denim pants, brown leather shoes and belt, and a bright red polo shirt with the words ‘Estrada Law Firm’ embroidered on the left. Rob explained his casual attire as a symbol of his success, as it is an ensemble he never would have donned ten years ago when he carefully crafted a more formal image. In fact, his greatest start-up expense was his ‘image’. 
I maxed them out (credit cards). Now, you see me like this because I’m comfor- table and my clients know me. Latino [client sees me], ‘What car is my lawyer driving? Oh, he’s driving a Toyota. I don’t want that lawyer. I want the lawyer that’s driving the Mercedes. He might not know shit, but he looks good’. That’s the Latino. And they’ll look you from top, ‘My lawyer has those shoes? No, I’m not going to hire him because he’s not wearing the right shoes’. So Latinos are very much into image. So what I was selling was image more than anything. One stupid thing I did was I spent like $15,000 on a desk and credenza. Just beautiful mahogany, everything. I think it’s in the other office. I don’t ... it’s not functional for me, but it gives the appearance of lawyerly. Then I really honed in on my image, my persona, dressed to the ‘T’. So the next investment I had was basically clothing, tailoring, the image. How I would look. If I would go out to clients, the car I drive makes a big difference to them. 
Though Rob homogenizes ‘the Latino’ clients he serves, he describes investing in a carefully crafted persona that spatially and socially reflects what he believes upper-class status literally looks like. Ironically, he must economize by living with his parents and risks becoming inaccessible to Latinos who might find Mercedes-Benzes and wall fountains off-putting. 
Findings show class position, gender, and ethnicity intersect to shape Latino/a entrepreneurs’ access to start-up capital. In a trend opposite that of previous research and our hypothesis, women are more likely to obtain commercial loans. Latinas in middle-class dual-income households dispropor- tionately rely on savings but they are often able to leverage ‘hidden financial 
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capital’ via their husband’s income and home equity to more easily qualify for bank loans. They might also receive ‘hidden financial capital’ because their husband’s jobs relieve them from the burden of supporting family, allowing them to concentrate on reinvesting any initial profits back into their business. Men’s sources of start-up capital vary and include savings, credit cards, and investment assets accumulated from corporate jobs. Few of the respondents relied on family loans to start their businesses, a finding reflective of the fact that the majority of our respondents are often the first in their families to enter the middle class; hence, their family members lack assets that can be utilized for loans. 
Racism and sexism in business 
We now examine the ways in which race and gender shape professional Latino/as’ experiences with discrimination in business. Those whose businesses are embedded in coethnic communities are less likely to report experiences with discrimination and several questioned whether racial/ ethnic discrimination exists. Women who target a coethnic clientele feel that the coethnic community buffers them from racial/ethnic discrimination. Yet they report feeling as though their expertize and qualifications are con- stantly questioned by coethnics, especially men, because of their gender. For example, Jessica Correa, who owns a real estate and insurance firm focus- ing on Latino/as explained: 
If anything discrimination probably not race, but I say more gender. I’m at a lot of business events and I think with men they’re like, ‘Oh, so you own a business?’ So after a while it’s like, ‘Okay, so you’re smart’. ... It’s a man’s world. You got to earn their respect. And unfortunately, and people hate to say it, but it’s the truth. With men you have to, once they qualify you, then you’re in ... Because at first they’ll see your pretty face and it’s all about that. They can’t get past that. 
Latinas who target non-Latino clients outside of Latino communities are more likely to experience both racial/ethnic and gender discrimination. For example, Raquel Saldivar owns a marketing firm that creates ethnic and non-ethnic marketing campaigns for hospitals and health clinics. She detailed the multiple intersectionalities at which race and gender become significant in white-controlled institutions: 
I think there is this stereotype of Latinas that is always kind of there. 
Q: What’s the stereotype?
A: That Latinas are kind of fun-loving, kinda joyful, motherly women. Business 
is not necessarily their priority, family is. And kind of emotional. You know, it’s subtle. 
For Raquel racial and gender discrimination is more subtle than overt, a finding consistent with previous research (Essed 1991). When asked to 
expand on her personal experiences with racial/ethnic and gender bias, Raquel refused to see herself as a target of discrimination despite noting that Latinas in business are viewed through a pejorative lens where concern for the family takes precedence, a racially gendered stereotype that whites hold of Latinas in the labour market (Romero 2011) and in business (Agius Vallejo 2009). She elaborates, ‘I think discrimination, racism is a byproduct of personal fears, personal deficiencies, you know, where some- body does not have a healthy mind’. However, Raquel became very animated when we asked whether subtle racial or gender discrimination has affected her business. She relayed that her ethnicity leads potential clients to assume that she is only qualified to execute smaller and less lucrative projects focusing on Latinos, rather than the ‘general market’. She also explained that she is doubly disadvantaged because clients aim to pay her less because of her gender. 
So for example, St. Francis Hospital, the director of business development hires me to put together an outreach program for Latinos. But he knows very well that I could do a lot more but he only wants to give me that little chunk. And you know, the fees then [are lower]. You always feel like, oh you know, females don’t want to make money, they just wanna work I guess. You know, we’re still underpaid and that translates into the business where I think it’s harder for Latinos and females to charge the fees that, that other people, other firms charge. Here is a good example – we did a lot of sub[contract] work for a very, very large PR firm and so they subcontracted us to do their Hispanic portion of their campaigns, they were getting paid really well – you know, we are talking 350 an hour. They wanted to pay us $75/hour. 
Latinas who cater to coethnics feel that their gender structures business activities more than their race. However, both gender and race remain salient for women whose business dealings involve non-Latinos, demonstrat- ing their dual disadvantage in a society stratified by race and gender. Previous research finds that Latinas face a ‘colored’ and gendered glass ceiling in the labour market (Lopez 2003; Wrigley 1992). This is also true in business. 
These results demonstrate how Latinas experience racism and sexism in ways that are different than men. For example, when asked about how gender impacted their business ownership experiences, men did not view their gender as a determinant factor of their success. Yet when asked to think about the experiences of women in their field the majority of men expressed a gender advantage and relayed that being a man is helpful in business because, according to several respondents, ‘It’s a man’s world’. (A number of the Latina respondents shared this sentiment). Men’s gender advantage is so entrenched in the structure of the labour force that both men and women normalize it and it is only made apparent when brought up in the context of women’s experiences. 
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Like their female counterparts, men who target coethnics relayed that they do not experience racial/ethnic discrimination, especially when compared to the professional careers in which they once worked. A case in point is John Moreno, who, when we asked whether he has experienced any discrimination as a Latino business owner simply said, ‘Since I’ve been independent, no’. 
However, their class position and gender do not protect men from discrimi- nation. Men engaged in business outside ethnic communities asserted that they are privy to both subtle and overt racism. A male real-estate broker relayed, ‘It’s subtle. They just don’t give you the listing you know. Or they don’t consider you, you know?’ – a contemporary example of racial steering common during the pre-Civil Rights era (Massey and Denton 1993). Another said, ‘There has been a lot of projects that I knew I should have gotten, I should have received and no, I never got’. Others recalled losing clients for unexplained reasons that were unrelated to performance, leaving them to question whether their race/ethnicity is a factor. 
In line with previous research (Agius Vallejo 2015; Chávez 2011), men also experienced overt discrimination in white-dominated business settings when they were mistaken for ‘the help’ even when wearing professional business attire. Like their counterparts who work in corporate America, professional Latino entrepreneurs who conduct business with non-Latinos are not immune from being mistaken for low-income immigrant workers despite their accomplishments and class status. Richard Ruiz owns an investment- banking firm and explained that he is constantly viewed as a low-skilled worker, even when dressed in expensive clothing. He explained, ‘I remember before I was at a networking event. They were like, “Oh can you bring me a water?” I was like, “Whoa, I will knock you out right now!”’ 
Despite their class position, race and gender continue to shape Latino entrepreneurs’ daily business experiences (Lopez 2003). As we hypothesized, among Latinas, gender, rather than race, remains a significant marker of differ- ence for those engaged in business in ethnic communities. Latinas who do business with a more racially diverse clientele feel that both gender and race affect their business interactions and economic incorporation. Men and women alike recognize the gender advantages of Latino professionals. Latino men who experience discrimination in the corporate world find refuge from it once they become ‘coethnic middlemen’. However, men whose businesses target those outside the ethnic community report facing racial discrimination in subtle and overt forms, illuminating how gender and race structure inequalities in both ethnic and non-ethnic contexts. 
Conclusions 
This study contributes to literatures of ethnic entrepreneurship by going beyond ethnicity to demonstrate that multiple dimensions of identity shape 
professional Latino/as’ entrepreneurial incorporation. While Latino/a identity is important in shaping entry into and experiences within the professional business sector, class position and gender are also important elements of the minority entrepreneurial experience. We find that some Latino pro- fessional entrepreneurs depart well-paying white-collar occupations in response to perceived opportunities stemming from the growing Latino population or blocked opportunities due to racism, or a combination of these dynamics. However, the social, economic, and human capital resources obtained from these professional occupations provide critical class resources that facilitate moving from worker to owner or ‘ethnic capitalist’. In this way, some highly skilled Latinos who find themselves limited within the corporate mainstream evolve into ‘coethnic middleman’ minorities where they bring professional services to low-income coethnics. 
Access to capital is also gendered. Men utilize savings, investment assets, and credit cards to establish their businesses. Women demonstrate a different pattern as those with significant others rely on their husband’s social and financial support during critical start-up periods. This ‘hidden financial capital’ increases the accessibility of formal capital, such as bank loans. In con- trast, women who experience family dissolution and who lack spousal support report limited resources on which to draw and employ survivalist strategies to fund their business. While class position strongly shapes pathways and access to capital, it does not make one immune from subtle and overt discrimination. Experiences with discrimination fall along intersections of race and gender. Ethnicity buffers against discrimination for those targeting the coethnic com- munity, but women continue to face sexism by coethnics. Outside of Latino communities, Latinas must navigate both race and gender disadvantage, while men face racial discrimination. 
Structural, economic, and ethnic factors motivate professional Latinos to dive into self-employment, yet the mechanisms observed here are different than those laid out in the literature that focuses on low-income Latino entre- preneurs. The Latino professionals in this study are not pushed into the labour force by limited English or low-skills. For the majority, economic action rests squarely on individual human capital and class resources obtained via pro- fessional jobs, rather than their ethnicity or gender (Valdez 2011). However, individual agency is structured by inequalities because professional Latino entrepreneurs build businesses within a highly stratified society. Gender and race shape opportunities within and outside of ethnic communities, and ultimately, integration. While our goal was to investigate patterns of entrepreneurial incorporation, further studies should examine how these different identities and systems of oppression, including patriarchy and white supremacy, coalesce to shape the structural integration of professional Latino entrepreneurs. 
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