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PURPOSE AND SCOPE OF THIS TOOLKIT

The Toolkit is designed for trainers and advisors, human resource managers, and in
general for all those who work to improve quality and competitiveness within SMEs.

It offers information and practical guidance on how SMEs can reap the benefits of
overcoming gender stereotypes on optimizing human resource management practices
and tapping the full potential of all their employees, both women and men.

Its contents can be used in various ways: to set up an awareness-raising workshop, to
enrich and complement training programmes on human resource management and
business organisation, and to give practical ideas on how a small and medium enterprise
can undertake gender equality measures and rationalise its work organisation systems.

Section 1, Raising the Issues is divided into 4 Chapters and brings together arguments,
evidence, tips and good practice examples.

Section 2 is a Handbook, which gives guidance on how to use the information provided
to set up training and advisory sessions, or to introduce human resource management
practices to overcome gender stereotypes.

This Toolkit was produced in the framework of the Contract “Raising the awareness of
companies about combating gender stereotypes” commissioned by the European
Commission to the International Training Centre of the International Labour Organisation
(ITC-ILO) in partnership with the Association of European Chambers of Commerce and
Industry (EUROCHAMBRES)."

Further information and resources in 14 EU official languages are available at
www.businessandgender.eu.

Countries included are: Bulgaria, the Czech Republic, Estonia, France, Germany, Greece, Hungary, Ireland,
Italy, Malta, Poland, Portugal, Romania, Slovenia, Spain.
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SECTION ONE:
RAISING THE ISSUES

Chapter 1.
Give Talent a Chance:
The business case for gender equality

Overview

“Women have become probably the greatest neglected resource in business, both in
their market potential as consumers and in their productive potential as employees.
(..) It is a fundamental weakness of business models that were designed for a
male-dominated world. (...) We need a revolution in thinking.”

The Financial Times — 26th February 2008

Today, all the key players in the economic and political world stress the importance of
women as essential economic actors. Their role and status as citizens, consumers,
leaders and employees is an indicator of welfare, maturity and economic viability.

In Europe, women’s growing participation in employment is offering an important solution
to the challenges of an ageing workforce, declining birth rates and skill shortages.?
Countries and companies are in urgent need of concrete policies to enable women to fulfil
their potential.

Leading investment banks such as Goldman Sachs have come to using the term
‘womenomics’, to refer to women as one of main engines of growth. Many economists say
that women are one of the three emerging forces shaping the 21st century, the three “Ws”:
Weather, Women and the Web.?

Yet, business remains largely a world created by males for males.* Women represent only
10% of board members of the largest companies listed on the stock exchange, a figure
which falls to 3% for women at the very highest decision-making level in these
companies.®

This chapter brings together the evidence that proves the business case for gender
equality. It presents the arguments and supporting research which demonstrate that
better diversification of women and men in occupations and an enhanced gender balance
in decision making in SMEs can bring competitive advantage, improve staff productivity
and creativity, and attract more customers.

Carone, C., Costello, D. , “Can Europe Afford to Grow OId? “, Finance and Development, September 2006,
No. 43.

Quoted in: Wittenberg-Cox, A., Maitland, A., Why women mean business: Understanding the emergence of
the new economic revolution, Wiley & Sons, Chichester, 2008.

As stated by Jeremy Isaacs, Chief Executive Officer, Lehman Brothers in Europe and Asia, at the Opening
Speech of the Lehman Brother Research Centre for Women in Business, London Business School, January
2006. More information at: http://www.london.edu/womeninbusiness.html.

Data source: European Commission, Women and Men in decision-making 2007. Situation and trends. Can
be found at: http://ec.europa.eu/employment_social/publications/2008/ke8108186_en.pdf.
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The business case for gender equality

1.2 The business case for gender equality

1.2.1 Gender is a business issue, not a women’s issue.

“The optimisation of women’s talents will boost business performance. Taking action
to achieve this will require sustained courage and commitment from today’s
corporate leaders. This is an opportunity not to be missed. It is time for CEOs to get
serious about sex.”

Why women mean business. Wittenberg—Cox & Maitland, 2008°

Setting aside for a moment due considerations of equal opportunities, why should we
radically enhance women’s integration into the business world, in both management
positions and non-conventional jobs?

The reason is that business competitiveness is at stake.

SMEs in Europe are the main engine of growth and employment and they harbour
enormous potential for job creation. There are 23 million SMEs in Europe, accounting for
more than 75 million jobs and over 80% of employment in certain sectors, such as textiles,
construction and furniture.”

Globalisation, the reorganisation of the value chain, increased competition, liberalisation of
markets, demographic changes, the ever-growing demand for better skills and
qualifications are some of the driving forces to which SMEs must be able to respond.

These are major challenges for SMEs today, particularly for the smallest, which have
limited financial and human resources. SMEs more than anyother need to be able to
recruit personnel whose skills better match their needs and who will be more productive
and capable of adapting, resulting in increased innovation and competitiveness.

Gender stereotypes are pre-conceived generalisations on women’s and men’s supposed
lesser or better professional abilities or ambitions. Some employers may think it safe to
rely on stereotypical judgements about women and men when hiring new employees,
re-structuring or deciding a promotion on.

But reality is different: many of the “old” myths about women’s supposed inabilities in
certain jobs, lack of leadership, low technical competence or scarce loyalty to work have
been widely proven to be wrong and outdated.

On the contrary, women today are:
[ | much of the talent — women represent up to 60% of university graduates in Europe;

[ | much of the market — women make up to 80% of consumer goods purchasing
decisions, including on “traditionally male” goods such as cars;

| an ingredient for profitability — companies with higher gender balance in
leadership outperform those with fewer women at the top;

[ | crucial to demographic challenges — countries with policies that support women’s
work tend to have higher birth rates and higher growth.

The following section will provide evidence that achieving a better gender balance, both in
managerial jobs and within occupations, makes good business sense.

Source: Wittenberg—-Cox, A.; Maitland, A. (2008).

Source: EUROSTAT, European Business: Facts and Figures, 2007 edition, Office for Official Publications of
the European Communities, Luxembourg, 2007. Available at: http://epp.eurostat.ec.europa.eu.
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1.2.2 Six excellent reasons for having more gender equality in business’®

Accessing the full talent pool

The first reason for a SME to look carefully at gender issues is self-interest: how to win the
fierce competition for talented people.

"SMEs capacity to innovate and succeed depends on a complex palette of skills, networks
and processes. To innovate, SMEs need more than ever to pool their resources, create
networks and cooperate at local or branch level to establish effective policies to develop
their human capital” — said EU Commissioner Vladimir Spidla during a recent forum for
European SMEs.®

The shortfall of European workers is expected to increase in the coming decades,
especially for the most highly-qualified jobs. Europe can expect a shortfall of 24 million
people in the active workforce by 2040; if, on the other hand, the female rate of labour
participation can be raised to the same level as that of males if, then the projected shortfall
drops to 3 million."

In recent years girls’ educational attainments have tended to outperform boys’, and more
and more young women are graduating in technical and scientific subjects. Studies on
leadership behaviour found that, despite some differences in leadership styles and
practices between male and female managers, gender differences do not have an impact
on overall leadership efficiency capacities."

Tapping the underutilised pool of skilled women (and older people) can thus play a major
role in the “war for talent”. Hiring women as managers or in non-traditional positions
allows companies to use the knowledge, experience and creativity of all the population,
rather than just half of it.

The classification into six reasons is drawn from the results of the project “Women to the Top” (W2T) funded
by the European Commission within the framework of the EU Programme relating to the Community
Framework Strategy on Gender Equality (2001-2005). More info: http://www.women2top.net.

“Adaptation of SMEs to change”. - Speech given by Vladimir SPIDLA, member of the European
Commission with responsibility for employment, social affairs and equal opportunities, during the
“Restructuring” Forum: Brussels, 26 November 2007 (SPEECH/07/746). More information at:
http://www.europa.eu.

McKinsey & Co., Women matter: Gender diversity, a corporate performance driver, 2007. Can be
downloaded at: http://www.mckinsey.com.

Peters, H., Kabakoff, R., A new look at the glass ceiling: the perspective from the top, MRG Research
report, 2002. Can be found at: http://www.mrg.com.
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Investing in gender diversity

The long-standing belief that the best way to integrate women is to treat everyone in the
same way is now being challenged: companies recognise that a lack of understanding of
diversity is too expensive a risk to take.

The benefits that differences between female and male employees can bring have too
often been ignored. It is well known that in business you need to carefully plan and realise
investments and then monitor and evaluate the return. Employers who want to capitalise
on their investment in “human capital” will seek to create cultures that value and
appreciate gender differences.

Valuing differences means recognising that men and women have different social roles
and work in different social areas and positions, and therefore have different experiences,
values, and perspectives that benefit the business. At the same time, it means to be able
to see and value their individual capacities and skills, beyond gender stereotypes.

SMEs do business in a multicultural, heterogeneous and unpredictable world and need high
creativity and skills. Correctly managed gender equality can promote creative tension and
an open-culture more reactive to the new challenges. Research has demonstrated that this
is far more easily achieved if the expertise of those at work is diverse.'?

Customers’ perspective

To adapt to changing social and consumption trends, companies increasingly need to
integrate women into their decision-making processes.

Women now have a major influence on purchase decisions: in Europe, they are the driving
force behind more than 70% of household purchases although they account for only 51%
of the population.” Even in industries where buyers are traditionally male, women
represent a growing proportion of the consumer base: for example, women influence 60%
of new car purchases in Japan and make up about 47% of PC users in Europe.
Nonetheless, the majority of women feel under-represented and negatively portrayed in
marketing and advertising."

More women in More women

earn income

More women
work

senior posts

More women become THE MORE
entrepreneurs and/or WOMEN BUY!

purchasing agents or (both as individual consumers and as
LIS BRI RE = purchasing agents for companies)

2 The Lehman’s Brothers Centre of Women in Business, Innovative Potential: Men and Women in Teams,

London Business School, London, 2007.
This research looks at the role of gender in innovative teams and offers useful recommendations on how
companies can build and enhance their innovative capacity through team gender composition.

® McKinsey & Co. (2007).

' To know more about marketing to women: Cunningham J., Roberts, P., Inside Her Pretty Little Head: A new
theory of female motivation and what it means for marketing, Marshall Cavendish, 2006.

5

y N



W

1

RAISING THE ISSUES

Similarly, women’s massive entry into higher education and in the workforce means a
corresponding increase in their available incomes.

A survey by the UK advertising agency Saatchi & Saatchi calculated that consumer
electronics manufactures and retailers missed out £600m in 2007 by “failing to connect”
with female customers. It found that nearly one out of three women did not consider
technology advertising relevant to them. Only 9% felt it was important that gadgets
looked feminine (in a stereotyped way). “This is supported by qualitative feedback from
opinion leaders and consumers who feel ‘patronised’ and ‘offended’ by the abundance of
pink products available at the expense of the sleek and beautifully designed and
packaged products they want to see”'.

Companies must recognise that women today represent a myriad of market
segments. The status of women has changed so much and dramatically over the past 30
years there is no single “women’s segment” of the overall consumer market. Many
campaigns and products directed at women still feature women in a far more limited role
than it is in reality, rather than recognising and representing the many roles that women
enjoy today.

Companies that seek to be innovative in addressing and serving women (and
consequently make more profit), need to understand women as they are now, at every age
and stage, beyond stereotypes.

Minimising risks and costs

Lack of equality can be seen as part of a company'’s risk profile.

As pointed out by the Kingsmill Review,® the failure to properly utilise or manage human
capital exposes a company to the same type and scale of risk as failure to manage
financial or other resources. Key areas of risk and cost to business are:

| The risk and cost of reputation damage, resulting in:
O loss of investor or shareholder confidence;
O loss of consumer base.

[ | The risk and cost of potential litigation against unequal pay or unfair employment
practices.

[ | The risk and cost of inability to recruit highly skilled employees, due to poor
reputation as an employer.

The point is that SMEs’ capacity to obtain support from financial institutions and attract
investment is key to survival and growth. Gender equality can also become an asset
particularly for medium-sized enterprises, as capital markets and investors are paying
more and more attention to corporate performance in terms of gender diversity. For
instance, investment funds such as Calpers in the US or Amazone in Europe include this
indicator among their investment criteria, while rating agencies (Core Rating, Innovest,
Vigeo) are now developing tools to measure gender diversity.

' “Retailers told, ignore 'Lady geeks’ at your peril!”, September 2007. Results of an Internet poll conducted in

UK by advertising agency Saatchi and Saatchi in 2007. The article is available at: http://www.saatchi.com
(http://www.cmwpg.com/worldwide/newsdetail.asp?nid=77).

1° Kingsmill, D., Report on Women’s Employment and Pay, London, 2001.
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Being “the employer of choice”

Becoming known as an equal opportunity employer can attract the prime source of
competitive advantage: people. To be competitive it is crucial to recruit the right people
from the start and to be able to keep them.

Studies'” on young managers show that both women and men are critical of the image
and conditions of modern management. They both expect flexible work options and
family-friendly policies. They are the “Generation Y” and, according to predictions of
researchers:'®

they will move not only among jobs, but also among careers through their working
lives, reinventing themselves many times over;

for them, technology is not a tool but a part of what they are (as shown by their use of
social networking and web 2.0 technologies);

they want challenges and development opportunities from work, but also choice
and flexibility in order to accommodate their personal lives;

they value employers who demonstrate a responsible approach to society and to
environment.

SMEs that adapt to women and make them feel truly welcome, will be able to draw on the
widest pool of talent from all sources. To do this, they need to:

understand that everyone’s work priorities change at different life stages;
recognise that the linear, unbroken career model is no longer applicable;
broaden narrow definitions of the career path to the top;

abolish age limits for spotting and developing high potential people;
treat flexibility and work-life balance as issues for everyone;

measure performance by results, not hours.

7 . . . . .
Various cases are quoted in Kingsmill, op. cit..

18

“Generation Y. The Millennials: ready or not, here they come”, NAS insights, 2006. Available at:
http://www.nasrecruitment.com/talenttips/NASinsights/GenerationY.pdf.

Healy, R., “10 Ways Generation Y Will Change the Workplace”, Work/Life, Generation Y, May 23rd, 2008.
Available at:
http://www.employeeevolution.com/archives/2008/05/23/10-ways-generation-y-will-change-the-workplace/

Balderrama, A., “Generation Y: Too demanding at work?”, Careerbuilder.com. Available at:
http://www.cnn.com/2007/LIVING/worklife/12/26/cb.generation/index.html.

Forrester Consulting, Is Europe Ready For The Millennials? Innovate To Meet The Needs Of The Emerging
Generation , Cambridge, 2006. - Available at:
http://www.ffpress.net/Kunden/XER/Downloads/XER87000/XER87000.pdf.
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Gender equality correlates with profitability

1.3

1.3.1

The Swedish Business Development Agency NUTEK has found a correlation between
equality and profitability.'® The promotion of women is also an important step in obtaining
the right leadership team, as an increasing number of studies points to a correlation
between greater gender equality in top management and profits.?°

A Finnish study?' showed that a firm with a female CEO is on average slightly more
profitable than a similar company with a male CEO. A separate study?® of the 100 largest
companies on the London Stock Exchange found that 18 of the 20 companies with the
highest market capitalisation (2003) had at least one woman director.

These results do not mean that there is a causal relationship between female leadership
and profitability but do help clarify that leadership is not necessarily a male prerogative.

Other research® indicates linkages between gender balance in management teams and
innovation capacity. And the performance grows where there is a “critical mass” of
women on board.

Taking female employees into account will help organizations understand and respond to
the upcoming changes in the way we work: from the evolving expectations and roles of
men, to the flexibility and adaptation needed by an ageing workforce and required by a
generation now entering the workforce.

Business: gender matters

The following are examples of relevant research in this area, which supports what was
stated in the first part of this Chapter. A broader list of useful references is given under
“Further reference” at the end of this Toolkit.

“Women in the Executive Suite correlate to High Profits” (Adler, 1998)**

Roy Adler, Professor of Marketing at Pepperdine University, performed a 20-years long
research study (1980-1998) of Fortune 500 companies. He found a strong correlation

The Swedish Business Development Agency (NUTEK) carried out in 1996 a study to examine whether there
is a clear link between gender equality and profitability in enterprise. The text is available in Swedish —
“Jamstalldhet och Lonsamhet” at http://www.nutek.se. An extract in English: “Gender and profit” is
available at:
http://www.femtech.at/fileadmin/femtech/be_images/Publikationen/femtech_nutek_aaagenderandprofit.pdf.

20 Adler, Roy D., Women in the Executive Suite Correlate to High Profits , Glass Ceiling Research Center,

Pepperdine University, 1998. Available at: http://www.equalpay.nu/docs/en/adler_web.pdf.

This information is made possible by Roy D. Adler, Executive Director of the Glass Ceiling Research Center.
Prof. Adler is a Fulbright scholar and Professor of Marketing at Pepperdine University and one of the very
few people awarded the distinction of Designated Fellow by the Academy of Marketing Science.

z Kotiranta, A., Kovalaine, A.,Rouvinen , P., “Female leadership and firm profitability”, EVA analysis, No.3,

September 2007. Available at: http://www.eva.fi.

22

Vinnicombe, S., Singh V., The 2003 Female FTSE Index, Centre for Developing Women Business Leaders,
Cranfield School of Management, 2003. Available at:
http://www.som.cranfield.ac.uk/som/research/centres/cdwbl/downloads/FTSEIndex2003.pdf.

% McKinsey (2007), op. cit. See also Chapter 1.3.2.

2 Adler, Roy D. (1998), op. cit.; the executive summary of the study provided in this chapter is taken from:

Simosko, N., "Want Higher Profits? Smash the Glass Ceiling”. - Can be found at:
http://www.fastcompany.com/user/nina-simosko.
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between women in the executive suite and high profitability. In fact, of the 25 Fortune 500
companies with the best record of promoting women into high positions, profits were
higher by between 18% and an astounding 69% when compared to the median Fortune
500 firms within their same industry!

Since different industries use different measures of profitability, the study included three
measures of profitability to evaluate each of the firms’ profits as a percent of:

[ | Revenues;
[ | assets;

[ | stockholders’ equity.

Revenues

Considering profits as a percentage of revenues, the 25 firms outperformed the
corresponding industry medians by 34%. The women-friendly firms averaged 6.4% while
the average of their industry medians was 4.8%. Almost two-thirds of these firms
outperformed their median counterparts.

Assets

Considering profits as a percentage of assets, the 25 firms outperformed the industry
medians by 18%. The women-friendly firms averaged 6.5% while the average of their
industry medians was 5.5%. When taken individually, 62% of the firms outperformed their
median counterparts.

Stockholders’ equity

Considering profits as a percentage of stockholders’ equity, the 25 firms outperformed
the industry medians by 69%. The women-friendly firms averaged 26.5% while the
average of their industry medians was 15.7%. When taken individually, 68% of the firms
outperformed their median counterparts.

Slicing the data

These results are even more interesting when the “slice of data” is modified from the top
25 firms to the top 10, 15 etc. as shown in the table below:

Percentage by which women-friendly companies
exceed the industry median in terms of ..

Profit as a

Top 10 firms 116

Top 15 firms 35 25 85

Top 20 firms 34 19 78

Top 25 firms 34 18 69
9
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In other words, the results of the “top 25 firms” featured in this study are quite
conservative. The results are even more dramatic when a smaller “slice” which includes
the most women-friendly firms is highlighted.

e Percentage by which women-friendly firms exceeded their industry median of
profits as a percentage of equity, of revenue, and of assets.
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Top 10, 15, 20, or 25 firms for women in the executive suite

Source: Adler, Roy D., “Women in the Executive Suite Correlate to High Profits”, Harvard Business Review,
November 2001, p. 30.

Of course, “correlation” does not indicate or prove “causality.” There may be any number
of reasons why the study results are as indicated.

However, despite the subjective interpretation of the data, no doubt there exists a positive
correlation between the existence of larger numbers of women in the executive suite and
higher-than-normal profitability within an industry.

“The Bottom Line: Connecting Corporate Performance and Gender
Diversity”, (Catalyst, 2004)*

Catalyst works globally with businesses and the professions to build inclusive
environments and expand opportunities for women and business. In 2004, Catalyst
presented the study, The Bottom Line: Connecting Corporate Performance and Gender
Diversity, sponsored by the BMO Financial Group. The study analyzes five years of data
for 353 Fortune 500 companies in order to determine whether there is a link between
gender diversity and corporate financial performance.

° Catalyst, The Bottom Line: Connecting Corporate Performance and Gender Diversity, Catalyst, New York,
2004. Can be found at: http://www.catalyst.org.
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Give talent a chance:
The business case for gender equality

Methodology:

® Alist of all companies that appeared in Fortune 5007 from 1996 to 2000 was compiled (with
adjustments for name changes and merger and acquisition activities). This list was
narrowed to include only those companies for which there existed at least four years of data
on financial performance (return on equity and total return to shareholders), as well as the
gender diversity of the top management team. The final sample included 353 companies.

® The 353 companies were divided into quartiles — with roughly equal numbers of companies
in each quartile — based on women'’s representation within the top management team.

® The financial performance of top and bottom quartile companies was compared.

® The 353 companies were divided into 11 industry sectors, which allowed researchers to
compare the financial performance of top and bottom-quartile companies by industry. Of
the 11 industries in this study, there was enough data (enough companies in a particular
industry) to conduct analysis within five industries — consumer discretionary, consumer
staples, financial, industrials, and information technology/telecommunications services.

Findings:

Companies with the highest representation of women in their top management teams
experienced better financial performance than companies with the lowest women’s
representation. These findings are valid for both financial measures analyzed: Return on
Equity (ROE), which is 35% higher, and Total Return to Shareholders (TRS), which is 34%
higher. In each of the five industries analyzed, the companies with the highest women’s
representation in their top management teams experienced a higher ROE than the companies
with the lowest women'’s representation. In four out of five industries, the companies with the
highest women'’s representation in their top management teams experienced a higher TRS
than those with the lowest women’s representation.

Source: Catalyst, 2004 (http://www.catalyst.org)

e “The Bottom Line: Corporate performance and Women’s Representation on
Boards”, (Catalyst, 2007)

Return on Equity by Women’s Return on invested Capital by
Representation on the Board Women’s Representation on the Board

Companies with more Companies with more

WBD outperform those
with the least by 66%

WBD outperform those
with the least by 53%

+53%
w i g i +66%
& (2
1 1
Bottom Top Bottom Top
Quartile WBD Quartile WBD Quartile WBD Quartile WBD
© Catalyst, 2007 (http://www.catalyst.org) © Catalyst, 2007 (http://www.catalyst.org)

*® “Fortune 500” is an annual list compiled and published by Fortune magazine that ranks the top 500

American public corporations according to their gross revenue. Can be found at: http://www.fortune.com.
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Return on Sales by Women’s Financial Performance at Companies With
Representation on the Board Three or More Women Board Directors (WBD)

Companies with more
WBD outperform those 16.7% 16.8%
with the least by 42%
i o,
+42% i 10%
o F
o
x
Bottom Top !
Quartile WBD Quartile WBD ROE ROS ROIC
© Catalyst, 2007 (http://www.catalyst.org) © Catalyst, 2007 (http://www.catalyst.org)

1.3.3 “Women Matter” (McKinsey, 2007)*

Women Matter presents the results of a two-step research undertaken by McKinsey to
assess the impact of gender diversity on company performance. Women Matter
demonstrates that the companies where women are most strongly represented at board
or top-management levels are the companies that perform best with respect to both
organizational and financial measures.

The research took place in two subsequent steps.

First, a proprietary McKinsey diagnostic tool (Organisational Performance Profile) was
used to measure the organisational excellence of a company against nine criteria:
leadership, direction, accountability, coordination and control, innovation, external
orientation, capability, motivation, work environment and values.

With this tool, McKinsey experts examined the evaluations of 115,000 employees of 231
public and private companies, as well as non-profit organisations, and demonstrated a
correlation between a company’s level of excellence in these nine organisational
dimensions and its financial performance. The companies ranked most highly according
to these organisational criteria tended to have operating margins and market
capitalisation twice as high as those of the lower-ranked companies.

Then they selected 101 companies that publish the composition of their governing
bodies, mainly large corporations in Europe, America and Asia, across a range of
industries, from energy to distribution and financial institutions.

They analysed the answers of 58,240 survey respondents and then compared the results
for these companies in relation to the proportion of women on their governing bodies.

27

McKinsey (2007), p. 12-14.
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The business case for gender equality

It emerged that “companies with three or more women in senior management
functions score more highly, on average, for each organizational criterion than
companies with no women at the top”. Indeed, performance increased significantly
once the proportion of women on a board of around ten people reached at least three.

Correlation is not necessarily cause, but the correlation between organisational
excellence and women’s participation in management bodies is nonetheless impressive.

The second step set out to determine whether companies with women top managers also
performed better financially. To this end McKinsey experts conducted a study jointly with
Amazone Euro Fund. They selected the 89 European listed companies with the highest
level of gender diversity in top management posts. The companies were selected from all
European listed companies with a stock market capitalisation of over €150 million, on the
basis of the following criteria: the number and proportion of women on the executive
committee, their function (@ CEO or CFO having greater weight in corporate decisions
than a Communications Manager) and, to a lesser extent, the presence of more than two
women on the board, or statistics on gender diversity in the annual report.

McKinsey then analysed the financial performance of these companies relative to the
average for their sector. There can be no doubt that, on average, these companies
higher than average in their sector in terms of return on equity (11.4% vs an average
10.3%), operating result (EBIT 11.1% vs. 5.8%), and stock price growth (64% vs 47%
over the period 2005-2007).

These statistically significant studies show that companies with a higher proportion of
women on their management committees are also those that perfom best. While the
studies do not demonstrate a causal link, they do, however, give us a factual snapshot
that can only argue in favour of greater gender equality.

Finally, having identified work environment and changes in personal aspirations as the
main barriers to female representation on management bodies, Women Matter suggests
ways, based on good practices, to “reinvent the model” and increase women’s
participation in business, as well as in top executive positions.
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Chapter 2.
Do jobs have a gender?

Overview

This Chapter provides information on gender segregation and how it impacts on business
performance.

It first presents the current situation as to how women and men are differently distributed
in the EU labour market and reveals how this situation can be attributed to the persistence
of gender stereotypes. It then moves on to showing how these stereotypes are far from
today’s individual talents, capacities and ambitions of both women and men. It offers
some examples of how these prejudices can be overcome through practical action in
companies which can bring about benefits not only to women but also to men and to
company productivity.

The current situation

Gender and the employment rate in the EU-27*

Average rate of employment in 2007: 71.6% for men and 57.2% of women.

Average rate of unemployment in 2007: 9% for women, and 7.6% for men, with an
average difference of 1.4%.

[ | The average rate of part-time work in 2007: 31.4% for women and 7.8% for men.

® The European Strategy for Jobs and Growth set the target of reaching an
employment rate for women of 60% by 2010. In recent years, female employment
has witnessed continuous growth at a rate that was consistently higher for
women than for men reaching an average 57.2% for the EU27 in 2007.

® Despite this positive trend, women’s employment rate is still lower than men’s in
all EU countries, albeit with great variations. In 2007 the employment rate gap
between women and men ranged from less than 5 percentage points. in Finland
and Sweden to more than 25 percentage points in Greece and Malta.

® The average rate of unemployment tends to be higher among women. In 2007 the
largest differences to the detriment of women were found in Greece (8) Spain
(5.3), and in Italy (3.4.). In seven countries the rate of men’s unemployment was
higher than that of women (Germany, Estonia, Ireland, Latvia, Lithuania,
Romania and the UK).

¢ European Commission, Report on equality between women and men 2008, COM(2008)10 final. Available at:
http://ec.europa.eu/employment_social/publications/2008/keaj08001_en.pdf.
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® The majority of part-time workers are women. In 2007 the share of women
employees working part-time was 31.4% while the corresponding figure for men
was 7.8%. The share of female part-timers exceeded 30% in France, Ireland,
Denmark and Luxembourg, 40% in Sweden, Austria, Belgium, United Kingdom
and Germany and even reached 74.9% in the Netherlands. Conversely, the share
of part-timers among female workers was very low in Bulgaria, Slovakia, Hungary,
the Czech Republic and Latvia.

Source: European Commission, Report on equality between women and men 2008, COM(2008)10
final. (Data Eurostat 2007)

Gender and graduates®

Men represent only 20-27% of graduates in occupations related to the social
services, health and education sectors.

Women represent between 60% and 70% of graduates in occupations relating to
the training of teachers, and the behavioural and social sciences.

Men are between 70% and 85% of those graduates in occupations concerned with
commerce and administration, the manufacture and treatment of materials,
mathematics, statistics, and transport.

Gender and sectors of employment®

77% of those employed in education and social services are women.
62% of those employed in agriculture, hunting, forestry and fishing are men.

34% of those employed in manufacturing industry are women.

Gender and socio-professional categories™

Women make up 75% of regular employees in the administration and 65% of
personnel in the services sector, and of sales assistants in shops and markets.

Men represent the vast majority (79%) of those regularly employed in the operation
or installation of machines, and of assembly workers, and 85% of craft workers and
those employed in craft occupations.

Some 2.6 % of men in employment in the EU work as computing professionals or as
computer associate professionals (ISCO categories 213 and 312), almost four times
the proportion of women (0.7%). This difference is more than 3 to 1 in nearly all
countries and over 5 to 1 in the Netherlands, Austria and Portugal.

29

30

31

Eurostat, The life of women and Men in Europe. A statistical portrait 2008, Office for Official Publications of
the European Communities, Luxembourg, 2008. Can be found at: http://epp.eurostat.ec.europa.eu, pp.
36-37 (Source: Source: Eurostat, UOE, 2004)

Eurostat, The life of women and Men in Europe. A statistical portrait 2008, Office for Official Publications of
the European Communities, Luxembourg, 2008. Can be found at: http://epp.eurostat.ec.europa.eu, pp.
55-56. (Source, Eurostat, LFS).

Eurostat. The Life of Women and Men in Europe, a statistical portrait, Office for Official Publications of the

European Communities, Luxembourg, 2008. Can be found at: http://epp.eurostat.ec.europa.eu, pp. 63-64.
Data source: Eurostat, Labour Force Survey, 2005 and 2006
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® On average, sectoral segregation persists and has been increasing in the EU.

® There is a broad similarity across Member States both in the degree of
concentration of employment and in the composition of the top six sectors
employing women. In half of the EU Member States, health and social work is the
largest employer of women, as it is also in Iceland and Norway.

® Men dominate in sectors such as construction; production and distribution of
electricity, gas and water, land transport; and in manufacturing industry. In 2005,
women made up just 8% of the work force in construction and only 14% of that in
land transport.

® Men are much more represented than women in the industrial sector, whilst
women predominate in services.

® The degree of concentration in a limited number of occupations is also much
higher among women than among men. In 2005 almost 36% of women in work in
the Union were employed in just six of the 130 standard occupational categories
whereas the top six occupations for men were responsible for just over 25% of all
men in work. The occupations concerned were markedly different for women and
men.

® The proportion of women among managerial staff is much lower than for men
(only one third), and the higher up one goes in the hierarchy of functions, the
greater the difference.

Source: Franco, A. The concentration of women and men in sectors of activities. Eurostat Statistics
in Focus. Population and Social Conditions 53/2007). Office for Official Publications of the European
Communities: Luxembourg, 2007.

2.3 Horizontal and vertical labour market segregation and the

“meta-stereotypes”

Horizontal and vertical labour market segregation by gender can be found, even if in
different degrees, in all EU countries.®?

Horizontal segregation: Women tend to be found in similar occupational groups and
economic sectors, whatever the country or culture concerned. The same happens
for men, but they are distributed across a wider range of occupations.

The choice of study fields certainly impacts on gender segregation in the labour markets.
It is however difficult to assess whether this is a cause or an effect: the choice of study
fields determines professional choices, but the existing gender division of labour certainly
influences vocational and educational orientation.

Vertical segregation: Women are concentrated at the lower or intermediate levels of
hierarchies and professions, and are represented significantly less than men at
senior level.

2 European Commission, Report on Equality between women and men 2008, op. cit.
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Vertical segregation, often illustrated by the metaphor of the glass ceiling, is the second
pillar of the division of work by gender. For instance, in 2007 only three managers in ten in
Europe were women.

Whatever the specific historical, political and cultural realities of the member countries of
the European Union, horizontal and vertical segregation constitute the two mechanisms
organizing the division of labour between women and men. Differences in remuneration
between men and women are often a result of the conjunction of this double segregation.

Two “meta” stereotypes

Gender stereotypes are generalisations on what is expec