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Ms. Veena Swarup
Former Director HR 
Engineers India Ltd
&
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1st DMA Women Development Conference

“Think Equal, Build Smart, Innovate for Change”

“Women are the largest, untapped reservoir of talent in the world”…….Hillary 
Clinton.

Gender Diversity is considered a Force Multiplier. There has been a paradigm shift, a 
realisation that diversity and inclusion are key assets for Organisations world over. It has 
been understood that Gender inclusion brings diversity of thought, perception, attitude and 
approach, leading to better strategy, decisions and overall performance. In this fast changing 
disruptive environment, laden with challenges, Organisations and even Government have 
brought the importance of Gender Diversity to the fore. It is a competitive edge. Focus has 
shifted and Managements are consciously working towards bringing a balance.
The young Professionals especially the women are rushing to keep pace with the exceedingly 
fast changing times. In their desire and efforts to rise and reach unparalleled levels in the 
shortest of span, they are posed with questions such as
‘Is there a glass ceiling?’ 
‘How to continue in mainstream?’ 
‘How to overcome bottlenecks?’
‘How important is networking?’
‘ Are these Myths or realities?’
Such anxieties bother them and very often come in their way of developing and growing 
with the right inputs and building self confidence to tap the senior roles. Very often any 
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hurdle, bottleneck or missed opportunity is attributed to their Gender. It is important to 
mentor them at this stage, demystify their apprehensions.
In view of the above, the Women in Management Committee of DMA, which over the years 
has taken several initiatives for women entrepreneurs, decided this conference as a step 
towards developing Women Professionals from various fields, through learning experiences 
of Eminent Speakers from India and Overseas, bringing in their rich experiences through 
keynote addresses, panel discussions and presentations.
Each year the United Nations identifies a universal theme for International Women Day in 
March. The theme for 2019 has been adopted as the Conference Theme “Think Equal, Build 
Smart, Innovate for Change”. This Conference aims at encouraging the participants to bring 
in a revolution of mind. To introspect and find their strength within. To think themselves 
equal, to build and develop themselves, to innovate for facing challenges, to break barriers 
and scale heights.
The sessions have been carefully curated and attempt to provide a comprehensive capsule.
-- Balance for Better—with a focus on balancing challenges by treating them as opportunities. 

To take charge of ones career and evolve.
-- Planet 50:50 by 2030—seeks best practices by organisations towards advancing gender 

equality.
-- Reflections – Leaders igniting sparks—successful leaders to mentor the young 

professionals, by sharing their experiences, the highs and the lows, breaking perceptions.-
-Global perspectives—presentations on best practices

-- Finishing touch—Tips on personality development and grooming.
This Conference aims at bringing out a realisation by the Participants that they themselves 
need to write their own success stories, paving their way towards unconquered summits, 
and raising the bar themselves.
This Conference has been organised with the support of International Labour Organisation 
(ILO), ONGC Videsh Ltd (OVL) & Oil India Ltd (OIL) with M/s Deloitte Consulting as 
the knowledge Partner. The rich experience of the Members of the Women in Management 
Committee of DMA and the hard work by Team DMA, led by Mr. Rajan Pandhi, Director 
DMA, has gone a long way in weaving the strong fabric of this Conference.
So much thought and effort has gone into the preparation for this conference. I am sure the 
rich experiences and best practises shared will be a good learning for the participants and 
the rich takeaways will guide them to gear up to all challenges in the future. I wish this 
Conference all success.

“The way to get started is to quit talking and start doing.”
----Walt Disney 
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When Canadian Prime Minister, Justin Trudeau assumed office and appointed a gender-equal, 
ethnically diverse cabinet, a reporter asked him why. “Because it’s 2015,” came the simple, 
yet profound answer. Closer home, our longest serving Prime Minister was a woman, and 
so is our current Finance (and former Defense) Minister. For many in the country, Lakshmi, 
Saraswati, and Durga are goddesses that are deeply revered and celebrated. The equality of 
all our people has been enshrined in our constitution for close to seventy years.

However, Indian women are less likely to work than their counterparts in any country in the 
G20, except for Saudi Arabia, and in April 2017, a World Bank report found the sharpest 
workforce participation drops among both, illiterate women and India’s most educated wom-
en. While men and women are equally ambitious - personal, societal, and professional biases 
(both conscious and unconscious) impede the career ambitions of many Indian women. 

As per The Economist, if India were to rebalance its workforce, the world’s biggest democ-
racy would be 27% richer. In an era of ever-intensifying competition for talent, companies 
that can attract and retain women professionals are likely to succeed. This has been shown 
by various studies including one by Catalyst, which found that Fortune 500 companies with 
women on their boards had significantly higher returns on equity (53%), better sales (42%), 
and a two-thirds greater ROI than companies with all-male boards.

So what are we doing about it?
At Deloitte, we believe that an inclusive mindset and diverse workforce are two of our 
greatest competitive strengths. The need to attract and retain a representative share of wom-
en at all professional levels continues to be our top priority. Over the course of our journey 
in India, we have remained invested in launching new programs and enhancing our policies 
to make Deloitte an employer of choice for working women, especially working mothers. 
It’s not only the right thing to do, but there’s a strong business case for having a talent base 
that is diverse and inclusive.

When it comes to leadership ranks, there is one common “diversity and inclusion” theme 
worldwide: women represent a notable minority in partnerships, boards, and other se-
nior leadership ranks. We are continuously looking at ways to develop, hone, and push 
the boundaries for our women professionals to take great strides into the executive ranks 
through learning and development programs. We recognise and respect the strength our 
women professionals bring to our organisation and clients, and have nurtured that to create 
a strong foundation. 

As an incubator of exceptional talent and women leaders, Deloitte’s approach is focused 
on fostering a culture of well-being and this is enabled by providing relevant resources and 

The New Business Imperative -Include. Empower. Inspire

Mr. S V Nathan
Partner and Chief Talent Officer

Deloitte India
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learning programs, embedding flexibility into teams, and encouraging women profession-
als at all levels to engage in open and honest discussions about their careers. “Empowered 
Wellbeing” is the organisation’s response to help its workforce balance personal and pro-
fessional commitments, while leading healthy and purposeful lives. This provides profes-
sionals with access to tools and resources to make individual choices that positively impact 
their personal wellbeing. The organisation also provides women professionals with tailored 
benefits, programs, and resources to support them and their families through life’s major 
milestones.
Our mantra for inclusion is ALL IN. The expression ALL IN communicates the degree to 
which Deloitte is committed to diversity and inclusion, and in particular to accelerating rep-
resentation of women in Deloitte leadership roles around the world.
It implies that we aren’t partially in. And “we” is more than a few HR professionals. All of 
us – starting at the highest executive levels – are devoted to strengthening and sustaining an 
organisational culture that is safe for individuals to express themselves freely and fully. In-
clusive behaviours generate inclusive cultures, and that benefits Deloitte and its stakehold-
ers because leveraging the full spectrum of unique and wonderful human characteristics 
leads to better professional experiences for clients, colleagues, and communities.
All of this requires self-reflection. We must be mindful of unintentional personal biases, 
keep them in check and continue to strive to include and be included. We should acknowl-
edge that indeed there are differences between men, women, cultures, and generations in the 
working environment. But it is not about what is best or worse, but rather acknowledging, 
embracing and respecting these differences in order to create the best possible outcomes for 
our clients, our people, and society.
Our efforts have shown results in the form of marketplace recognition. In 2018, for the third 
consecutive year, Deloitte in India was ranked among the Top 10 Best Companies for Work-
ing Mothers in India, by Working Mother / AVTAR. 

As we journey towards undisputed leadership in professional services globally, we aim to 
leave behind a path that the next generation of leaders can be proud to travel. It’s the path of 
diversity and inclusion, because everyone has something to contribute. 

The focus is not new, but it’s renewed.
References:

•	 https://www.theglobeandmail.com/news/politics/trudeaus-because-its-2015-retort-
draws-international-cheers/article27119856/ 

•	 https://www.economist.com/leaders/2018/07/05/why-india-needs-women-to-work

•	 https://www.bbc.com/news/world-asia-india-39945473

•	 https://www.catalyst.org/knowledge/women-labor-force-india

•	 https://www.avtarinc.com/bcw.html

Theresponses have been authored by S.V. Nathan, Partner and Chief Talent Officer, Deloitte 
India.
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Dr Shikha Sharma is a medical doctor from MaulanaAzaad Medical College, New Delhi. 
During her days of junior residency in the department of cardiology, she came across patients 
with a severe condition. On diagnosis, it often came to the knowledge that it all could be 
avoided by adopting the right health habits from an early age. The unhealthy eating habits 
and lifestyle choices are the seed from where most of the chronic diseases grow.

But the patients being unaware of this, continued their unhealthy habits even after undergoing 
bypass surgery. The ignorance of the fact that these diseases were preventive gave Dr Shikha 
Sharma the idea to work in the area of preventive healthcare where the chronic disease could 
be prevented or delayed by making the lifestyle and dietary changes. 

Dr Shikha Sharma thought of bringing a change in the way people looked at health. In a 
country where people went to doctors when nothing more could be done from their end, she 
had the vision where people came to doctors in order to prevent the diseases and manage 
them in the right way. She started her venture where diets were given keeping in mind one’s 
medical condition. The venture failed but her hopes did not. Dr Shikha was passionate about 
working towards the cause. She was sure of what she wanted and was ready to work in order 
to turn her vision of a healthier society into a reality. When testing times came, it was her 
choice to not give in to the unfair practices and have a clear conscious to achieve what she 
believed in.

The failure of her last venture gave Dr Shikha Sharma an idea to innovate her venture. 
NutriHealth Systems Private Limited was founded by her in the year 1998. The ancient 
Ayurvedic knowledge was brought together with modern nutrition science at NutriHealth. 
Nutrigenetics, a concept of nutrition based on a person’s genetic makeup was also taken into 
consideration before diets were discussed. The clinics were established across Delhi where 
dietary consultations were given under the guidance of doctors and nutritionist keeping 
in mind one’s body composition (Prakriti), medical condition and genetic makeup. The 
concept was a huge success and was expanded from Delhi to National Capital Regions as 
well.

Looking at the success of NutriHealth Systems Private Limited, when the world expected 
her to open more clinics and widen her reach, it was Dr Shikha’s farsightedness because 
of which she merged all the running clinics into a centralised tele-nutrition centre. She was 
aware of the fact that the geographies could not limit the reach of her brand. The brick and 
mortar clinics that were limited to a certain area were taken over by a centralisedcentre from 
where the services were provided worldwide. 

Think Equal, Build Smart, Innovate for Change

Dr. Shikha Sharma
Managing Director
NUTRI-HEALTH
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The innovation in the traditional clinic setup was a step that no one expected and was even 
questioned by many. There was a risk involved in closing the clinics that were running 
successfully but Dr Shikha Sharma being way ahead of her time knew that it is the right 
thing to do. At the centralisedcentre, there was freedom to reach people from across the globe 
at their convenience as with the advancement of technology, no visits to the clinics were 
required. Clients could mail their reports, discuss their case and diets accordingly to that 
over video calls and phone calls. It was her adaptive nature to the upcoming technologies 
that made the transition smooth from the traditional setup to the advanced centre where 
hundreds of calls were made every day to discuss diets to the different corners of the world. 

The enthusiasm and zest to adopt new technologies and innovate her business with the 
changing times, Dr Shikha Sharma launched the mobile application, YuWoW. She knew 
that the world was moving from the desktops to mobile phones and it was time to reach 
people through an app. The medium to share the diets also changed from emails and SMS 
to a personal dashboard in the mobile application. 

Bringing innovation to her venture is one of the key things Dr Shikha aims at. Be it in 
terms of technology or diets plans. It is the result of this trait that a medical doctor who was 
working in the department of cardiology is now a successful woman entrepreneur in the 
area of preventive healthcare. From a traditional brick and mortar model, she moved to a 
centralised nutrition centre where the main mode of communication was telephonic calls. 
From that, the leap was taken to a model where diets were pushed on the mobile application, 
YuWoW. The mobile app was a medium to connect with the user with health content. It was 
not just limited to those who were enrolled for the diet plans but was free for everyone on 
Android and iOS platform in order to make users about the health.

The unawareness about how severe a person’s medical condition was at the time of joining 
was another challenge which was countered by introducing them to the point-of-care devices. 
The devices like Body Fat Analyser and Glucometer were introduced and their importance 
was shared with the users. The regular monitoring of one’s parameter was an aspect to which 
users were not familiar. Dr Shikha Sharma and her team worked towards educating the users 
about body parameters like fat percentage, water percentage, body mass and muscle mass. 
The users were encouraged to record these parameters through their point-of-care devices 
and enter in the mobile application through which the nutritionist could access the data and 
work on improving the parameters as required for the users’ medical conditions.

With the persistent efforts of Dr Shikha Sharma to expand the business and make it reach 
new heights,  NutriHealth Systems received their first round of funding from Venture capital 
fund based out of UK in the year 2015 for its further expansion. They have been the early 
organizations in the Technology and Wellness space to get international funding. With this 
big milestone, the organisation was rebranded as Dr Shikha’sNutriHealth. 
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The first round of funding did not stop Dr Sharma and her team to aim for higher goals. The 
second round of funding was raised by Dr Shikha’sNutriHealth in the year 2018 under the 
guidance of her. Another feather in the cap was added with the launch of her Vedique Diet 
App which was designed to make the diet plans based on body type and medical condition 
accessible for all. The app had free diet plans made for specific conditions like PCOS, 
Diabetes and Cholesterol for 15-days. Spreading the awareness through health content is 
another endeavour which a dedicated section for health videos and articles is added in the 
app. Making Vedique Diet app the one stop solution for all health needs, healthy recipes and 
a section to shop for health products were another added feature. The app is free to download 
on Android and iOS. Dr Shikha believes that one should be aware and should have access to 
the knowledge to stay healthy. This knowledge towards making the right choices for health 
will surely make a difference. 

Along with preventive healthcare, women empowerment is another thing that is close to Dr 
Shikha Sharma’s heart.  This is the reason that Dr Shikha’sNutriHealth is a team lead by 
women in the majority. Giving women equal opportunity to grow in the organization and 
work towards their full potential is one thing truly believed by Dr Sharma. Having 75% of 
women in the workforce is the sign that her idea of women empowerment is not a cause of 
charity but making women independent and self-sufficient in order to grow.

Dr Shikha has made working with smart people one of her and her organization’s biggest 
asset. She focuses on the fact that one should not feel insecure when they are working with 
smarter teams. Instead, one should be delighted that speed to execution is higher with them 
and they have solutions to the problems along with a never give up attitude.

With the belief that strong teams make stronger organisations, the team of Dr 
Shikha’sNutriHealth keeps the quality as a paramount parameter, be it the sales team or 
service. The organization has a team of qualified Ayurvedic doctors and a team of nutritionists 
with a masters degree in Nutrition and Dietetics. A quality team is designated to keep the 
bar high for the complete process from enrollment to sharing the diet plans. The team has 
top professionals from the top management colleges like IIMs and IITs to deliver the best 
product. The vision to attract talent and mentoring them to be the future leaders is what Dr 
Shikha Sharma aims to inculcate in her team.

It is this attitude and will to succeed that keeps one filled with the desire to work harder and 
reach new milestones. Another principle Dr Shikha Sharma truly believes in is not making 
money a milestone. One must aim for excellence and sharpening one’s skill set. With these 
qualities, one is capable enough to work towards growing the business and taking it to 
profits.

Success never comes easy and it is a fruit of sleepless nights along with days of hard work. 
It is a journey where every step is a new obstacle but overcoming those obstacles is what 
sets apart the winners from others.
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Gender Equality in Germany: A Long Way to Go

Julia Karst
Head of Project

ECO Empowerment of Women Entrepreneurs and Start- ups by  
Women, GIZ

Germany may appear to many as a progressive country where women andmen have equal 
opportunities in their professional life, social and political participation and family life. And 
yet, recent results of a Gender Equality Index of the EU and a Gender Equality Report of 
the German government reveal thatthere is quite some room for improvement with regards 
to the status of gender equality in Germany.

The Gender Equality Index conducted by the EU in 2017 showed that Germany is ranked 
below the European average concerning gender equality. Vera Jourova, EU commissioner 
responsible for dealing with gender equality, summarizes well the difference of aspirations 
and reality with regards to gender equality across the EUwhen saying that “we cannot think 
of our societies as modern when we let so many people down. The new results of the Gender 
Equality Index show that across all areas of life inequality prevails” (Gender Equality, 2017).

The German government releases on a regular basis Gender EqualityReports to monitor 
Germany’s progress in gender equality standards and to tackle gender-based structures and 
enforce de facto gender equality. The latest Gender Equality Report of 2017also confirmed 
that gender equality is still not a reality in Germany and concluded that, “the disparity found 
in the political, economic and social participation of women and men in numerous areas 
of life reflects the different extent to which the capabilities of women and men achieve 
recognition” (New ways, 2017, p. 5). 

These reports do not only focus on economic aspects, but encompasses economic, political, 
social, health and cultural dimensions (Report, 2017). Although the present text discusses 
gender inequality more from an economic and social perspective, it is important to approach 
gender equality from a multitude of aspects as these two dimensions do not exhaust the 
struggle for equality; nevertheless, they point at the important core still benefiting men to 
the detriment of women.

Women in Germany face gender inequality throughout their life span and across all domains 
of their public and private life. And yet, gender inequality is most apparent during certain 
periods in life the so-called transition points in life such asattaining education and vocational 
training,entering and developing in professional life, starting and raising a family or entering 
retirement. This paper will introduce and touch upon some gender gaps related to these 
categories. 

While female labor force participation rate in Germany at 55% is almost at par with the 
rate of their male counterpart at 65% - their salary is not (World Bank, 2019). A topic hotly 
debated in Germany in recent times and likely the clearest evidence that Germany still 
has some catching up to do when it comes to gender equality in the labor market is the 
staggering gender pay gap at 21% between men and women for the same type of work. 
To illustrate, for every euro/hour that a man earns in Germany, a woman earns only 0,79 
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euros/hour (New ways, 2017, p. 11). One explanation for this gender pay gap is a rather 
segmented labor market. In Germany gender stereotypes often implicitly define vocational 
and career choices which leads to a German labor market which is segmented along gender 
lines. While German women are just as likely to receive an university degree as are men, 
they are more likely to study social sciences and humanities as opposed to men, who are 
more likely to choose subjects in the so-called hard sciences. These choices “impact later 
earnings for both groups as jobs associated with the social sciences and humanities tend to 
pay less than those associated with the hard sciences.” (Gender Equality, 2017). German 
women still enter relatively more often into jobs in the service or care sector which pay 
less creating salary disparity.  Katarina Barley, former German Federal Minister of Family 
Affairs, Senior Citizens, Women and Youth and initiator the recent Gender Equality Report 
touches upon one of the important aspects of gender inequality with her valid point: “I have 
never understood why someone to whom I entrust my child or my dependent relative ends 
up earning so little compared to those to whom I entrust my car or my washing machine.” 
(Gender Equality Report, 2017).

A further explanation for the pay gap is the unjustly distribution of care burdens between 
sexes forcing 1 in 3 women in Germany toreduce their work time to part-time or even 
interrupt their careers in order to take up unpaid care and household activities. German 
women are doing 60% more unpaid work compared to men (Institute of Economic and 
Social Research, 2017). Part-time arrangements affect earnings progression and career 
developments which are reflected in the salary and eventually impact the pension values. 
The percentage of part-time work arrangements amongst German women is comparatively 
high to other European countries. At the same time and related to the part-time phenomenon 
Germany is the OECD country with the highest gender pension gap as female income from 
pensions is only half of the income of men from pension (OECD, 2017). 

Despite the fact that Germany has been led by a woman, chancellor Angela Merkel, for the 
last 14 years and a women’s quota has been introduced for corporate supervisory boards 
in 2015women in Germany are still notsufficiently represented at leadership positions as 
male-dominated structures and networks prevail. This applies to the private sector where 
more than 93% of the executive board members of the 160 publicly traded companies are 
male as well as to the political sphere where women are still under-represented as they only 
held around 30% of the seats in the federal parliament (Allbright Foundation). The unequal 
representation of women in leadership positions is not limited to large corporations or the 
federal political space but can be found across the board. Another example is academia 
whereonly 23% of the professors employed at German universities are female. 

Women in Germany still find it rather difficult to reconcile family and career due to deeply 
rooted gender roles and stereotypes as is illustrated by Elke Holst, a director of research 
for Gender Studies at the German Institute for Economic Research (DIW) in Berlin, who 
stated that, “women are still expected to stay at home when a child is born for some years, 
or only work part time. It’s more or less the duty of a woman” (Alkoussa, 2019).Gender 
roles like the one stated above are reflected in the earner-carer model, which continues to be 
commo amongst German households and largely contributes to the continuation of gender 
inequality. Put bluntly, according to this model, the responsibility to earn money for the 
household is assigned to the man, while leaving to the woman the responsibility for private 
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care work and the household maintenance (New ways, 2017, p. 8). The prevalence of such 
a model diminishes the possibility of equal gender dynamics. When women are, in most 
cases, the supplement earner, it creates immediate financial dependency and eventually 
poverty among the elderly thereby reinforcing gender disadvantages.This kind of model is 
also reflected in the German tax system which provides tax benefits for households with one 
income significantly higher than the other. Coming back to the gender pay gap, this system 
unfortunately creates a financial disincentive for women to work. 

The German legislators actively try to combat gender roles through various progressive 
measures such as paid parental leave for men. This measure shall encourage parents to share 
the caregiving more equally. However, progressive policies are not enough as it is equally 
important to change the attitudes. This is underlined by the fact that as of now only a small 
fraction of fathers are using this opportunity in fear of career penalties.

An interesting historical aspect of the German context worth mentioning is the fact that 
gender equality in the labor market varies to a large extent on theregion of Germany. In the 
economic region located in the geographic area of the former German Democratic Republic 
(former communist East Germany) women tend to earn more than their male collogues yet 
they still earn less than their male counterparts in the western region of Germany (Institute 
for Employment Research). This phenomenon may be traced back to the socialist experience 
in East Germany (1949 to 1990). During this time, there was free public child-care enabling 
90% of women in East Germanyto  work outside their homes and to participate in the 
labor market equally with men in a wide range of jobs less segmentedalong gender lines 
(Hamilton, 2017). This was in stark contrast with the reality in West Germany at that time, 
where until 1977 women needed a permission from their husbands to be allowed to work. 

The examples discussed above highlight some of the prevalent inequalities faced by women 
in the German context whether they are an economic, social or political equality gap, it 
seems safe enough to affirm that all these dimensions have their roots in gender roles and 
stereotypes. Therefor addressing implicit and explicit stereotypes and showcasing different 
gender role models is central in the fight for gender equality.Everybody should be free 
to decide how they want to live their life. However, it is up to the legislator to set the 
framework conditions in order to enable the individual to have a real choice. There are some 
measures available which are worth considering in order to overcome gender inequality and 
ensure equal opportunities for all.  A concrete measure to increase the number of women in 
leadership positions could be an expansion of the quota system to the senior management 
level as well as political incentives to experiment with new models of work such as inclusion 
of digital communication and flexible working to support women to better reconcile their 
career with family life. Another concrete measure to alleviate the care-burden of women and 
ensure equal opportunities for women is strengthening the public care service infrastructure 
(here referred to all dimensions involved in care work: social work, household-related 
services, health, care and child-care) as well as initiate social and financial upgrading of 
social care professions. Moreover, education and vocational systems need to counter gender 
stereotypes that separate the labor market according to gender lines. 

It has been long shown that gender diversity through equal female representation in all 
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dimensions of society is desirable as it brings more creativity and innovation. Germany as 
well as the rest of the world still has a long way to go. Understanding the gaps is the first 
step towards a society where gender equality aspirations meet reality. 

DISCLAIMER: the views and opinions expressed in this paper are entirely those of 
the author and should not be attributed in any manner to DeutscheGesellschaft für 
Internationale Zusammenarbeit (GIZ) GmbH.
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‘Women hold up half the sky’ and yet they have a miniscule presence in most 
professional domains.  This is an enduring reality in many parts of the world but more so in 
India.  The World Economic Forum’s annual benchmarking report measures gender parity 
in terms of opportunities available for both men and women in four areas: educational 
attainment, health and survival, economic opportunity and political empowerment. It is a 
matter of concern that India ranks at the bottom of the list on all these factors except political 
empowerment. Another disturbing feature is the declining labor force participation rates (of 
women) in India vs other countries. India ranks among the lowest in the world despite having 
a booming economy. In fact, according to the World Bank reports (2017), participation of 
women in the labor force has declined by 10 percentage points in the preceding 10 years.
These are indicators of a very large societal problem which discourages women from joining 
the workforce.

Generally speaking, highly educated Indian women have continued to primarily play the role 
as caregivers and homemakers; for them the professional role comes only second. Women 
continue to be responsible for family related roles and therefore bringing a balance between 
professional and personal roles seems to be their lone enduring challenge. This is supported 
by findings of Community Business (2014),a leading non-profit thought leader on Diversity 
and Inclusion in Asia. They have reported that India continues to rank last in Asia, in terms 
of the average representation of women at various levels across multinational organizations.
Professional Indian women drop out of the workforce much sooner than their counterparts 
in other Asian countries. Almost half (48%) of employed women under 30 years of age were 
found to drop out from the workforce due to maternity and childcare responsibilities. Once 
they drop out of the workforce it is difficult for women to get back into the mainstream. 
Very few companies encourage women to come rejoin the workforce. It is a massive loss of 
well- trained talent which can contribute significantly to organizations. Wilson and Clerkin 
(2017), bring out that the major constraints in an Indian woman’s capacity to become a 
career woman constitutethe 5 Ms- Marriage, Men, Mobility, Motherhood and Mobility.

The contemporary generation of educated Indian women (Gen Y) is however highly ambitious 
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and career focused and want to be treated on par with men. Companies like Maruti Suzuki 
have found that their young women engineers are fine with working on the shop-floor and 
doing late night shifts unlike previous generations. A recent study (Bhandarker and Wason 
ongoing) comparing the personality profiles, values and achievement orientation of male and 
female managers - brought out some startling results: we found that there was no significant 
difference between males and females on Achievement Orientation, and Personality attributes 
like – Core Self Evaluation, Flexibility, Resilience, Constructive Discontent, Compassion, 
Intuition and Personal Power. In fact they are more similar to each other than different on 
the selected attributes. They however differed significantly on Value priorities – women 
gave higher importance to Harmony, Comfortable life and Social Recognition unlike the 
Men in the sample who gave it far less importance. These value priorities are bound to 
influence the behavior of women when they are faced with conflicts and when there are 
disagreements at the work place. It is quite likely that compared to the men, they try to avoid 
conflicts, when the need is to confront and resolve issues and disagreements, rather than 
putting them under the carpet. Giving priority to a comfortable life would probably result 
in being selective about where they work and hence being unwilling to take on challenging 
assignments. Giving priority to social recognition may result in their wanting to work only 
where they can be in the limelight as compared to their male colleagues.

There is a clear shift of aspirations among today’s young women as compared to the 
previous generation who were generally reluctant to get their hands dirty and work shoulder 
to shoulder with men.While the previous generation of women came to terms with the 
realities of a male dominated society as well as accepted that care-giving is their primary 
role, contemporary women don’t accept any limitations and constraints.  The myriad global 
influences and changes have deeply impacted their idea of what it means to be a woman, 
roles played by women etc. It is worthwhile to mention that in leading B schools of India and 
globally, top awards for scholastic performance are invariably bagged by women students. 
It seems a pity that so much talent is unfortunately not harnessed for building organizations 
and the nation. 

One of the key factors influencing the percentage of women in the workforce is society 
and societal values and social structures. Comparison across different cultures shows that 
societal culture has a strong role to play in encouraging and supporting working women. 
Scandinavian countries are at the forefront of gender equality (Margarita Estevez-Abe 
2013) while Japan is lagging in many ways. In Scandinavian cultures for example where 
gender roles are not very ‘tightly’ (with reference to strength of social norms and tolerance 
of deviant behavior) defined (Gelfand 2011) , women are a large part of the workforce In 
such countries, no one thinks twice if a man chooses to be a stay at home dad and the woman 
chooses to pursue her career. On the other hand, in Japan for example, the cultural norms 
are extremely‘tight’. A career woman must leave the workforce as soon as she is pregnant/
gives birth. As a result of such norms, Japanese women are increasingly choosing not to 
marry. A recent newspaper report highlighted how a request by women to change the norm 
of wearing high-heeled shoes to work was turned down by the authorities, making us reflect 
on the fragile rights of women even in advanced countries like Japan. India is way down in 
rankings of women in the workplace owing to sociocultural factors. Although India is quite 
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diverse culturally and treatment of women varies somewhat by region, yet by and large 
society is patriarchal, male dominated, and gender roles are rather tightly defined, -adhering 
to clear role definitions and discouraging deviance from the set norms.

An important vehicle through which these societal values get embedded and transmitted is 
through the behavior of the family, where systematically the daughter gets treated differently 
from the son. The signaling takes place through the behavior of the father with the mother 
and vice versa; and difference in behavioral expectation from the daughters’ vis a vis the 
sons. Marriage is the priority for daughters while good career and earnings are primarily 
expected from the son. In many families, preference is given to sons over daughters when it 
comes to education. The desire toproduce a son is therefore deeply embedded in the minds of 
Indians. Sons are viewed as the means through which the family name is immortalized; there 
is also a belief that the last rites of a parent ought to be performed by the son. These factors 
together make the son more valued than the daughter in the family and hence this vicious 
cycle of focus on sons at the expense of daughters continues ad nauseum. The ‘female’ role 
(as caregiver, as a wife, mother and daughter) is deeply entrenched in the minds of Indian 
women with deeply reinforced experiences from younger days and therefore it becomes 
difficult for women to shed the mindset. These values originate from the sacred books and 
are deeply entrenched in the psyche of Indians. Images of Sita, the Ideal Indian woman who 
sacrificed her everything for her husband Ram, probably still wander somewhere deep in the 
subconscious labyrinths of the mind of the Indian woman, influencing her conscious level 
thoughts and actions.

Uprooting these deep thought structures may take many generations. However, with 
education there is some change taking place, although not to the needed extent.

I have interacted with many working women who even today experience a sense of guilt 
when they are unable to get away from work in time to handle their familial responsibilities. 
It is this guilt which needs to be handled, as it is this which makes a woman give up her 
job (in addition to family pressures). The origin of guilt may lie in the internal comparison 
between what a woman wishes to do vis a vis what her family and society expect her to 
do. It is almost as if a woman does not have the right to make choices for her own life and 
therefore she ultimately succumbs to familial pressures.It is here that the support of an 
understanding partner can be invaluable – just as they say ‘behind every successful man 
there is a woman’, there is a need to also reverse the adage and say ‘behind every successful 
woman there is a man’. If one’s partner can lend such support, then it is possible to handle 
many of the pains and problems of centuries old mindsets and complexities emanating from 
familial and societal expectations.Men need to step and support their wives. Women on their 
part need to negotiate their role expectations right at the outset, so that there is clarity on 
both sides.

The faith and belief that this is ‘my life’ and I will make my own choices has to emerge in 
the woman. This self-belief can emerge when a woman’s sense of who she is, her ‘identity’ 
is clearly rooted in her own personal values and profession. Guilt, combined with a weak 
identity and a lack of faith in oneself and one’s capacities, create a perfect cocktail of low 
self-confidence, diffidence and low self-worth. There is fear of failure, fear of rejection 
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which constrains a woman who is brought up in a typical traditional environment. All these 
make a woman more of a diffident follower than a confidant leader. 

Interventions are needed to develop a woman’s core identity, develop high level of aspiration, 
self-confidence and resilience all of which are extremely important factors contributing to 
high initiative and proactivity. High initiative is one of the key requirements for a person 
to be an action centric and result focused leader. A woman high on these qualities will be 
better able to handle her multiple roles and tasks and become a high achiever.Motivating 
herself, carrying a never say die attitude, focusing on priorities are some of the important 
requirements. 

Besides the individual level interventions, organizations on their part have to do a lot to 
attract and retainwomen employees. Organizational work cultures have to be more diversity 
friendly as well as safe and secure for all so that everyone has equal opportunity to work. 
Even today in India there are companies which are so male dominated that they don’t even 
have separate washrooms for women. 50 years ago, there were some Indian companies 
which actually mentioned in their advertisements, ‘women need not apply’. Sudha Murthy’s 
encounter with Tata Group and JRD are by now legendary and perhaps in some way helped 
to bring some change in attitudes of companies towards women in that era. 

Workplaces should develop schemes which can help women reenter the mainstream with 
minimum hassles.HR policies should be woman [employee] friendly so that it gets easier to 
re-board once you leave the job. Flexibility is required in the HR schemes and needs to be 
developed.

Enlightened companies have been trying to encourage and develop women leaders for 
higher positions in the workplace. They have systems for coaching, developing champions, 
giving challenging appointments, providing them mentors and so on. Alas, there are very 
few such enlightened companies in India today.

This paper shares some details of an experiment conducted by Dr Pritam Singh (fmr director 
IIM-L and MDI-Gurgaon) and me to help in the development of Women Leaders in an 
enlightened and leading Oil company. The objective was to prepare mid-career women for 
future board level positions. We conducted diagnostic meetings to identify key issues which 
would help us bring greater focus to the developmental task.Our brainstorming with some 
key persons at very senior levels in the company helped us identify the following as factors 
which constrain the development of women leaders at the workplace:

a) Self- Level: Low of Self Confidence

b) Work level –Inadequate exposure, Silo thinking, Attitude of male colleagues and Be-
havior of the boss

We used a model which focused on developing the self- confidence and self-esteem of the 
participants through various types of exposure and inputs which helped them in developing 
their managerial skills, changed their attitude and mindset and enabled them to become 
more proactive.
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Our developmental model is presented below:

We worked on developing their Self Esteem and Self-confidence by helping them develop 
cognitive understanding of the requirements of their role. Secondly one to one feedback 
was given to improve their self-understanding on their core self, values and aspirations. 
They had the opportunity to participate in many simulations with a view to help them 
develop new skills as leaders. They conducted project work which helped them develop a 
betterunderstanding of their organizations. They were exposed to some highly successfully 
women who were role models. The company provided them the opportunity to travel to 
their subsidiaries abroad and have immersive learning. 

The initiative consisted of four rounds of ‘in class’ interventions for eight months. In between 
each round, participants worked on back home assignments 

The following feedback was given by the participants at the end of the entire exercise. We 
have categorized the words and presented them in three clusters below – Internal Maturity, 
Cognitive Understanding and Positive Behavioral changes and leader skills. 

 1) Internal Maturity                                       2) Cognitive Understanding

They have become more realistic, more self- 
confidant, less reactive, more reflective, 
more self- aware, more mindful, broke 
many mental barriers and more assertive. 
Some experienced it as a process of self- 
discovery.

Greater role clarity, Clarity about teams and 
team behaviors; can see the Company in 
bigger perspective



18

3) Positive Behavioral Changes indicating better leadership skills 

More assertive with seniors; Confidence for public–speaking; Trying to know my people; 
Trying out Group mentoring, facilitating and collectively solving problems; Better 
networking across departments; learnt to appreciate others; become more expressive; 
begun to listen more; working on reducing reactivity; Voice modulation has improved; 
mentoring others, Groomed my team members for the annual closing;  Behavior with 
team has changed .  Communication skills have improved; More punctual; Did better 
planning; feedback taken and therefore ready to roll out; Listening to junior members has 
improved, improvement in negotiation style

The outcomes of the above experiment indicates that it is possible to increase the self- 
confidence of women leaders and increase their level of aspiration. Providing them the 
needed inputs, experiences and opportunities and recognition can help to widen their 
horizons, enable them to aspire more and become more effective senior leaders. If more 
organizations can take up such initiatives, it can immensely contribute to develop women 
leaders for their organizations.
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Women can lead every sphere, right from being a Chief Executive Officer who runs a Fortune 
500 Corporation to the homemaker who raises children and keeps the family together. Every 
nation is equally built by strong women who persistently break down norms and challenge 
the stereotypes.

Times are changing and our approach towards gender bias needs to be relevant, in line with 
what today’s acceptable social values. Men and women alike need to support each other 
to truly embrace the idea of a balanced society because they are equal partners. It is also 
important for women to support each other and support the fight against gender disparity.

Introspecting the aforementioned theme - Think Equal, Build Smart, Innovate For Change, 
the International Women’s Day acknowledges women and their achievements, at the same 
time, strives to build capacity of women.

At a time when innovation is dominant, shaping and changing the way people live in every 
part of the world, one has to be intentional about its use to positively impact the lives of 
women and girls. That means making sure they not only embrace innovation, but also be 
the agents of change. With their engagement, both design and execution of solutions can 
address the needs of women and girls in today’s fast moving world of innovation. This will 
result in not only creation of decent work but also ensure delivery of products, services and 
infrastructure for women in all walks of life.

Yes, innovation and technology offer unparalleled prospects yet facts show a rising gender 
digital divide and women are under-represented in the zones of science, technology, 
engineering, mathematics and design. It prevents them from developing and affecting 
gender-responsive innovations to achieve life-changing gains for humanity. Stretching from 
mobile banking to artificial intelligence and the internet, it is imperative that women’s ideas 
and experiences evenly influence the blueprint and implementation of the innovations that 
mould our tomorrow.

Today in an increasingly connected contemporary world, technology and innovation should 
provide unprecedented opportunity. But the truth is alarming, as trends don’t indicate so. 
The tech industry has a vast gender imbalance. Globally the number of women in the tech 
industry is below 20%. Various reasons for male dominance in this industry is not about 
women’s capability rather it is because of acceptability of women. Unfortunately, it does not 
start with the industry but from our own homes with an early age ‘pinkification’.  Children’s 
games and toys, colors of the clothes and nurseries and job opportunities are still directed 
towards either gender despite the much recent developments in breaking this old stereotype 
patriarchal trend, and this is true today even in most developed countries.

THINK EQUAL, FOR A CHANGE PLEASE

Ms. Meena Bhatia

VP Marketing & Operations
Le Meridien
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In other developing or under developed countries every year, an estimated 15 million girls 
under the age of 18 are married worldwide, with little or no say in the matter. Every year, at 
least 1000 honour killings occur in many Asian countries. According to the UN Foundation, 
62 million girls around the world are simply denied an education. And a 2016 study by the 
UNDP found that approximately 95 Billion Dollars are lost in sub-Saharan Africa each year 
because women have lower participation in the paid labour force. In other places, women 
still earn only 77 cents for every dollar men earn for the same work.
Women who grow up in traditional societies are led to believe that they have to be submissive 
as women and wait to be led. Those who further their education, realise that they could be 
just as good as the men who were being supported, almost pushed to be at the top. They 
desperately want to prove that being a woman was not going to stand in the way of their 
dreams and aiming for the sky! These women also quickly realise that they have to work 
twice as hard to prove that they could play at the top just like the men and this requires 
determination and tenacity. There is no shortcut to success apart from hard work and as long 
as women do not build ourselves, they will struggle to change the stereotypes of not having 
earned our positions on merit.
The reality is that women and girls all around the world are impatient for change, and it’s 
easy to understand why. Clearly, there is a long way to go, and one must be innovative in 
exploring new ways of working and thinking.
Transformative innovations don’t have to be costly or flashy. Simple technologies, local 
innovations, and new practices usually shift social attitudes, biases or norms that can also 
make a big difference. Just consider the financial independence that mobile banking has 
given to countless women.  Women’s fresh, relevant thinking also brings transformative 
change to society. They can contribute to making real change, and help shape the policies, 
services and infrastructure that impact their lives. They are ready to do so.
The world needs women’s ideas, insights, and experiences to inform the design and 
implementation of these innovations so that they can meet women’s needs and truly leave 
no one behind. Research further shows there is little to no difference in boys’ and girls’ 
average ability when one factors in gender equality within society. What helps is parental 
support and education initiatives. Shouldn’t women be in charge of their own lives?

Coming back to the corporate world, there is no disclaiming the fact that being a woman 
or a working woman with a child impediments her in any working milieu. Regrettably, any 
industry does not defend women from this unanimous truth. Women increasingly make 
up a sizeable per cent of the entry-level workforce, but this number gradually drops to a 
pitiably low, single digit per cent at the uppermost leadership plane.

The basic argument is that women are anticipated to select between career development 
and family. The realisation that women may select one in comparison to the other leads to 
gender-based career definition early, which is evidently also a genuine dilemma. Lop-sided 
parenting burden and the outlook of a career being more important for a man compared to 
a woman highly adds to the plunge in the percentage of women. It is therefore of utmost 
significance that the policies and practices at workplace confirm that women don’t have to 
make a choice.
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Studies have brought to the fore that varied teams are more imaginative and inventive. For 
companies to attain profits, diverse leadership is the vital element. It is important that every 
voice is heard to realise numerous viewpoints and therefore men and women in unison, need 
to create an ecosystem where women’s voices are paid attention to.

It is of utmost importance that resources of all kinds need to be distributed to make the 
larger employee base aware of the importance of gender diversity in the organisation. Places 
of work need to be gender-neutral and nurture all young leaders as professionals, not taking 
into account, being a man or a woman. Corporate activities must be established to promote 
a positive ambience favourable to the growth of women in the organisation.

Many corporates now focus on safety, wellness and life events and career development of 
employees, while anchoring the achievement of ambitious equality at workplace. This is 
by establishing betterment processes such as multi-shifts, flexi-timings, daycare facilities, 
implementing women-friendly policies, multi-pronged approaches and new solutions, 
especially concerning gender diversity and empowerment in the workforce.

Many companies have a child day-care service for employees. By providing a reliable 
support system, they aim to empower the working parent to concentrate on and stabilise both 
career and parental duties. Thus, it can be surmised that the general effect of the depiction of 
women is to emphasise rather than diminish the prejudices and stereotypes.

The paradigm shift in Learning Smart organisations are marked by their creativity. They 
utilise the most of the resources, handle complex issues, and solve tough challenges. It 
requires patience, dedication, and courage. Sometimes, companies are stuck and require help 
to think afresh. Smart organisations therefore require features that will ensure receptiveness 
to change, flexibility and adaptation to the surroundings via continuous and dynamic 
processes of learning, training and development of employees.

In this age of transformation, the ability to create new and differentiated methods of sustained 
growth has become more important than ever. Only the innovative and agile prevail. It is 
therefore essential for organisations to think differently on a regular basis. Organisations 
need to be idea-driven in order to sustain in the long run.

It is heart-warming to see the corporate culture adopting newer policies and providing 
facilities that promote dual career, provide maternity and paternity leaves, unprecedented 
opportunities and provide sustainable infrastructure that meets the needs of the employees 
to create future proof smart organisations.

As women are celebrated, it is not to take away from the fact that they are strong, resilient 
and special beings. If they put their efforts together, they can achieve so much more. 

The success of the impressive Sustainable Development Goals  requires transformative 
shifts, assimilative approaches and novel answers, especially in advancing gender equality 
and empowering all women and girls. Based on existing routes, prevailing interventions 
will not be adequate to accomplish a 50-50 World in the near future. Ground-breaking 
methods that interrupt “business as usual” are essential to eliminating structural barriers 
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and ascertaining that no one is left behind.

The challenge to society is to think of how one can create an environment where all can co-
exist with equal opportunities and bring each one’s possibilities to life. Balance is possible; 
it can be achieved if one builds smart and constantly innovates just as the world is changing.

It all begins with making a mental change and affirming that balance is for better. As also, 
overcoming the gender gap is all about thinking equal, building smart and innovating for 
change.

As we celebrate Women’s Day this year, it is time to look at how to encourage gender parity 
so that we can create a balanced society. It is time to sustain and advance the progress made 
by women and to celebrate acts of courage and determination by ordinary women who have 
played an extraordinary role in the history of their countries and communities. It is time to 
focus on innovative ways in which we can advance gender equality and the empowerment 
of women, particularly in the areas of social protection systems, access to public services 
and sustainable infrastructure.

Let us join forces to work together, to share their innovations and to remove barriers to 
women in order to accelerate progress towards true and universal gender equality. Let us 
create more opportunities, expand their choices, and increase investment in them. Let us 
build an inclusive world. Together, we can be game-changers with the women and girls, 
men and boys of the world; we can make the 22nd century an era of irreversible progress—
for women and all humanity.
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INTRODUCTION 

Industrialization, Urbanization, democratic principles and legislative change, the influence 
of the West and the shrinking globe have brought about many and varied changes in Indian 
society. These changes manifest them variously. Parents encourage their daughters towards 
higher education and want equal opportunities for them. Socially, women are rejecting 
traditional paradigms for western ones, choosing their own mates, opting out of unsatisfactory 
marriages, staying single and changing the role they play (Catalyst, 2013).

The change is most apparent in urban middle classes. Urban areas in India are becoming 
re- industrialized and education is playing an important role in getting access to jobs. 
Women have from the technological revolution by getting access to more and better using 
opportunities, and a betterment of their economic status. The numbers of women with access 
to education and paid employment outside the homes is also increasing (Catalyst, 2013).

Change for women has been slow, but modernization, industrialization, and pressure from 
the women’s movement have helped make gains. Today among the urban, educated classes, 
marriage is more egalitarian, with dual-earning couples living in nuclear families. Most 
professional Indian women live somewhere in-between these two extremes. The traditional 
gender roles and stereotypes still prevalent in India make women report that they have to 
work harder than their male peers to prove themselves, are excluded from informal networks, 
and face stereotypical biases against women bosses- But high-potential women in India are 
focused on their careers and work-life fit to the same degree as Indian men. They just report 
more challenges in managing the workload of both family and work. Many report a lack of 
support or empathy from their families making it difficult to accept more responsibility and 
advance in the work palace.

Ghosh and Roy (1997) in their study about changing status of women in India summarize 
that there is no uniform indicator to assess the economic status of women, and development 
has affected different classes of women in different ways. Also, social attitudes to women are 
largely conditioned by economic reality. Today, in India, educated working women enjoy 
a much higher status than those women who are confined to household duties and have no 
independent economic status. 

Regardless of income or position, for most Indian women traditional pulls remain unabated. 
For working women, family priorities are expected to prevail over work. This can leave 
highly ambitious women feeling judged for their commitment to work, pitied or chastised 
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for having to take calls after hours, urged by family and friends to “not work so hard” 
(Srinivasan and Nakra, 2013).

PRESENT STATUS OF WORKING WOMEN IN INDIA

Globally, in 2018, women’s labour force participation rate at workplace was 48.5%- a 
decrease from 51.4% in 1990. China has 64% of its women working, one of the highest 
rates in the world. In the US, it is over 56%. In the subcontinent, Nepal and Bangladesh are 
also much better than India except Pakistan with a lower rate.

Table 1. Status of working women in India 

S 
No. 

Area Percentage  / 
Rank

1 Female Literacy Rate 65.46%
2 Indian female workforce working for  informal 

economy
95%

3 Percentage of Indian women as lowest paid labour 63%
4 Percentage of women as highest paid employee 15%
5 World Rank - women’s economic participation 136
6 Gender pay gap in corporate India 27%
7 Women in parliament 12%
8 Women in ministerial positions 22%

Source: World Economic Forum report (2016) 

Figure 1. Female Labour Force participation rate in India (ILO, WB)

Figure 1.clearly indicates that the female labour force participation is constantly declining 
as estimated by the ILO, (2017) published in World bank report. 

Table 2.Labour force participation by age and gender

Labour force 
participation

Employment

Age group 
(years)

Female in 
%

Male in % Female in 
%

Male in %

15-24 17.5 49.5 15.5 44.3
15-64 28.5 81.4 29 78.5
25-54 34 97.3 33 95.2
55-64 25.6 81.4 25.2 80.4
Total 27.2 78.8 26.1 76.1
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Table 3.Distribution Of Employment across India In 2015, By Gender and Employ-
ment type

Type Male in  % Female in %
Contract workers 3.8% 3.1%
Wage/salary earners 17.6% 14.8%
Casual Labour 30.2% 42.1%
Self employed 48.4% 39.9%

Source: Compiled by author, Statista, (2015)

AREA OF CONCERNS FOR WORKING WOMEN 

I -Need for advancing Women into Leadership
Literature suggests that career of women and men are different due to developmental differ-
ences between them and due to societal factors (Powell, 2009). At the start of managerial 
careers, career motivation’ and need for challenging jobs tend to be similar for men and 
women but their work experience w.r.t. receiving feedback, opportunities to interact and 
learn from bosses was much lesser. Also issues around child rearing and dual careers have 
a far higher impact on women’s careers than they ever on men. Other conclusions based on 
work of O’Neil et al (2003) and other already existing literature around women and careers 
are as following

•	 Women careers impacted by larger life contexts

•	 Families and careers are central to women’s lives

•	 Women’s career paths reflect wide range and variety of patterns

•	 Human and social capital are critical factors for women’s careers

Companies should be building a culture that attracts, retains and promotes talented women. 
Firms need to recognize what the barriers to progression are, and devise practices to support 
women through critical periods of transition. These that do will create a compelling brand, 
and one which women as well as men will want to work for. Women will also be more in-
spired to reach senior levels. There is an argument for catching and recognizing talent ear-
lier on. There is no denying that the biggest attrition of professional women in business is 
when they start families, and are faced with the choice of whether they should give up their 
career, put it on hold, or carry on and try to balance their work and family life (potentially to 
the detriment of all if they are not properly and correctly supported). Businesses need to be 
monitoring the points at which women “fall out” of the company, as a result of the extreme 
choices they have had to make.

II -Rejoining at Work – A concern 

48% of Indian working women under the age of 30 take a break, 60 per cent in STEM 
(science technology engineering and math) jobs take a break in the first 10 years of their 
career. These women often struggle to restart their career. When it comes to labour force 
participation of women, other Asian countries, for example Sri Lanka, do better than India.



26

Corporations have come up with back to work policies to encourage women rejoining work 
places after career break.

An initiative addressing ‘Rejoining at Work’: TATA SCIP program.

Tata SCIP is a platform that enables women who have taken a career break to 
return to the corporate world on their terms. Provides them a plethora of career 
options to choose from, so that they can work when they want, where they want, 
on the project they want and at the place they want.

III-Women Executives on Board

India ranks fifth lowest in having women at top leadership positions. Though India has 
taken effort in encouraging women on Board yet; organisations in India need to reap the 
benefits of diversity by ensuring boards with at least three or more women.

•	 The Companies Act, 2013 mandated a certain class of companies to have at least one 
woman director on board. 

•	 SEBI, in compliance with the Companies Act 2013, made it compulsory to have at least 
one woman on a board from October 2014. 

Comparison of the Women Representation on boards years FY 2010 and 2017

Country % Women 
Directorship 
2010

%Women 
Directorship 
2017

% with one 
or more 
WOB 2017

% with 
zero 
WOB, 
2017

Quota 
and Year 
Introduced

Australia 10.2% 28.7% 95.6% 4.4% No
Canada 12.9% 25.8% 95.8% 4.2% Pending
Germany 10.7% 20.9% 94.5% 5.5% Yes,2015
India 4.5% 13.8% 93.4% 6.6% Yes, 2013
Italy 3.6% 35.8% 100% 0% Yes,2011
U.K 8.9% 26.8% 100% 0% No
United 
States

12.3% 21.7% 97.4% 2.6% No

IV- Advancement of women in Indian firms  

Survey’s based research of male and female managers in India conducted by Gupta and 
Koshal(1998), found that most women cope with gender-bias by accepting slower rate of 
advancement, challenging organizational policies or decisions on an individual basis, work 
harder to get what men have, and simply believing that gender- bias does not affect them. 
Male stereotyping, exclusion of women from informal communication network, commit-
ment to family responsibilities, lack of business experience, and not being in the pipe line 
long enough are some of the barriers to women’s advancement. To assist women advance on 
corporate ladder, both men and women agree that HRM practices need to be changed. Wom-
en need to get greater exposure to top management; they should be encouraged to engage 
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in job rotation within the company, and should participate in career development programs. 
Companies also need to provide better child- care facilities, survey women more often, 
build mentoring programs for women and actively recruit women at senior level positions 
(Gupta and Koshal, 1998).

Desai et. al. (2011), show how being economically productive enhances a woman’s self-es-
teem explaining why women around the world willingly work, even at the cost of dual 
pressure and additional stress. However, this stress often results in detrimental effects on 
satisfaction with life and work and adjustment in general. The top most needs for all work-
ing women today are social and organizational support. These include women friendly work 
policies - like flexible and work from home, cooperative home environment and assistance 
for housework, stress relief programs like yoga, overall change of attitude towards house-
work. (Desai et al, 2011).

The future organizations should create a conducive environment where the workforce have 
members of diverse backgrounds and the members of these workforces should accommo-
date the views of others and applaud genuinely, Clearly, it is important for organizations to 
commit to diversity, to review targets and networks, and to find innovative ways of tackling 
bias. Even more critical to success is training and development, both in building the skills of 
assessors and encouraging managers to reflect on their own behavior. Without this missing 
link, it will be difficult for organizations to effectively translate their policies, procedures 
and targets into actions (Agrawal, 2012).

Interviews of Indian women leaders from service, manufacturing and financial services in 
India revealed their positive experience in progression through the organization, despite a 
traditional culture that might have suggested otherwise. They have been successful owing 
to the interplay of organization and familial support, coupled with a strong personal drive 
to succeed (Nath D. 2000).

Gupta and Saran 2013, conducted a study to dimensionalize the impact of economic lib-
eralization in India, with reference to the forcer, shaping the opportunities and pathways 
for women leadership’ The findings of this study based on the interviews of ninety women 
trendsetters across various leadership positions in corporate India affirm the significance of 
individual factors like ‘Zippie Orientation’, ‘Swaraj Orientation’, ‘Large Raho Orientation, 
organizational level factors like ‘Walk with the Movers’, ‘Home away from home’, the 
World’ and also talked about family level influences. (Gupta and Saran 20l3).

Gender Pay Gap

The latest Monster Salary Index report, (2017) provides a wage analysis based on a dataset 
covering the years 2013, 2014 and the first three quarters of 2015.The report is based on 
data collected from the paycheck.in salary calculator and the Monster salary index across 
eight different sectors. On the whole, the report finds that the gender pay gap in India is 
25.4 percent.
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This means the median hourly wage for a woman is 25.4 percent less than the median 
hourly wage for a man. 

According to the report, some of the reasons behind gender pay gap could be the 

•	 Preference for male employees over female employees, 

•	 Preference for promotion of male employees to supervisory positions 

•	 Career breaks of women due to parenthood duties and other socio-cultural factors.

Indian Best Practices
S 
No

Company Best practices Description

1 ADP Pvt.Ltd. The ADP Mentoring frame-
work for women leaders

Aimed at preparing a strong 
talent pool of women leaders 
through a formal mentoring 
channel.

Rendezvous with MK pro-
gram

ADP sponsored Women in 
Leadership (WiL) program

Open house session for wom-
en associates conducted by 
the Managing Director to sen-
sitize women leaders and to 
widen their business horizon 
in order to take up challenges 
in senior roles

2 Shell India 
Markets Pvt. 
Ltd.

Project Re-Energize A re-entry program for wom-
en on a career break, has ex-
panded from being a pilot to 
being implemented across the 
Downstream

Exclusive referral drives 
for women

Maternity Leave Policy

Part time Working Policy 
Child Care Policy

Sabbatical Policy

Targeting 50% women for 
campus and experienced hires 
while also sensitizing organi-
zation to embrace diversity



29

3 PepsiCo India 
Holdings Pvt. 
Ltd

Balanced Gender Represen-
tation through Supporting 
Working 

Implementation of work flexi-
bility policy and Location free 
roles enable caregivers to man-
age multiple responsibilities 
with ease 

Caregivers onsite              
day-care at PepsiCo India 
Region HQ             

Working Parents are extended 
support with onsite day-care 
at PepsiCo India Region HQ. 
In addition, tie-ups have been 
established with day-care cen-
tres across 4 primary locations 
across India

MatCare4U Working mothers are supported 
through their maternity leave 
with automated portal - MatCa-
re4U.

4 Capgemini 
Technology 
Services India 
Ltd.

Gender balance program- 
WINSPIRE

Ensures equal growth opportu-
nities and favourable working 
conditions, enabling them to 
achieve their career aspirations 
and organizational milestones.

1. WLDP (Women Lead-
ership Developmental 
Program)

2. ICP (Intentional Ca-
reer Pathing Program)    

3. Global Mentoring pro-
gram; Corporate Ex-
ecutive level Diversity 
award

4. Career-come back ini-
tiatives

5. Be The You campaign

6. Care Nine Programs 

7. flexi work option 
framework.

Capgemini is gender indepen-
dent; retention of talent by 
enabling job continuity and sen-
sitization of the environment in-
cluding infrastructural facilities; 
developmental programs for 
women. Corporate Awareness 
campaigns of their commitment 
for gender balance externally 
and internally

Source: Compiled by authors Available at https://www.avtarwomen.com/asset/bcwi/
report/171110_BCWI-2017-Report-Final-LowRes.pdf Accessed on 12th July, 2019  
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Global Best Practices
S.no Company Best practices Description
1 Deloitte and Touche Women’s Initiative 

(WIN)
Initiative to retain, develop and 
advance women leaders with 
diverse development programs 
targeting female talents across 
the organization from entry level 
to higher positions. 

Mass Career 
Customization 
(MCC)

Program that transforms the 
traditional corporate ladder into 
corporate lattice, and addresses 
flexibility and career-life fit

Vigorous 
Measurement

The leaders in each business 
function and enabling service 
are accountable for progress 
on career sponsorship, client 
deployment, and leadership 
succession. Goals and actions 
for specific strategic areas are 
measured through metrics

2 P&G Vigorous gender 
diversity program

Appointed 5 women to the board 
(5 out of 10), with each one of 
them been on Fortune’s Most 
Powerful Women List

Program to set 
robust goal and 
metrics.

It has designed a thorough 
analysis process to measure 
and track performance 
metrics for female retention, 
promotion and leadership 
development improvements, 
with clear personal and team 
accountabilities. 

Initiatives to close 
gender gaps

Hires enough women at entry 
levels. Conducts leadership and 
mentoring programs to develop 
female leaders

3 PricewaterhouseCoopers’ 
(PwC)

Developed trends in 
the way women are 
promoted

frequently recognized such as 
Aurora’s ‘Where Women Want 
to Work’

Gender diversity 
initiatives

offering childcare voucher for 
the first year after return to work

Full Circle which allows employees who 
have decided to separate from 
the firm to stay connected

Women’s Survival Course  in Europe which 
focuses on conflict management, 
influencing skills, and 
understanding stereotypes.
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Source: Compiled by authors from information available from various sources. 

Gender equality
There has been low representation of women at workplaces in India. It is a global predicament 
but it is far more prevalent in India. The ‘Global Gender Gap Report’ (2017) released by 
the World Economic Forum (WEF) presented a gloomy picture in terms for gender equality 
at workplaces in India. The country ranked a low 108 out of 144 countries on the gender 
equality scale, slipping from 87 in 2016.

According to a report by McKinsey & Company on advancing of women’s equality in the 
Asia-Pacific region, women make up for only 25% of the total workforce in India.The report 
pointed out that a mere 10% increase in women workforce in India could add $770 billion 
to the country’s Gross Domestic Product in the next seven years.

While there have been challenges in this regard, corporate in India are now actively looking 
to make their workplaces more inclusive for women. Inclusiveness and diversity are now 
key factors when it comes to hiring. And it is not limited to just hiring, HR policies are being 
devised to make women more comfortable and safe at workplaces.

Conclusion:
Women constitute 18.95 per cent of the workforce in the organized sector in India (ILO, 
2017). With women becoming such an integral part of the workforce, managers must ex-
amine their reliance on stereotypical views concerning women. Females are successfully 
performing in traditional male dominated professions. She has travelled a lot from the four 
walls to a successful career, but examples and exceptions cannot make history. Gender is a 
socio-cultural phenomenon and organizations are a key aspect of a given culture. Organi-
zational analysis needs to take into account the relationship between gender, gender stereo-
types and organizational life.
No country can make progress if it locks out a half of its population. Increasing contribution 
of women in the workplace would call for increasing contribution of men at home. Sheryl 
Sandberg said “A world where half our homes are run by men, and half our institutions 
are run by women, would be a far better world!” Equitable hiring is fundamental to bring-
ing men and women to the same footing. Only then shall a discussion about retention and 
growth of women at workplace matter.
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1.  Introduction
More women have entered the workforce than ever before, however their representation in 
senior leadership positions remains low (Natalie,2017). Research evidence suggests that 
the career paths of men and women begin to diff er after a point (Davidson & Burke, 2012). 
Consequently, a number of women, dissatisfi ed with their advancement opportunities, leave 
their corporate careers mid-way or stagnate at junior or middle level positions (Kottke& Agars, 
2005). According to Catalyst (2018), men are two to three times more likely to be in a senior 
management position than women. In Standards & Poor’s(S&P) 500 companies around the 
world, there are 36.9% fi rst/mid-level women managers, however, women occupy just 4.6% 
of CEO positions. The under representation of women in senior management and corporate 
board over recent decades has become an area of concern for organizations, economists, 
policymakers and the society (Jonge,2015), and has received scholarly attention only in the 
recent past. The talent shortage has made it imperative for companies to leverage the female 
talent to the maximum potential by attracting, retaining and advancing women (Williams, 
Kern & Waters, 2016). A lot of women leave their careers mid-way and at critical stages, 
which entails considerable loss to the organizations because of the investment they have 
made in their development (Van der Walt, Ingley, Shergill&Townsend,2006).Apart from 
egalitarian considerations, there is also a strong business case for women in the workforce, 
specifi cally at senior positions in the organizations (Wiley, Monllor-Tormos,2018) as  women 
bring diff erent viewpoints to the table, diversity in creativity, diverse market insights, and 
wider range of skills that enable superior problem solving and decision making which in turn 
help fi rms to improve performance (Konrad, Kramer &Erkut,2008). Also, a growing body 
of research has been focusing on the benefi ts of having gender diverse boards and women 
in decision making positions(Jonge,2015), thus seeking to understand and overcome the 
disparity at top, becomes important. Leveraging and advancing female talent is no longer an 
option but also an economic necessity today, because of the ageing population, and women 
constituting half the population, it becomes imperative to tap the female potential (Corkery, 
Taylor & Hayden,2018). A world bank report explains how the productivity of a nation rises 
by 25% when the barriers to career advancement of women are completely removed.

 Despite the barriers and challenges faced, there are some women who have reached 
leadership positions during the past few years.The present study attempts to explore and 
analyze the conditions/experiences (personal & organizational), that have facilitated these 
women’s career advancement despite the seemingly intractable barriers.
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2. Literature Review and Research Gaps

Literature reveals a number of factors that act as barriers to career advancement of women 
in management (Valian,1999; Eagly& Carli,2007; Rhode & Walker,2008; Barreto, Ryan, 
Schmitt,2009; Burke &Major,2014; Naff,2018), thus leading to fewer women in higher ranks 
and important decision-making positions in the corporate world. Glass Ceiling (Davidson 
& Cooper,1992) is identified as one of the main barriers hindering the advancement of 
women. Glass ceiling effect implies, other things (education, qualification, experience) 
being equal, a person is at a disadvantaged position because of the gendered perceptions or 
notions (Ragins, Townsend, Mattis,1998). The term glass ceiling was coined nearly 40 years 
ago but researchers have found that it remains relevant even today (Davidson & Cooper, 
2007). Other barriers that have been identified and researched include namely, stereotyping 
(Ridgeway,2001; Feugan, Bienat, Haines &Deaux,2004; Wallace,2014),old boys’ network 
(Michailidis, Morphitou, &Theophylatou, 2012),masculine traits associated with leadership 
(England,2010; Powell,2012; Bark, Escartin, Schuh& Dick, 2016). Researchers have also 
identified several organizational factors that act as barriers to advancement for women like 
tokenism(Oakley,2000); organizational culture (Bajdo& Dickson,2001). 

At present, the barriers and challenges that women face have been well researched (Glass 
& Cook,2016), however the facilitators that have, and can help women rise above the 
odds,are an under- researched areas and require greater attention (Wellington et al., 2013; 
Broadbridge&Fielden,2015). 

In the Indian context, women constitute about 48% of India’s population (Ministry of 
Statistics and Program Implementation, 2016), their ability to participate and progress is 
important to future of India’s economic development (Jonge, 2016). Also, more women are 
opting for management studies, but most of them are stuck at junior levels (Bagati& Carter, 
2010).Research on professional women in India shows that work and family dilemmas are 
often different from those reported by women in the West (Sekaran 1992; Naqvi,2011).
Compared to their counterparts in other parts of the world, women in India, being a patriarchal 
country, face more challenges in managing their work and life (Buddhapriya, 2009; 
Ghosh &Narendran,2017), which also effects their well-being(Chawla & Sharma,2019; 
Sharma & Sharma,2015). Further, Indian women leave their career much sooner and in 
large numbers than professional women in other Asian countries (Francesco & Mahtani, 
2011; Messner, 2017). Only 3% of women hold top positions in executive committees in 
India Inc. Against this, the comparative figure is 10% in Europe and 14% in the US (Grant 
Thornton India, 2016). In comparison to other countries, India stands at an advantageous 
position in terms of growing youth population, whereas others face the problem of ageing 
population (Chandrasekhar, Ghosh &Roychowdhury,2006). However, India is not able to 
leverage this demographic dividend because of low labor force participation of women 
(Sen, 2015). Additionally, Indian women experience the “double-bind” more strongly than 
women in other countries, because the culture and traditions demand her to be a housewife 
as well as perform well at her workplace(Chawla & Sharma,2016).While a few changes are 
observed with the Indian women being more educated and entering into diverse fields, and 
the parents’ attitudes shifting specially in the urban middle class(Nath,2000), a lot remains 
to be achieved to bridge the gender disparity in the workforce.
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3.Research  Objective

The research objective for the study was to identify the personal and organizational 
facilitators for career advancement of women in top management

4. Research Methodology

The leadership journey of women holding senior positions in organisations is likely to be 
different; thus, with a view to gaining insight into this complex phenomenon, a multiple 
case study research was adopted, which is a suitable methodology for the exploration 
of a contemporary phenomenon in its natural setting (Yin, 2011). Twenty one women in 
leadership positions from services and manufacturing industry comprising healthcare, 
telecom, consulting, defence, banking and oil and gas were chosen as cases to encompass 
a variety of industries to obtain a comprehensive picture of personal and organisational 
facilitators to women leadership. They represented different functions, namely finance, 
human resources, marketing, corporate communications and operations. The unit of 
analysis was an individual; there have been case studies earlier on individuals as cases (Yin, 
2011). All the cases have been purposively selected, as they offered contrasting contexts 
and situations representing different industries, sectors and functions in corporate India. 
Each case was studied intensively, and each case has typically generated large amount of 
information relevant to the objective of the study (Miles and Huberman, 1994). This was 
done through face-to-face in-depth interviews and the data was analyzed using thematic 
analysis and Miles & Huberman framework. 

5.Results
The analysis of data in the study led to the identification of themes which can be categorised 
as personal, social and organisational. Each of the themes was identified after an in-
depth case analysis for each woman leader in the context of the research question. The 
organizational facilitators recognised by the women were a) top management’s commitment 
and support that included unbiased attitude, meritocratic culture, formal and informal 
mentoring programmes, challenging role and functional training to upskill  women b) 
Policy interventions and right perception around policies that includes not only having 
policies but sensitising and creating the right environment to even avail the policies. The 
social facilitators that the women considered important for their career advancement were 
a)family support in which the spouse’ssupportand in-law’s support played a very important 
role, b) peer support was another important facilitator recognised by women that included 
support from peers at  office and also friends. The personal facilitators identified women 
can be grouped as a)having hope in challenging times to overcome them, b) always have 
the confidence of believing in oneself when there is doubt over their performance, c) being 
resilient to never give up and keep fighting the odds and d) keeping a positive and optimistic 
attitude. 

6. Summary
The study identifies  the strategies and facilitators required to overcome the challenges in 
the career advancement of women professionals. The study identifies individual resources 
that can help women cope with the challenges at work by being more resilient, hopeful 
and optimistic. The study also brings forth a very important aspect,  that is , it is not only 
mere presence of gender equity policies but also the right perceptions and environment to 
implement as well as avail these policies of primary importance for women to thrive in 
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organisations (Sharma & Sharma, 2015).The findings of the study can be utilised by the 
organisations to develop and retain female talent which is a focus area in today’s dynamic 
business environment, when need for gender diversity is widely acknowledged by top 
management in the organisations. The organisations can use the findings with respect to 
facilitators to design various human resource development interventions like behavioural 
and skill training opportunities of women to develop the behaviours identified in the duty 
,as a means to facilitate career success. The organizations can further work on not only 
improving their gender equitable policies but also make headway in creating positive 
perceptions of availing the same.Organizations can take cognizance of the importance of 
social support and create support systems in terms of child care in and around office space, 
create a culture to encourage peer support groups for both men and women to balance work 
and home in demanding times.
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For most people, work is hard enough without pushing even harder. Those extra steps are so 
difficult and painful they almost never get done. If great performance were easy, it wouldn’t 
be rare. Which leads to possibly the deepest question about greatness what is it that can 
accompany handwork, determination and patience???  Its POSITIVE BEHAVIOR. Positive 
work behavior is the best tip for moving up the corporate ladder and will seem effortless. 
This is because you do what is right and focus on the positive. Bosses will notice and when 
the right time comes, the promotion you want is just a natural next step. 

Keep the following tips in mind if u wants to move ahead!

•	 Network with the key people. Do not miss a single opportunity. Participate actively 
in office events and parties, volunteer to represent your company wherever possible. 

•	 Determination to succeed/single-mindedness whatever it takes. Try not to be 
dependent on others. Try to work independently and report your progress time to 
time to your boss. Take advice, but don’t be o burden on others.

•	 Have an impact. Be flawless in your language and dressing. Know that you are 
judged at all times. Being impeccable when it comes to dressing doesn’t mean 
expensive clothes. It simply means to dress well. Being impeccable with your 
language doesn’t mean using bombastic words. But using simple language, and 
not being vulgar.

•	 Taking more risks than others. Do what you normally do, but try and pick up some 
challenging projects once a while. Maybe something which can bring u into the 
limelight!! But, please do be sure that you can actually accomplish it!! If u can’t…
wait for the right one which you can handle.

•	 Being active and fast-moving. Regardless of how junior you are in an organization, 
you must come forward and share whatever ideas you may have. Sometimes 
the things can very boring and repetitive, new ideas can surely bring in a lot of 
enthusiasm and u sure will be noticed! Bring attention to the problems others have 
not seen in a decision.

•	 Getting visible. Take the initiative to start something. It does not always have to 
be work oriented. It can be something fun or informal. For example, if you know 
some of your colleagues enjoy music, you can have a music club or music library 
where people can exchange music etc. you sure will attract a lot of attention this 
way

If you are not Networking….you are not Working!!

Lt. Rita Gangwani

Pageant Coach, Personality, Development Mentor
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•	 Be an interested party in things involving your department. Do not cut yourself 
away if you don’t like something. If u supports others today, they too will support 
you tomorrow. Do not always focus on the tangible benefits when working. Some 
of your good behavior may not have immediate tangible benefits but in the long 
run, helps you in moving up the corporate ladder. Commitment to your colleagues 
and team is a must. 

•	 This positive work behavior means to have a sound moral character. Practiced at 
its most basic level, it can be as simple as not talking bad about a colleague and 
gossiping. Do not be drawn into wrong doings like cutting corners. Be honest in 
your dealings with colleagues, clients, business partners and suppliers

•	 Have a balanced life outside work.  Try not to mix the two

•	 Be Flexible. Willingness to change direction, do what it takes, let go of personal 
agenda, and swallow pride, all for the greater good and the overall health of the 
business. Also being a team player when it counts most. There’s a maturity factor, 
for sure. This is the trait that surprises people most.

Whether they know it or not, these are some qualities top executives look for in their 
employees. They’re not necessarily the obvious or most common traits; rather they’re 
qualities that truly distinguish potential go getters from their peers.

 It’s easy to let the fear of making the wrong decision or fear of judgment by others prevent 
you from making decisions, which are both a sure path to unhappiness. When you look your 
fears in the face you gain strength, courage and the confidence to turn your dreams into 
realities. It does not take much strength to decide WHAT to do, but it requires great strength 
and tenacity to actually DO things.
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Introduction

Economy and business world over have undergone a transformation. Competition in market 
has led the world into a new marketing environment. Marketing has become inevitable for 
survival of the firms. Price, competitiveness, quality assurance and customer service have 
become vital components of a business. Business today cannot succeed by only supplying 
products and services, but has to be seen from the customer’s point of view. Therefore, success 
now depends on the firm’s ability to create, retain and make the firm think of customers and 
act like customers. Hence, understanding of the consumer’s behaviour is a crucial and ever 
changing mission for managers today. Consumer behaviour is the most complex, dynamic 
and rapidly changing aspect of marketing which is affected by multiplicity of factors at a 
given point of time which are difficult to analyse.

Consumer Behaviour

Schiffman&Kanuk (1997: 648) define consumer behaviour as: ‘The behaviour that consumers 
display in searching for, purchasing, using, evaluating, and disposing of products, services, 
and ideas.’ Schiffman&Kanuk elaborate on the definition by explaining that consumer 
behaviour is, therefore, the study of how individuals make decisions to spend their available 
resources (time, money, effort) on consumption-related items. It includes the study of what, 
why, when, where and how often they purchase and how they use the purchased product. 
In addition, it encompasses all the behaviour that consumers display in searching for, 
purchasing, using, evaluating and disposing of products and services that they expect will 
satisfy their needs.

Gender Buying Behaviour

Gender plays a pivotal role in consumer’s behaviour. According to Mitchell and Walsh 
(2004), males and females want different products and they are likely to have different 
ways of liking and obtaining. In today’s world there are plenty of gender based differences 
which are observed by the marketers in almost all the product preferences. The differences 
between men and women about expectation, want, need, lifestyle etc. reflect on their 
consumption pattern. Solomon et al (2010) suggest that, products are androgynous; they 
take on masculine or feminine characteristics.For example, Barbies for girls and Hotwheels 
for boys. There is an enormous difference in the perception, mind-set, buying behaviour, 
with men giving significance to luxury and leisure objects - music systems, video games 
with more of rational appeal in their buying behaviour. On the other hand women normally 
buy products which are linked to self-expression, which make them look good like hand 
bags, shoes, dresses and gifts etc. 

Understanding Women Consumer Behaviour 

Dr. Prarthana Kumar
Assistant Professor

Institute of Public Enterprise, Hyderabad
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‘Throughout history, consumption has been gendered and consumers have relied on gendered 
products and brands as props to perform their gender identities’ (Avery, 2012). Milner and 
Fodness (1996) observed that several sex-typed products could be marketed effectively on 
the basis of possessing a specific gender quality. Fournier (1998) stated that consumers 
relate to brands as much as they do to their friends or partners. Therefore, brands tend to be 
associated with human personality traits such as masculinity and femininity. Masculinity 
and femininity are key characteristics of brand personality, which has been defined as ‘the 
set of human characteristics associated with a brand’ (Aaker 1997). 

Women Consumers

Women drive the world economy and their economic power is truly revolutionary, 
representing the largest market opportunity in the world.In both emerging markets and 
developed nations, women’s power of influence extends well beyond the traditional roles of 
family and education to government, business, and the environment.Globally, Women drive 
70-80% of all consumers purchasing, through a combination of their buying power and 
influence and control almost 80% of the household spending. They make the final decision 
for buying 91% of home purchases, 65% of the new cars, 80% of health care choices, and 
66% of computers.
Today’s Indian woman is no longer confined to the role of a ‘homemaker’, but is the ‘Chief 
Purchase Officer’, controlling 85% of all purchase decisions. She has accomplished this 
financial freedom by her sheer ability to compete in the male-dominated world. The New 
Indian Woman (NIW) is a hard-working, multi-tasker who juggles her role as a homemaker 
and a professional. NIW holds more than 25% of the white-collar jobs in sectors like IT, ITES, 
Pharmaceutical, biotechnology, market research, financial services, advertising, marketing 
and media. About 45.9% of all enrolled undergraduate students in India are women and 
40.5% of all enrolled PhD students are women. These new descriptions of Indian women 
(empowered and economically independent) have connotations for the marketers, as her 
consumption pattern has changed. Most of the marketers know that ‘women are different’. 
Not all females are women, some are girls; not all women are moms; not all moms are 
women; they may or may not be ‘forever young’. What is important to analyse are the 
multiple roles that a female plays in her everyday life. 

Based on the socialization of men and women, women are perceived to be internally focused 
and often talk to connect and relate to others, whereas, men are perceived to be externally 
focused and often view situations as issues to be resolved, they talk to inform others. Women 
are considered to be warm, expressive, compassionate, and understanding. People feel more 
positive toward women than men and, also, prefer to like women to men (Eagly&Mladinic, 
1989). This paradigm of the differences between men and women are passively accepted by 
marketing practitioners around the world. Obvious sex differences exist, not just because of 
genetic reasons, but quite often due to cultural variations (Teather 1995). Every marketer 
today has realized this fact and hence gender has become one of the major factors and basis 
of segmenting a market and targeting the customers.

Differences in Problem Solving 

Men and women approach problems with similar goals, but, with different considerations. 
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While men and women can solve problems equally well, their approach and their process 
are often quite different. For most women, sharing and discussing a problem presents an 
opportunity to explore, deepen or strengthen the relationship with the other person. Women 
are usually more concerned about how problems are solved, than merely solving the problem 
itself. 

Most men on the other hand are less concerned and do not feel the same as women when 
solving a problem. Men approach problems in a very different manner than women. For 
most men, solving a problem presents an opportunity to demonstrate their competence, their 
strength to resolve, and their commitment to a relationship. How the problem is solved is 
not nearly as important as solving it effectively and in the best possible manner. Men have a 
tendency to dominate and to assume authority in a problem solving process.

Gender Difference and Purchase Process

According to “Girrrl power and boyyy nature: the past, present, and paradisal future of 
consumer gender identity” by (Kacen, 2000), consumption has always been gendered. Most 
of the products made currently have a specific gender type, some have masculine features 
and some have feminine features to them. Products’ gender is created and sustained by the 
marketers. 

Research suggests that shopping is a more exciting activity for women, than for men. Women 
feel more independent when they do shopping, in agreement with men. Another point to be 
noted is that men and women are different, women consider shopping as a social need, 
whereas, men give more importance to the main function of a product instead of secondary 
function.

According to the research by Davis and Rigaux (1974) wives were found to be dominant 
during the problem recognition and information search stage for ‘traditional’ female products 
like home furnishing, appliances, cereals etc., whereas, husbands were found to be more 
dominant in the information search stage for male dominated products like automobiles, 
television sets, razors, etc. Gender has been identified as a factor influencing information 
search and other meaningful consumer behaviour constructs (Putrevu 2001). Men and 
women consumers evaluate messages in advertisements differently.

The selectivity model by Joan Meyers-Levy suggests that men and women exhibit different 
searching patterns. Men tend to go to the most salient cue, while women tend to comprehend 
all information available. According to Haas 1979, Meyers-Levy &Maheswaran (1991), 
females are more subjective, intuitive, comprehensive, and relational processing, while men 
have more logical, analytical, selective and item-specific processing. 

Males’ selectivity and item-specificity predict that they may search less comprehensively 
than females and focus on certain information sources and topics. For decision making, 
women also use other people’s opinions to help make their own decision, while men use 
other people’s decisions to help them form their own opinion.

One specific aspect of gender difference in purchase decision is the factor of time. Men tend 
to make their purchasing decisions based on immediate needs, and how well the product or 
service satisfies the current and immediate future needs. Long-term considerations seem to 
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play little part for men. For women, however, this trend is almost reversed, the long-term 
considerations, and the reusability of the purchase over time, is a stronger factor in the 
woman’s purchasing decision than instant satisfaction.

When it comes to actually making the decision, women generally make purchase decisions 
on a more emotive level, whereas, men go more with the facts and data. In a study titled, 
‘Men Buy, Women Shop’, researchers at Wharton’s Jay H. Baker Retail Initiative and the 
Verde Group, found that women react more strongly than men to personal interaction with 
sales associates. Men are more likely to respond to more utilitarian aspects of the experience 
-- such as the availability of parking, whether the item they came for is in stock, and the 
length of the checkout line.

Scherhorn, Reisch and Raab (1990) showed that women usually buy clothes, shoes, jewelry, 
books and other goods with a highly visually attractive appearance. On the contrary, men 
prefer buying items, which are more prestigious and expensive often demonstrating their 
ability to afford the item. Cars, technical appliances and sport equipment serve this purpose 
well and provide good support for a man’s self-worth.

Williams and Best, (1990) strongly considered women as being warm, expressive, 
compassionate and understanding. Worth, Smith and Mackie (1992) argued that gender 
identity can be a predictor of consumer behaviour and South and Spitze (1994) proposed 
shopping as a ‘female typed’ task. Buttle (1992) stated that the apparel shopping for women 
is considered to be more attractive since ‘it is an opportunity for self-expression, fantasy, a 
break from the normal routine of shopping and perhaps a little self-indulgence’.

Dholakia (1999) indicated shopping as a gendered activity and a common stereotype 
about men and shopping is that men enter one store, buy what they need, and then quickly 
leave. The research states that men prefer to shop quickly and put minimum efforts, while 
women enjoy shopping and are happily involved to spend a substantial amount of time and 
energy. His research also states that shopping is a major source of relaxation, associated 
with females, but the activity is under pressure due to time limitation, changing social roles 
and technological advances. Though men also play a significant role in shopping activities, 
including purchasing household items, it is usually not a pleasurable activity for them.

Kuruvilla, Nidhi and Nishank (2009) proposed the point that men and women think 
differently, and these gender-specific brain differences show a significant effect on how 
the individual absorb, process and retain information. Gary Mortimer and Peter Clarke 
(2011) identified the store characteristics male and female grocery shoppers consider as 
important and what differences exist between the levels of importance and the shopper’s 
gender. The results demonstrated that male and female grocery shoppers consider important 
store characteristics differently and there are specific characteristics that men and women 
consider more important. Male shoppers considered speed, convenience and efficiency to be 
the most important factors. Female shoppers, in contrast, reported characteristics relating to 
pricing, cleanliness and quality.

SwarnaBakshi (2012) found that every marketer, today, has realized the fact that gender 
has become one of the major factors and basis of segmenting a market and targeting the 
customers. The manuscript revealed that shopping is a more exciting activity for women 
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with respect to men. Female consumers feel more independent when they do shopping 
in accordance with men and women consider shopping as a social need whereas male 
consumers pay importance to main function of a product instead of secondary function. 
SriparnaGuha (2013) conducted a research study to identify the changing perception and 
comparison of buying behaviour for working and non-working women in Urban India. It 
was found that women due to their multiple roles influence their own and of their family 
members’ buying behaviour. The study also revealed that working women are price, quality 
and brand conscious and highly influenced by the others in shopping.

Based on the above conclusion we can depict the differences in men and women in form of 
a pictorial model as under:

Differences in Men and Women Decision Making Process

Conclusion

After going through the previously doneresearches, it can be noted that gender is not only a 
biological concept as being a male or female, but beyond. Looking at gender from different 
dimensions, gender is not only a market segmentation variable, it is also a variable that has 
a strong impact on the decisions. Huge differences lie in the attitudinal and behavioural 
aspects of men and women, due to psychological and physiological differences. Both male 
and female consumers depict completely different behaviours as far as purchasing various 
goods and services are concerned. Marketers need to understand gender based tendencies in 
order to better satisfy the customers.

The gender gap in shopping attitudes may be regarded as somewhat unwelcome for those 
selling to both sexes; it would obviously be more economical to be able to use a common 
strategy. Some marketers believe that it is workable to market to men and women at the 
same time. However, in some cases it seems to be better to consider the gender of the target 
market. The modern marketing relies on gender to help understand and explain consumers 
and their behaviour.
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NOWE @ DMA

The Network of Women Entrepreneurs (NOWE) was launched on Friday 5th October 2018, at Delhi 
Management Association, under the aegis of Women in Management Committee of DMA by 
Padamshree Dr. Saurabh Srivastava, Chairman, India Operations CA Technologies in the presence of 
Ms. Veena Swarup, Former Director HR, EIL and Chairperson Women in Management Committee, DMA,  
Dr. Poonam Sinha, Joint Director, NIESBUD, Ms. Padmaja Ruparel, Co-Founder, Indian Angel Network 
and Mr. Rajan Pandhi, Director DMA and a large number of women entrepreneurs. It is an All India 
Network.

Sitting L to R: Ms. Veena Swarup, Padamshree Dr. Saurabh Srivastava, Dr. Poonam Sinha and Mr. Rajan 
Pandhi
Objectives of NOWE:
To provide women entrepreneurs a platform where they can exchange ideas, learn from each other and get 
appropriate guidance from experts across various stages of their entrepreneurial journey.

NOWE to be a game changer
The network aims at bringing budding women entrepreneurs and successful women entrepreneurs together 
on a platform to facilitate ideation, acceleration and execution of plans with a view to see more women in 
the workforce.

This network will enhance:
	Learning
	NOWE will conduct, at regular intervals, knowledge sharing sessions that will facilitate group 

learning, on how one can move ahead in their entrepreneurship journey. 

	It will help members identify areas of development or tap new innovative ideas in conversation 
with experts.

	There will be workshops and seminars through which members will benefit during their entre-
preneurial journey.

	Networking
NOWE will provide an opportunity to meet and connect with national Entrepreneurs, Venture Capi-
talist, Corporate Leaders and Academicians. This will be a platform to identify synergies that mem-
bers can leverage upon.

	Mentoring 
	NOWE will provide an opportunity to be mentored by industry veterans and senior entrepre-

neurs.
	A focussed event will be planned by DMA to promote mentoring and help members meet the 

mentors to kick start the mentoring journey.
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