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Source: OECD (2005)

21st Century Womenôs Choices - Having it all?

© 2008

If women are forced to choose between career and family, they often 

choose career!
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Women have become a business opportunity

Women today represent:

2. Much of the

Market
1. A Key to 

Leadership 

competitive advantage

3. The biggest 

Talent

opportunity
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1. A Key to leadership competitive advantage

2007
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2. Much of the Market - women as consumers

Å83% of all consumer purchases 

Å60% of internet users (54% in France)

Å60% of new cars

Å80% of healthcare

ÅThe number of women earning > $100,000 has tripled in the 

last decade

ÅWomen will acquire over 90% of the growth in US private 

wealth between until 2010

ÅWomenôs purchasing power has been growing with the 

increased levels of women in the workforce

If you want to understand woman consumer then you 

may want to have women present in management!
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3. Most of the Talent
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3. The Issue: Women at the TOP

© 2008
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1. Different Career Cycles 

Average age for leaving the company

Source : GEF/ Accenture Study, 2003
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2. Different Communication Styles

Bilingual Management:

ÅDonôt push women to become more masculine

ÅDonôt make men more feminine

Understand the differences in order to optimize the two 

halves of talent pool!

Masculine Feminine

Power/ Status orientation Rapport orientation

Whoõs best? All the same

e.g. Boastful e.g. Lack of self -confidence

Minimise doubts Downplay certainty

Direct Indirect

e.g. Questions when know e.g. Questions when donõt

Deborah Tannen, Speaking Nine to Five



-10-


