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GENDER DYNAMICS
NENE MOLEFI
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Women across the world  are still 

asking these questions in 2018:

• Why don’t  we have equitable representation 
of women in our companies?

• Are there any additional  benefits that women 
bring to leadership positions?
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FINANCIAL PERFORMANCE

3000 companies across the globe

For large cap stocks 
(greater than US $10 
billion) the share price 
of companies with 
women directors out 
performed those 
without. This amounts 
to a compound 
excess return since 
2005 of 3.3%. 

In a like-for-like 
comparison, 
companies with at least 
one woman on the 
board, performed 

better over the 9 year 
period than those 
without any. 

Credit Suisse Research Institute, 2014
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WHY HAVING WOMEN IN LEADERSHIP MATTERS

Groupthink was the #1 reason 
the IMF missed the financial 
meltdown, according to the 
Independent Evaluation 
Office.

By encouraging women to talk openly, with men who are now more 

informed and receptive, we have already seen dramatic productivity 

improvements in teams. – Terri Kelly, CEO , W.L. Gore  

Collective intelligence is a 

function of gender balance 

• Studies have found that 

gender and culturally diverse 

management teams 

outperformed homogenous 

teams during the downturn. 

http://www.washingtonpost.com/national/on-leadership/powerful-women-in-washington/2011/11/07/gIQAdXUovM_gallery.html
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D&I Strategy: Diversity Measures / Building Blocks

This looks obvious ….

So why are companies 
not capitalising on this? 
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What stands in the way of 

behaviour change?
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Average learning intervention : 
• How many people make a sustained 

change to their behaviour after a 
learning intervention?
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HOW MANY PEOPLE CHANGE?



9

PG 9

HOW MANY PEOPLE CHANGE?
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HOW MANY PEOPLE CHANGE?
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HOW MANY PEOPLE CHANGE?
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Ebbinghause forgetting Curve
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What we need in order for us to 
change?

Understanding & Belief
Capability & Willingness
Opportunity to try it out
Motivation & Incentives
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CHANGE & TRANSFORMATION IS H3 WORK

ADAPTATION HANDS

Behavioural effort

INCLUSION HEART

Emotional buy-in

INSIGHT HEAD

Intellectual buy-in
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H3 MODEL FOR EMBEDDING DEI

HANDS
Behavioural

Effort
( Adaptation)

HEART 
Emotional Buy-

In
(Inclusion)

HEAD
Intellectual 

Buy – in  
(Insight)

HEAD Compliance : 

I Know what is right & wrong

HEART Belief , buy –in & conviction

I will not exceed the limit because  I have bought into the 
concept of safety.

HANDS Implementation:  

Head only : Letter of the law 

Heart: Spirit of the law
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• WITS : Adding MX to application forms

• Adding one box to the Pronouns Mr, Ms, Mrs – simply extending a range of 
options to create  inclusion ( there are people who  do not identify with 
strict traditional gender norms

• This will create anxiety, push back but its NB to understand that it is a step 
toward inclusion

• UCT : Opted to remove titles in student cards for those who choose to do so

• THINK BACK TO: Cripple , Invalid etc….now we are used to the change in 
terminology

• As you voice your comments: Do remember that you do not know the full story of 
the person next to you

THE CHANGING NATURE OF OUR WORLD
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THE NATURE OF OUR CHANGING WORLD

■ WITS ADDING MX  TO APPLICATION FORMS

■ SIMPLY EXTENDING  THE RANGE OF OPTIONS TO CREATE INCLUSION -
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TWO CHALLENGES 

Challenge 1

Unconscious Bias from decision makers –

most are male in both SA and globally 

Challenge 2

Internalisation of oppression by some 

women
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Challenge 1
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UNCONSCIOUS BIAS

Hidden inclination or preference 

that stands in the way of fair 
judgement

 Without Intention 

 Without Awareness 

 Without Control 

Affects ALL of us. 

Affects ALL decisions we make in a 

‘split second’

• Mostly triggered by primary 

factors like Gender, Race, Age

BIAS DOESN’T MAKE US BAD PEOPLE, IT MAKES US HUMAN
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EXAMPLES OF MICRO AGGRESSIONS

So you are on holiday 
tomorrow?  Sorry, I 

mean ‘working from 
home!’

Let’s be honest. 
Women don’t 

belong here, they 
are nurturing and 

maternal by 
nature

You sound very 
sharp for a Pregnant 

woman

Or Don’t worry she 

just came back 
from maternity, her 

hormones are 
raging
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They appear insignificant but they 

have already had a big impact to 

people’s careers in SA and abroad 
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The media and advertising agencies 

also contribute 
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DO NOT UNDERESTIMATE OUR  COLLECTIVE POWER 
IN CHALLENGING SEXIST MEDIA

Women’s “I Need a Hero” Avengers T-Shirt

After over 1,000 #NotBuyingIt tweets and 8,000 
signatures on a petition, the Disney Store quietly 
removed the women’s “I Need a Hero” 
Avengers t-shirt from their website.

It's a major success and yet another example of 
our collective power in challenging sexist 
media! 

Men’s “Be a Hero” Avengers T-Shirt

Unfortunately the Disney Store continues to sell 
and market the "Be a Hero" t-shirt just for boys

Source: Forbes
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WHO IS THIS CAMPAIGN TARGETING ?

October, 2009
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Back to the workplace
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VIDEO CLIP
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GENDER INCLUSION: 
CONTEXT AND CONCEPTS1. Share examples of gender discrimination you have 
observed in your organisation

2. What was the impact on the person being discriminated

3. What can be done differently next time and by who?

28
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THE GLOBAL GENDER GAP

• The World Economic Forum’s (WEF) Global Gender Gap Index 

tracks educational attainment and economic participation 

and opportunity for men and women.

• Progress on achieving gender parity in education has been 

comparatively high, with a remaining gender gap of about 5%, 

while economic gender parity remains elusive - a remaining 

gender pay gap of 58%.
•

• *Source: WEF Global Gender Gap Index 2017 and Human Capital Index 2017.

• **A reverse in closing the gap, for the second consecutive year since the Index began in 2006, and the lowest 

value since 2008.
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GENDER INCLUSION IN SOUTH AFRICA: A PERCEPTION GAP

• When asked about equal pay, equal treatment, sexist comments, pregnancy and 

career growth and gender-related facilities, approximately 56 - 64% of respondents 

overall felt that their firms handled these issues positively, and 33% to 44% rated their 

firms negatively. 

• However, broken down by gender, 66% of male respondents said that women 

received equal pay for equal work, compared to only 21% of women who believed 

this.  

• Similarly, while 60% of male respondents said that female managers were always 

treated the same as male managers, only 28% of female respondents agreed with 

this.

• This polarisation illustrates that the majority of men are still unaware of the 
experiences of women (both direct and indirect exclusion ) 

• This is as a consequence of our gender conditioning and gender bias.

*Source: Mandate Molefi and Knowledge Resources National Diversity and Inclusion Study 2016.
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The 2017 Pulse of the People report run by market research firm 

Ipsos( global research company) found that, on average, women 

in South Africa earned 27% less than their male counterparts.

The report, which surveyed more than 3,500 employed South 

Africans across various occupations and regions, found that this 

gap was even wider among top earners, with men earning as 

much as 39% more than women at a similar level.



32

PG 32

Early Messages
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MINGLE AND FIND PARTNER

• Question 1: [with someone of the same gender]

• What did your mother or mother figure teach you about being a girl? 

OR 

• What did your father or father figure teach you about being a boy?

NB NB !!

I am AWARE of the binary language I am using: This is about self identification and there will be a series of questions 

about what you were taught that you may or may not agree with but its what we were taught. This is a binary 

awakening exercise 

• Question 2: [with someone of the same gender] 

• For the women in the room, what aspects of being a woman frustrate you? What aspects of being a woman do 

you enjoy? 

• For the men in the room, what aspects of being a man frustrate you?  What aspects of being a man do you 

enjoy? 
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MINGLE AND FIND PARTNER

Question 3: [with someone of the opposite gender]

• For the women, how would you like to have been raised as a girl? What do 

you wish you had been taught? 

• For the men, how would you like to have been raised as a boy? What do you 

wish you had been taught?
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DISCUSSION

1.What are the tips and insights that you want to give me as 

a male colleague?

2.What are the tips and insights you want to give me as a 

female colleague?
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GENDER BLINDSPOTS AND 
GROWING OUR GENDER 

INTELLIGENCE

I raise up my voice — not so I can shout, but so that those without a 
voice can be heard...we cannot succeed when half of us are held 

back. - Malala Yousafzai 

37
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COMMON GENDER BLINDSPOTS & GROWING GENDER INTELLIGENCE

Adapted from Annis & Gray, Work with Me, 2014.

#1  Levels of awareness of gender inequity

His blind spot is in not being aware of how his  behaviour can have bearing and impact 
on the women on his team or his peers, while her blind spot is in assuming his actions are 
intentional. 

#2 How we express appreciation

We tend to give as we would hope to receive. For this reason, it’s important to 
understand how men feel appreciated to understand why they don’t often correctly 
express their appreciation to women. 

Men’s blind spot is in assuming that women want to be shown the same appreciation for 
the same reasons men do. Research data suggests otherwise - recognition for results 
alone tends to work great for most men, but not necessarily for many women, who 
require acknowledgment for intention and effort. 
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COMMON GENDER BLINDSPOTS & HOW TO GROW GENDER INTELLIGENCE

A. Women state that they feel excluded 
through: 

• Their voices not being heard in meetings and 
questions or ideas over-looked or disregarded 
unless restated by a male colleague. 

• Non-collaborative meetings

• Quick decision-making

• Informal men-only networks

• Mentoring and sponsoring programs (formal and 
informal) with men primarily supporting and 
promoting other men. 

• Men avoiding mentoring women for fear of 
misperceptions

B. Situations where men say they feel the 
most uncomfortable with women and 
take extra care not to provoke an 
emotional reaction include: 

 Challenging and having robust debates with 
women

 Giving feedback during performance 
reviews. 

 Careless language including sexual 
innuendos, off-colour jokes, and profanity

 Changing rules of civility such as opening 
doors, lifting luggage or buying lunch. 
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GENDER WITNESSING

1. I had a strong female role model in my life

2. I had a caring male role model in my life

3. As a child, I was encouraged to express my emotions and was allowed to cry without 

fear of being called names implying I was weak, like ‘sissy’.

4. As a child, I was encouraged to engage in physical activity like climbing trees, 

riding a bike, or playing in competitive team sports 

5. I was encouraged to study maths, sciences and technical subjects
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GENDER WITNESSING

1. I had physical fights as a child, and know how to stand my groun

2. I have said ‘No’ and been disrespected

3. I have disrespected a ‘No’

4. I have been subject to, or overheard, offensive language and stereotypes about my 

gender in the workplace, such as being referred to as ‘chick’ or ‘bokkie’, honey,and

laughing along, or being asked to take notes or make tea in team meetings.

5. I have overheard offensive language or jokes about men and laughed along, even when I 

felt uncomfortable to do so. 

6. I have been in situations where it was assumed I was the secretary or more junior than a 

male counterpart of the same level.  
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GENDER WITNESSING

1. I feel free to raise points in meetings, knowing that my opinion matters and I will be heard.

2. I feel free to be direct and assertive without being labelled as aggressive.

3. I can express strong feelings without the fear of being called ‘emotional’

4. I have had to choose, or am worried that I will have to choose, between having a family and 

being successful in my career

5. I feel I have to tone down my femininity to fit into the working environment at work

6. I feel comfortable to be myself in my interpersonal work relationships with colleagues


