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 Wow, has it really been a year since we 
launched our first ever Empowered Women’s 
Newsletter? So much has happened since 
the last edition, we have implemented a 
whole host of initiatives to keep our fantastic 
team engaged, such as the new Total Reward 
package which consists of performance 
related pay opportunity, a wellbeing 
allowance and QSR funded initiatives.

However, one huge (and topical) investment 
we have made this year is within the ED&I 
space. We have partnered with EA Inclusion 
- a global culture, inclusion, and diversity 
organisation - to support QR_ on the journey 
to becoming a leader in ED&I. Year One of 
the 3-year business plan is underway. We 
really have started the year as we mean to 
go on for 2022, bringing two new females to

the leadership team; Julia MacFarlane who 
joined us in January and Eleanor Collins 
who was promoted to Engagement Lead in 
January. Here is a little bit more about them 
and their journeys:
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A foreword by Emma Lloyd

introduction



 

Julia:   

I have over 14 years’ experience in automotive project and 
programme management. I’ve seen all things from all angles! 
I then spent 10 months in FemTech - which gave me the most 
wonderful insight into a new industry and culture. 

In my role here at QR_, I am a Client Engagement Lead, which 
is the combination of an account and project manager. Hav-
ing worked with some major OEMs, and a few start-ups, I 
feel well equipped to support our clients and help accelerate 
their growth plans, whether in business operations, product 
development or an advisory capacity.’

Eleanor: 

The last 5-and-something years at Quick Release have been a 
whirlwind, and a wonderful one at that. I’ve had the luck and 
pleasure to work with EV start-ups, industry goliaths, bespoke 
supercar manufacturers, as well as on a handful of projects 
outside of the automotive scope, both in the UK and abroad. 
The work has always been accompanied with a steep learning 
curve and a fantastic cohort of colleagues, whether it’s been in 
PDM, change coordination, project management, consulting, or 
accounts. In my new role as Engagement Lead, I’m really look-
ing forward to the opportunity to bring that knowledge into one 
place and inspire QR_ and our clients to dream bigger and go 
further in the future!

We are so excited to have these two terrific, fierce women on the leadership team. But for now, back to the newsletter.  

In this edition you can expect to read about a variety of interesting topics ranging from equality in earnings, family and society to 

inspirational women who have impacted the women of QR_’s lives. So, without further ado, I am extremely proud to be introducing 

the 2022 edition packed full of amazing articles written by the truly incredible, intelligent and inspirational women of QR_!  
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as these sections are not mandatory, the 
data populated is limited to those who have 
selected Male and Female as their gender. 
Therefore, we cannot report on any other 
gender selections. 
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1QRIcK STATS

 Emma Lloyd, Romilly Fry

Let’s talk about QR_! How represented are 
women in the business, in typical business 
roles? What are we doing to support this? 
 
We want to point out and stress that we have 
only been able to report on the data that is in 
TheHub [QR_’s intranet and admin tool] under 
the Equal Opportunities section. This section 
is not mandatory so we have only been able to 
report on the data that we have available. We 
have multiple selections of Gender available in 
TheHub, but again,  

HOW REPRESENTED ARE WE?

Quick Release is 30% Female, 81% of those 
women are in the Organisation pillar.

30%

70%



HOW ARE WOMEN SPLIT IN LEADERSHIP ROLES?

QRIcK STATS

Emma, being the only female board member, makes up 9% of the total board. 
24% of our management team and leadership roles are filled by females.

Women in Manger and above roles

Female

Men

24%

WOMEN IN MANAGER AND ABOVE ROLES

Board Level Gender Split

Female Men

9%

BOARD LEVEL GENDER SPLIT
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QRIcK STATS
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AS OF JAN 2022, QR INTRODUCED 51 PEOPLE INTO THE
BUSINESS, 29% OF THOSE WERE WOMEN,  
THE TA TEAM RECENTLY WELCOMED 3 NEW  
WOMEN INTO THE TEAM, MAKING THEIR 40% FEMALE TEAM 
MORE DIVERSE THAN THE ENGINEERING INDUSTRY.

IN 2021 , QR HIRED 127 PEOPLE, 33% OF THOSE WERE 
WOMEN, ABOVE INDUSTRY STANDARD.



QRIK STATS

HOW IS QR_ ADDRESSING THIS ISSUE ALREADY?

As result of our Inclusion audit, we now have a 3-year business plan. The EDI leadership conference has also come off the back of 
this work.

We introduced the Womens Mentorship 
scheme.

Promotion & Progression cycle changes 
to ensure there is no bias and that we have 
a diverse team leading the process.

New and improved Development 
training and structure from appointing 
a dedicated L&D Manager.

Employee Experience project, ensuring 
we are retaining the right people.

Introducing succession planning across 
the business to address our imbalances or 
perceived imbalances to be above industry 
standards.

TA team knowledge shares and process 
reviews.

Introduction of the Special Edition Womens 
Newsletter in 2021, open forum to discuss 
issues and ideas, from the Empowered 
Women’s business working group.
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Let’s start by defining the difference between 
the gender pay gap and Equal Pay Act. 

In layman’s terms, the gender pay gap 
is the difference between the average 
pay of all men compared to the average 
pay of all women in an organisation, 
Businesses of a certain size are required to
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2
How equal is pay today? How 
is this addressed within QR_ 
and the wider industry? 

 Romilly Fry, Natalie Cadotte

report to the government on this to ensure 
there is an understanding of equal pay. There 
is also a requirement to investigate the 
median pay gap, pay quartiles, and the bonus 
pay gap. Where as, Equal pay is paying Men 
and Women the same for equal work.

There are lots of relative meanings to the 
word “equality.” We could be talking about 
economic equality, equality in labour, civil 
equality, natural equality, and political 
equality. We are just going to focus on social 
equality, and specifically pay equality in 
earnings across genders.



So how does this work for QR_ if we are 
globally spread? Let’s break it down by 
country: 

1. The USA does not mandate pay 
transparency or reporting on a national level, 
which means we are not required to report on 
it for our QR_ USA business units (Bernabei 
and Sinisi, 2018).

2. The Australian government require 
organisations with 100 or more employees to 
report out annually (www.wgea.gov.au, n.d.).

3. The German government requires 
organisations with 500 or more employees 
to report on equality and equal pay in 
accordance with the Equal Pay Transition Act 
(Haferer, 2018).

4. Under Spanish laws, organisations 
with 50 or more employees are to report out 
on average salaries paid to their workers 
disaggregated by gender and professional 
group, similar to the UK’s Gender pay 
reporting structure (Laboris, 2021).

5. All UK organisations with more than 
250 people will need to report their gender 
pay gap to the government annually.

QR_ as a whole are not subjected or required 
to report out on gender pay gap as we do not 
fit the criteria in any country we operate in, 
however, we do report on this to the board 
on a global scale and will continue to until 
we hit the thresholds.

So, what is all this about equal pay? Unequal 
pay is paying men and women differently 
for performing the same (or similar) work. 
This has been unlawful in Spain since 2021, 
Germany since 2016, the UK since 1970, 
Australia since 1969 and the US since 1963.

There is a difference between closing the 
gender pay gap and achieving equal pay. 
Surprisingly, it is more than possible to have 
genuine pay equality between genders and 
still have a gender pay gap. With the pay gap, 
it’s more about the distribution of gender in 
leadership.

Boiled down, we would work out the gender 
pay gap by averaging all the salaries of 
women in comparison to averaging the 
salaries of all men. 

HOW EQUAL IS PAY TODAY?

As an example:
  
say we had a company 
with 10 employees, 5 
of whom are women 
and 5 of whom are 
men, including one 
male director. If all 
employees are on a 
salary of £33,000 and 
the director earns a 
salary of £70,000, the 
average salary for 
men would work out 
as £36,667, and £30,000 
for women. In this 
case, there would be 
a gender pay gap of 
£6,667 in favour of men. 
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HOW EQUAL IS PAY TODAY?

Why are the reports just on gender, why are 
we not reporting on ethnicity or disability pay?
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Well, the UK government for one, is talking and debating 
about this topic. A group of MPs (Member of Parliament 
for you non-Brits) have said that there is no excuse for the 
government not to mandate ethnicity pay gap reporting 
for businesses. There seems to be a lot of talk of mirroring 
the requirements the UK currently has for the gender 
pay reporting, which includes a supporting narrative 
and action plan alongside their data (Powell, 2022). 
In 2017, The Equality and Human Rights Commission 
wrote a report on why businesses should report out on 
this ED&I issue. The report made six recommendations 
outlining the action needed by government, in society 
and in businesses to improve equality in earnings 
for women, ethnic minorities and disabled people.  
This has started a wider conversation on whether 
companies are investing in the wrong diversity 
initiatives, and how this can be addressed with a 
focus on unconscious bias in the recruitment process. 
However, this is a topic to discuss further later, maybe 
in next year’s newsletter.

I bet you are thinking,  

How is the industry doing? 

Another important aspect to consider in this conversation is how the gender 
pay gap plays out when the workforce is broken down by industry. Quick 
Release is a leading management consultancy that focuses on clients 
in the automotive sector. It is relevant, then, to consider how large the 
difference is in compensation for men and women in both the Engineering 
and Science industry and within the Agencies and Consultancies industry.

In the Engineering and Science industry, there is no pay gap between men 
and women when you look at each job level individually. This means that 
players in the engineering field are paying their employees equally for 
equal work regardless of gender. The uncontrolled pay gap (calculating 
the median income for women versus men, across all job roles) is much 
more significant, however, with women earning roughly 85% of the income 
than men earn. This is easy to understand when you learn that women 
only make up 39% of the workforce in engineering and science, so there is 
less representation at any level. 



The best way to approach closing that uncontrolled gap involves raising women up into higher levels within their organizations. In the 
Agencies and Consultancies industry, women make 98% of what a man earns when you look at equivalent roles. When you consider the 
median income for a woman and man in this industry at any job level, the gap widens to women earning roughly 82% of men’s income. 
Taking these discrepancies into account on a large scale for this field of work helps inform what position QR_ falls into by default, and 
grounds our efforts for future growth in something real. (Payscale, 2021)

how equal is pay today?
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LOOKING AT QR_

Before we get into the thick of QR_’s gender pay gap report, we want to point out and stress that we have only been able to report on the data 
that is in TheHub under the Equal opportunities section. This section is not mandatory so we have only been able to report on the data that we 
have available. We have multiple selections of Gender available in TheHub, but again, as these sections are not mandatory, the data populated 
is limited to those who have selected Male and Female as their gender. Therefore, we cannot report on any other gender selections. 

So let’s talk about QR_’s gender pay gap report!

QR_ mean gender pay gap: 12 .8%
qr_ median gender pay gap: 10.5%
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Anonymous mean average: 17. 1%

anonymous median average: 16%

Firstly we’ll explain what Median and Mean are and why we’re 
looking at them, then we’ll talk about data. 

Mean average = All of the anonymous companies’ scores added 
together and then divided by the number of scores = (A+B+C)/3

Median average = All of the scores laid out in a list from Lowest to 
Highest scores, with the middle point selected.

Looking at this gives us a more rounded view of the data so we can 
see where we sit as a company overall and in a ranking form.

We had a look at a few of our clients and competitors in both the 
Engineering and Consultancy industry to see how we measure up. 
Not naming names and keeping this anonymous, we have also 
averaged the 5 company scores as a mean and median enabling us 
to compare QR_’s January 2022 snapshot data to their 2021 reports.

Looking at the data averages we’ve collected from competitor: 

That means, we have a smaller pay gap between genders 
when we look at the median and mean data for QR_ 
compared to the Anonymous companies.
Ultimately, this means the gender pay gap exists in QR_. But 
don’t forget what we said at the beginning of the article: 

how equal is pay today?

“it is more than possible to have genuine 

pay equality between genders and still 

have a gender pay gap. With the pay gap, it’s 

more about the distribution of gender in 

leadership.”

With that said, let’s look at pay quartiles.
A pay quartile in terms of the gender pay gap is a report 
where the workforce is ranked from lowest to highest 
paid, then split into four equal groups (quartiles), with the 
percentage of men and women in each group provided. We 
can then see the distribution of gender in these pay quartiles.
Again, let’s look at the mean average for these 5 
anonymous companies and see how we measure.

that doesn’t mean a lot to you right 
now, so let us explain in some more 
detail.
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In the lower, lower middle and upper quartile pay groups, we have a lower percentage 
gender split than the anonymous companies. We have a more equal gender split in 
3 of the 4 quartiles. We are measuring a 3% higher difference in the upper middle 
quartile, however, so we have less gender diversity in that bracket.

how equal is pay today?

What are QR_ doing about this?

The data given above clearly shows that a pay 
gap exists. While we could celebrate the progress 
we have made and the ways that QR_ stands out 
positively, we’d be remiss if we didn’t acknowledge 
the points throughout a woman’s career at QR_ 
where unconscious bias can influence this pay gap.
It’s important to recognise that there isn’t an easy 
fix to this. Some employees may not wish to follow 
the traditional career progression route QR_ have 
historically followed, and we accept that there 
may be reasons why that doesn’t fit all lifestyles, 
capacities or personalities. We are bridging this 
gap by recognising these hurdles and creating 
multiple pathways for employees to choose 
between.

By introducing the employee experience project, 
regular feedback cycles, regular salary reviews, 
the new salary structure for pillars and a myriad of 
other inner workings, QR_ hope to make better and

Anonymous data average % QR_ %

Quartile Male Female Male Female

1 - Lower 63.8% 36.2% 61% 39%

2 - Lower Middle 75.1% 24.9% 68% 32%

3 - Upper Middle 74.3% 25.7% 77% 23%

4 - Upper 76.9% 22.7% 68% 32%

Is there a gap in senior leadership in the industry and is this 
reflected in QR_’s leadership?

Having a look back at our pay quartile chart above, the answer looks like a yes. Not 
to say that this is reflective of the industry, but it is true for the data we have looked 
at. The percentage of women in leadership roles is 22-26% for those 5 anonymous 
companies, and QR_’s is 23-32%.
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more well-maintained pathways into leadership for all genders.

We recognise that this is a long game task. We will be working 
on this for years to come, while carefully analysing our data and 
aligning to better than industry standard.

QR_’s progression and promotion processes have been routinized 
in several aspects – salary and position reviews (specifically within 
the first few job bands) happen every six months, and those are 
open for everyone to apply. While the cadence of these reviews is 
unchanged, there does exist some nuance in the decision making 
where unconscious bias can enter the picture. We do want to clarify 
- it’s crucial for this nuance to exist. The individuality of each 
employee should be appreciated, and the circumstances under 
which each person develops cannot be regimented down to some 
decision tree. At the same time, the differences in the makeup of 
the teams making these decisions and the worldviews that they 
bring into the process where there is room for interpretation does 
create gaps that might favour men over women.

QR_’s responsibility in this, then, is to continually ask where 
gaps in opportunity might grow within the existing process, and 
work to counter them in the moment with an intention to remain 
inclusive built into the training for those who run the progression 
and promotion cycles. The good news is this work is already being 
ingrained in our processes! In 2022, we have introduced unbiased 
decision making training into the April progression cycle and for

how equal is pay today?

the upcoming cycle in October. This means that the managers who 
are taking the lead on progression reviews and decision making 
will be given access to more tools to help navigate these biases. 
Our Learning and Development Lead, Dave Slawson, focuses on 
formalising our training and making sure we have equality across 
the internal systems, where this training lives and is logged.

QR_ hope to make better and 

more well-maintained pathways 
into leadership for all genders 
by introducing:
 the employee experience project
 regular feedback cycles
 regular salary reviews

 the new salary structure for 

pillars



how equal is pay today?
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ARE THERE ASPECTS OF GENDER PAY EQUALITY THAT ARE NEGATIVE THAT ARE WORTH 
CONSIDERATION IN OUR DECISION AND EFFORTS? 

Yes, and we need to acknowledge and consider that we do not want 
to force women who are not ready nor interested into a pay quartile 
where we have gaps to even the score. We have to ensure that we 
are providing support, training, mentorship and a chance for people 
to step into these areas organically.

A natural follow on from this discussion would be to look at how the 
different genders progress through the business. Are there routes 
that are more favourable for men, or less favourable for women? 
Are there different levers that trigger progressions and promotions?

In conclusion, QR_ have done a lot of work in the last 12 months 
to ensure we are actively reviewing, addressing and taking actions 
to ensure we continue to grow, learn and evolve in an appropriate 
manner. We want to remind you that diversity is a statistic. The 
reality is, if people feel included and that they belong, that is most 
important. But, as we are data-focused as a company, we love 
looking at the data and using it to benchmark ourselves and create 
a space for growth and change. 
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3 Molly Pollard, Julia MacFarlane and Helen Crimmins.

How can we support and complement each other in any areas of life? 

It’s no secret that there are still areas in our world that haven’t quite caught up with the concept of equality. Whilst the feminist movement has 
been making waves for quite some time – and there have been many huge changes since it kickstarted in the late 18th century – it is still an 
unfortunate fact that many businesses simply do not see and treat all groups the same. Although the roles of front-line activists are important 
to bring light to these areas of inequality, the behind-the-scenes actions of allies are just as crucial to make headway in ending discrimination 
throughout the workplace, particularly within industries where one group of individuals is continuously favoured at the expense of others.
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Men and women together 
as allies



 

MEN & WOMEN TOGETHER AS ALLIES 

Forbes describes an ally as someone who: 

“supports or empowers another person or 

group” [ 1 ] .
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 Did your boss offer the note-taking role 
to the only female in the room because she’s 
a woman, or does he genuinely think her 
personal skill set is best suited to the task?

 Did your manager intend to sound so 
hostile and patronising to their employee in 
that meeting, or were they simply offering 
their opinion to help?

 Has the only female colleague (or any 
other minority individual in the room) been 
particularly quiet throughout this meeting? 
Have they been included in the conversation 
equally?

It can be difficult to identify moments where your input as an ally is genuinely 

required.

 

Knowing when to step in (and having the confidence to do so) is one of the biggest challenges one may face as an ally. Therefore, to help 

you understand what small changes you can make throughout your working day to help, here are a few different ways in which anyone 

can become an effective ally for all groups in your workplace [2]:

The above situations are all very likely to occur within your work environment.

however, they are often overlooked as normal workplace dynamics. 



3. Acting as an amplifier     

As an amplifier, you should always ensure that praise and credit go to the individual who originally proposed the good idea. Amplifiers 
also encourage members of underrepresented groups within the company to take up space in the organisation, whether that be inviting 
them to speak in meetings where they may otherwise feel isolated or pushing them to take up more visible positions (with their consent, 
of course).

MEN & WOMEN TOGETHER AS ALLIES

1. Acting as a Sponsor 

It is important that sponsors can recognise the strengths and talents that others around them possess. To effectively ‘sponsor’ 
someone, communicate what you think their strengths are, and recommend those who may be in doubt of their abilities for learning 
opportunities and tasks that play to these strengths.

ONE.

2. Acting as a Champion / advocate  

Champions act as discreet advocates for minority groups and individuals who may be overlooked. Ways in which you can champion 
underrepresented individuals at work include directing questions about particular topics to employees with expertise in that area, or 
suggesting those from minority groups for leadership positions and roles that may not otherwise be directed towards them.
These individuals always do their part to ensure equal inclusion of all groups to all events, both inside and outside of work. Actions 
such as checking the invite list for events, planned meetings and other career-building opportunities and making sure that those from 
minority groups are invited, are some ways in which you can be a successful advocate in your workplace.

two.

three.
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MEN & WOMEN TOGETHER AS ALLIES

4. Acting as an upstander 

Upstanders (the exact opposite of bystanders) not only call out degrading and 
offensive behaviour, but also explain their reasons for raising the issue to ensure 
everyone is aware of workplace boundaries. However, it is not uncommon for 
the victim to prefer to keep the ordeal as discreet as possible to avoid unwanted, 
business-wide attention. Whilst actively fighting against discriminatory behaviour, 
it is important that an upstander respects the wishes and needs of the victim instead 
of acting on their own anger. Check in with the victim privately if you’ve witnessed 
something that needs reporting, ask them what they want to do next and make it 
clear that you are supportive of whatever steps they choose to take from there.

four.

5. Acting as a confidant  

Confidants trust that people always have positive intentions – don’t just assume that 
something couldn’t or wouldn’t happen on the sole basis that you haven’t experienced 
it yourself. Listen, engage and ask questions when someone describes an experience 
that you can’t personally relate to, and resist the urge to question the individual, such 
as suggesting they are ‘taking it the wrong way’ or ‘reading into the situation too much’.

five.
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Whilst the list above may seem like a bare 
minimum, practicing these simple prompts 
day-to-day contributes to making your work 
environment more inclusive, diverse and equal 
for all employees. Educating yourself on topics 
and issues that you may not have directly 
encountered - such as bias or stereotypical 
gender roles within the workplace - alongside 
following these prompts is vital to allow yourself 
to grow as an ally. Understand your biases and 
challenge your own internal thoughts - learning 
how to be an ally for any group takes time, and 
you need to be prepared to make mistakes, admit 
you made them and then learn from them [1].
As ironic as this sounds in the fight for equality, 
it is also important to acknowledge that we 
ARE all different: men, women, non-binary 
individuals, people from different religious and 
cultural backgrounds etc., are all extremely 
unique, and we should embrace and celebrate 
our differences! Being an ally doesn’t mean 
giving one group of people ‘special treatment’ 



at the expense of others, and it certainly doesn’t always involve 
spending large amounts of time or money on a particular cause. 
It simply means that you are willing to listen to those who need 
to be heard and offer equal support to people of all backgrounds, 
whilst also recognising that the type and level of support will differ 
between individuals and groups. Again, this is a skill that takes time 
to master, so be prepared to get it wrong before you get it right!

MEN & WOMEN TOGETHER AS ALLIES
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what can companies do?

One major benefit of being an ally is that you will have vast 
opportunities to learn about your colleagues and friends. The 
knowledge and insight you will gain is invaluable, not only when 
it comes to management and leadership, but also for improving 
the diversity and inclusivity – and therefore the output and 
productivity – of your team and wider company. Not to mention, 
the feel-good factor that comes from doing good and being kind! 

 

Taking these steps (no matter how small or insignificant they may seem) to help improve diversity and promote equality within your 
workplace encourages others to do the same, setting off a chain reaction to create an environment where people of all backgrounds feel 
confident that they will receive equal support to grow within their company. Regardless of the size of your actions, each time you make the 
effort to simply listen to someone or help implement a small change to benefit underrepresented individuals, you are paving the way for 
positive change and equality for all groups at work, which can only lead to increased diversity, equality and inclusivity within your company. 
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from 132 business school graduates over an 
eight-year period after graduation. Results 
showed that women who were more masculine 
as well as high on self-monitoring (self-
monitoring being an individuals’ capability 
to accurately assess social situations and to 
project situationally appropriate responses) 
received more promotions. However, 
when women display the masculine traits 
of confidence, tough-mindedness, self-
assurance and aggressiveness expected by

the male stereotype of a successful manager 
too eagerly, they violate the female gender role 
and are negatively evaluated [2]. Masculine 
women are seen as more competent than 
feminine women but less likeable. The aspect 
of “self-monitoring” is associated with 
more promotions among masculine women 
because they can modulate when and how 
they display the assertiveness, confidence, 
and aggressiveness necessary to conform 
to the masculine managerial stereotype.
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4The invisible mindset

 Tasmin Martin-Young, Mara Donora, 
Agnes Papala

THE SECOND GENERATION GENDER BIAS
Catalyst, a global non-profit that helps 
building workplaces for women, describes the 
male leading stereotype as “Men take charge” 
(strong, decisive, assertive) and “Women take 
care” (nurturing, emotional, communicative). 
Olivia A. O’Neill and Charles A. O’Reilly 
define masculine traits as aggressive, 
assertive, and confident and studied their 
impact on both genders [1]. They evaluated 
interviews, surveys and observational data



O’Neill & O’Reilly found that women who 
manage to act like “chameleons” and adapt 
to their environment by switching between 
both stereotypical behaviours received: 

  1.5 times as many promotions as 
feminine women

  1.5 times more promotions than 
masculine men

  2 times more promotions as feminine 
men

  3 times as many promotions as 
masculine women 

There was “no evidence that “acting like a lady” 
does anything except increase the likeability 
of a woman [...] [and that] women with ultra 
feminine traits are seen as less competent in 
traditional managerial settings”. On the other 
hand, women expressing “masculine traits” 
suffered from a “backlash-effect” because 
they violated the feminine stereotype [1].

McKinsey & Co. describes this as the ‘double-
bind’, one of the three invisible mind-sets 
keeping women away from senior levels [3] , 
which HBR calls the “second generation 
gender bias” [4].

It is what Catalyst describes as the “double-
bind dilemma for women in leadership; 
damned if you do, damned if you don’t” - 
“Women leaders are seen as competent or 
likeable, but rarely both”. There is a consistent 
double standard when it comes to gender in 
the workplace, as neatly encapsulated by 
Denise Dudley, author of “Work It! Get In, Get 
Noticed, Get Promoted;” “We’re considered 
to be difficult when we get angry, whereas 
men are perceived as being tough and 
powerful. I ’m going to be labelled as a ball-
buster and men are going to be labelled as 
take-charge” [4]. However, if a women is too 
soft, or ‘ feminine’, she is instantly viewed as 
‘not as competent’ as a more stereotypically 
masculine colleague, but more likeable.

It seems an impossible conundrum; 
ability, authority and leadership are seen 
as masculine characteristics, associated 
with strong, competent and natural born 
leaders. However, when women attempt to 
embody these characteristics they are seen 
as “aggressive, bullish, hard to work with”. 
If she removes elements of her femininity, 
and becomes a “masculine woman” she has
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more chance of promotion, however won’t 
be well liked. How best can we women 
be “chameleons”? Out of this, a narrative 
develops; “to succeed at work, you should 
act like a man, but not too much”.

The observation of how mirroring masculine 
traits in the workplace can lead to success 
gives rise to another “invisible mindset” that 
influences women; clothing. 

There is a myriad of evidence to suggest that 
women’s inclination to dress in certain ways 
in the workplace is largely (even if unnoticed) 
down to men or mirroring the stereotypically 
masculine style of dress. What women 
choose to wear heavily (not solely) stems 
from a desire to a) increase respectability 
from and b) avoid the sexualisation of male 
colleagues. The New Modesty Movement 
“contends that baggy or masculine clothes 
offer a strategy to negate the male gaze in 
public life”.

In her article “The Power Suit’s Subversive 
Legacy”, Angella d’Avignon explores 
how and why throughout history 
women have adopted men’s dress to 
“claim the authority associated with it”.

She divulges that “putting on a pantsuit 
doesn’t guarantee its wearer power. But as 
a symbolic act, it projects a prowess that 
tells the world its wearer means business”. 
In other words, the “suit” in itself is a 
historically “masculine” accoutrement which 
assumes connotations of the successful, 
wealthy, respectable and authoritative male 
working professional. D’Avignon explores 
how overtime women have felt the need 
to adopt this style of clothing in order to 
claim authority, assert dominance and show 
capability in the workplace. Not to mention, 
the “masculine” way of dressing serves as 
a form of protection from sexualisation in 
the workplace, masking natural feminine 
attributes and making women less vulnerable 
to the male gaze [6].

Of course, today, there is less of a definitive 
distinction between what “men” and 
“women” should and shouldn’t wear, with 
gender-neutral styles of dress increasingly 
claiming dominance in mainstream fashion 
Society is also working on destroying the 
expectations surrounding how “men” and 
“women” should and shouldn’t display 
emotions and react in certain situations.
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However, we want to explore if elements 
of this research still play a role in the 
subconscious decision-making of women at 
QR_, a male-dominated data management 
consulting firm with expertise in the (also 
male-dominated) automotive industry. We 
therefore derived the following hypothesis:

A SURVEY ANALYSING SUBCONSCIOUS 

DECISION-MAKING, OR ‘ INVISIBLE MINDSETS’ IN 

THE WORKPLACE

Our survey concentrated on two main 
factors, clothing habits and behaviour in 
the workplace. We asked 54 participants 
(of all genders) what they wear to work, 
if they feel comfortable in it and whether 
they choose a more “masculine-style of 
dress” to be treated more seriously in the 
workplace and to avoid being sexualised. In 
order to analyse behavioural patterns, we 
asked the same group of participants which 
emotions they experience under high and

DO WOMEN AT QR_ FEEL THEY NEED TO 

ADOPT MORE MASCULINE CHARACTERIS-

TICS IN ORDER TO SUCCEED OR ‘BE TAKEN 

SERIOUSLY’ IN THE WORKPLACE? 



low stress situations, whether they suppress 
those emotions, and how they would perceive 
someone else expressing the same emotions 
they stated.

We had an almost equal number of people 
identifying as female (25) and male (28) as 
is shown in Fig.1. Individuals in a leading or 
managerial position (25) or non-management 
(29) were similarly represented. We had a 
strong representation of individuals between 
20 and 30 years old. 

Based on our results the working environment 
can be described as male dominated.

WOMEN AT QR_ DRESS IN A PARTICULAR WAY 

TO AVOID BEING SEXUALISED

Our results revealed two interesting findings; 
there was a large proportion of younger 
women (57% of women aged 20-25) at QR_ 
who felt obliged to dress in a particular 
way in order to avoid sexualisation at work, 
and that contrary to the theory behind 
our hypothesis, generally women (at QR_) 
don’t feel the need to adopt a traditionally 
masculine style of dress to feel as though they 
are treated more seriously or more likely to 
succeed at work (go QR_!) as shown in Fig.3.

YOUNG WOMEN, THEIR CHOICE OF DRESS 

AND AVOIDING THE ‘MALE GAZE’

57% of women aged between 20-25 felt as 
though they had to wear certain clothing 
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to avoid sexualisation at workplace. This is 
in comparison to 17% of women aged 25-30, 
and 20% of women aged 31-40. Why? 

The “subconscious decision-making” that

Fig1: Characterisation of our survey participants based on gender, age, managerial position and work environment.
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8
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women have/exert is clearly influenced by 
their male  counterparts, who they dress in 
a particular way to avoid sexualisation from.

Isolating this statistic and placing it into 
broader society, there is a socially accepted 
tendency to often make instances of sexual 
harassment a “woman’s problem” - that is 
blaming the woman for factors such as what 
she was wearing, the time of day she went out, 
whether she went out alone, what route she

was taking and various other possibilities that 
gaslight women into thinking it’s their fault. 
Instead of tackling the root of the issue, and 
redefining it for what is, a “man’s problem”, 
women are rendered culprits for something 
that they were in fact victims for, being 
asked “what could you have done to prevent 
it”, rather than teaching men that sexual 
harassment is not, and never will be okay. 
Narrowing this down to just clothing, Noeline
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Blackwell, head of the Dublin Rape Crisis 
Centre, said “there is an assumption that the 
way a woman dresses is likely to lead to rape 
or sexual assault”. All over platforms such as 
Twitter, YouTube, online discussion forums 
and Instagram are comments such as “with 
women dressing like that, no wonder men 
are confused”. 

It seems that historically women have been 
conditioned to not dress in a “provocative” 
or “revealing” way in order to avoid sexual 
harassment. But then what does that mean? 

The definition of provocative is “intended or 
intending to arouse sexual desire or interest”, 
whilst revealing is defined as “allowing more 
of the wearer’s body to be seen than is usual”. 
Is highlighting the attributes that make you 
feminine (your breasts, bottom, figure, legs, 
etc.), defined as dressing provocatively 
or revealing? Do women subconsciously 
dress “more masculine” (that is, hiding their 
femininity) to avoid sexualisation at work?

Magnifying this now to why younger women 
feel the need to dress in a particular way to 
avoid sexualisation in the workplace, I draw 
upon the literature of Kim Johnson, SharronFig2: https://mtsunews.com/2018-sexual-asault-awareness-month/
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Lennon and Nancy Rudd, in their research 
article “Dress, body and self: research in the 
social psychology of dress.” The authors 
highlight how in all forms of media it is 
younger females’ bodies that are sexualised, 
objectified and fetishized, thus making 
young women the focus of the male gaze 
and therefore more susceptible to sexual 
harassment [7].

Sexualisation or “sexual harassment in the 
workplace, and in particular unsolicited 
and unwelcome sexual behaviour by men 
towards women, is a widespread and serious 
social problem” [8]. Scholars and academics 
throughout the 1990s have frequently 
investigated how women’s dress is often 
reduced to being the main reason for sexual 
assaults. In a study conducted by Johnson 
and Workman, they explored the likelihood of 
sexual harassment as a function of women’s 
dress. The study involved a model wearing 
two separate outfits to work; “A model was 
photographed wearing a dark suit jacket, 
above-the-knee skirt, a low-cut blouse, dark 
hose, and high heels (provocative condition) 
or wearing a dark suit jacket, below-the-
knee skirt, high-cut blouse, neutral hose, and

moderate heels (non-provocative condition). 
As compared to when wearing non-
provocative dress, when wearing provocative 
dress the model was rated as significantly 
more likely to provoke sexual harassment and 
to be sexually harassed”. So subconsciously, 
it can be assumed that a woman on a daily 
basis is selecting outfits that don’t display 
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her in a “provocative” light - a very subjective 
term with problematic undertones.

BUT DO WOMEN DRESS IN A ‘MORE        

MASCULINE WAY?’

In responding to the question “which out-
fit do you feel most comfortable wearing to 
work”, the top two answers for females were 

4
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88
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Happiness (%)
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46
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Fig3: Dresscode and clothing habits.



“business casual” (36%) and “smart casual” 
(24%). The following examples of this type 
attire are shown in Fig.4. Now, although in 
response to the question “do you feel you 
have to dress in a more masculine way to be 
taken seriously at the workplace?”, 76% of 
women said “no”. I wish to challenge this a 
little bit. In the earlier study mentioned, the 
criteria for “provocative dress” was “above-
the-knee skirt” and “low-cut blouse” - items 
of clothing that might accentuate your fem-
ininity and female attributes such as your 
legs, breasts, etc. This idea was also rein-
forced by the definitions of “revealing” and 
“provocative” modes of dressing incorporat-
ing things like “showing more than usual’’ 
and “intending to arouse”. According to these 
ideas, these types of clothing made females 
more susceptible to sexual harassment, 
whereas the model who was wearing “be-
low-the-knee skirt” and a “high-cut blouse” 
- items of clothing that hide or “mask” your 
femininity was less vulnerable to the male 
gaze. In wearing the latter option to work, 
(as can be assumed females at QR_ choose 
to do according to the results of the sur-
vey), could women implicitly (and perhaps

subconsciously) be hiding the attributes that 
make them biologically female, and therefore 
subconsciously dressing in a “more mascu-
line way” so as to avoid sexualisation at work?

Where did it all start?

Having understood why women feel inclined 
to dress in a certain way to avoid sexualis-
ation, I now will take a slight deviation from 
the main thread of the article. I feel inclined 
to include some of the theories I found in-
teresting surrounding female dress in the 
workplace, where the expectation for women 
to “cover up” their feminine attributes orig-
inates, and the long-term impacts it has on 
women throughout their working lives. One 
theory that I found particularly interesting is 
the idea that the covering up of our feminini-
ty is ingrained in us from school; dress codes 
tailored specifically to only girls whose uni-
form included skirts that had to be a cer-
tain length, trousers that had to be a certain 
style, “moderate make-up”, certain earrings, 
“natural hair colour”. Encapsulated neatly by 
Marinda Valenti, “these restrictions are exe-
cuted with distracted boys in mind, casting 
girls as inherent sexual threats needing to
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be tamed. Dress restrictions in schools con-
tribute to the very problem they aim to solve: 
the objectification of young girls. When you 
tell a girl what to wear (or force her to cover 
up with an oversized T-shirt), you control a 
girl’s body – even if it is ostensibly for her 
“own good” - you take away her agency” [9]. 
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This mindset that has been embedded in us 
since school could be largely responsible for 
the current perception of what people iden-
tify as “easy” or “slaggy” women – women 
who don’t cover up and therefore can be 
taken advantage of. Other theories include 
that of the institutions which encourage and 
groom the “lad culture” or “boys club” men-
tality that runs rife within them, such as uni-
versities, sports clubs and “frat boy” groups 
that validate sexual harassment and glam-
orise sleeping with or taking advantage of 
lots of women. For more information on this 
kind of research, this article provides a very 
interesting read [10].

Emotion in the workplace

As we discussed earlier, women are caught 
in a very difficult crossfire when it comes 
to displaying emotion in the workplace 
and asserting authority. A raft of academic 
research suggests that women are under 
pressure to maintain a cool exterior – 
everywhere from the workplace to academic 
settings – if they want to get ahead, while 
men are rewarded for raising their voices 
and expressing big emotions [5]. There is

generally a large double-standard when it 
comes to men and women emoting at work, 
“Both men and women are held to norms 
of appropriate emotional expression in the 
workplace, but emotional expressions by 
women tend to come under greater scrutiny 
than those by men” [11]. “Women incur social 
and economic penalties for expressing 
stereotypically “masculine” emotions 
because they threaten society’s patriarchal 
barriers against the “dominance of women”. 
However, there is also evidence to suggest 
that if a woman portrays too “feminine” a 
characteristic she is labelled as “soft” or 
“weak”, and not taken seriously by her male 
colleagues. So – what to do? As a woman 
wanting to progress and advance in her 
career but also not wanting to be disliked by 
her colleagues, how do you assert authority, 
behave in such a way as to be taken seriously, 
and respond to difficult situations at work?

A recent survey completed in 2020 revealed 
that “Men are twice as likely to get emotional 
because their ideas weren’t heard” or because 
“they were criticised”. The conclusion of
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the survey was that men are in fact more 
emotional in the workplace than women, 
however the types of emotion displayed and 
the audience that observe this emotion are 
radically different [12]. The survey discussed 
how typically men emote through shouting or 
quitting their jobs when frustrated or feeling 
deflated at work, whereas women were twice 
as likely to cry, with 41% of women saying 
they have cried in the workplace compared 
to 20% of men. Terri Simpkin, a senior 
lecturer at Anglia Ruskin University deducted 
that this is because “men and women are 
socialised to display emotions differently, 
especially at work”. “How we react in the 
workplace is tightly bound to our notions 
of professionalism, capability and status” 
researchers have deducted [12].

Knowing about the existence of a double-
standard we wanted to explore whether 
within QR_ there is a large difference between 
the manner in which men and women emote 
at work or felt they “should” emote at work.

Suppressing emotion at work

Surprisingly, there wasn’t a large difference
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between how men and women displayed 
their emotion at work. Females and males 
both agreed that they should suppress their 
emotions - however, 11 out of 28 (39%)males 
said they wouldn’t suppress their emotions 
in comparison to 7 out of 25 (28%) females. 
In comparing age with the individuals’ felt

need to supress emotion, we observed a 
trend - the increase in age reflected less 
inclination of the individual to supress their 
emotion. 

In the reasons given for suppressing 
emotions only women said they would 
feel perceived as weak (4/25). 8 out of 25 
females and 8 out of 28 males said displaying 
emotions at work is unprofessional and used 
descriptors relating to “being at work”, or 
to “remaining professional” for the client. 
This is not, however, unusual, because 
according to a recent research paper which 
tested male and female emotional output at 
work, “almost 60% of employees said they 
did not feel like they could freely express 
certain emotions they have felt at work” 
[12]. One person stated “they concealed 
their real emotions with a “positive face”. 
This inclination to associate the showing of 
emotion with a lack of professionalism could 
be largely as a result of general workplace 
culture; within this particular study, “30% 
of line managers said they consider the 
expression of emotions at work to be a sign 
of weakness”.
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Regarding the statistic based around a 
slightly larger percentage of women feeling 
inclined to supress emotion over their male 
counterparts, this can be supported by 
Dudley, who found that “Research shows that 
men who get angry at work are perceived as 
strong and decisive, while women are more 
likely to be regarded as hysterical – and, as 
such, may show more restraint than their 
male colleagues” [5].

Looking at potential differences between 
both genders, we saw that women chose 
more likely words related to performance 
such as being taken seriously, showing 
confidence and being in control. In their 
responses, males tended to use reasons 
pertaining to “attitude” and the mindset of 
“staying constructive”. There is it seems, 
an unspoken normalisation of “crying” and 
being “sad/upset” as a weak display of 
emotion, associated with femininity and 
a lack of professionalism – if a woman 
displays these emotions she is “weak” 
and “too emotional”. Whereas, “shouting” 
and “anger” are perceived as strong 
and powerful emotions, the absolute
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emblem of masculinity. 
However, if females 
try to mirror this 
power, they are seen 
as “confrontational”. 
Fiona Hill, former 
senior director for 
Europe and Russia 
at the US National 
Security Council, after 
being ridiculed for 
showing anger in a 
meeting, concluded 
that “often when 
women show anger, it’s 
not fully appreciated. 
It’s often pushed into 
emotional issues, 
perhaps, or deflected 
onto other people”.

It is important to 
note that for our 
evaluation the words 
were not taken out 
of their context 
when counting. The
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word “work” e.g. was used in two different 
ways, as work describing the workplace and 
as work referring to the job itself. Taking 
the word “professional” we might assume a 
positive description. However, it was used in 
a negative sentence such as “I don’t think 
it’s professional”.

NOT AS MUCH OF A CORRELATION AS WE 

THOUGHT

We can’t see a difference in how males and 
females deal with emotions under stress. We 
asked the participants which out of the eleven 
emotions (see Fig.7) they experience when 
being under low and high stress respectively. 
Low stress was described with the following 
example “Prior to a meeting you lose all of 
your work due to a computer crash” and high 
stress with “The client gets back to you and 
tells you off because your deliverable didn’t 
meet his/her expectations”. The participants 
could choose more than one emotion.

Females and males stated an equally spread 
reaction to low stress with males stating 
they feel more upset and challenged than 
women. Women didn’t supersede males 
in any one emotion. This ties into the

findings mentioned at the beginning of this 
chapter that “Men are twice as likely to 
get emotional because their ideas weren’t 
heard” or because “they were criticised”.

Under high stress both narrowed down their 
emotional spectrum. Females stated three 
emotions, males five, though two are quite
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close to each other (frustrated and annoyed. 
Both selected the same top 3 emotions.

  Females (highest to lowest): Frustrated, 
Embarrassed, Challenged/Worried

  Males (highest to lowest): Frustrated/
Worried, Challenged, Embarrassed

There was no distinctive difference in how

Fig7: Eleven emotions were given for multiple choice as a reaction to low and high stress, respectively with 
low stress described as “Prior to a meeting you lose all of your work due to a computer crash” and with high 
stress described as “The client gets back to you and tells you off because your deliverable didn’t meet his/her 
expectations”.
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each participant would react to other 
people’s emotions. We analysed the words 
in the answers given for how the participants 
perceive someone showing the emotions 
they selected and bundled those words into 
five categories:

1. Perception (as observation without 
evaluation)

2. Negative perception
3. Positive perception 
4. Compassion     
5. Impact (as impact on themselves)

The majority of words used express empathy 
and seeing a need to support (females: 
16/30 used words relating to this, along 
with males: 14/30 words). This is interesting 
taking into account that both genders feel 
the need to suppress their emotions. There 
was an equal distribution of words used 
that rated other people’s emotional reaction 
as negative (females 7/30; males 7/30) as 
well as positive (females 8/30, males 9/30). 
Females used 10 descriptors and males 7 
which indicate an observation rather than 
an evaluation of the emotions they perceive. 
Only males described an emotional reaction

as unprofessional. Females on the other 
hand described their perception as weak 
or childish. Can both extremes be seen as 
a biased reaction based on the double-
standard?

Summary

Clothing has an impact on women aged 20 to 
30 in a male dominated working environment. 
They tend to adapt their clothing to reduce 
sexualisation but not to appear more serious.

Women are happier in wearing smart casual 
or business casual than men who prefer/feel 
the need to wear business attire.

Emotions are suppressed by both genders 
equally which doesn’t indicate any kind of 
female adaptation to the work environment, 
it’s rather an adaptation on both sides. 
However, males show a slight tendency to 
not suppress their emotion.

In the reasons given for suppressing emotions 
both genders concentrate on demonstrating 
professionalism. Due to the low sample 
size we can’t draw any further conclusion 
on potential differences. However, females 
show a slight tendency to suppress emotions
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to demonstrate competency whereas males 
tend to focus more on staying constructive.

Both show the same feelings when dealing 
with stress. Frustrated, Embarrassed, 
Challenged/Worried are the top 3 emotions.

Limitations of a survey

The above findings are based on 54 
participants and represent a narrow 
bandwidth of age and industry. We didn’t 
differentiate between countries or cultures 
and based on the sample size we can’t give 
a substantive assessment of all questions 
as desired. Therefore, we do understand 
that our findings are a rough estimation. 
However, we do think our findings give 
insights into potential areas to reflect upon 
and encourage not only a discussion but 
also ideas how we can continue shaping our 
work environment in future.

Final conclusion

We set out to test the hypothesis “Do women 
at QR_ feel they need to adopt more masculine 
characteristics in order to succeed or ‘be 
taken seriously’ in the workplace?”
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We wished to 
investigate this through 
two primary facets; 
clothing, and display of 
emotion. These were 
both ways in which 
women seemingly 
mirrored masculine 
traits subconsciously, 
in a quest to gain 
respectability and 
succeed in the 
workplace.

Our survey analysed 
women’s subconscious 
behavioural instincts in 
the workplace to find 
out whether women 
at QR_ supported this 
theory.

The results showed no 
correlation between the 
way women dress and 
how they feel treated 
in terms of being taken 
seriously. However, the
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choice of clothing showed a strong correlation 
between young women and dressing to avoid 
sexualisation. They prefer to pick more what 
we conclude to be “masculine clothes”, to 
mask the femininity of their bodies.

One interesting aspect to take away is that 
in answer to the question “do you feel the 
need to dress in a more masculine way to 
be taken seriously at work”, 32.1% (9/28) 
of male participants said “yes”, compared 
to 24% (6/25) females. In addition to this 
we observed that a higher proportion of 
men felt pressured to wear what they wear; 
46% (13/28) stated that they felt pressured, 
while 36% (10/28) said they felt neutral. In 
comparison to this, 36% (7/25) females 

stated that they felt pressure to where what 
they wear, which is 10% less than males.
According to a study completed in 2019, 
women dress according to their emotions 
and how they feel on any given day, whereas 
men dress according to how other people 
view them. The data revealed that women 
in the UK decide what to wear based on 
feelings of confidence (58%), happiness 
(40%) and empowerment (16%). The 
research, conducted by fabric care brand 
Comfort, found that 19% of men use clothes 
to feel “more professional” in the workplace, 
compared to just 8% of women [13]. Speaking 
with different males in the automotive 
industry also revealed that there is a sort of 
“unspoken pressure” on men to conform to 
a specific type of dress to work e.g. wearing 
a specific type of suit, suit colour, tie, and 
watch.

We couldn’t identify any gender correlation to 
any one emotion. Females and males show a 
similar emotional response to stress and are 
likely to suppress it. However, the majority 
of participants would react with compassion 
and support if someone displayed the same 
emotions they would suppress.

Returning to Catalyst’s gender stereotypes

39

with men taking charge and women taking 
care, our results might support the idea 
that both want to uphold masculine traits at 
work to show that they are competent and 
in control, but expose feminine traits when 
being exposed to emotions of others based 
on an assumed standard.

In the reasons given for suppressing 
emotions one participant stated “Working 
environment/culture seems to always ask 

SUPPRESSION NO

“I feel empowered to make the right 
choices.”

“I feel confident in my work & 
attitude - proactive.”

“Because I do not see the need to 
suppress feelings.”

SUPPRESSION YES

“Can’t show that I’m emotionally 
struggling and have to play nice.”

“Working environment/culture 
seems to always aks for a positive 
attitude/appearance under any 
circumstances.”

“I feel the professional response 
is to not take it personally, take 
accountability, agree why it went 
wrong (expectations misaligned, 
workload, plain error) and how to fix 
it. Then move on.”
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any circumstances.“ which summarises the 
discrepancy of our observation very well:

The need we feel to suppress emotions and 
at the same time the compassion with which 
we perceive another person displaying those 
emotions we would feel ourselves and the 
clothes we choose because we feel we have 
to.

McKinsey describes this double standard as 
one of three invisible mind-sets which are the 
“unconscious image” and “comfort principle” 
[3]. The “unconscious image” describes a 
leadership stereotype formed by men in the 
past based on the domineering beliefs at that 
time and which can be used unintentionally 
for evaluation. The “comfort principle” states 
that we are more likely to form trusting 
relationships with those similar to ourselves. 
This leads to the formation of uniform groups 
e.g. on management level and thus to the 
exclusion of women or men of a certain type. 
“When senior leaders commit themselves to 
gender diversity, they really mean it—but in the 
heat of the moment, deeply entrenched beliefs 
cause old forms of behavior to resurface. 
All too often in our experience, executives

perceive women as a greater risk for senior 
positions, fail to give women tough feedback 
that would help them grow, or hesitate to 
offer working mothers opportunities that 
come with more travel and stress” [14]. 
How we can approach this challenge we 
discussed in the previous chapters.

Looking at the findings from Olivia A. O’Neill 
and Charles A. O’Reilly we see that women 
adapting masculine traits to escape the 
invisible mind-set lose the most. However, 
this fight is a lose-lose situation for every 
gender. To brake the unconscious mind at 
any workplace a “systemwide change driven 
by a hard-edged approach, including targets 
ensuring that women are at least considered 
for advancement, the rigorous application of 
data in performance dialogues to overcome 
problematic mind-sets, and genuine 
sponsorship [are needed]. […] That’s hard 
work; it will take years and, potentially, even 
a generational transition” [14]. “Starting from 
an assumption that there is a spectrum of 
leadership capability that is not determined 
by sex, organisations can do a lot to level 
the playing field for women and leadership” 
[15] as well as for men, who don’t want to be
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be trapped in old stereotypes anymore. 
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 Reflecting through this newsletter, 
it is heart-warming yet bittersweet, the 
overwhelming number of working women who 
have shared experiences regarding gender 
inequality - the gap regarding pay, leadership, 
opportunities, and work-life balance. 
However, when reading this newsletter, it 
has been amazing to see that regardless 
of the barriers women face in society, work 
and at home, there is continued optimism

and desire to continue striving forward 
as well as women being confident voicing 
themselves. Reading this newsletter, 
we hope highlights to you as the reader, 
the issues women around you face, 
driving changes in behaviour to actively 
#breakthebias not just towards gender but 
all other stereotypes and discriminations. 

Letter From The EditorS



Second Special Edition 8th March 2022

We are deeply thankful
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We are very proud to be able to release this Special Edition Newsletter a second year in a row and want to thank everyone who contributed to 
the content, who coordinated us and to all the empowered women who supported us with their participation and encouragement and who give 
us their trust!

Ana Belen Alandete Chova

Brigid Quint

Devmei Senarath

Emma Lloyd

Gemma Monje

Harley Beattie

Helen Crimmins

Julia McFarlane

Mara Donora

Molly Pollard

Natalie Cadotte

Rashmi Dev

Romilly Fry

Tasmin Martin-Young

Agnes Papala



QR


