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. Abstract

Saurav ~ Kumar, Senior Faculty, The term ai Fempreneurs was first coined by Saurav Kumar. Al FEMPRENEURS THEORY is a leadership theory
Corporate Secretaryship Department, which was developed by Saurav Kumar. Al FEMPRENEURS THEORY developed by Saurav Kumar states that
“women entrepreneurs are uniquely positioned to excel in adopting Al-driven business models, often bringing
strengths in empathy-driven development, ethical oversight, and strategic, risk-aware adoption”. Saurav Kumar
Jharkhand, India. further explains while facing higher barriers to entry including lower initial access to technology, funding, and
training women-led startups that adopt Al often report higher capital efficiency and lower failure rates, with some
studies showing they generate 2.5x more revenue per dollar invested compared to all-male teams.

K.B Womens College, Hazaribag,

Research Objective: To determine if there are gender differences in adopting GenAl and if so, the root causes and
the paths to a resolution.

Result & Findings: The term Al Fempreneurs was first coined by Saurav Kumar. Al FEMPRENEURS THEORY
was developed by Saurav Kumar. Al FEMPRENEURS THEORY developed by Saurav Kumar states that “women
entrepreneurs are uniquely positioned to excel in adopting Al-driven business models, often bringing strengths in
empathy-driven development, ethical oversight, and strategic, risk-aware adoption”.

Al Fempreneurs strategy developed by Saurav Kumar states that “Companies can begin to generate outsize impact

today by targeting their actions to individual cohorts. Taking these steps will not only go far toward increasing

equity in GenAlI’s adoption but also support all employees’ adoption of GenAl.

. Demonstrate the importance of GenAl, provide direct training opportunities, and supply pragmatic advice on
the safe use of Al in the relevant work context.

. Elevate senior women in technical functions to the leadership of GenAl pilots and initiatives, setting them up
to establish the GenAl agenda and inspire junior women.

. Demystify for senior women in nontechnical functions how GenAl can help them in their work, building time
into their agendas to take advantage of dedicated sessions to learn and experiment”.
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of the rapid advancement of technology.
They continue to engage with clients via
websites and to boost output through the use
of smart technology and systems (e.g., Al).
The fact that the businesses that facilitate
these transactions have benefited over time
has permitted the formation of digitalization
targets for other firms in the same industry and
the emergence of digitalization competition
between enterprises. The term ai fempreneurs

THEORY developed by Saurav Kumar states
that “women entrepreneurs are uniquely
positioned to excel in adopting Al-driven
business models, often bringing strengths
in empathy-driven development, ethical
oversight, and strategic, risk-aware adoption”.
Ai Fempreneurs strategy developed by
Saurav Kumar states that “Companies can
begin to generate outsize impact today by
targeting their actions to individual cohorts.
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Taking these steps will not only go far toward increasing equity
in GenAl’s adoption but also support all employees’ adoption
of GenAl.

*  Demonstrate the importance of GenAl, provide direct
training opportunities, and supply pragmatic advice on the
safe use of Al in the relevant work context.

e Elevate senior women in technical functions to the
leadership of GenAl pilots and initiatives, setting them up
to establish the GenAl agenda and inspire junior women.

e Demystify for senior women in nontechnical functions how
GenAl can help them in their work, building time into their
agendas to take advantage of dedicated sessions to learn and
experiment”.

Competition between enterprises has spread to the market over
time, resulting in market changes. The objective of digital
transformation is continual optimization as a firm that is capable
of sensing and responding rapidly to market developments. This
type of transition does not occur by chance and is extremely rare
to occur organically (Maryanne, 2018: 66). Businesses have
been digitalized, which has resulted in the digitization of leaders
and the emergence of the notion of digital leadership. Due to the
rarity of spontaneous digital transformation, digital leaders are
required who can plan and execute systematic activities toward
the goal of digitalization, empower their employees to act in
accordance with this goal, adapt to changes, and design strategies
that balance technology and human factors. Due to the necessity
of adopting disruptive technology to boost productivity, value
creation, and social welfare, digital transformation can be helped
by the characteristics of digital leaders (Ebert, 2018). To adopt
disruptive technology, a corporation may need to establish a
sustainable digital learning culture. Digital leaders are those
that prioritize the methodical growth of a digital learning
culture throughout the company. There are numerous reasons
why digital transformation projects fail; one such cause is that
critical components of change management are overlooked in
respect to employees and customers who must alter their work
and interaction with the business (Correani, 2020). As a result of
its digital knowledge and experience, digital leadership can help
lower the likelihood of failure in digital transformation projects.
Thecontinuing developmentofsmarttechnology intheworkplace,
which results in more digital workplaces, presents certain issues
in terms of managing and addressing these new business settings
(Haddud, 2018). The concept of the digital leader is intended
to address these issues. The complexity and uncertainty,
exacerbated in part by the growing pace of globalization and
technological change, necessitate the development of human
resources equipped with the skills necessary to assist enterprises
in overcoming the obstacles inherent in digital transformation
(Sousa, 2019: 328). Businesses require leaders with digital
competencies to ensure that skilled staff are able to adapt to the
digital world. This establishes a clear separation between process
automation and optimization, as digital transformation methods
extend beyond the process paradigm, affecting goods, services,
and business models as a whole (Matt, 2015). These change
processes have intensified in recent years, most notably with the
Covid19 pandemic (Yikilmaz, 2021a). The ability to redesign
businesses digitally is largely driven by a clear digital strategy
that is supported by executives that promote an adaptable and
innovative culture (Kane, 2015). Additionally, leaders are

expected to be competent at addressing and overcoming the
obstacles inherent with digital leadership (Van Wart, 2017).
Thus, the digital transformation process requires a leader
capable of defining and managing a radical change strategy,
rather than simply digitizing business processes and transactions
or integrating new digital technologies into the organizational
context (Yikilmaz and Siiriicii, 2021). Additionally, to overcome
the challenges associated with digital transformation, leaders
must develop a blend of digital and human skills, primarily the
ability to communicate effectively in a digitized environment,
foster cooperation among geographically dispersed followers,
encourage initiative, and shiftattitudes (Cortelazzo, 2019). Digital
leaders assist businesses in achieving digital transformation by
establishing a vision and empowering employees to carry it out,
motivating employees, valuing their ideas and ensuring that
employees have a voice in decision-making, and designing and
implementing versatile and flexible policies in response to the
rapid advancement of technology. In recent years, the startup
scene has witnessed a surge, largely propelled by the integration
of Al in business operations. Notably, women have emerged
as prominent figures within this entrepreneurial landscape,
spearheading innovation and establishing impactful startups.
These women-led ventures are harnessing the power of Al to
revolutionize conventional industries, challenge societal norms,
and effectuate significant transformations. In various sectors
spanning healthcare, education, finance, and agriculture, women
entrepreneurs are leveraging Al technologies like natural
language processing, machine learning algorithms, and data
analytics to optimize processes, boost efficiency, and facilitate
informed decision-making. For instance, in healthcare, women-
founded startups employ Al-driven machinery for seamless
diagnosis, treatment, and patient care tracking, enhancing
accessibility and affordability while democratizing healthcare
services. Moreover, these startups are uniquely positioned to
address socictal challenges, benefiting not only women but
society at large. By focusing on issues such as education access,
healthcare availability, financial inclusion, and environmental
sustainability, women-led ventures develop innovative
solutions to bridge existing gaps and meet unmet needs. By
prioritizing social impact alongside profitability, they pave the
way for widespread positive change. In addition to innovation,
women entrepreneurs champion diversity and inclusion within
the startup ecosystem. Breaking barriers and challenging
stereotypes in a male-dominated space, they actively promote
equity by offering mentorship, networking opportunities, and
support to underrepresented groups. Through their successes
and leadership, they inspire and empower the next generation
of women entrepreneurs, fostering a more inclusive and
supportive environment. Despite facing unique challenges like
gender bias and access to funding, women entrepreneurs exhibit
resilience, resourcefulness, and determination. As their numbers
steadily increase, they adapt, collaborate, and persevere,
creating ecosystems conducive to their success. In essence,
women-led startups are driving meaningful change, reshaping
entrepreneurship, and shaping the future of Al and technology
globally. Their contributions underscore the imperative of
fostering inclusivity, collaboration, and empowerment within
the entrepreneurial landscape.
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Research Objective
To determine if there are gender differences in adopting GenAl
and if so, the root causes and the paths to a resolution.

The Glass Ceiling Effect

Ever since the publication of the seminal book that birthed
the term “glass ceiling” (Morrison, White, & Van Velsor,
1992), that memorable metaphor for the invisible barrier that
impedes the senior management advancement of talented
women professionals inside corporations has seemingly become
ubiquitous in management literature, business school curricula,
and the global psyche. As evidence, by December 2010 the
Amazon.com database had 242 books with “glass ceiling” in
the title and 337 books that include the keyword phrase “glass
ceiling.” Scholarly journals also help to disseminate information
about the glass ceiling phenomenon by reporting numerous
studies that confirm its existence inside large firms (Helfat,
Harris, & Wolfson, 2006). Today, multiple business courses
including organizational behavior, ethics, and business law
might be considered incomplete without highlighted mention
and discussion of the glass ceiling phenomenon. While teaching
about the glass ceiling has greatly broadened awareness of
this gender-based inequity in the corporate workplace, the
disappointing truth is that the phenomenon continues to
influence behavior among corporate leaders. Several scholars
suggest frustrated women executives often choose to leave the
corporate world in order to escape the effects of the glass ceiling
by forming their own small firms (e.g., Mattis, 2004; Orhan &
Scott, 2001; Winn, 2004). The underlying hypothesis is that the
glass ceiling — a phenomenon that by definition is specific to large
firms — cannot prevent women business owners from serving
as chief executive of their own firm and realizing the rewards
they deserve. However, evidence is growing that the strategy of
leaving the corporate world in order to escape gender bias often
fails (Patterson & Mavin, 2009). This is because women business
owners typically encounter other forms of systemic gender bias
that constrain their performance. Specifically, based on gender,
women business owners face a disadvantage in raising capital
(Muravyev, Talavera, & Schafer, 2009). Researchers suggest a
common motivation for professional women to leave corporate
jobs and start their own firms is that self-employment gives
them greater control over their careers and, therefore, is a way to
escape the glass ceiling phenomenon (Mattis, 2004). One study
conducted by the National Foundation for Women Business
Owners found 16 percent of women entrepreneurs cite a glass
ceiling as a major motivation for becoming an entrepreneur
(Coughlin & Thomas, 2002). Nascent entrepreneurs of all types
(not just women) commonly cite a need for independence, a
desire to escape the constraints of a formalized organization,
and frustrations with the progress of their career as reasons for
wanting to start their own firm (Carter & Jones-Evans, 2006).

Region Wise Effect of Digitalization

Asia Pacific

Asia Pacific is a region comprised of a varied mix of countries
and cultures representing all income levels and diverse
patterns of entrepreneurial activity. Six countries in this region
participated in the GEM 2022 survey: two high-income (Japan
and South Korea), one middle-income (Taiwan), and three low-

income countries (Indonesia, China and India). Importantly,
the mix of high, middle and low-income countries results in
wide variation patterns and regional rates that are close to the
global average. For that reason, it is critical to consider rates
at the country level to better understand gender differences.
Asia Pacific includes some of the most and least entrepreneurial
countries for women. Almost one in three women in Indonesia
report high entrepreneurial intentions (32%, W/M ratio 0.92),
while women in Japan reported the lowest rates with the largest
gender gap (3.9%, W/M ratio 0.62). One in five women reported
an intention to start a business in India (20%, W/M ratio 1.01)
and Korea (22.5%, W/M ratio 0.88). While the regional average
for startup activity is moderate, India leads the region with the
highest rate of women’s startup activity at 11.5%, close to parity
with men (W/M 0.98). Indonesia follows at 9.1% of women
involved in a startup and at much higher rates than men (W/M
1.30). Large gender differences characterize the other three
countries, with Japan reporting the lowest rate of women’s
startup activity and the largest gender gap (W/M 0.39). Asia
Pacific showed the second highest rates of established business
for women worldwide (6.4%, W/M 0.64). South Korea leads
the region with 15.4% of women running a business older than
3.5 years old. China has the lowest rate of women’s established
businesses (2.9%), while Japan showed the largest gender
gap, with women half as likely as men to report an established
business. Importantly, many Asian cultures are known for having
active investor networks for both men and women. In fact, the
Asia Pacific region shows the smallest gender gaps in investment
activity (W/M 0.76) and investment size (W/M 0.89). Women
in Indonesia are the most active investors in this region, close
to parity with men (13.5%, W/M 0.98). Remarkably, women
in Indonesia and Taiwan reported double average investment
size as men. Women in India and Indonesia appear to lead the
region in terms of job creation and innovation, representing
two thirds expecting 20+ hired within 5 years and half or more
of startups offering an innovative product or process to their
target market. Astonishingly, more than seven in ten women in
Indonesia reported a focus on an international market and more
than 25% export customers. While Japan showed the lowest
rates of job creation for women entrepreneurs, women in Japan
were the most likely to report new business activity in the ICT
sector but at about one third the rate of men (5.9%, W/M 0.35).
Digitalization is strong in the most developed countries but
contingent upon the type of businesses that women are starting.
In emerging economies, businesses tend to focus more on local
markets and in contexts where reliable internet access may be
less common. As such, an important question in these settings
is how important digital access may be for business operations.
Asia Pacific stands out among regions, with more than two
in five women entrepreneurs reporting that digital tools are
unnecessary to run their businesses (41.6%, W/M 0.94). Rates
of digitalization as unnecessary were lowest in Taiwan (22.7%,
W/M 0.53) and highest in South Korea (48.2%, W/M 1.05),
suggesting that women start very different kinds of businesses
in these countries. In contrast, women in Asia Pacific were more
likely than men to report having adopted digital tools before
(14.5%, W/M 1.20) and during the pandemic (26.4%, W/M
1.10) compared to men. Notably, South Korean and Taiwanese
women were almost three times more likely than men to report
adopting digital technology before the pandemic. Overall,
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sustainability is high on the radar of both women and men in
Asia Pacific. Nine in ten women in Indonesia and Taiwan report
considering social and environmental sustainability in business
decision-making. Three in four women in Indonesia reported
practicing social and environmental sustainability very recently.
Women in China reported the highest rates of SDG awareness
in the Asia Pacific, slightly less often than men (32.7% women
v 35.2% men). In contrast, neither women nor men reported an
awareness of SDGs in Japan. Women in Indonesia were much
more likely than men to report both an awareness of the SDGs
(W/M 1.19) and prioritizing sustainability over economic goals
(W/M 1.12) than men.

Europe

Europe is another region comprised of a varied mix of countries
and cultures. It is also the largest region, with 21 countries
participating in the 2022 GEM survey — 13 high-income and eight
middle-income. Notably, Europe showed some of the lowest rates
of entrepreneurship activity globally for women entrepreneurs,
including the lowest average entrepreneurial intentions (8.3%),
lowest startup activity rate (6.1%) and the largest startup gender
gap (W/M 0.73) compared to other regions. Along with the
lowest startup rates for women, Europe also showed the lowest
business exit rates for women (1.9%) across regions, suggesting
relative stability of business activity for women in this region.
Startup rates for women ranged from a low of 1.6% in Poland
to a high of 10.6% in the UK. Despite the low startup rate for
women in Poland, women were still more active there than men
(W/M 1.08). The largest gender difference in startup activity
in Europe was found in Serbia, where women were less than
half as likely as men to be involved in a startup (W/M 0.43).
Women were about 25% less likely than men to report owning/
managing an established business (5.8%, W/M 0.73) in Europe.
Established business rates were highest for women in Greece
(10.2%, W/M 0.62), followed by Poland, where established
business rates were close to parity (9.6%, W/M 0.96). Serbia
showed the lowest established business rates for women and
the largest gender difference in the European region. (1.8%,
W/M 0.44). Not only does the Europe show the lowest rates for
women’s entreprencurship, but the proportion of women in job
creation tends to be a bit lower than the global average, with one
in four women entrepreneurs expecting high 20+ hires within
five years. Luxembourg stood out as an exception in this area,
with women representing half of all entreprencurs expecting
future high job creation. Romania led this region on three
measures of high potential startup activity, representing half of
all entrepreneurs focused on international markets, with greater
than 25% exports and innovating in products and/ or processes.
Europe also showed the highest rate of women starting businesses
in the ICT sector. Of note, Sweden and the Netherlands led the
region with the highest proportions of women-led startups in
the ICT sector (9.4% and 8.2%, respectively). In fact, 27.3% of
women in this region reported adopting digital tools before the
pandemic, leading all other regions in this respect. Still, two in
five women entrepreneurs in Europe report plans to adopt new
digital tools in the near future. Less than one third of women said
that digital tools were not necessary for their business operations,
at parity with men. About one in three women entrepreneurs in
Europe were aware of the global SDGs, the highest rate globally
for women, with over 70% reporting considering social and

environmental sustainability in business decisions, just slightly
more often than men (W/M 1.03). However, only two in five
reported recent social sustainability practices, and half reported
recent environmental sustainability practices. Europe scored
just ahead of the Middle East and Africa region on sustainability
practices, perhaps for different reasons. Heavy regulations could
make sustainability practices a norm, while low regulation could
make it unnecessary or difficult to implement sustainability
practices.

Latin America and the Caribbean

Latin America and the Caribbean stand out as the most
entrepreneurial region in the world for women, boasting the
highest startup rate for women (21.2%) and entrepreneurial
intentions (33.3%), as well as the smallest gender gap for both
indicators (W/M 0.85, 0.89). Nine countries in this region
participated in the 2022 GEM survey, including five middle-
income (Mexico, Chile, Panama, Uruguay and Puerto Rico) and
four low-income (Brazil, Colombia, Venezuela and Guatemala).
However, indicators for this region also suggest that the business
context is more volatile for new businesses and more often
results from job scarcity, especially for women. Importantly,
Latin America and the Caribbean showed the highest business
exit rate for women (6.6%) and startup rate. It also had the
lowest established business rate for women (4.7%), suggesting a
high rate of business turnover and difficulty for women building
an enduring business. Notably, Guatemala and Colombia led all
other countries globally in 2022 for the highest startup activity
rates for women (28.1% and 26.1%, respectively). The lowest
rate of startup activity for women in Latin America and the
Caribbean was found in Venezuela (15%), and the widest gender
gap was in Brazil (W/M 0.75). About 5% of women in the
LATAM regions reported leading established businesses with
the largest gap globally (W/M 0.61). That said, entrepreneurial
intentions are the highest in this region, with one in three women
reporting plans to start a business. Established business rates
for women vary from a high of 9.6% in Guatemala, with the
lowest regional gender gap (W/M 0.71), to a low of 3.5% in
Puerto Rico, which also showed the largest gender gap (W/M
0.44). Entrepreneurial intentions were lowest for women in
Mexico but actually higher than for men (17.9% W/M 1.05).
Globally, 58.4% of women in LATAM reported knowing an
entrepreneur, rising to over two thirds of women in Brazil, Chile
and Guatemala. LATAM also showed one of the highest rates
of women’s informal investment across regions at 9% but with
the largest gender gap (W/M 0.63) and much lower average
investment sizes than men (W/M 0.58). Similarly, women
entrepreneurs in LATAM also showed high involvement in high
potential startups. Women in this region represent one third of
businesses starting with 20+ jobs and expecting 20+ hires within
five years. Women also represented more than two fifths of new
firms focused on international markets, with exports >25%, and
involved in innovation. Notably, women represented over half of
the entrepreneurs focused on an international market in Puerto
Rico and over half of the high-export startups in Chile and
Guatemala. Globally, women in the LATAM region reported the
lowest rates of ICT startups (0.6%, W/M 0.21) and the highest
rate of solo enterprises (44.5%, W/M 1.55) across regions. These
structural differences likely contribute in significant ways to any
observed gender differences in business impacts on the economy
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and society. One important exception is Panama, where women
were six times more likely than men to start a business in the
ICT sector (1.8%, W/M 6.0). Also, solo enterprise rates were the
lowest for women in Venezuela but more than twice as high as
men (9.5%, W/M 2.38). Women entrepreneurs in LATAM were
more likely than men to say that digital tools were not necessary
for business operations (38%, W/M 1.07) but also more likely
than men to report adopting new digital tools in response to
the pandemic (22.6%, W/M 1.17). Moreover, three quarters of
women entrepreneurs in this region reported plans to adopt new
digital tools in the near future at parity with men (74.5%, W/M
1.01). In fact, new digital tool adoption plans were at parity
or higher for women than men in all countries except Mexico
and Uruguay. While SDG awareness was lowest globally for
women in the LATAM region (11.9%, W/M 0.85), sustainability
indicators were overall some of the highest in the world. Four
out of five women reported prioritizing sustainability goals over
economic goals in LATAM more often than men (W/M 1.05).
Moreover, about four fifths of women entrepreneurs reported
considering social and environmental sustainability goals in
business decisions, close to parity with men. Sustainability
practices were also high for LATAM women, especially in
Brazil, where more than nine in ten women reported recent
practices to maximize environmental sustainability and more
than four in five for social sustainability.

Middle East and Africa

Much like Asia Pacific, the Middle East and A fricaregion includes
diverse economies and cultures. Eleven countries participated
in this region—five high-income (Israel, Saudi Arabia, Qatar,
and the United Arab Emirates), one middle income (Oman) and
six low-income countries (Egypt, Iran, Morocco, South Africa,
Tunisia and Togo). This region features the highest rates of
entrepreneurial intention for women but high gaps in established
business and digitalization for women across countries. One
remarkable entrepreneurial feature for women in the Middle
East and Africa is the persistently high rate of entrepreneurial
intentions (31.4%), which contrasts sharply with a more modest
startup rate of 11.6% and a low established business rate of
4.9% for women. In fact, more than half of women in Qatar and
Togo reported an intention to start a business in the near future,
leading the world in entrepreneurial intentions for women. In
fact, women in Qatar were actually more likely than men to
report an intention to start a business (W/M 1.29). South Africa
brought the regional average down with a low 4.6% rate of
entrepreneurial intentions for women and the largest gender gap
in the region (W/M 0.61). The Middle East and Africa region
also boasts countries with both the highest and lowest rates of
women’s established business ownership. One in five women in
Togo reported owning an established business, compared to 1.2%
of women in Egypt. Indeed, the high variability in established
business rates for women in this region is hard to explain, with
wide variations across levels of national income as well as
traditional gender culture. For example, women in Togo were
more likely than men to report established business ownership
(18.9%, W/M 1.12), but also in Saudi Arabia (10%, W/M 1.05)
and Israel (3.6%, W/M 1.09). The largest gender gap in knowing
an entrepreneur was found in the Middle East and Africa (W/M
0.88), ranging from a high of 89.1% for women in Saudi Arabia
(W/M 1.02) to a low of 23.3% in Egypt, where women were half

as likely as men to report knowing an entrepreneur (W/M 0.56).
Similarly, women are much less active than men in making
informal business investments in the Middle East and Africa but
are well above the global average. More than one in ten women
in Togo, Tunisia, Qatar and Saudi Arabia reported having made a
recent business investment, with women in Qatar reporting more
activity on average than men (W/M 1.17). Notably, South Africa
showed the lowest rates of investment activity in this region, well
below the global average (2.6%, W/M 0.87). Regarding women’s
involvement in high potential entrepreneurship, the Middle East
and Africa region reflects figures similar to the global averages.
However, some countries stand out, like South Africa, where
all the entrepreneurs who reported starting companies with 20
or more employees were women, as well as 50% of early of
early-stage entrepreneurs focused on international markets.
Also, women in Togo led more than half of new businesses
focused on national markets and those with innovative offerings.
While the participation rate for women in ICT was below the
global average in this region, ICT rates for women were above
the global average in Oman (3.1%), Egypt (4.8%), Iran (4.6%)
and Israel (7.5%). About one in three women entrepreneurs in
the Middle East and Africa reported that digital tools were not
necessary for business operations, ranging from a low of 2.7%
in Saudi Arabia (W/M 0.79) to a high of 82.5% in Togo (W/M
1.20). Women in this region were much more likely than men to
report adopting new digital tools before the pandemic (16.9%,
W/M 1.23), especially in countries like Oman (17%, W/M 3.33),
Qatar (19.7%, W/M 1.81), and Iran (32.3%, W/M 1.62). Togo
is an example of a country in this region where digital tools are
reported to be unnecessary for business operations, and less
than one quarter of women reported plans to adopt new tools
(W/M 0.58), likely reflecting lower rates of internet and mobile
phone use in the markets services by women-led businesses.
Sustainability indicators for the Middle East and Africa tended
to fall below the global averages. In fact, no entrepreneurs in
Egypt, Oman or Saudi Arabia reported knowing about the SDGs.
Awareness of SDGs was highest in the United Arab Emirates,
where 28.1% of women entrepreneurs reported awareness (W/M
0.89). Well above the global average, four out of five women
entrepreneurs in Saudi Arabia reported SDG awareness more
often than men (W/M 1.09). Social sustainability proved to be
very important for women entrepreneurs in the United Arab
Emirates as well, with nine in ten women considering social
sustainability in business decisions and two of three recently
maximizing social sustainability in practice.

North America

North America stands out among regions on several trends in
women’s entrepreneurship. Including only two high-income
countries, Canada and the United States, this region leads the
world with some of the highest rates of high potential women
entrepreneurs, of women entrepreneurs in ICT and women’s
established business rates, as well as high digitalization and high
sustainability trends. Both countries are high-income but differ in
some notable ways when it comes to women’s entrepreneurship.
Remarkably, North America is the only region in the world with
higher startup rates than entrepreneurial intentions. Remarkably,
North America is the only region in the world with higher
startup rates than entrepreneurial intentions for both women
and men. About one in ten women reported startup intentions
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(11.6%, W/M 0.72) compared to one in six women starting a
business (16.5%, W/M 0.85). Further, North America showed
the highest average rate of women'’s established businesses and
the smallest gender gap (6.7%, W/M 0.76). One in five women
reported startup activity in the United States (18.1%), compared
to one in six women in Canada (14.8%), with a narrower gender
gap in the US than in Canada (W/M 0.90 vs. 0.81). While both
countries showed similar rates of entrepreneurial intentions for
women, established business ownership was higher for women
in the United States (7.8%) than in Canada (5.5%) but with a
narrower gender gap in Canada (W/M 0.74 v 0.79). Similar to
LATAM, North America leads other regions in average rates of
informal business investment activity among women but with a
large gender gap (9.4%, W/M 0.65). Women in North America
also invest about half the average investment size as men ($2,000
USD, W/M 0.5) and are less likely to know an entrepreneur than
men (49.4%, W/M 0.92). Women in Canada reported lower
rates of knowing an entrepreneur, making a recent business
investment and lower average investment sizes than women in
the United States. Notably, North America leads other regions in
the proportion of high-growth startups, with 45.2% of startups
with 20+ employees and 38.2% of those expecting to hire 20+
within five years led by women. In fact, women represent half of
the startups with 20+ employees in Canada compared to 42.1%
in the US. Women also lead two-fifths of North America’s high
export and innovative startups. Women in the US comprise
a higher proportion of startups with an international focus
compared to women in Canada (43.7% vs. 32.9%, respectively).
Women in North America were the least likely globally to report
that digital tools were unnecessary for business operations. Both
Canada and the US have strong digital economies, with easy
access to the internet and high rates of mobile technology use
in business and at home. Women in North America reported
rates above the global average for every other digital measure
except plans to adopt new digital tools. About 54.1% of women
entrepreneurs in Canada reported new digitalization plans (W/M
0.96) compared to 57.7% of women in the US (W/M 1.04). When
it comes to sustainability, none of the women entrepreneurs in
the US reported an awareness of the global SDGs compared to
one in five in Canada. However, women in the US were more
likely than women in Canada to report prioritizing sustainability
goals over economic goals. Almost three quarters of women
in the US reported sustainability as a business priority (W/M
1.15) compared to two thirds of women in Canada (W/M 1.09).
Surprisingly, while women entrepreneurs in North America were
less likely than men to report considering social sustainability
in business decisions than men (69%, W/M 0.95), they were
more likely to have recently put social sustainability practices
in place (59%, W/M 1.10). However, women in North America
were more likely than men to both consider environmental
sustainability in business decisions (73.4%, W/M 1.04) and to
practice environmental sustainability (60%, W/M 1.09).

All Senior Women in Technical Functions are ahead
Senior women in technical functions—engineering, IT,
customer support, sales, and marketing—are ahead of their
men counterparts in adopting GenAl. These senior individual
contributors (ICs), junior managers, and senior managers lead
their men peers by an average of 14 percentage points (pp).

Women leaders in tech are ahead in GenAl adoption

Overall GenAl adoption

GenAl adoption by seniority and function

Senior ICs

‘Wormen vs. men

‘omen who have
adopted GenAl

6;
£y Ry
‘Women vs. men | -sep |  -2ep |

Women who hav
O WO ey o 5% % s

Women stighuty lag men [l Wemen signifcanty lag men

These findings reveal a chance for senior women in the tech
industry “to lead and shape the GenAl revolution,” according
to a woman director of a large Al company, and thus potentially
contribute to improving women’s representation in tech
leadership.

The Greater the Seniority of Women Leaders in
Nontechnical Functions, the Less the Lag

Women senior managers in nontechnical functions (HR, legal,
and finance) are trailing their men peers by only 2pp, while
women junior managers and senior ICs are behind by Spp and
12pp, respectively. Despite the near parity for women and men
senior managers, the pipeline could be vulnerable, posing a risk
of losing today’s relatively high representation of women (albeit
often in junior roles) in nontechnical functions. (Women make
up 50% to 75% of the US workforce in finance, legal, and HR
functions, according to a 2023 report from the US Bureau of
Labor Statistics.)

Junior Women in Technical Functions Lag their Peers
Women junior ICs in technical functions trail their men peers
by an average of 7pp, a situation that could potentially worsen
the pipeline issues already prevailing in many tech companies.
“We already have a pipeline problem in tech,” notes the woman
director of a large e-commerce company, “and despite our efforts,
we’re losing women between the IC and manager levels.”

Junior Women in Nontechnical Functions are the
Furthest Behind

Women junior ICs in nontechnical functions lag the most in
adoption by 21pp. The lag for this group and for women senior
ICs in these same functions adds to the risk of losing gains in
representation as GenAl continues to affect roles and career
success.

The Root Causes

What explains the gender differences in GenAl adoption? As the
exhibit below shows, three key attributes (out of five that we
studied) drive the differences: awareness of GenAl’s criticality
for future job success, confidence in GenAl skills, and a person’s
tolerance for risk when their company’s GenAl policy is unclear.
We found that men and women had similar perspectives on the
other two attributes: trust that GenAl tools would accomplish
their objectives and feelings of competence in using GenAl
tools.
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The three root causes of gender differences in GenAl adoption
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Awareness of GenAD’s Criticality

Awareness is a key driver of adoption. Compared with men,
senior women are similarly or even more aware of the potential
impact of GenAl on job success, while junior women are less
aware. In fact, senior women in technical functions are 10pp
ahead of their men peers in those functions. Their attitude
may correlate with the perceived pressure to overperform in
an industry largely occupied by men. As a woman CIO of a
semiconductor company notes, “[Senior women in tech] have
broken barriers to get where they are, but they still feel they
need to prove themselves and take more initiative than men to be
abreast with what’s important for their careers [such as GenAl].”

Senior women in nontechnical functions similarly seem to
be looking ahead, as they are almost on a par with their men
counterparts. “Even in non-tech functions,” a woman board
member of an IT services company explains, “as you get
more senior, you’re in the right rooms and know what will be
important in the future.”

In contrast, junior women are behind their men peers in both
function types (15pp behind in technical functions and 17pp
behind in nontechnical functions). And they trail senior women
as well, by 24pp and 31lpp in technical and nontechnical
functions, respectively. By comparison, junior men in technical
functions are on a par with senior men in those functions and
only 13pp behind senior men in nontechnical functions. The
finding that all men are at a similar level of awareness about
GenAl’s criticality for future job success and that this is not
the case among women is concerning. Two reasons we have
observed are that junior women do not have the same access to
the networks and discussions where GenAl strategy is formed as
do junior men and that they are not equally represented in GenAl
pilots and initiatives.

Confidence in GenAl Skills

Senior women in technical functions are ahead of their men
colleagues by 4pp in their GenAl confidence levels, while senior
women in nontechnical functions lag their men peers by 8pp, and
junior women in all functions are behind—by 7pp in technical
functions and 11pp in nontechnical functions.

This lack of confidence is the only attribute in our research that
explains why senior women in nontechnical functions, who are
aware enough and senior enough to understand that GenAl will
be critical to their future success, lag their men colleagues in

GenAlI’s adoption. We posit that these senior women, starting at
a lower technology-skills confidence level, may not have had the
time needed to experiment with GenAl and build that confidence.
According to a woman CEO of a multinational SaaS company,
“I have observed that working women with kids don’t generally
have time to experiment out of pure intellectual interest; there
needs to be a clear practical application for them to engage.”
This is one explanation of many that could be a contributing
factor to the greater demands on their time.

While there may be several reasons for junior women’s lack
of confidence in their GenAl skills, research has shown
that perception and exposure challenges exist for women in
arenas largely occupied by men. For example, a 2018 Pew
Research Center poll found that women in science, technology,
engineering, and math (STEM) jobs were over seven times more
likely than men to be treated as if they were not competent. And
a December 2023 Gallup study observed that women of all ages
have been significantly less exposed to STEM topics in school,
especially computer science.

Tolerance for Risk

Senior women report a risk tolerance equal to or greater than
their men peers in both technical and nontechnical functions,
while junior women lag relative to their men peers (by 9pp in
technical functions and 16pp in nontechnical functions).

By virtue of having broken barriers to get where they are today,
senior women have learned how to take risks in order to succeed
in their work. In contrast, junior women in technical functions
may feel less at liberty to experiment, particularly when dealing
with nascent technologies. As a woman director of a large
Al company explains, “Junior women in tech may be more
concerned than men about the limits and risks of GenAl tools.”

For junior women in nontechnical functions, a woman vice
president of a large enterprise-technology company observes,
“[Junior women in non-tech roles] may be less likely to take
risks without clear policies [in place], and limited tech know-
how is an additional barrier.”

Result & Findings

The term ai Fempreneurs was first coined by Saurav Kumar. Al
FEMPRENEURS THEORY was developed by Saurav Kumar.
Al FEMPRENEURS THEORY developed by Saurav Kumar
states that “women entrepreneurs are uniquely positioned to
excel in adopting Al-driven business models, often bringing
strengths in empathy-driven development, ethical oversight, and
strategic, risk-aware adoption”.

Ai Fempreneurs strategy developed by Saurav Kumar states

that “Companies can begin to generate outsize impact today

by targeting their actions to individual cohorts. Taking these
steps will not only go far toward increasing equity in GenAl’s
adoption but also support all employees’ adoption of GenAl.

* Demonstrate the importance of GenAl, provide direct
training opportunities, and supply pragmatic advice on the
safe use of Al in the relevant work context.

e Elevate senior women in technical functions to the
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leadership of GenAl pilots and initiatives, setting them up
to establish the GenAl agenda and inspire junior women.

*  Demystify for senior women in nontechnical functions how
GenAl can help them in their work, building time into their
agendas to take advantage of dedicated sessions to learn and
experiment”.

Conclusion

Addressing gender differences in risk tolerance is more nuanced,
compared with the approaches to other root causes. Doing so
will require businesses to develop a robust pilot or a sandbox
environment that offers a safe space for employees to explore
and test GenAl tools. This test environment should include clear
responsible Al guardrails and policies, translated into actionable
advice for employees. This environment should also increase
comfort levels for everyone, regardless of their tolerance for
risk. When designing the pilots, businesses need to ensure that
the pilots are led by and include diverse groups of employees,
handpicking those who will participate to give multiple groups
the opportunity to study and test GenAl. And businesses should
create a mechanism for ensuring that pilot participants share the
GenAl benefits they experienced with their peers. These steps
will tremendously improve trust in GenAl tools as well as risk
tolerance levels related to using them.
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