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Objective

The purpose of this document is to provide corporate responsibility professionals interested in helping women develop their eco-
nomic potential pursue that mission with relevant facts they need to understand and address the issue. 

Please plagiarize this document! This document was carefully prepared to help you succeed in making a difference—please take 

the information, insights, and facts in this document and use them liberally in your speeches, reports, and other communications. 

The Issue

The Issue

In the United States and around the world women face significant barriers when they attempt to attain their economic potential. If 
women are unable to meet their economic potential, that results in the unjustified loss of significant economic development. These losses 
manifest in production, since women are unable to start and operate their own businesses or find employment, and also in consumption, 
since the earning power of women is lower than men in essentially every nation. 

The Elevator Pitch

For your company: Our company must promote women’s economic development around the world because women constitute more 
than half of the world’s population. By improving their economic status, we can expand our base of consumers and productive workers.
 
For the public: We must empower women to achieve their economic potential at home and around the world. Improving literacy rates, 
alleviating hunger, and reducing poverty can all be addressed by ensuring that women are able to support themselves and their families 
through work and equal access to capital.
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Talking Points

Women Around the World 

• According to the United Nations Development Program (UNDP) Human Development Report, women in Africa represent 
52% of the total population, contribute approximately 75% of the agricultural work, and produce 60% to 80% of the food. Yet 
they earn only 10% of African incomes and own just 1% of the continent’s assets.1

• Women-owned businesses make up to 38% of all registered small businesses worldwide.2

• There are 135 million children in the world between 7 and 18 who are not receiving any education at all, of which approxi-
mately 60% are girls.3

• Women compose 70% of the world’s one billion poorest people.4  

Women in the United States 

• Between 17% and 20% of US economic growth between 1960 and 2008 can be attributed to the changing allocation of under-
represented groups in the workforce, notably women.5 

• Women-owned firms make up 28.7% of all nonfarm businesses across the country and generate $1.2 trillion in total receipts.6 
• Women-owned firms employ a total of 7.6 million people across the country with a payroll of $217.6 billion. These firms have 

average receipts of $1.1 million.7 
• The cities with the largest percentage of women-owned businesses are Detroit, Michigan (49.7%); Baltimore, Maryland (36.9%); 

Milwaukee, Wisconsin (36.3%); and Chicago, Illinois (36.0%).8 
• The top industries for women-owned businesses are health care and social assistance (50.2% of these businesses are women-

owned); educational services (45.9%); administration, support, waste management and remediation services (37.0%); retail trade 
(34.4%); and arts, entertainment, and recreation (30.4%).9 

• Each additional year in school raises a woman’s earnings by about 15% compared to 11% for a man.10  

1. Almaz Negash, “Economic Empowerment of Women,” Santa Clara University (2006). http://www.scu.edu/ethics/practicing/focusareas/global_ethics/economic-empower-
ment.html.
2. Department for International Development, “The Turning Point on Poverty: Background Paper on Gender,” (2010). www.oecd.org/dataoecd/29/47/45249900.pdf.
3. Ibid.
4. The Global Poverty Project. http://www.globalpovertyproject.com/infobank/women.
5. The Business and Industry Advisory Committee to the OECD, “Joint Workshop on The Business Case for Women’s Economic Empowerment” OECD (2012). http://www.
biac.org/members/elsa/mtg/2012-02-workshop/OECD_Background_Paper_for_the_Worksho.pdf.
6. The National Women’s Business Council. http://nwbc.gov/facts.
7. Ibid.
8. Ibid.
9. Ibid.
10. Negash, “Economic Empowerment of Women.”
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Risk How? Opportunity

Firm Competitiveness
Keeping women from reaching their potential 
limits the employee pool of every company. 

Ensuring that women get equal access to op-
portunities results in a stronger employee base.

Weakened Economy

If women are unable to reach their entrepre-
neurial and business potential, missed oppor-
tunities for economic growth in the United 
States and across the world result.

Empowering women to start their own 
businesses or participate more in the busi-
ness world offers more avenues of economic 
growth. 

Global Economic Growth

Encouraging the growth and development 
of women-owned businesses can help foster 
economic growth for companies and the 
globe.

Incorporating women-owned businesses into 
the supply chain creates more dynamic supply 
options, drives innovation, enhances a com-
pany’s image, and helps ensure healthy families 
in communities in a company’s markets.1 

1 

1. WEConnect International. Briefing given to BCLC, June 17, 2013.

Why Businesses Engage in this Issue

Women perform 66 percent of the world’s work, and produce 50 percent of the food, yet 
earn only 10 percent of the income and own 1 percent of the property. 

Whether the issue is improving education in the developing world, or addressing nearly any 
other challenge we face, empowering women is a critical part of the equation.

Former President Bill Clinton addressing the annual meeting 
of the Clinton Global initiative (September 2009)

Impacts/Risks
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Problem Concentration

Where What Why

Developing World Poverty
The problems of poverty around the world are felt more 
strongly by women, as they make up 70% of the world’s poor-
est billion people.1 

Developing World Education Access

In many parts of the developed world, women outnumber 
men in secondary and post-secondary educational institutions, 
in most of the developing world, women are more likely to be 
left out of primary and secondary education.2

Global Economic and Financial Literacy

Many women in the United States and around the world are 
unaware of their rights when it comes to their finances. Better 
understanding of financial and economic rights would make 
interactions that women have in the financial markets more 
efficient.3 

Global Credit Access

While laws in the United States protect women from discrimi-
nation in the credit market, many women around the world 
find it difficult to secure business or consumer credit. This 
makes it harder for them to open or expand their businesses 
or manage household expenses.4 

Global Family Responsibilities

In most cultures, women are the primary caregivers. This re-
sults in long-term disruptions from work to raise children and 
care for aging parents. In China and India, for example, more 
than 95% of wage-earning women are caring for elderly family 
members in addition to their work responsibilities.5 

1 2 3 4 5 

1. The Global Poverty Project, http://www.globalpovertyproject.com/infobank/women
2. For women in colleges, see Claudia Goldin, Lawrence Katz, and Ilyana Kuziemko, “The Homecoming of American College Women: The Reversal of the College Gender 
Gap,” NBER, 2007. For primary education for girls and women around the world, see UNESCO, “Education for the 21st Century,” (2007) http://en.unesco.org/themes/
education-21st-century
3. Lawrence Bowdish, “Invidious Distinctions: Credit Discrimination Against Women, 1960s-Present” Ohio State, (2010) http://etd.ohiolink.edu/view.
cgi?acc%5Fnum=osu1281925280
4. Ibid.
5. Sylvia Ann Hewlett, “More Women in the Workforce Could Raise GDP by 5%” Harvard Business Review (2012) http://blogs.hbr.org/hbr/hewlett/2012/11/more_women_
in_the_workforce_could_raise_gdp.html
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Highest ROI for Social Impact

Lever Why

Primary Education Access
Ensuring that women and girls receive the same opportunities as men and boys will better prepare them 
to achieve their economic potential.1 

Supply Chain
Larger companies can help support women-owned businesses by incorporating these businesses into their 
supply chains. Instead of offering grants and aid to those small women-owned businesses, larger companies 
can help them sell their products and become commercially successful.2 

Economic and Financial 
Literacy

In most parts of the world men receive more formal training and education in consumer or business fi-
nance than women, even though women make a vast majority of household budgetary decisions in nearly 
every society. Financial literacy for everyone, women especially, needs to go beyond an understanding of 
balancing checkbooks and interest rates to a more comprehensive education in broader investment tools 
and the intelligent use of credit. This way, women can make smart decisions about their economic futures, 
both professionally and personally.3 

Business Credit
Long-standing obstacles have kept women from finding institutional avenues of credit to start or build 
their businesses. By making access to credit more streamlined and systematic, women around the world 
can grow their own enterprises more efficiently.4 

Consumer Credit

Barriers that arbitrarily keep women from accessing consumer credit are a drag on any economy. For 
single women particularly, access to consumer credit (including installment credit, credit cards, and mort-
gages) is paramount to engaging in economic society.  Increasing access to credit empowers women to 
manage their consumption habits and more effectively leverage their future incomes in the present.5

Dynamic Work Arrange-
ments

All employees benefit when work arrangements are tailored to maximize their productivity. Allowing em-
ployees to shape their work arrangements helps keep retraining costs down and builds morale.

1 2 3 4 5 

1. DNA India, “UNESCO Calls for Girls Access to Primary Education,” (2012) http://www.dnaindia.com/world/1659252/report-unesco-calls-for-girls-access-to-primary-
education
2. WEConnect International. Briefing given to BCLC, June 17, 2013.
3. FINRA Investor Education Foundation, “In Our Best Interest: Women, Financial Literacy and Credit Card Behavior,” (2012) http://www.finra.org/web/groups/foundation/@
foundation/documents/foundation/p125971.pdf
4. Grameen Foundation, http://www.grameenfoundation.org/what-we-do
5. Lawrence Bowdish, “Invidious Distinctions: Credit Discrimination Against Women, 1960s-Present”
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The Future

Emerging Trends 

•	 Microlending	and	Microfinance 
 
Some form of microlending has existed for centuries, however it is only in the past 30 to 40 years that microlending has become 
synonymous with extending small amounts of credit to poorer individuals (especially women) in the developing world who are 
trying to start or grow their own enterprises. Microlending’s growth and ability to create jobs in the developing world makes it 
an increasingly popular answer to solving some of the issues of global poverty.1 
 
Measuring the impact of microlending is difficult. On one hand, many standard financial institutions around the world (e.g., postal 
savings banks, financial cooperatives and credit unions) offer microloans as part of their business model, but do not necessarily 
label them as such. On the other hand, numerous organizations exist solely to offer those microloans, the most prominent and 
successful of these being the Grameen Bank in Bangledesh and India.  
 
The most comprehensive attempt to measure the impact of microlending on a country-by-country basis is the Economist’s 
annual “Global Microscope on Microfinance Business Environment.”2   Of the measured institutions that offered microloans in 
2011, there were roughly 1,100 institutions that served about 74 million borrows with roughly $38 billion in loans (approxi-
mately $500 a person).

Projections 

• If female employment rates were to match male rates in the United States, overall GDP would rise by 5%. In Japan, such initia-
tives could increase GDP by 9%. In developing economies, the effect soars into the double digits. 

• By 2019, women are projected to account for nearly 60% of total undergraduate enrollment. 

1. Grameen Foundation, http://www.grameenfoundation.org/what-we-do
2. The Economist, “Global Microscope on Microfinance Business Environment,”  2011. Available at http://issuu.com/idb_publications/docs/global_microscope_2011
?e=1413838/2039064
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Established Action Plans

Business Strategies 

 Coca-Cola1 
 

• Coca-Cola will grow the number of women in upper management level positions across its company.
• The company’s female employee engagement rate is higher than its overall company engagement rate.
• Women hold top leadership positions in Coca-Cola’s corporate finance group, including its Head Controller, M&A and 

Internal Audit executives.
• Women make up half of the Coca-Cola Global Public Affairs and Communications leadership team and about half of 

its legal team. Coca-Cola has women in its top science, regulatory, quality, and human resources positions.

 Wal-Mart2 
 

• By 2016, Wal-Mart plans the following 

• Source $20 billion from women-owned businesses in the United States and double its sourcing from female 
suppliers internationally.

• Offer training, market access and career opportunities to 60,000 women working in factories to help them 
“develop the skills they need to become more active decision-makers in their jobs and for their families.”3 

• Help 200,000 women from low-income households gain job skills and access higher education, retail training 
programs also would help 200,000 women internationally.

• Work with major professional services firms and merchandise suppliers with more than $1 billion in sales to 
increase female and minority representation on Wal-Mart accounts.

• Wal-Mart also established country-specific goals in markets where it operates; its Brazil division, for example, 
is hiring female construction workers to help build its stores and is providing job opportunities for women in 
Sao Paulo. 

Comprehensive Plans

 UN Entity for Gender Equality and the Empowerment of Women (UN Women)4 

• UN Women supports governments in unlocking the bottlenecks for women’s economic empowerment, poverty 
reduction and food security.

• UN Women promotes participatory approaches, stakeholder consultations, and support for rural women’s organizing 
to ensure that those priorities are reflected in policies at all levels: macroeconomic, rural, and agricultural.

• UN Women builds on concrete initiatives already being carried out by our agencies at the country level, such as the 
initiatives “Purchase for Progress” and “Food-for-work.”

1. Muhtar Kent, Coca-Cola CEO, Speech to Yale World Fund Lecture (2010)
2. Wal-Mart, “Global Responsibility,”  http://corporate.walmart.com/global-responsibility/womens-economic-empowerment/our-goals
3. Ibid.
4. Michelle Bachelet, “A Comprehensive Response to Rural Women and Girls’ Economic Empowerment” UN Women, (2012). http://www.unwomen.org/2012/02/womens-
leadership-and-participation-is-essential-in-shaping-responses-to-development-challenges-and-recent-global-crises/
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Collaborator Analysis

Companies How Companies Engage the Problem

Walmart

Wal-Mart’s main program to empower women is the Global Women’s Economic Empowerment Initia-
tive. Wal-Mart has initiatives within this umbrella program designed to increase its sourcing from women-
owned businesses, train women to become empowered in the workforce, and promote diversity within 

their suppliers.1 

Coca-Cola 
5by20 (empowering 5 million women by 2020) is Coca-Cola’s flagship initiative. The programs include ac-
cess to business skills training, financial services, assets, and support networks of peer and mentors.2 

Intel

Intel employs a number of educational programs to empower women, including “The Power of Educa-
tion,” “Working with 10x10,” and “Intel Education Solutions.” These programs teach women about the 
importance of accessing the Internet, the power of education, and how to become empowered in the 
classroom.3 

Exxon Mobil
Exxon Mobil’s Women’s Economic Opportunity Initiative focuses on developing women business lead-
ers, creating an environment for women’s economic participation, and using technologies that accelerate 
women’s economic advancement.4 

Capital One
Capital One's Supplier Diversity Program seeks to diversify its supplier base by utilizing ethnic minority, 
women, and LGBT-owned businesses. The goal is to use these diversity-owned businesses wherever they 
exist in its supply chain and procurement operations.5 

Alcatel-Lucent
Alcatel-Lucent is a signatory of the “Code of Best Practices for Women,” which helps guide a company’s 
mentoring, employment, and hiring practices to help encourage more women to enter the field and into 
its company.6 

1 2 3 4 5 6 

1. Wal-Mart, Global Responsibility  
2. Coca-Cola 5by20 Program, http://www.coca-colacompany.com/stories/5by20
3. Intel Education Programs for Girls and Women Around the Globe http://www.intel.com/content/www/us/en/technology-in-education/programs-for-women-and-girls.html
4. Exxon Mobil’s Women’s Economic Opportunity Initiative,  http://www.exxonmobil.com/Corporate/community_women.aspx
5. Capital One Diversity Program Benefits the Community and Business, http://www.capitalone.com/about/doing-business/supplier-diversity/
6. Alcatel-Lucent, “Corporate Blog post on Women’s Empowerment,” (2010) http://www2.alcatel-lucent.com/blogs/corporate/2010/06/ben-verwaayen-signs-
women%E2%80%99s-empowerment-principles/

Major Companies

This section scans the types of programs and policies that community stakeholders, broken up by broad commitments, 
companies, NGOs, and governments, have developed to address nutrition and obesity.



U.S. CHAMBER OF COMMERCE FOUNDATION PAGE 11

Women’s economic empoWerment netWork                         2013               

Major NGOs

Organization How NGOs Engage the Problem

UN Women

In 2010, the UN General Assembly created UN Women to accelerate the UN’s goals on gender equality 
and the empowerment of women. Primarily, UN Women supports intergovernmental bodies in formu-
lating policies, global standards, and norms. It also helps member states implement these standards and 
conducts regular self-monitoring of the UN to ensure the accomplishment of gender equality goals and 
commitments.1 

Vital Voices: Global Part-
nership

Vital Voices is a worldwide mentorship program that focuses on nurturing leadership potential in women 
who are problem solving a particular issue in their communities. Vital Voices focuses on three main global 
issues: human rights, economic empowerment, and political and public leadership. The program is designed 
to help women become more effective transformational leaders and has a clear timeline for each woman 
leader, including training workshops, access to resources, and one-on-one mentorship.2 

Empowered Women 
International

Empowered Women International’s mission is to assist low-income immigrant and refugee women living 
in the D.C. area integrate, participate as new citizens, and ultimately become self-sufficient. Empowered 
Women International provides a network of support and access to opportunities, using the arts as tools 
of empowerment, communication, cultural understanding, and entrepreneurship.3 

Grameen Foundation

The Grameen Foundation helps microfinance institutions (MFIs), specifically loaning to women, operating 
in the poorest regions of the world find access to capital. Grameen aims to provide products and services 
that enable MFIs to better measure their results and understand their customers. It also interacts with 
new entrepreneurs. Currently the foundation uses a recently developed mobile phone-based technology 
project that helps fight "information poverty."4 

Calvert Foundation

WIN-WIN is a project of the Calvert Foundation that aims to raise $20 million from women to invest in 
organizations and projects (75% U.S., 25% international) that create opportunities for women. It focuses 
on empowering women to improve their lives by encouraging them to become agents of their own 
economic power. Through the organizations it supports, women gain access to credit and other important 
services like child care and housing.5 

WEConnect

WEConnect International works with partner companies to help foster supplier diversity, especially by 
working with women-owned businesses from around the world. They work with dozens of large corpora-
tions in numerous industries to bring women-owned businesses from over 70 countries into their value 
chains.

1 2 3 4 5 6 

1.UN Women, http://www.unwomen.org/about-us/about-un-women/
2. Vital Voices Global Partnership, http://www.vitalvoices.org/how-we-do-it
3. Empowered Women International, http://ewint.org/about/
4. Grameen Foundation, http://www.grameenfoundation.org/what-we-do
5. Calvert Foundation, “Women Investing in Women,” http://www.calvertfoundation.org/winwin
6. WEConnect International, http://weconnectinternational.org/fact-sheet
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Major Government

Organization How Government Engages the Problem

White House Council on 
Women and Girls

The White House Council on Women and Girls was commissioned by an Executive Order by the Presi-
dent in March 2009. Its mission is to ensure the advancement of women in every department and branch 
of government, and protect the equality of opportunities for women and men.1 

Office of Global Women’s 
Issues – US Department 
of State

The Office of Global Women's Issues ensures that major problems affecting women around the world are 
incorporated into U.S. foreign policy. The office seeks to empower women socially, politically, and economi-
cally in foreign countries by promoting peace, stability, and development.2 

Small Business Associa-
tion – Office of Women’s 
Business Ownership

The Office of Women’s Business Ownership's mission is to establish and oversee a network of Women’s 
Business Centers (WBCs) throughout the United States and its territories. The center has backed nearly 
10,000 loans worth about $2 billion to women entrepreneurs, while SBA-licensed intermediaries made 
nearly 1,230 microloans worth more than $13.8 million to women-owned businesses. In fiscal year 2009, 
38 women-owned businesses received $26.8 million in investment capital through the SBA’s small business 
investment companies.3  

1 2 3 

1. White House Council on Women and Girls, http://www.whitehouse.gov/administration/eop/cwg/about
2. US Department of State Office of Global Women’s Issues, http://www.state.gov/s/gwi/
3. Small Business Association’s Office of Women’s Business Ownership, http://www.sba.gov/about-offices-content/1/2895
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Learn More

 Ariane Hegewisch, Maxwell Matite, and Youngmin Yi, “The Truth in the Data: How Quantifying Women’s Labor 
Market Experiences Changes the Conversation about the Economy,” Institute for Women’s Policy Research, 
(2013).

 An explanation of the status of the gender pay gap and the causes and consequences of not paying women the 
same as men for doing the same work.

Almaz Negash, “Economic Empowerment of Women,” Address to Markkula Center at Santa Clara University, 
(2006).

A general work describing the social and economic development importance of securing economic empowerment for 
women

The Business and Industry Advisory Committee to the OECD, “Joint Workshop on The Business Case for Wom-
en’s Economic Empowerment” OECD (2012).

Background paper from Business and Industry Advisorty Committee to the OECD and AmCham France describing the 
economic and business benefits from building up and supporting women owned businesses around the world
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Infographics

The National Women’s Business Council is a non-partisan federal government council created to serve as an independent source of advice and counsel to the President, 
Congress, and the U.S. Small Business Administration on economic issues of importance to women business owners. Members of the Council are prominent women 
business owners and leaders of women’s business organizations.

SOURCE: All data comes from the US Census’ 2007 Survey of Business Owners.
1 Nonfarm businesses only. Women-owned defined as a woman or women owning 51% or more of the company. 2 Based on the 50 most populous counties and cities.
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