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Foreword 

With on e third o f the world' s population , $2 trillio n i n trade, 23 pe r cent 

of worl d trade , 4 0 pe r cen t o f th e membershi p o f th e Worl d Trad e 

Organisation an d 1 4 o f th e world' s 4 8 leas t develope d countries , th e 

Commonwealth ha s become an important voice in world trade debates. Our 

interest i n globalisation an d the effect s o f trade liberalisatio n i s therefore 

not an academic one, but i s driven b y our desire to ensure that the oppor -

tunities created b y globalisation benefi t al l Commonwealth citizens . 

In particular, these opportunities can help women in business in Common-

wealth countries becom e global players , especially i f they are operating i n 

sectors ope n t o internationa l trade . Bu t ther e ar e als o challenges . Trade 

barriers often preven t businesspeople - particularl y businesswomen - fro m 

taking ful l advantage of new markets. Moreover, insufficient knowledg e o f 

the rule s o f th e globa l tradin g syste m an d thei r implication s fo r women-

owned businesse s prevent s man y women entrepreneur s fro m successfull y 

competing i n overseas markets. 

Against thi s background , I  am particularl y please d b y the publicatio n o f 

this businesswoman' s trad e an d bes t practice s guide , Commonwealth 
Businesswomen: Trade Matters, Best Practices and Success Stories. The book 

provides solid background information on trade issues and gives an insight 

into the mandate s of organisations such as the World Trade Organisation, 

the Internationa l Monetar y Fun d and the World Bank . 

The publication also gives us a glimpse of the excellent business skills, creat-

ivity, and fortitude, which have typified the contribution of businesswomen 

to Commonwealth economies . 
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Vii i ·  COMMONWEALT H BUSINESSWOME N 

The businesswomen featured i n this guide lead by example. They define 
success by their own measure but also keep a watchful eye on the global 
environment within which they operate. As hands-on operators at the fore-
front of trade, they are in a position to provid e valuable contributions to 
the discussions on trade and globalisation and to offer concrete solutions 
to som e o f th e issue s face d b y man y other s elsewher e i n th e 
Commonwealth and beyond. 

I have found this book refreshing, insightful and inspiring. I certainly hope 
you will find i t as useful . 

Donald C. McKinnon 
Commonwealth Secretary-General 



Preface 

Commonwealth Businesswomen:  Trade Matters, Best Practices and Success 
Stories i s on e o f th e firs t output s o f th e Commonwealt h Secretariat' s 

programme focus on trade and gender issues. The publication i s a collabor-

ative effort betwee n the Trade, Enterprise and Agriculture Departmen t and 

the Gende r Affair s Departmen t o f th e Commonwealt h Secretariat . Othe r 

programmes initiate d b y these departments includ e the development o f a 

Commonwealth Businesswome n Networ k (CBWN) , whic h i s intende d t o 

function a s a  mechanis m throug h whic h th e interest s o f wome n entre -

preneurs can be promoted i n trade polic y decisions (see Appendix II) , and 

a forthcoming referenc e manua l on the gender impacts of the multilatera l 

trading system. 

The book i s divided int o five sections. It provides an overview of globalisa-

tion an d trade liberalisation , including thei r gender impact . I t also gives a 

brief introductio n t o th e rule s o f th e globa l tradin g system , lookin g a t 

agreements of the World Trade Organization (WTO) as well as the workings 

of the Internationa l Monetar y Fun d (IMF) and World Bank . I n addition , i t 

addresses some of the challenges that the new international order presents 

to women's small and mediu m sized enterprises (SMEs). 

The book also provides case studies which address issues traditionally seen 

as problems fo r businesswomen : access to credit , information , technology 

and markets, and equity issues. These are followed by more than 30 success 

stories, which tell a  persuasive story of women who have overcome various 

personal and industr y challenges to develo p viable businesses . They are a 

compilation o f bes t practice s i n business , pioneere d and/o r adapte d b y 

businesswomen acros s th e Commonwealth . A  fina l chapte r look s a t 

Commonwealth an d internationa l mandate s relate d to women and trade. 
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In orde r t o assis t wome n entrepreneurs , severa l awareness-raisin g an d 

capacity-building programme s o n globalisatio n an d it s implication s fo r 

women i n busines s hav e bee n hel d i n Africa , Asia , th e Caribbean , th e 

Pacific, Canada and the Unite d Kingdom . The aim of these programmes is 

to assist businesswomen to develop a thorough understandin g o f the rules 

of the globa l tradin g system , so that they are bette r place d to rea p some 

of the benefit s o f globalisatio n by , for example , obtaining acces s to ne w 

markets. 

The trad e an d gende r programm e i s supporte d b y th e Commonwealt h 

Secretariat's development arm, the Commonwealth Fun d for Technical Co-

operation (CFTC ) and respond s to commitmen t t o gende r equalit y i n th e 

Commonwealth Harar e Declaratio n an d Pla n o f Actio n o n Gende r an d 

Development. 

Richard Gold Nanc y Spence 

Director Director 
Special Advisory Services Social  Transformation 
Division Programmes  Division 



Executive Summary 

Introduction 

Businesswomen i n the Commonwealth , as elsewhere, contribute numer -

ous ideas and a great deal of energy and capital resources to their com-

munities, and mos t generat e jobs a s well a s creating additiona l wor k fo r 

suppliers and other businesses. Women-owned businesses come in all sizes, 

but th e majorit y ar e concentrated a t eithe r th e micr o enterpris e o r smal l 

and medium sized enterprise (SME) level. SMEs are key to a country's econ-

omic growth and their success can help reduce poverty, improve the healt h 

of familie s an d communities , rais e literac y an d educationa l levels , an d 

empower women. I t i s therefore sound polic y to suppor t them. 

Numerous studie s hav e show n tha t wome n ofte n emplo y a  differen t 

approach to busines s than me n do. They are faster to implemen t benefit s 

for thei r employees , to develo p profi t sharin g schemes , and t o introduc e 

working condition s an d structure s tha t ar e family friendly . Wome n entre -

preneurs hav e foun d innovativ e way s t o integrat e socia l an d busines s 

issues an d structure s whil e networkin g an d buildin g cross-sectora l 

alliances. I t i s important t o understan d ho w women d o busines s becaus e 

this ma y hold som e answers to th e growin g conflic t betwee n civi l societ y 

and the private sector that is confronting the meetings of international and 

regional trade organisations . 

Trade liberalisatio n an d globalisatio n represen t tremendou s busines s 

opportunities fo r some , bu t fo r other s th e change s the y caus e wil l com -

pletely undermin e thei r livelihoods . Th e protest s a t multilatera l talk s i n 

recent year s ste m fro m a  fea r tha t th e agreement s bein g mad e coul d 

potentially contribut e t o widenin g som e o f th e inequitie s betwee n an d 
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within countries . One way of reducin g the conflic t would b e for the World 

Trade Organization (WTO) to find room for the non-private sector voice and 

concerns in it s trade deliberations . 

The WTO takes a 'lowest common denominato r approach ' to trad e agree-

ments -  frequentl y the onl y way it s member s can obtain agreemen t i s to 

agree on a  minimum standard . This can b e contrasted wit h th e approac h 

taken b y the Europea n Union , which operate s o n the principl e o f settin g 

the standar d neede d an d then findin g way s to mak e i t possibl e fo r eac h 

member countr y t o achiev e it . Th e Asi a Pacifi c Economi c Co-operatio n 

(APEC), on the other hand, operates by consensus. This would appear to be 

similar to the WTO model, but there must be full agreement on each policy 

issue before i t is adopted b y APEC leaders, involving considerable negotia -

tion. APEC is also mor e open t o input s fro m th e privat e an d civi l societ y 

sectors, such as the Women Leader s Network (WLN). 

Women busines s leaders are positioned to pla y a unique rol e i n the trade 

liberalisation proces s a s they hav e a  socia l conscienc e withou t havin g a 

pure socia l agenda . Expande d trad e ca n stimulat e economi c growt h an d 

open u p ne w busines s opportunities . A t th e sam e time , wome n wil l 

inevitably find themselves having to compete in a market that i s becoming 

increasingly global . I t i s important t o ensur e that the polic y environment , 

infrastructure and support mechanism for businesses are accessible to and 

respond to the need s of SMEs owned b y women and men. 

It is also time to acknowledge that women and men do no t operate on an 

equal playin g fiel d an d wor k t o addres s thes e inequities . Women-owne d 

businesses face some serious gender-specific challenges. These include dis-

crimination an d th e fac t tha t man y wome n entrepreneur s hav e signifi -

cantly les s access than me n to some of the ke y resources required to gro w 

their businesses . Yet women entrepreneurs have shown that they can build 

their businesse s effectively and , although they tend to b e located i n small 

businesses an d i n sector s tha t ar e considere d high-ris k investment s b y 

financial institutions , they have demonstrated a  lower rate of business fail-

ure tha n men' s businesses . Women' s rat e o f repaymen t o f loan s i s als o 

much highe r than that o f men. 

Governments, multilateral organisations and civil society can make the situ-

ation for women entrepreneurs easier, more equitable and more accessible 
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by helpin g wome n obtai n acces s to finance , markets , training, infrastruc -

ture, technolog y an d policy-making . Wome n mus t b e abl e t o tak e lega l 

responsibility fo r propert y an d loans , an d ente r int o contractua l agree -

ments i n thei r ow n righ t wit h a  rang e o f bodie s tha t for m th e suppor t 

framework fo r smal l business , includin g banks . They als o nee d t o under -

stand ho w the WT O works i f they ar e to succee d i n a n increasingl y com-

petitive globa l marke t place. 

Globalisation, Trade and Women-owned SMEs 

Globalisation i s transforming nationa l economie s worldwide , forcing bot h 

developing an d develope d countrie s t o underg o a  restructurin g process . 

There i s a n increasin g relianc e o n trad e liberalisation , les s governmen t 

spending, an d governmen t adjustmen t t o th e fisca l demand s o f inter -

national capita l market s an d internationa l financia l institutions . I n som e 

developing countries , these institution s ar e imposin g economi c refor m i n 

the form of structural adjustment programmes (SAPs) which usually involve 

export production/promotion; privatisation and deregulation; devaluation; 

and a reduction i n the size of the publi c sector . 

Trade liberalisation mean s the opening u p of market s and the eliminatio n 

of trade barriers. This, together with investment and financial liberalisation , 

is toute d a s bein g goo d fo r bot h develope d an d developin g countries . 

However, as well as creating opportunities for many , it i s also having some 

negative impacts , particularly o n women. In order to accuratel y assess the 

impacts of economic liberalisation, it is important to consider key aspects of 

gender relations, such as women's unpaid reproductiv e work and their lim -

ited access to resource s in the househol d an d the wider marke t economy. 

Although trad e liberalisatio n ha s increase d women' s acces s t o pai d 

employment, man y o f thes e job s i n developin g countrie s ar e i n state -

promoted expor t processin g zone s (EPZs ) o r involv e outsourcin g an d a n 

increase in home-based work. This leaves women increasingly vulnerable to 

capital fligh t ris k an d labou r abuses . Also, i n certai n sector s an d i n par -

ticular countries , women hav e bee n displace d fro m employment . I n agri -

culture, ther e ha s bee n a  focu s o n incentive s t o large-scal e businesse s 

involved i n the expor t o f cas h crops. Women, on the othe r hand , are pre-

dominantly smal l farmer s wh o generall y produc e foo d fo r domesti c 
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consumption an d are not well equipped to cop e with the negativ e effect s 

or take advantage o f the positiv e effects o f trade liberalisation . 

At th e sam e time, the economi c reform s calle d fo r b y trade liberalisatio n 

involve cuts in public services such as health and education. This has a dis-

proportionate effec t on women becaus e of their employment i n the publi c 

sector and du e to thei r primar y responsibilit y fo r househol d an d commu-

nity management . 

Understanding the Rules of the Global Trading System 

The three main institutions that govern the modern global system of econ-

omics an d trad e ar e th e Internationa l Monetar y Fun d (IMF) , th e Worl d 

Bank and the Worl d Trade Organization (WTO) . The IMF' s focus i s chiefly 

on macroeconomic performance , and on macroeconomic and financial sec-

tor policies , whil e th e Worl d Ban k i s concerned mainl y wit h longer-ter m 

development an d povert y reductio n issues . However , the lendin g policie s 

of both institution s hav e been heavily criticised for many years for worsen-

ing povert y i n developin g countrie s an d increasin g thei r dependenc y o n 

the wealthie r nations . The structura l adjustmen t programme s (SAPs ) tha t 

they impos e requir e les s spendin g o n socia l service s an d developmen t 

while debt repaymen t i s made the priority . This has had a negative impac t 

on the poor , particularly women, and there is limited evidence about SAPs' 

effectiveness in the long run. The World Bank in the past also funded large-

scale national project s based purely on economic criteria without regar d to 

the social and environmental consequences. It has now become more sensi-

tive i n it s project funding. 

The WTO encompasses the General Agreement on Trade and Tariffs (GATT) 

and several other multilateral agreements that cover all aspects of trade of all 

member countries. The WTO has come under increasing criticism from civi l 

society i n recen t years. There are concerns abou t it s lac k o f transparency , 

the influenc e o f transnationa l companie s (TNCs ) an d th e fac t tha t non -

governmental organisations (NGOs) have no access to it s deliberations. I t is 

also feared that globalisation an d trade liberalisatio n wil l increas e already 

existing inequalities between women and men, rich and poor and rural and 

urban, and that the WTO's adoption of minimum standards is eroding pro-

gressive nationa l labou r legislatio n and healt h and safety standards. 
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The GATT covers all aspects of trade in merchandise and goods of all mem-

ber countrie s an d wa s recentl y expande d t o cove r 'non-tarif f barrier s t o 

trade', including food safety laws, product standards, investment policy and 

other domestic law s that affec t trade. The General Agreement on Trade in 

Services (CATS ) applie s th e genera l rule s o f 'trad e i n goods ' t o 'trad e i n 

services'. While goods are tangible an d visible, services are intangible an d 

invisible (fo r example , educationa l o r cultura l services) . Service s i s th e 

fastest growin g secto r i n internationa l trade , an d water , educatio n an d 

health wil l potentiall y b e the mos t lucrative i f governments are obliged t o 

privatise them . This ha s significant gende r implication s sinc e women ar e 

the mai n user s o f wate r an d healt h car e du e t o thei r domesti c roles . 

Research around the world has also shown that girls and women gain most 

from the public provision of education and their access tends to be reduced 

where fees are imposed. 

Another ke y agreemen t i s th e Trad e Relate d Aspect s o f Intellectua l 

Property Right s (TRIPS), which require s al l countries to recognis e and pro-

tect patents , trademarks , etc . Man y argu e tha t th e TRIP S agreemen t 

favours the interest s of developed countries as over 90 pe r cent of patent s 

are held there, increasingly by TNCs. Fundamental gender issues related to 

intellectual propert y right s includ e acces s to seed s fo r foo d production / 

food security , medicines , land , th e us e o f natura l an d geneti c resources , 

and recognitio n o f and compensation fo r traditional knowledge . 

Investment matters are covered by the Trade Related Investmen t Measures 

(TRIMS) and Foreign Direct Investment (FDI) agreements. They will particu-

larly affect the man y women SMEs which are involved i n supplying input s 

or ancillary services to TNCs by removing the requirements of local content. 

TNCs will thu s b e free to sourc e input s from an y low-cos t competito r an d 

suppliers in some countries will risk losing out to countries with lower wage 

rates. I t wil l als o n o longe r b e possibl e t o requir e companie s t o conduc t 

technology transfer . 

Agriculture falls under the Agreement on Agriculture, which requires coun-

tries to mak e changes bot h to borde r measure s to contro l import s an d t o 

subsidies that governments grant to support the prices of agricultural prod -

ucts and assure a reasonable income to farmers. This will affect small-scale 

women farmer s i n particula r sinc e the y wil l b e unable  t o compet e wit h 

cheap, heavil y subsided product s from th e North . I t also ha s implication s 
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for food security. An Agreement on Textiles and Clothing (ATC) was initially 

seen as beneficial to developing countries since the quotas on their exports 

to developed countries were supposed to be phased out by 2005. However, 

there hav e bee n a  variety o f complaint s abou t it s implementation . Also , 

any comparativ e advantage s wil l increasingl y depen d no t jus t o n chea p 

labour but on a workforce that i s both relatively cheap and technologically 

skilled. 

An optional Agreement on Government Procurement , which WTO members 

are no t require d t o join , require s governmen t purchase s t o b e mad e 

through a  tendering proces s i n which foreig n supplier s hav e an opportu -

nity t o participate . Thi s ha s significan t implication s fo r women-owne d 

enterprises an d SME s a s i t restrict s th e abilit y o f government s t o awar d 

contracts on social, environmental o r broad economic grounds. 

Challenges Faced by Women-owned SMEs 

Women entrepreneurs face particula r challenges . They often lac k informa-

tion abou t ho w to ge t a  loan, lack the necessar y collatera l t o obtai n one , 

and/or fac e discriminatory law s or practices relate d to finance and credit. 

Another challenge i s a lack of knowledg e abou t ho w to participat e i n the 

market place, particularly about what is internationally acceptable. The high 

cost of developing new business contacts and relationships in a new country 

or marke t can also b e a major deterren t fo r women attemptin g t o export . 

In addition, women are usually less educated than men , making them less 

well equippe d to manag e a  business. When busines s training i s available, 

they ma y not b e able to take advantage o f i t becaus e i t i s held a t a  time 

when they ar e looking afte r thei r famil y and/o r th e conten t an d metho d 

of delivery ma y not be appropriate. 

Owners of SMEs may also be hampered i n their busines s b y a lack of reli -

able transportation syste m to ge t their goods to market . They also need a 

predicable trade support infrastructure , which would includ e a knowledge-

able bureaucrac y an d supportiv e governmen t mechanisms . Women ofte n 

have fe w o r n o contact s i n th e bureaucracy , an d ther e ma y b e a  bia s 

against women' s businesses . The y hav e littl e representatio n o n policy -

making bodies , partly becaus e they tend no t to belon g to o r reach leader -

ship position s i n mainstream busines s organizations. 
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Women hav e limite d acces s to th e ne w informatio n an d communication s 

technologies (ICTs) that are driving the current phas e of globalisation an d 

economic liberalisation . Women everywher e hav e les s access to technica l 

education and training than men. Older women and women with low levels 

of education and literacy are particularly disadvantaged, and the dominant 

use o f Englis h a s th e mediu m o f communicatio n als o hamper s man y 

women's participation . 

Another challeng e i s that women' s involvemen t i n busines s can b e invisi-

ble. Most countries do not collect statistics on the sex composition o f busi -

ness owners or operators. I t has been argued that there are problems with 

such statistics becaus e many businesses hav e multiple owner s and opera-

tors, som e o f who m migh t b e me n an d som e women . However , withou t 

such statistics , polic y makers , banker s an d other s ten d t o assum e eithe r 

that al l businesse s are owned and/o r operate d b y men or that businesse s 

owned and/or operated by women are no different from those of men. Yet 

there ar e numerou s difference s betwee n the m whic h sugges t differen t 

needs. In order to mak e good polic y i t i s essential to mak e women's busi -

nesses visible i n terms o f numbers , share of businesse s and distinc t char -

acteristics. 

Comparative studie s hav e als o show n tha t women' s businesse s ten d t o 

operate i n different sub-sectors than men's , being mor e likely to b e found 

in the servic e secto r and les s likely to b e in manufacturing . They are also 

likely t o b e concentrate d i n sub-sector s tha t ar e eithe r associate d wit h 

women's traditional role s or require minima l input s of capital and techno-

logy. Thi s i s problemati c becaus e thes e sector s o r sub-sector s ten d t o 

receive littl e attentio n fro m polic y maker s who , whe n the y d o conside r 

SMEs, are more likely to associate SMEs with manufacturing . 

In additio n t o thei r statistica l invisibility , women' s businesse s tend t o b e 

organisationally invisible : that is , they are not well represente d i n industry , 

trade or business associations. One reason for this i s the difficulty o f find -

ing sufficient time to atten d meeting s as well as manage their families. A 

characteristic tha t clearl y distinguishe s mos t businesswome n fro m busi -

nessmen i s their responsibilit y fo r famil y welfar e an d househol d wor k as 

well as the business . This invisible 'double burden ' often interfere s directl y 

or indirectl y wit h th e conduc t o f busines s for women i n ways that d o no t 

apply to th e majorit y o f men . Business associations rarel y schedule meet -
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ings with this i n mind , and few business conferences or trade fairs provid e 

childcare i n orde r t o facilitat e th e participatio n o f businesswomen . This 

means that thei r differen t need s do no t feed int o polic y makin g throug h 

the lobbyin g an d other activities o f these organisations. Also, few govern-

ment programmes consider the impact of women's household roles on their 

access to training o r other kinds of support . 

A major consequence of these various forms of invisibility of women's busi -

nesses i s that thei r specifi c characteristic s an d need s are no t reflecte d i n 

policy formulation o r other ke y areas of decision makin g tha t affec t busi -

nesses, and few women are invited to join trade missions or delegations. 

Gender-sensitive Polic y Response s 

Policy responses are needed to enable businesswomen can compete on an 

equal footin g wit h businessmen , an d fo r nationa l economie s t o ta p th e 

enormous potential of women entrepreneurs, business owners and business 

operators. There is growing awareness that gender inequalit y i s inefficient , 

not onl y slowin g growt h bu t als o havin g socia l an d politica l costs . State 

intervention i n the marke t i s therefore necessar y to ensur e that bot h effi -

ciency an d equit y objective s ar e me t an d t o fulfi l governments ' commit -

ments made in internationa l mandates . 

Trade polic y changes the relativ e costs and price s of importe d an d locall y 

produced goods and, in some cases, services. These changes affect consump-

tion and investment as well as the competitive position of local and foreign 

producers. Due to their smaller size and concentration i n the service sector, 

women's businesses are more likely to serve the domestic market and be in 

areas affected b y foreign competition . Cheap import s an d the openin g o f 

multinational supermarke t chain s ca n seriousl y damag e women-operate d 

businesses. 

In other areas , women ar e often unabl e to take advantage o f ne w expor t 

opportunities because of their lack of access to resources, including inform-

ation. Althoug h governmen t agencie s ma y ai m t o provid e suc h inform -

ation, mos t do no t recognis e the specifi c need s of women's businesse s o r 

businesswomen. Programmes need to target the sub-sectors where women 

are concentrated and be delivered i n ways that are sensitive to the gender 

roles, capacity and access of women an d men . The timing an d locatio n o f 
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service deliver y an d trainin g course s hav e to tak e int o accoun t potentia l 

access problems for women with famil y responsibilities . 

In many countries, businesswomen and women's businesses are very poorly 

represented i n trade mission s an d trade fair s an d exhibitions . Specialise d 

women-only trade missions and a quota o f women in all trade missions for 

industries o r product s i n which women-owne d businesse s operat e shoul d 

both b e considered. A bette r representatio n o f women amon g the staf f i n 

trade an d commerc e department s an d thos e taske d wit h supportin g i n 

overseas mission s would hel p to encourag e businesswome n t o trave l an d 

explore business opportunities i n export markets . 

Case Studies on Key Issues Affecting Women-owned SMEs 

Case studie s fro m al l ove r th e Commonwealt h loo k a t ho w selecte d 

women's businesse s an d organisation s hav e addresse d som e o f th e ke y 

issues that wome n entrepreneur s hav e identifie d a s challenges. Although 

the studies hav e been divided int o sections -  acces s to finance , access to 

markets, acces s t o informatio n an d training , acces s t o policy-making , 

access to technology and equity issue s - th e issue s are clearly interlinked. 

The case study on access to finance focuses on how traditional micro-credi t 

schemes in Ghana have evolved into a hybrid lending institutio n that com-

bines some of the protection s o f the formal financia l institution s wit h th e 

more informa l aspect s of the traditional community-base d schemes . Since 

women usually have less access to credit, they have set up their own means 

of savin g an d borrowin g mone y i n man y countries . I n Ghana , th e Sus u 

scheme of very small but regular contributions makes it possible for women 

to accrue capital to inves t in their businesses . However, such schemes gen-

erally d o no t loo k a t strategi c way s to hel p suppor t th e growt h o f micro -

enterprises into small or medium-size businesses. This case study shows the 

importance fo r wome n o f havin g acces s to a  rang e o f credi t services , so 

that the y ca n choos e th e credi t vehicl e tha t mos t suit s thei r need s an d 

stage of busines s development . 

The cas e studies o n acces s to market s loo k a t the Women' s Trade Centr e 

(WTC) establishe d b y the Self-Employe d Women' s Associatio n (SEWA ) i n 

Gujarat, India, and the Talking Beads Academy in South Africa. Women's trad-

itional craf t skill s are often undervalued , with sewing and handicraf t work 
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being poorl y paid . The ke y challenges fo r handicraf t worker s i s the mar -

keting of their products , knowing what designs to create for a foreign mar -

ket, being able to meet large orders and distributing their orders in a timely 

fashion. The means and ability to overcome these issues are often beyon d 

the capacit y o f the small-scale craf t worker . The WTC therefore help s rura l 

women involved in producing traditional crafts or collecting and processing 

natural resources to increase their output and profits by linking directly with 

national, regional and global markets . The case study examines the kinds of 

mentoring initiative s availabl e fo r runnin g grassroot s micr o enterprise s t o 

help them develop and grow their micro-operation s to the SME level. 

In a similar vein, Talking Beads takes on the job of design research, product 

marketing an d distributio n fo r handicraf t worker s makin g beadcraft . I t 

combines both for-profit and non-profi t activities and works with poor rural 

women, makin g i t eligibl e t o receiv e funds tha t assis t with cost s such as 

training. Participants can potentially earn more than they would doing the 

equivalent wor k elsewhere , an d als o gai n a n opportunit y t o lear n abou t 

goal settin g an d ho w to establis h an d ru n thei r ow n businesse s with th e 

money that they are saving. 

The next three case studies focus on the issue of access to technology. The 

new information and communication technologies (ICTs) are totally chang-

ing the way the world communicate s -  an d does business . The first stud y 

examines th e establishmen t o f a  telecentr e i n a  rura l communit y i n 

Australia and documents the role of women in its management and estab-

lishment. It illustrates how businesswomen i n the Commonwealth can take 

advantage o f the rapi d changes in the telecommunications industr y to d o 

business from eve n the mos t isolate d rura l areas . The second stud y i s an 

analysis o f a  virtual trad e missio n (VTM ) i n India . The hig h cos t of devel-

oping ne w business contacts and relationships i n a new country or market 

is a big deterren t an d obstacl e fo r man y small women-owned businesses . 

A VTM make s i t possibl e to cu t these costs. When this technology i s com-

bined with the development of an innovative partnershi p betwee n the pri -

vate an d publi c sector s an d communit y organizations , i t open s door s fo r 

women entrepreneur s t o ne w markets . Starfish Oil s Limited , the focu s o f 

the thir d study , shows ho w a  smal l woman-owne d fir m ha s used techno-

logy to grow the business in a way that would not have been possible with-

out access to telecommunications technology . 



EXECUTIVE SUMMAR Y ·  XX I 

A critica l theme i n al l three studies i s that ICT s are just tools and mad e a 

difference i n each case because of the developmen t o f loca l partnership s 

and organisationa l structures . I n orde r t o ensur e women' s acces s t o th e 

Internet, they nee d skill s trainin g t o b e abl e t o tak e advantag e o f thes e 

new technologies. The high cost of purchasin g the hardwar e and software 

required also tends to affect women entrepreneurs more than men because 

they usually have less access to credit . These are all challenges that can be 

overcome b y governments, financial institution s an d civi l society organisa-

tions. What i s needed i s the politica l wil l tha t recognise s that these issues 

are of key importance to economic growth and sustainable development. 

Businesswomen ar e ofte n marginalise d i n th e busines s communit y an d 

therefore unable  t o easil y acces s muc h o f th e informatio n the y nee d o n 

how to ente r the expor t market . The cas e study tha t addresse s this issu e 

describes how the Uganda Investmen t Authority (UIA) has started to reach 

out to divers e network s o f businesswomen , and serve a  business commu-

nity tha t range s from micro-enterpris e stree t selle r to companie s tha t ar e 

listed o n th e publi c stoc k exchange . I t provide s informatio n an d trainin g 

with a focus on building network s to promot e business linkages and devel-

opment for Uganda n women entrepreneurs , including a t the internationa l 

level. In order for women entrepreneurs to grow their businesses, they need 

access to a  wide rang e o f busines s development support , includin g infor -

mation, trainin g an d advic e tha t demonstrate s a n understandin g o f th e 

gender constraint s tha t wome n ofte n hav e to overcom e whe n settin g u p 

and running an enterprise. 

The Women Leader s Network (WLN), the focus of the case study on access 

to policy-making, , is working at the international polic y level to ensure that 

future trad e polic y initiative s tak e gende r issue s int o account . The stud y 

describes a unique partnership of women leaders from the private and pub-

lic sectors, civil societ y groups an d academe . Fo r the wor k o f the WL N to 

be successful, it relie s on loca l network s of women's leader s and organisa-

tions t o carr y ou t it s lobb y campaig n a t th e Asia-Pacifi c Economi c 

Cooperation (APEC ) forum. Networking i s one way i n which wome n hav e 

overcome the disadvantages they face individually i n terms of their access 

to policy-maker s an d limite d representatio n i n policy-makin g bodies . I t 

enables them t o shar e informatio n an d increase s thei r abilit y t o hav e an 

effective inpu t int o the formulation o f policy . 



xxii ·  COMMONWEALT H BUSINESSWOME N 

The las t two cas e studies address two differen t privat e secto r initiative s -

The Bod y Sho p an d Expression s Internationa l -  tha t demonstrat e ho w 

businesswomen ar e combining busines s and social issue s in their busines s 

practices. The Body Shop is a high profil e example, while Expressions Inter -

national i s les s wel l know n bu t ha s place d a n equa l emphasi s o n equit y 

within the workplace, making changes in the sphere over which i t ha s the 

most control: its own employees and client relations . More and more , con-

sumers are demanding no t just good price s and quality, but also fair trade 

and employment practices before they will buy a particular product or serv-

ice. The companies looked at here show that 'core labour standards' are not 

a commercial o r economic threat; rather , i t pay s to treat peopl e well . 

Success Stories 

Women entrepreneur s fro m aroun d th e Commonwealt h ru n successfu l 

businesses, whether they own a small loca l bread-makin g company , a con-

fectionary busines s tha t i s enterin g th e expor t market , o r a n aerospac e 

company providin g servic e t o airline s an d aerospac e maintenanc e com -

panies throughou t a n entir e region . Usually , they star t small , often bor -

rowing capita l fro m friends and family becaus e they are unable to obtai n 

loans fro m banks . Ove r time , the y establis h goo d workin g relationship s 

with banker s an d suppliers , an d sometime s thei r har d wor k an d obviou s 

success contribute to a n attitudinal chang e i n these lenders , who develo p 

a more positive approach towards women entrepreneurs . 

Many of the businesswome n featured her e cite the importanc e o f treating 

everyone wit h respect . They liste n t o thei r employee s wit h a n ope n min d 

and learn from them, acknowledging the importance of each individual, and 

encouraging the m t o believ e i n themselves an d t o realis e th e company' s 

goals. As one woman pu t it : High qualit y service can only b e delivered b y 

high quality staff, and people work bes t i f they believe that a high value is 

placed on their professiona l development and personal welfare. The major-

ity o f thes e wome n entrepreneur s provid e regula r training fo r thei r staff , 

building a  team o f dedicate d an d motivate d employees . Often the y kee p 

the same staff for many years. They also take the time to understan d thei r 

customers' needs , making ever y effort t o mee t them an d taking custome r 

feedback very seriously. They believe in quality products and meeting dead-

lines. They also view networkin g a s an important way of doing business . 
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Successful businesswome n thin k o f obstacle s les s a s problem s tha n a s 

opportunities t o learn , and negativ e socia l an d cultura l attitude s d o no t 

hold them back . They have been able to overcom e gender bia s (as well as 

race an d ag e discriminatio n i n som e cases ) t o achiev e thei r dreams . I n 

doing so , they stres s strong will , har d work , honesty , integrit y an d famil y 

co-operation as key, as well as having the confidence and determination t o 

succeed. They agree that entrepreneurship shoul d no t only b e about mak -

ing money, but also about applying one's skills and experience and striving 

to achiev e one's persona l bes t in any situation. These women are passion-

ate about their vision and inspir e those around them to embrace i t too. 

Commonwealth and International Mandate s 

Governments hav e agree d t o a  numbe r o f Commonwealt h an d inter -

national mandate s of particula r relevanc e to women i n business . Strategic 

objectives o f th e Commonwealt h Pla n o f Actio n o n Gende r an d 

Development an d it s Updat e includ e tha t Commonwealt h government s 

will tak e vigorou s actio n t o implemen t gender-sensitiv e macro-economi c 

policies an d strategies . Recommende d component s o f nationa l actio n 

plans includ e to : conduct gende r policy  appraisa l an d impac t assessmen t 

on macro-economi c policies ; to provid e women with acces s to land , tools, 

food security , credit and basi c social welfare facilities ; and to suppor t an d 

protect women working i n the informa l secto r of the economy. 

The Programm e o f Action (PoA ) o f the Worl d Summi t fo r Socia l Develop -

ment (Copenhagen , 1995 ) state s that socia l progres s wil l no t b e realize d 

simply through the free interactio n o f marke t forces. Policies are therefore 

necessary to correct market failures, to complement marke t mechanisms, to 

maintain socia l stabilit y an d t o creat e a  nationa l an d internationa l eco -

nomic environmen t tha t promote s sustainabl e growt h o n a  globa l scale . 

This requires a renewed and massive political wil l a t the national and inter -

national level s to inves t i n peopl e an d thei r well-being . The Po A stresses 

that gende r equality and equity and the ful l participatio n o f women i n al l 

economic, social and politica l activitie s are essential. 

The Beijin g Declaratio n an d Platfor m fo r Actio n (PFA) , unanimousl y 

adopted b y governments a t the Unite d Nation s Fourt h Worl d Conferenc e 

on Women i n 1995 , provides a blueprint fo r action to enhanc e the social, 
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economic an d politica l empowermen t o f women . Two o f th e 1 2 Critica l 

Areas of Concern of particular relevance to the issue of globalisation, trade 

and women-owned SME s are Women and Povert y (section A) and Women 

and the Economy (section F) . In the Beijing Declaration , governments state 

their determinatio n t o promot e women' s economi c independence , includ-

ing employment , an d addres s th e structura l cause s o f povert y throug h 

changes i n economic structures an d ensuring equa l acces s for al l women, 

including thos e i n rura l areas , to productiv e resources , opportunities an d 

public services. This included women's equal access to economic resources, 

including land , credit , scienc e an d technology , vocationa l training , infor -

mation, communication an d markets . Five years after Beijing , governments 

met i n Ne w York a t a  Special Sessio n o f the Genera l Assembly popularl y 

known a s Beijin g + 5 an d adopte d th e 'Furthe r Action s an d Initiative s t o 

Implement th e Beijin g Declaratio n an d th e Platfor m fo r Actio n (PFA) ' i n 

which they reaffirmed their commitment to the goals and objectives of the 

PFA and to the implementatio n o f the 1 2 Critical Areas of Concern. 

The Sixt h Meetin g o f Commonwealt h Minister s Responsibl e fo r Women' s 

Affairs (WAMM) meetin g i n 2000 (New Delhi , India) note d that globalisa-

tion, trade liberalisatio n an d increasin g competition hav e transformed th e 

social, economi c an d politica l landscap e o f th e Commonwealth . Whils t 

recognising th e positiv e aspect s o f globalisatio n fo r man y countrie s an d 

particular sections of society, they expressed serious concern over some of 

the negative effects, particularly on women and children. Ministers agreed 

that specia l attentio n need s to b e given to wome n i n the informa l secto r 

through a range of measures, and that the technical, managerial and entre-

preneurial capacit y o f wome n need s t o b e enhanced . They als o recom -

mended that governments utilise gender analysis in the negotiation o f lib -

eralisation processe s and , wher e appropriate , establis h an d strengthe n 

social safety nets and protect the basic needs of women such as food secu-

rity, education, and access to capita l an d markets . 
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CHAPTER 1 

Introduction 

Women entrepreneurs  in  the  Commonwealth 

Women entrepreneurs aroun d the world ar e making a  difference. They 

contribute numerou s idea s an d a  grea t dea l o f energ y an d capita l 

resources to thei r communities , an d mos t generate jobs a s well a s create 

additional wor k fo r supplier s an d othe r spin-of f busines s linkages . Within 

the contex t o f the Commonwealth , women's rol e i s particularly significant . 

The Commonwealth i s responsibl e fo r 4 0 pe r cen t o f th e membershi p o f 

the World Trade Organization (WTO) and over 20 per cent of all world trade, 

and boasts 17,000 listed companies whose import s and exports amount to 

over two trillion U S dollars. Women-owned businesse s have increased in all 

regions o f th e Commonwealt h especiall y i n th e servic e sector . Mor e an d 

more women ar e entering int o busines s acros s borders , trading regionall y 

and internationally . 

In Commonwealt h countrie s suc h a s Australi a an d Canada , wome n ar e 

responsible fo r a s many a s 50 pe r cen t o f ne w businesse s start-ups eac h 

year (Lever, 2001) and the rate at which women are joining the private sec-

tor i s rapidl y increasing . I n Canada , women-owne d businesse s generat e 

more employment than the top 10 0 companies in the country. Statistics in 

developing countrie s ar e les s easy to com e by , but i t i s clear that wome n 

entrepreneurs hav e also bee n activ e acros s al l sector s o f the economy . I n 

South-East Asia, for example , women form betwee n 9  an d 48 pe r cent o f 

employers and between 20 and 48 pe r cent of the self-employed. The types 

of businesse s whic h Commonwealt h businesswome n hav e establishe d 

1 
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range fro m small-scal e stree t vendor s t o large-scal e high-tec h aerospac e 

equipment installatio n services. 

Although ther e ar e growin g number s o f larg e women-owne d companies , 

the majorit y o f women' s enterprise s ar e concentrated a t eithe r the micr o 

enterprise or small and medium sized enterprise (SME) level . SMEs are the 

engine o f growt h o f a  country an d the y pla y a  crucia l rol e i n shapin g a 

nation's economi c an d industria l future . I t i s importan t fo r government s 

and internationa l policy-maker s to recognis e that SMEs make a significant 

contribution t o thei r countries ' economies , and tha t supportin g women' s 

businesses i s sound busines s sense and promote s economic development. 

It can also hel p mee t other developmen t goal s such as reducing poverty , 

improving th e healt h o f familie s an d communities , raisin g literac y an d 

educational levels , and empowering women. 

How women  do  business 

Numerous studies have shown that women often us e a different approac h 

to business than me n do. They still hav e to deal with al l of the same issues 

as other businesses such as cash flow, access to credit , marketing, strategic 

planning, staf f recruitmen t an d maintenance . However , they tend t o ad d 

an extr a elemen t t o th e organisatio n o f thei r businesse s fro m a n earl y 

stage - an d that i s the huma n element . A larg e number of women-owned 

businesses integrate strong ethica l principle s into their managemen t prac -

tices. Their businesse s ai m t o mak e a  profi t bu t als o see k ways to d o so 

while engaged in fair trading and employment practices . They give back to 

their communitie s an d thei r employee s an d hav e foun d uniqu e way s t o 

serve as mentors for other women entrepreneurs . This is the case whether 

the businesses start at the micro enterprise leve l or are multi-million dolla r 

enterprises. 

This is not to imply that businesses owned by men do not practice business 

ethics or are not concerned about their employees. Rather i t i s a matter o f 

the stage of their business development they do this at and the scale. What 

is significant about women entrepreneurs is that they tend to seek out this 

type o f balanc e within thei r businesse s a t a n earlie r stag e o f growth an d 

development. Women are faster to implement benefit s for their employees, 

to develop profit sharing schemes and to introduce working conditions and 

structures that are family-friendly. They have also demonstrated repeatedl y 
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that i t is possible to be ethical, productive and profitable at the same time. 

Some o f th e othe r commo n thread s i n th e wa y women d o busines s tha t 

have bee n show n b y researc h (Muir , 1997 ; Muir , Angov e an d Atkinson , 

2001) includ e that they: 

• hav e a  stron g commitmen t t o thei r loca l community , particularl y i n 

terms of sourcing and employmen t 

• perceiv e themselves to b e at the centr e o f thei r busines s organisation, 

with team s and workin g group s emanating fro m tha t centra l position , 

rather tha n developin g rigi d hierarchica l structure s i n whic h the y ar e 

positioned a t the top 

• hav e a strong commitment to a vision, which encompasses their privat e 

and busines s lives . This mean s tha t the y constantl y striv e t o develo p 

sustainable busines s wit h manageabl e growt h rathe r tha n aimin g fo r 

immediate hig h growth an d over-tradin g 

• focu s on the persona l relationshi p aspect s of busines s contacts , which 

supports long-ter m ambition s (whic h includ e hig h turnover an d profit -

ability) 

• develo p contact s through activ e networking , which the y perceiv e a s a 

rich business resource 

• gro w thei r busines s throug h a  rang e o f relationshi p alliance s tha t 

frequently enable more businesses and the self-employed. This results in 

slower growth , a s measure d b y increase d numbe r o f employees , o f 

women-run businesses . 

These factors ar e o f particula r importanc e whe n considerin g th e suppor t 

needed to encourage women into business and to help entrepreneurs grow 

their businesses . They also impac t on the way i n which governmen t econ-

omic developmen t statistic s ma y view no t onl y female entrepreneur s an d 

their businesses , but also the whole enterprise economy. 



4 ·  COMMONWEALT H BUSINESSWOME N 

WOMEN I N TH E PACIFI C 

Documentation about Pacifi c women entrepreneurs challenges global 

assumptions that productio n for export i s 'superior' to productio n for 

the domesti c market , o r tha t bigge r enterprise s ar e bette r tha n 

smaller. Wome n participatin g i n th e Fij i Women' s Departmen t 

Grameen scheme (WOSED) showe d littl e desire to grow one busines s 

or take i t to the export stage. Instead, when one enterprise was oper-

ating effectively, women passed this on to another family member and 

embarked o n anothe r smal l enterprise , an d s o o n (Fairbairn-Dunlo p 

2000). Tha t is , wome n engage d i n multipl e economi c enterprise s 

(MEA). This lateral pattern of business development reflected women's 

desire to spread risks, keep options open, and to keep enterprises at a 

hands-on stage . This strategy als o helpe d maintai n famil y livelihoo d 

security through creating economic options for other family members. 

Learning from  women-owned  businesses 

In today's world, increased understanding of the balanced way that women 

do busines s i s an especiall y importan t developmen t du e t o th e growin g 

conflict betwee n civi l societ y an d th e privat e secto r tha t i s confrontin g 

meetings o f th e WTO , the Fre e Trade Are a o f th e America s (FTAA) , th e 

European Unio n (EU) , the C 8 an d so on. Women entrepreneurs ma y hol d 

some of the answers to ho w to overcom e some of this conflic t becaus e o f 

two specifi c skill s they hav e developed. One i s finding innovativ e way s to 

integrate socia l an d busines s issue s an d structure s an d th e othe r i s net -

working an d buildin g cross-sectora l alliances . I t i s tim e t o loo k a t th e 

strengths o f women-owned businesse s and lear n to appl y these operatin g 

principles to othe r spheres. 

The APEC Women Leader s Networ k describe d i n chapte r 3  i s an exampl e 

of a cross sectoral collaboration tha t mounte d a  successful non-confronta -

tional lobb y effor t regardin g bot h socia l an d economi c gende r issue s 

related t o th e Asi a Pacifi c Economi c Cooperatio n (APEC ) forum . I t i s a 

unique partnershi p an d advocac y mode l tha t ha s man y element s tha t 

could b e replicate d withi n th e Commonwealt h an d i n othe r multilatera l 

fora. The Virtual Trade Mission (page 65) i s an example of a private sector 
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and civil society collaborative initiativ e that i s also highly successful and 
has opened up new markets for businesses in the information technology 
(IT) sector. In both instances, the focus is on doing business in a more effec-
tive manner. It is not about a welfare approach to development, but rather 
about finding innovative ways to move forward in a world where each sec-
tor is increasingly dependent upon the other. 

Trade agreements mad e by the World Trade Organization (WTO ) have a 
huge impact on everyone, yet there is a perception that it offers little room 
for non-private sector voices and concerns. It is critical in the whole process 
of trade liberalisation and globalisation that the leaders of this process start 
to think in more inclusive directions and begin to look at effective ways to 
include thes e othe r voices . Fo r som e th e trad e agreement s represen t 
tremendous business opportunities; for others the changes these cause will 
completely undermine their livelihoods. It is the fear that the agreements 
could potentiall y contribute to widening some of the inequities between 
and within countries that ha s led civil society organisations to protes t at 
each of the important multilateral talks in recent years. To stop the protests 
and make progress on future talks or negotiations, the WTO needs to look 
for alternative ways of consulting with these other voices and for consider-
ing all of the impacts and issues concerned in a constructive way. 

Another contentious issue is that WTO agreements are based on the prin-
ciple of working to the lowest common denominator. Since it i s negotiat-
ing a t a  global scale , frequently th e onl y wa y it s member s ca n obtain 
agreement on any one issue or sector is precisely to agree on a minimum 
standard. This means that countries that had developed more socially con-
scious labour legislation and health and safety standards are seeing their 
efforts eroded in the interests of obtaining a common agreement. Many of 
their citizens see this not only as a step backwards but also as extremely 
detrimental to the environment and the local economy. 

Other international and regional approaches to reaching 
agreements 

The WTO's lowest common denominator approach can be contrasted with 
that taken by the European Union, which essentially focuses on establish-
ing a standard that each member has to achieve in order to participate. In 
this case , they ar e operatin g o n th e principl e o f settin g th e standar d 
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needed and then finding ways to mak e i t possibl e for each member coun-

try to achiev e it . Rathe r than seekin g the lowes t common denominator , i t 

becomes a question of establishing subsidies or other programme supports 

and a  realistic timetable t o allo w membe r countries to achiev e the highe r 

standards. 

APEC, on the other hand , operates b y consensus. This would appea r to b e 

similar to the WTO mode l i n that i t can only mov e forward whe n there i s 

agreement on any one principle or policy. However, because i t i s a consen-

sus mode l ther e mus t b e ful l agreemen t o n eac h polic y issu e befor e i t i s 

adopted by APEC leaders. Since it is not based on a majority vote situation, 

there are no winners or losers. There has to b e considerable negotiatio n t o 

determine th e compromise s possibl e an d acceptabl e t o al l 2 1 membe r 

economies. Sometimes thi s mean s tha t clause s ar e watered dow n t o th e 

lowest commo n denominator . Sometime s i t mean s tha t progres s i s ver y 

slow. However, often i t means that the member economies are able to work 

out compromise s tha t ar e acceptable an d d o mov e issue s forward. APEC 

also leave s i t u p t o eac h individua l membe r econom y t o implemen t th e 

agreements. This means that there is a certain amount of leeway regarding 

how eac h econom y implement s th e polic y agreements , allowing the m t o 

adapt the implementatio n withi n thei r own politica l an d cultura l context . 

It i s not a perfect system and stil l leave s room for some conflict over inter -

pretation regardin g ho w policie s should b e implemented, but the flexibil -

ity i t allows does seem to work overall. 

APEC is also somewhat open to receivin g input s from the privat e and civi l 

society sectors. They have established a Business Advisory Council in which 

at leas t on e thir d o f th e member s ar e suppose d t o represen t SME s a s 

opposed to solel y larg e companies . They hav e also established a  series o f 

fora that allow for an academic voice and are slowly opening their doors to 

some civil society input, albeit at times with some reluctance and a certain 

amount o f trepidation. 

Levelling the  playing  field 

Women busines s leader s are positioned to pla y a unique rol e i n the trade 

liberalisation proces s a s they hav e a  socia l conscienc e withou t havin g a 

purely socia l agenda . They are also positione d t o pla y a  unique an d sub-

stantial rol e a s the 'bridge ' fo r promotin g a  globa l tradin g syste m fro m 
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which al l me n an d women , boy s an d girl s ca n benefi t (Pheko , 1999) . 

Expanded trade can stimulate economic growth and open up new business 

opportunities. A t th e sam e time , wome n wil l inevitabl y fin d themselve s 

having t o compet e i n a  marke t that i s becoming increasingl y global . I t i s 

important t o ensur e tha t th e polic y environment , infrastructur e an d sup -

port mechanism for businesses are accessible to and respon d to the needs 

of SME s owned b y women an d men . I t i s also time t o acknowledg e tha t 

women an d me n d o no t operat e o n a n equa l playin g fiel d an d wor k t o 

address these inequities . 

Women-owned businesse s fac e som e seriou s challenges . Thes e includ e 

gender discrimination an d the fac t that man y women entrepreneur s hav e 

significantly les s access than me n to some of the key resources required to 

grow their businesses . That women-owned businesse s continue to succeed 

despite thes e challenge s i s a  testament t o th e tenacity , persistenc e an d 

talent o f thei r owners , as evidenced b y both the cas e studies and success 

stories see n i n thi s volume . Th e purpos e o f thes e studie s i s t o provid e 

Commonwealth wome n an d me n wit h a  serie s o f 'lesson s learned ' tha t 

address ke y issue s affectin g women-owne d SMEs . The y als o represen t 

models o f bes t practic e tha t coul d b e replicate d i n othe r Commonwealt h 

countries. 

Women entrepreneur s ar e no t lookin g fo r a  handout . The y hav e prove n 

over and over again that they can build their businesses effectively through 

sheer dint of hard work and persistence. Women-led enterprises tend to be 

located i n smal l businesse s an d i n sector s tha t ar e considere d high-ris k 

investments by financial institutions (for example retail, services). Yet women's 

businesses worldwide hav e demonstrated a  lower rat e o f busines s failur e 

than men' s businesse s and women's rat e of repaymen t o f loan s i s consis-

tently muc h highe r than men's . Together these facts mak e a  sound argu -

ment for supporting women entrepreneurs . 

There ar e man y thing s tha t governments , multilatera l organisation s an d 

civil society can do to mak e the situation fo r women entrepreneurs a  little 

easier, more equitable and more accessible. Their lack of access to finance, 

markets, training, infrastructure, technology and policy-making needs to be 

remedied. Wome n mus t b e abl e t o tak e lega l responsibilit y fo r propert y 

and loans, and enter into contractual agreement s in their own righ t with a 

range o f bodies , includin g banks , tha t for m th e suppor t framewor k fo r 
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small business . I n addition , although wome n entrepreneur s ar e generall y 

aware of the WTO, trade liberalisation and globalisation, they often do no t 

have actua l knowledg e o f ho w the WT O works. They nee d to understan d 

this i f they ar e to sta y afloa t an d succee d i n a n increasingl y competitiv e 

market place. 



CHAPTER 2 

Globalisation, Trade and Women-owned 
Small and Medium Enterprises 

Globalisation and Trade Liberalisation 

Overview 

Globalisation i s a  broad-base d historica l phenomeno n linke d t o th e 
development of capitalism. It includes a fundamental transformation 

in the composition of economies. Production processes are being relocated 
to developing countries and barriers are being lowered to the movement of 
goods an d capita l acros s nationa l an d regiona l boundaries . Neo-libera l 
economic and social policie s are being adopted worldwide , involving an 
increasing reliance on trade liberalisation, less government spending, and 
government adjustment to the fiscal demands of international capital mar-
kets an d internationa l institution s suc h a s th e Worl d Ban k an d 
International Monetary Fund (IMF). 

The impact of globalisation wil l b e different i n each country and region, 
but they all need to respond to the following trends: 

• Th e intemationalisatio n o f productio n tha t allow s corporation s t o 
locate production sites in different geographic locations, so that parts 
of products are produced in one place and assembled elsewhere. 

• Rapi d technological change in information, micro, bio and telecommu-
nications technologies, which affect countries' competitive position and 
cause a shift i n some countries from manufacturin g towards services 
and high technology. 

9 
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• Trad e liberalisation accompanie d b y attempts to remov e all restriction s 

on foreign direc t investments . 

• Th e formatio n o f regiona l trad e an d economi c block s acros s man y 

groups of countries. 

• Th e rise and extreme mobility of financial capital as a global player and 

its resulting strong influenc e on nationa l policies . 

• Th e increasing powe r of transnational corporation s (TNCs) 

The restructuring o f the state (with an emphasis on reducing the provisio n 

of socia l welfare , privatisation , de-regulation ) an d increase d cedin g o f 

power to multilatera l framework s o r regiona l machinery , fo r exampl e th e 

World Trade Organization (WTO), the North Atlantic Fre e Trade Agreement 

(NAFTA) and the Fre e Trade Area of the Americas (FTAA). 

These trend s ar e bringin g abou t transformation s a t th e nationa l level . 

These includ e change s i n productio n an d labour-managemen t processes ; 

changes in the nature and definition o f 'the job'; the increased prevalenc e 

of the virtual office , e-commerce and e-jobbing; and ultimatel y changes in 

the orientatio n o f economie s fro m th e industria l ag e t o th e informatio n 

age. These changes are more dramatic in developed countries and may not 

even be occurring to any significant degree in developing countries. In fact, 

given the vast difference i n the acquisition an d creation o f assets , inform-

ation, communication facilities , capital , technology, huma n resource s and 

infrastructure that differentiate nations , some countries wil l pla y an active 

role whil e other s wil l respon d passivel y t o marke t forces . Nevertheless , 

globalisation i s forcing both developing and developed countries to under -

go a  restructurin g process . I n som e developin g countries , thi s economi c 

reform i s being impose d b y the World Ban k and IM F in the form o f struc-

tural adjustmen t programme s (SAPs) . These usually involv e four elements : 

export production/promotion; privatisation and deregulation; devaluation; 

and a reduction i n the size of the publi c sector . 

Trade liberalisatio n i s linked to marke t opening an d the intensificatio n o f 

trade betwee n tradin g partners . Ultimately , al l member s o f th e 

Commonwealth are involved i n the same process of being competitive and 

eliminating wha t ar e seen b y internationa l institution s suc h a s the WTO, 

World Ban k and IM F to b e barriers to the expansion o f the market . Rapi d 
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trade, investmen t an d financia l liberalisatio n ar e presente d a s unambigu-

ously beneficia l t o al l countrie s regardles s o f thei r leve l o f development. 

Ideally, the y shoul d increas e growt h an d incom e withi n eac h country , 

resulting i n a  wid e rang e o f benefit s suc h a s increase d employment , 

decreased wage differential, and enhanced access to technology. However , 

the economic , politica l an d socia l restructurin g tha t i s accompanying th e 

rapid integration of trade in goods and services, investment and finance, is 

creating upheaval s and dislocation a s well a s opportunities. The evidence 

that trad e liberalisatio n lead s t o highe r growt h i s inconclusive , wit h 

increased openness and the abilit y to expor t often followin g growt h (an d 

human development) rathe r than the other way around (Cagatay , 2001). 

The gender impact  of  trade  liberalisation 

Trade liberalisatio n provide s opportunitie s fo r som e businesse s t o acces s 

new markets and generate wealth. However, the gender gaps that exist for 

women entrepreneur s i n term s o f acces s t o credit , information , markets , 

technology an d training ofte n leav e them a t a  disadvantage i n terms o f 

taking advantag e o f these new opportunities. Trade liberalisation lead s to 

increased competition , which demand s a  swifter respons e to th e market , 

and women generally lack fast and easy access to capital. Trade changes will 

also have a different impac t on women and men because they are located 

in different places in the economy. The nature of the liberalisation measures 

(for example, tariffs, government procurement , privatisation measures ) and 

the process by which these are decided and put in place will also influence 

women an d men' s experiences. I t i s increasingly bein g recognise d that , i n 

order to accurately assess the impacts of economic liberalisation, it is impor-

tant t o conside r ke y aspects o f gende r relations , such as women's unpai d 

reproductive wor k an d thei r limite d acces s to resource s i n the househol d 

and the wider marke t economy. Otherwise, the liberalisation proces s could 

potentially contribute to widening some of the inequities that already exist 

between women and men , rich and poor and rura l and urban. 

Trade liberalisation has increased women's access to paid employment. This 

is particularl y tru e i n th e cas e o f manufacturing , service s an d non -

traditional agricultur e (suc h a s cu t flowers) . These opportunitie s provid e 

women with income , which can contribute towards increasin g their auton-

omy and empowerment in the household and community as well as improve 
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TRADE LIBERALISATIO N AND WOMEN I N INDI A 

India ha s a  larg e an d diversifie d industria l bas e and wome n entre-
preneurs hav e been active across al l sector s i n the India n economy. 
They are particularly active in food production and processing, textiles 
and garments , especially sericultur e (sil k production) , jute an d coir , 
handicrafts and in services. There are also many examples of women 
building an d runnin g successfu l businesse s i n machine s an d com -
ponents, chemicals , cosmetic s an d certai n sector s o f electronic s 
such as optical fibres as well as information technology (IT). 

Trade liberalisatio n i s having a  significant impac t o n women-owned 
businesses, in part because many of the sectors in which women are 
very active are those with high import and export ratios. This creates 
both opportunities and challenges. Textiles, garments and handicrafts 
are among the larges t contributors t o export s an d al l three sectors 
have experienced strong growth i n exports since 1991 . Trade in serv-
ices is becoming increasingly important, especially travel and tourism 
and th e provisio n o f ancillar y service s t o transnationa l companie s 
(TNCs) investing i n India . At the sam e time, Indian SME s face com-
petition fro m foreig n TNC s whic h ar e wel l established , enjo y 
economies o f scop e and scale , and benefi t fro m bran d recognition , 
marketing networks , advanced technology an d techniques an d hig h 
levels of efficiency, not to mention significant cash reserves. SMEs also 
face competition from efficient low-wage , low-cost producers in other 
developing countries. In order to face these challenges, women SMEs 
need to engage in active technology and skill upgrading, and improve 
quality and efficiency. 

the nutrition of the household. However, many of these jobs in developing 
countries are in state-promoted expor t processing zones (EPZs) or involve 
outsourcing an d a n increas e i n home-base d work . Thi s leave s wome n 
increasingly vulnerable to capital flight risk and labour abuses. The indus-
tries that offer these jobs are frequently not covered by national labour leg-
islation. If they are, the women workers are sufficiently isolate d that they 
are either unaware of their labour rights or are unable to organise to protect 
themselves. Problems include long hours, insecure employment, unhealthy 



GLOBALISATION, TRADE AND WOMEN-OWNED SME s ·  1 3 

conditions, low wages and, often, sexual harassment (Cagatay, 2001). Also, 
in certain sectors, such as traditional agriculture and textiles, and in par-
ticular countries , women have been displaced from employment . In agri-
culture, there ha s bee n a  focus o n incentive s t o large-scal e businesse s 
involved in the export of cash crop agriculture. Women are predominantly 
small farmers who generally produce food for domestic consumption and 
have been ill equipped, relative to men, to shield themselves from negative 
effects and take advantage of the positiv e effects of trade liberalisation. 

The economic reform called for by trade liberalisation involves the shrink-
ing of the state and the increase of the private sector, which is seen as a 
way to improve efficiency and productivity in the market place. In turn, the 
state is cutting publi c expenditure in services (such as health, education, 
welfare benefits, agricultural subsidies) in favour of market mechanisms of 
service delivery. This has a disproportionately negativ e impact on women 
in the form of unemployment in the public sector and due to their primary 
responsibility for household and community management. The withdrawal 
of subsidies for food production is increasing food insecurity. This has been 
made worse by the reduction or elimination of tariffs and other barriers on 
agricultural products which has led to a dramatic inflow of foreign goods 
and the loss of market for local producers, most of whom are women. 

Understanding the Rules of the Global Trading System 

Introduction 

Women wishing to export goods or services need to familiarise themselves 
with the details of the trade rules and agreements relating to their product 
or service. The purpose of this section is to provide some basic information 
about the multilatera l trading system, the body of internationa l rule s by 
which countrie s ar e require d t o abid e i n thei r trad e relation s wit h on e 
another. It provides a short history of the World Trade Organization (WTO), 
as well a s an overvie w o f WT O agreements , includin g relevan t gende r 
issues and implications of the agreements and some key issues for export-
ready SMEs. It also looks briefly at the International Monetary Fund (IMF) 
and the World Bank. 
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The World Trade Organization 

The modern global system of economics and trade developed out of the 
system establishe d b y th e Bretto n Wood s Conferenc e (1944) . Th e 
Conference had two main aims: to brin g about reduced tariffs and other 
barriers to internationa l trade i n order to promot e ful l employmen t and 
increase real income; and to create a global economic framework with the 
idea of avoiding the economic conflicts which had been partly responsible 
for the outbreak o f World War Two (Malanczuk, 1997) . In order to meet 
these aims , the Conferenc e create d thre e institutions : the Internationa l 
Monetary Fund (IMF), the World Bank and, later, the General Agreement 
on Tariffs and Trade (GATT). 

The GATT included a  provisio n fo r establishin g th e Internationa l Trade 
Organization (ITO), a UN agency that would regulate global trade within 
its social mandate. This initiative failed for various reasons, mainly because 
the US refused to accept it. However, over time, the GATT was expanded 
and given more authority even though in legal terms it was only a tempo-
rary organisation. I t no w covers all aspects of trade i n merchandis e and 
goods of all member countries. The result has been the creation of an inter-
national trading system without constraints and with a far greater author-
ity than was originally intended. Moreover, its objective has changed from 
trade that would resul t in full employment, to trade for the sake of trade 
(WEDO, 1999). 

The World Trade Organization (WTO ) came into existenc e on 1  January 
1995 on the completion of the 1986-1994 Uruguay Round (UR) of trade 
negotiations. I t encompasse s th e GAT T an d severa l othe r multilatera l 
agreements. Unlike the GATT, the WTO has a 'legal personality' , giving i t 
an international status equivalent to the United Nations but with the addi-
tion of having enormous enforcement powers. This includes the power to 
challenge national laws, practices and policies and strike them down if they 
are seen to be too restrictive to trade (Barlow, 2000). 

The WTO currently has 144 member nations (as of 1  January 2002) and 
others are seeking to join. Membership is granted on the condition that the 
country fulfils the commitments found in the WTO agreements and princi-
ples. The WTO recognises four groups of countries: developed, developing, 
least developed and transitional. 
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A Ministeria l Conferenc e o f membe r countrie s meet s a t leas t ever y tw o 

years, while day-to-day matters are handled by the WTO secretariat and the 

General Council (GC), which is headed by the Director General. The GC acts 

as the Dispute Settlement Body and the Trade Policy Review Body and acts 

on behal f of the Ministeria l Conference . Three councils (for trade in goods, 

trade in services and Trade-Related Intellectua l Propert y Rights ) each han-

dle a  differen t broa d are a o f trad e an d repor t t o th e GC . The WT O i s 

responsible for : 

• overseein g implementatio n o f al l multilatera l an d plurilatera l (signe d 

by a group of members for a specific issue) agreements that hav e been 

negotiated unde r th e Urugua y Roun d o r wil l b e negotiate d i n th e 

future; 

• providin g a  forum fo r furthe r negotiation s o n matter s covere d b y the 

agreements as well as on new issues; 

• settlemen t o f disputes among membe r nations ; and 

• periodi c review s of the trade policie s of membe r nations . 

Some concerns  about  the  WTO 

As mentioned i n the introduction, the WTO has come under increasing crit-

icism from civi l societ y i n recen t years for it s lack of transparency an d the 

fact that importan t debates and decisions take place in secret without the 

knowledge o f o r participatio n o f membe r nations . Unlik e othe r intergov -

ernmental organisations that have gradually welcomed the participation o f 

civil society , th e WT O doe s no t allo w non-governmenta l organisation s 

(NGOs) to participate as observers or consultants to the General Council or 

its subsidiar y bodies . At th e sam e time , transnationa l companie s (TNCs ) 

and industr y lobb y group s hav e a  large , i f ofte n invisible , presence . The 

WTO is also alone among intergovernmenta l organisation s i n it s failure to 

recognise a gender dimension to it s policies (WEDO, 1999) . 

Three issues in particular have sparked large-scale protests by a wide range 

of civil society organisations outside WTO meetings. One is the feeling that 

it i s overly influenced b y the agendas of TNCs, while ordinary citizens lack 

the infrastructura l mean s to influence its decisions, which will nevertheles s 

affect them. Another i s the fear that globalisation an d trade liberalisatio n 
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will wide n som e o f the inequitie s tha t alread y exis t betwee n wome n an d 

men, rich and poor and rura l and urban. A third i s that the WTOs adoption 

of minimu m standard s i s erodin g progressiv e nationa l labou r legislatio n 

and healt h and safety standards. 

In addition, developing countries have been critical of the WTO process and 

have called for a comprehensive revie w of the various agreements to offse t 

the imbalances in them and the negative effects they have on development. 

WTO Agreements 

General Agreement on Tariffs and Trade (GATT) 
The Uruguay Roun d (UR) of trade negotiation s unde r the GATT addressed 

a numbe r o f ne w issues . I t brough t textile s an d agricultur e unde r th e 

authority o f th e WTO , an d containe d agreement s o n Trade-Relate d 

Investment Measure s (TRIMS) , Trade-Related Intellectua l Propert y Right s 

(TRIPS) an d trad e i n service s (Genera l Agreemen t o n Trad e i n Services , 

CATS). It also expanded GATT rules to cover what are known as 'non-tarif f 

barriers to trade'. These include food safety laws, product standards, invest-

ment polic y an d othe r domesti c law s tha t affec t trade . The WTO' s rule s 

limit what non-tarif f policie s countries can implement o r maintain. 

The UR was supposed to lead to significant gains for developing countries, 

but the actua l result s have been disappointing. Between 199 5 an d 1999 , 

the averag e rat e of expor t growth from developin g countrie s was actually 

lower than i n the previous period. The prices of primary and manufacture d 

export product s hav e also fallen sharply . 

One of the mos t importan t development s o f the U R was the inclusio n o f 

agriculture i n th e WT O framework . Thi s wa s expecte d t o dramaticall y 

increase the ability of developing countries in general to export agricultural 

products as well as increase the prices on world markets through the reduc-

tion of subsidies in the US and EU. However, the Agreement on Agriculture 

has allowed develope d countrie s t o maintai n hig h rate s o f subsidisatio n 

and to protec t their markets . 

General Agreement on Trade in Services (GATS) 
The CATS applies the general rules of 'trade in goods' to 'trade in services'. 

Goods ar e tangible an d visible ; services ar e intangibl e an d invisible . The 
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WTO Secretariat has divided services into 1 2 sectors: 

• Busines s services (including professiona l an d computer ) 

• Communicatio n service s 

• Constructio n an d engineering service s 

• Distributio n service s 

• ducationa l service s 

• Environmenta l service s 

• Financia l services (insurance and banking ) 

• Healt h services 

• Touris m and travel services 

• Recreational , cultural an d sporting services 

• Transpor t services 

• Othe r services (not include d elsewhere) . 

Four mode s o f transactio n o f servic e trad e ar e recognise d an d covere d 

under the WTO: 

Cross-border supply:  Service s supplie d fro m on e countr y t o anothe r (fo r 

example telephone calls ) 

Consumption abroad:  Consumer s purchasin g service s i n anothe r countr y 

(for example tourism) 

Commercial Presence: A foreign company setting up a subsidiary or branch 

to provid e services (for example, a bank) 

Presence of natural persons: Individuals travelling to another country to work 

Services is the fastest growing sector in international trade and, of all serv-

ices, water , educatio n an d healt h wil l potentiall y b e th e mos t lucrative : 

Global expenditures on water services now exceed $1 trillion every year; on 

education, they exceed $2 trillion; and on health care, expenditures exceed 

$3.5 trillio n (Barlow , 2000) . Already, man y part s o f the worl d hav e been 

obliged b y structural adjustmen t programme s (SAPs) imposed b y the IM F 

to dismantle their public infrastructures, allowing TNCs to come in and sell 

these service s to thos e wh o ca n affor d the m an d leavin g th e res t o f th e 

population withou t access. 
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GENDER ISSUE S RELATIN G T O GAT S 

The approac h o f develope d countrie s i s t o regar d th e provisio n o f 

essential service s suc h a s water , healt h car e an d educatio n a s com-

modities an d to pressur e developing countrie s to privatiz e th e provi -

sion of these services . However , these are no t mere commodities bu t 

rather basi c huma n needs . Governments, includin g thos e supportin g 

privatization at the GATS negotiations, have undertaken internationa l 

commitments t o guarante e acces s fo r al l a s a  huma n righ t (Fosse , 

2001). I n developing countries , access for the poo r means subsidized 

access, which would b e removed i f the services were to b e privatized. 

Women i n particula r woul d suffe r most : first , becaus e they  ar e th e 

prime users of water and healt h care because of their domestic roles; 

and second, because researc h around the world ha s shown that girl s 

and women gain most from the public provision of education and their 

access tends to b e reduced where fees are imposed. Privatized educa-

tion at any level is likely to be accompanied by de facto discrimination 

against girls and women. 

Trade Related Aspects of Intellectual Property  Rights (TRIPS) 
The TRIP S Agreemen t require s al l countrie s t o recognis e an d protec t 

patents, trademarks, etc. Before the Agreement, many developing countries 

did no t have legal protection for intellectua l propert y and have since been 

required to create a legal framework. The Agreement: 

• Set s out minimu m level s o f protectio n fo r intellectua l propert y right s 

(IPRs): 50 years for copyright, 20 years for patent s and seven years for 

trademarks, renewable indefinitely . 

• Require s th e protectio n o f proces s a s wel l a s produc t patents . Thi s 

means that developing countries wil l n o longer b e able to us e 'reverse 

engineering' whereby a copy of a product is produced using an original 

process. 

• State s tha t patent s ca n b e denie d t o plant s an d animal s othe r the n 

micro-organisms an d method s o f treatmen t fo r human s an d animals . 

However, plan t varieties mus t b e protected b y an effective sui  generis 
system i f no t by patents, or by a combination o f the two. 
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GENDER AN D SM E ISSUE S RELATIN G T O TRIP S 

Fundamental gende r issue s relate d t o intellectua l propert y right s 

include access to seeds for food production/foo d security , medicines, 

land, the use of natural and genetic resources, and recognition of and 

compensation fo r traditiona l knowledge . Wome n hav e traditionall y 

been th e keeper s o f knowledg e i n agriculture , healing , natura l 

resource managemen t an d the preservatio n o f nature . Paten t claim s 

by corporation to the invention or discovery of medicinal plants, seeds 

or othe r livin g organism s tha t ar e par t o f indigenou s knowledg e 

evolved through generations have been described as 'biopiracy'. Some 

have argue d tha t i n thi s regard , the U N Conventio n o n Biodiversit y 

(which promote s th e conservatio n o f biologica l diversit y an d th e 

sustainable and equitable use of genetic resources) should take prece-

dence ove r TRIPS . There i s als o discussio n ove r whethe r developin g 

countries' calls for mechanisms to promote technological innovation in 

the South and to accelerate the transfer of technology should be given 

priority in future negotiations . 

The enforcement of TRIPS will have an impact on all businesses. SMEs 

will be required to meet all requirements for use of patented and copy-

righted materials , and ignoranc e o f the la w wil l no t be an excuse for 

infringement Also , SMEs are innovativ e an d creativ e businesse s and 

must ensure that their rights to inventions and new processes are pro-

tected b y the required , patents, copyrights, etc. 

Many argu e that th e TRIPS agreement favour s the interest s o f develope d 

countries a s ove r 9 0 pe r cen t o f patent s ar e hel d there , increasingl y b y 

TNCs. Moreover , th e TRIP s agreemen t allow s IPR s to b e claimed , an d a 

patent obtained , i f th e patent-seeke r add s anything , howeve r small , t o 

existing knowledge. This effectively creates a period of monopolistic use for 

the paten t holder . Durin g thi s perio d th e produc t canno t b e developed , 

sold o r price d b y anyone else , anywhere i n the worl d (WEDO , 1999) . An 

issue o f particula r concer n i s the protectio n o f traditiona l knowledg e i n 

agriculture, since farmers i n developing countrie s currently mee t some 8 0 

per cen t o f thei r need s fo r seed s throug h re-utilisatio n an d exchange . 

Recently, a  case ha s bee n brough t b y the India n governmen t agains t a n 
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American fir m tha t hold s the IPR s to a  strain o f basmat i rice . The India n 

government ha s challenged th e paten t o n the ground s o f originality . The 

case demonstrates the risk s to domesti c producer s i f governments d o no t 

strongly protec t traditional knowledge . 

Articles 7  and 8 of the TRIPS Agreement allow governments some flexibil-

ity t o impos e compulsor y licensin g o r t o allo w paralle l import s (import s 

from a  third countr y wher e th e intellectua l propert y i s no t protected ) i n 

cases where ke y publi c health/safet y o r economi c objective s ar e threat -

ened b y the protectio n o f intellectua l property . These provisions hav e no t 

been use d extensivel y an d thei r us e ha s bee n strongl y oppose d b y larg e 

pharmaceutical companie s (althoug h a  dea l ha s recentl y bee n struc k t o 

allow a n India n compan y t o produc e anti-retrovira l drug s t o figh t 

HIV/AIDS i n southern Africa). 

Trade Related Investment Measures (TRIMS) and Foreign Direct 
Investment (FDI) 
TRIMS deals explicitl y an d exclusivel y wit h investmen t matters . It s state-

ment o f principle s declare s that n o country shoul d institut e an y measur e 

that i s inconsistent with the two importan t principle s o f the WTO system: 

national treatment (giving others the same treatment as one's own nation-

als) an d th e prohibitio n o f quantitativ e restrictions . The Agreemen t als o 

outlaws a list of measures relating to investment . These measures all relate 

to 'negative ' TRIMS, which involve some form of limi t on the activity of the 

corporation as a condition for investment . The TRIMS Agreement therefore 

prevents governments from usin g a variety of policies including : 

Local content requirements:  a corporation mus t use a certain value or vol-

ume of loca l product s as inputs 

Import balancing:  a  corporation mus t export goods to the value o f goods 

imported b y that corporatio n 

Import limitation:  relatin g import s to export levels or local content require-

ments 

Foreign exchange limits: limits on access to foreign exchange in relation to 

the foreign exchange generated b y exports 

Export limitation: relatin g exports to a share in total productio n or the type 

of produc t exported. 
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GENDER AN D SM E ISSUE S RELATE D T O TRIM S 

Many women-owned SMEs are involved in supplying inputs or ancillary 

services to TNCs and therefore will be affected by this agreement, par-

ticularly the remova l o f any loca l content requirement s which mean s 

that TNCs will b e free to source inputs from an y low-cos t competitor . 

Suppliers in some countries will risk losing out to countries with lower 

wage rates . I t will also no longer b e possible to requir e companies to 

conduct technology transfer. The treaty recommends technology trans-

fer bu t leaves this to the discretion of firms and does not impose any 

legal obligation on them. 

Agreement on Agriculture (AOA) 
The Agreement o n Agriculture require s countries to mak e changes to bor -

der measures to control imports and reduce export and other subsidies that 

governments grant to support the prices of agricultural product s and assure 

a reasonable income to farmers. The negotiations on restrictions applied to 

tropical product s brough t abou t furthe r remova l o f remainin g most -

favoured-nation (MFN) tariffs and other restrictions on export to developed 

countries. MF N treatmen t mean s tha t a  countr y shoul d no t discriminat e 

between it s trading partner s (they are all, equally, granted 'most-favoured-

nation' status). 

However, most of the world's food i s controlled b y just a  handful o f TNCs. 

The wealthy countrie s stil l maintai n ver y hig h subsidie s o n farm produc e 

while thei r border s remai n practicall y close d t o agricultura l export s fro m 

the Sout h (Keim , 1999) . Developin g countrie s argu e that a  review o f th e 

AOA shoul d pu t greate r emphasi s o n eliminatin g expor t subsidie s an d 

import restriction s b y the Unite d State s an d th e Europea n Union . When 

countries ar e pressure d to bu y thei r foo d fro m countrie s wher e i t i s mos t 

cheaply produced, the livelihood of family farmers and subsistence farmers 

is destroyed or threatened, while consumers do not benefit in price or qual-

ity (WEDO, 1999). 

Agricultural productio n an d foo d securit y ar e importan t non-trad e con -

cerns an d nee d t o tak e accoun t o f developmen t needs , includin g foo d 

security an d rura l development . Genera l foo d securit y implication s o f th e 

AOA have not yet been adequately addressed b y policy makers. 
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GENDER ISSUE S RELATIN G TO AOA 

Small-scale women farmers are unable to compete with cheap, heavily 
subsided products from the North. Women farmers have less access to 
land and credit, are generally less educated than their male counter-
parts or women operating in the manufacturing sectors and are at a 
disadvantage because they lack the sophistication required to sell suc-
cessfully in the international market. They face the challenge of meet-
ing internationa l environmenta l an d sanitatio n standard s bu t gen-
erally lack knowledge of the standards. 

Agreement on Textiles and Clothing (ATC) 
The Uruguay Roun d (UR) established that trade i n textiles and clothing 
would gradually be brought into the WTO framework. Before the UR, such 
trade had been covered by the separate Multifibre Agreement (MFA) which 
set quotas on developing countries exports to developed countries. It was 
agreed that these quotas would be phased out by 2005. 

SME ISSUES RELATED TO ATC 

Traditionally, SMEs in the textile and clothing industry in developing 
countries hav e produce d an d exporte d standar d product s suc h as 
T-shirts and printed fabrics. They have found a ready market because 
of low prices, and a knowledge of fashion and design trends has not 
been necessary. However, in recent years a change has been taking 
place i n the develope d market s awa y from chea p import s towards 
better-finished, higher-qualit y casua l fashio n an d mor e individua l 
clothing. I n a n increasingl y competitiv e environment , comparativ e 
advantages will increasingly depend not just on cheap labour but on 
a workforce that is both relatively cheap and technologically skilled. 
This call s fo r increase d investmen t i n workforc e trainin g an d skil l 
development for the future, and drawing on the latest in information 
technologies and marketing systems. 

Source: International Trade Centre, 2001 
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Although the ATC was initially hailed as a victory for developing countries , 

there hav e bee n a  variet y o f complaint s abou t it s implementation . 

Developing countrie s hav e criticise d th e develope d countrie s fo r 'back -

loading' by delaying liberalisation i n sectors of key importance - two-third s 

of develope d countr y textil e an d clothin g remai n subjec t t o quota s unti l 

2002 an d the mos t sensitive item s are no t due to b e liberalised unti l th e 

end of the perio d (2004/5) . The benefits to developin g countrie s to dat e 

have been very limited. 

Agreement on Technical Barriers to Trade (TBT) 
Broadly speaking, these are national technical requirements , found in laws, 

regulations an d standards , tha t affec t th e design , manufacture , markin g 

and use of products in the country concerned. The TBT states that manda-

tory standards adopted by governments to protec t the health and safety of 

its citizens and the environment should no t be applied i n such a way as to 

cause unnecessary obstacles to trade. Standards do not create unnecessary 

barriers i f they ar e uniform an d ar e based on internationall y agree d stan -

dards. The Agreement also covers Process and Productio n Method s (PPM), 

which are standards relevan t to agri-food products . 

Developing countries have had some problems implementing and operating 

the TBT Agreement and have requested technical assistance to enable them 

to comply with standards and product requirements. NGOs, especially those 

working i n the area of the environment , have raised concerns that the TBT 

may limit the ability of the government to regulat e in the publi c interest . 

SME ISSUE S RELATE D T O TB T 

Despite the TBT, the problem of technical barriers is likely to continue 
for som e time . Th e exporte r need s t o b e awar e o f thes e technica l 
requirements so that s/he ca n consider them early enough to ensure 
the produc t i s acceptable whe n i t finall y reache s the targe t marke t 
Failure t o tak e thes e requirement s int o consideratio n ca n resul t i n 
time consumin g delay s and los t sales, loss of profit s and eve n bank -
ruptcy, to say nothing of the damage to the reputation of the company 
and country of origin. 

Source: British Standards Institution , 199 9 
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Agreement on Government Procurement 
The rules of GATT specifically exempt purchases made by governments and 

their agencies from the national treatment rule . The Agreement on Govern-

ment Procurement , which i s a plurilatera l agreement , require s signatorie s 

to accord national treatment and MFN treatment to government purchases. 

The obligation also applies to the purchases made by agencies listed in the 

annexes to the Agreement. The Agreement require s the agencies to mak e 

their purchase s throug h a  tenderin g proces s i n whic h foreig n supplier s 

have a fair opportunity to participate . 

In mos t countries , the purchase s mad e b y governments an d governmen t 

agencies ar e i n th e rang e o f 10-1 5 pe r cen t o f gros s nationa l produc t 

(GNP). Unde r thi s Agreemen t i t i s expecte d tha t enterprise s i n foreig n 

countries wil l hav e a n opportunit y t o compet e fo r governmen t contracts , 

and that the decision to purchas e wil l b e made 'solely i n accordance wit h 

commercial considerations , includin g price , quality , availabilit y an d mar -

ketability'. WTO members are not required to join this Agreement . 

GENDER AN D SM E RELATE D IMPLICATION S O F TH E 

AGREEMENT O N GOVERNMEN T PROCUREMEN T 

The Agreement o n Governmen t Procuremen t ha s significant implica -
tions for women-owned enterprises and SMEs as it restricts the ability 
of governments to award contracts on social, environmental o r broad 
economic grounds. For example, in many countries, including the US, 
there hav e bee n governmen t procuremen t policie s which hav e give n 
preference to women-owned SMEs or firms owned by minority groups. 
Such policie s hav e provide d valuable opportunitie s fo r women entre -
preneurs, who are unlikely to be able to compete with TNCs which may 
now tender fo r the sam e contracts . Attention shoul d als o b e paid t o 
the possibl e secondary and tertiary effect s of liberalise d governmen t 
procurement practice s on the microenterpris e sector , in which women 
are well-represented. 

Agreement on the Application of Sanitary and Phytosanitary Measures 
(SPS) 
This Agreemen t deal s wit h ho w government s ca n appl y foo d safet y an d 

animal an d plan t healt h measures . I t recognise s th e importanc e o f hig h 
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standards to protec t consumers and call s for transparency to mitigat e th e 

chances tha t standard s woul d b e use d a s disguised trad e protectionism . 

The implication for exporters in the South is that, in order not to be caught 

out b y regulations , hig h standard s hav e to b e me t consistently , requirin g 

advanced level s o f technolog y an d reliabl e infrastructure . I n orde r t o 

address this challenge , and als o becaus e developing countrie s hav e com-

plained tha t the y ar e unabl e t o participat e full y i n th e developmen t o f 

internationally-agreed standards, five international organisations - th e WTO, 

UN Food and Agriculture Organization , Office Internationa l de s Epizooties 

(ΟΙΕ - th e worl d organisatio n fo r anima l health) , World Healt h Organiza -

tion (WHO ) an d Worl d Ban k -  committe d themselve s a t th e 200 1 WT O 

Ministerial Conferenc e to capacit y buildin g an d providin g technica l assis -

tance (WTO website). 

Agreement on Subsidies and Countervailing Measures (SCM) 
The SCM prohibits o r restrict s the us e of subsidies i n the industria l secto r 

that hav e trade-distortin g effects , bu t allow s fo r a  transitional perio d o f 

eight years for developing countries and exemption for countries with a per 

capita incom e o f les s tha n $1,000 . Specia l case s wher e injur y t o loca l 

industries ca n b e establishe d ar e als o allowed . Unde r th e agreement , a 

country can use the WTO's dispute-settlement procedur e to seek the with -

drawal o f th e subsid y o r the remova l o f it s advers e effects . Alternatively , 

the countr y ca n launc h it s own investigatio n an d ultimatel y charg e extr a 

duty ('countervailin g duty' ) o n subsidise d import s tha t ar e foun d t o b e 

hurting domesti c producers . 

Agreement on Safeguards 
The Agreemen t o n Safeguard s permit s importin g countrie s t o restric t 

imports o f a  produc t fo r a  maximu m o f 8  years when i t ha s bee n estab -

lished that a  sudden increas e i n import s ha s caused or threatens to cause 

serious injury to the domestic industry . 

Agreement on Anti-Dumping Practices (ADP) 
The ADP Agreement authorise s countrie s t o lev y anti-dumpin g dutie s o n 

products that are being dumped. 
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The International Monetary  Fund  and the  World  Bank 

The Internationa l Monetar y Fun d (IMF ) an d th e Worl d Ban k wer e bot h 

established b y th e Bretto n Wood s Conferenc e o f 1944 . Accordin g t o 

Article I V of the IMF Agreement, the essential purpose of the internationa l 

monetary syste m i s 'to provid e a  framework tha t facilitate s the exchang e 

of goods , services an d capita l amon g countries , and tha t sustain s soun d 

economic growth' . I t i s also intende d t o assis t i n the 'establishmen t o f a 

multilateral syste m o f payment s i n respec t o f currenc y transaction s 

between member s and i n the eliminatio n o f foreign exchang e restriction s 

which hamper the growth of world trade' (Article 1) . The IMF monitors eco-

nomic and financial development s an d policie s and gives policy advice to 

its members; provides loans to member countries with balance of payments 

problems; and provide s the governments and centra l bank s of it s membe r 

countries with technica l assistance and training i n it s areas of expertise 

Headquartered i n Washington , D.C. , th e IM F ha s a  membershi p o f 18 3 

countries. Unlik e som e internationa l organisation s tha t operat e unde r a 

one-country-one-vote principl e (such as the UN General Assembly), the IMF 

has a  weighted votin g system : the large r a  country's quot a i n the IM F -

determined broadl y by its economic size - th e more votes i t has . The Exec-

utive Board is made up of at least 20 directors, of whom five are appointed 

by the members with the five largest quotes - th e US, UK, Germany, France 

and Japan. The other fifteen are elected. This puts the actual decision-mak-

ing power in the hands of those with the largest quotas (Malanczuk, 1999) . 

Membership o f the Worl d Ban k require s membershi p o f the IM F and th e 

voting syste m an d structur e o f the forme r resemble s the latter . While th e 

IMF's focu s i s chiefl y o n macroeconomi c performance , an d o n macro -

economic and financial sector policies, the World Bank is concerned mainl y 

with longer-ter m developmen t and povert y reductio n issues. 

Despite thi s professe d concern , however , the lendin g policie s o f th e IM F 

and Worl d Ban k hav e bee n heavil y criticise d fo r man y year s fo r actuall y 

causing an increase in poverty and more dependency b y developing coun-

tries on the wealthier nations. Due to excessive loans by international insti -

tutions, industrialise d countrie s an d privat e bank s -  usuall y wit h string s 

attached tha t involve d purchase s from industrialise d countrie s i n retur n -

developing countrie s becam e heavil y indebte d i n th e 1960 s an d 70s . 



GLOBALISATION, TRADE AND WOMEN-OWNED SMEs ·  2 7 

Eventually there was a 'debt crisis ' when they were unable  to mak e repay-

ments. The IM F or World Ban k then provide d loans , but on the conditio n 

that th e countr y pu t i n plac e structura l adjustmen t programme s (SAPs) . 

These require less spending on social services and development while debt 

repayment is made the priority. This has had a negative impact on the poor, 

particularly women, and there is limited evidence about SAPs' effectiveness 

in the lon g run. 

The Worl d Ban k i n th e pas t als o funded large-scal e project s i n countrie s 

(such a s dams) base d purel y o n economi c criteri a withou t regar d t o th e 

social and environmental consequences . It has now become more sensitive 

in its project funding and , over the las t few years, has begun to mak e gen-

der a  foca l poin t i n it s operational , researc h an d polic y wor k i n povert y 

reduction an d economic management  (WEDO, 1999) . 

Challenges Faced by Women-owned Small and Medium 
Enterprises 

Specific obstacles that women entrepreneurs face i n starting an d expand-

ing SME s includ e gender-base d barrier s i n acces s to resource s an d thei r 

invisibility i n man y areas . The barrier s includ e women' s lac k o f acces s to 

finance, markets , training , infrastructure , technolog y an d policy-making . 

Invisibility can be statistical, sectoral and organisational, and also includes 

the invisibilit y o f women' s 'doubl e burden ' balancin g wor k an d famil y 

responsibilities. 

Gender-based barriers  in  access  to resources 

Some of the barriers that women face in accessing the resources needed to 

set up and operate businesses are discussed below. Diagram 1  provides an 

overview o f thes e issues , showing bot h thos e challenge s tha t ar e greate r 

for wome n tha n fo r me n ('wome n intensive' ) an d thos e face d b y women 

only ('women exclusive') . 

/. Access to finance 
Access to finance is a key issue for women. Women find i t more difficult t o 

get financin g fro m bank s becaus e the y lac k informatio n o n ho w t o g o 

about securing a  loan, and becaus e ban k manager s are more reluctan t t o 
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lend to women than to men. In many countries, they face unequal inherit-
ance practices and laws, discriminatory law s on ownership of property or 
access to bank loans, or discriminatory practice s by banks. In some coun-
tries, banks continue to demand the husband's signatures for loans to busi-
nesswomen even when the collateral is in the name of the woman. Women 
may not have a credit history due to working i n the informa l secto r and 
also lack the necessary skills to prepare a business plan. Because of their 
generally poorer access to and control over resources such as capital and 
property, businesswomen wil l respon d differently fro m me n to economic 
and trade policies. 

BARRIERS TO WOMEN I N TRADE I N GHAN A 

Women exporters in Ghana hav e not been able to fully exploit new 
opportunities arisin g from trade liberalisatio n becaus e they are not 
prepared for them and are unable to face the intens e internationa l 
competition. Three challenge s tha t the y fac e are : meetin g interna -
tional quality standards; supplying products to order on a timely basis; 
and meetin g th e require d scal e o f production . Mos t women-owned 
enterprises ar e small-scal e an d henc e hav e difficult y fillin g larg e 
orders, and they may not be able to afford to implement quality con-
trol measures. Attempts to meet overseas sub-contracting orders have 
failed due to inadequate monitoring . Other issues identified include 
women's low levels of education, poor knowledge of WTO Agreements 
and poor understanding of markets. Women tend not to participate in 
seminars, conferences and workshops because of time constraints or 
lack of interest. 

Lack of forward and backward linkages among SMEs in general, and 
women-owned enterprise s i n particular , ha s also contributed t o the 
inadequate capacity of these enterprises to respond promptly to the 
demands of the global market. The existence of a small domestic mar-
ket also constrains expansion into the export market . Women entre-
preneurs believe that they can only enter the export market success-
fully with contacts in those markets to assist with marketing. 
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ii. Access to markets 
The potentia l t o benefi t fro m globalisatio n depend s o n the abilit y t o ta p 

into new markets. This requires expertise, knowledge and contacts. Women 

lack access to trainin g o n ho w to participat e i n the marke t plac e and are 

unable t o marke t good s an d service s strategically . Lik e man y smal l busi -

nesses, women-owned SMEs are unable to take on both the production and 

marketing o f their goods . I n addition , they hav e no t bee n exposed to th e 

international market , an d lac k knowledg e abou t wha t i s internationall y 

acceptable. The hig h cos t o f developin g ne w busines s contact s an d rela -

tionships i n a  ne w countr y o r marke t i s a  bi g deterren t an d obstacl e fo r 

many small women-owned businesses . Women may also face prejudice and 

sexual harassment , and ma y be restricted i n their abilit y to trave l to mak e 

contacts. 

Hi. Access to training 
In many developing countries, women on average have less access to educ-

ation tha n men . Gender stereotypes , the prejudice s o f teachers , an d th e 

gender-based preference s of parent s and girls themselves tend to channe l 

girls and women int o the mor e general and social rathe r than scientifi c or 

technical area s o f education , a s wel l a s lea d the m t o terminat e forma l 

education soone r than youn g men . As a  result , women ar e educationall y 

less well equipped to manage some kinds of business and, in the less devel-

oped countrie s wit h lo w overal l level s o f education , ma y b e les s wel l 

equipped t o manag e busines s i n the forma l sens e in general . Such disad-

vantage affect s thei r capacit y to acces s formal source s of credit , technical 

support an d governmen t smal l busines s programmes . Whe n trainin g i s 

available, women ma y b e unable  to acces s i t becaus e i t i s held a t a  time 

when the y ar e meetin g famil y responsibilitie s and/o r th e conten t an d 

method o f delivery ma y not b e appropriate. 

iv. Access to infrastructure 
Owners o f SME s may b e hampere d i n thei r busines s b y a  lack o f reliabl e 

physical infrastructur e (roa d o r ai r transportation ) t o ge t thei r good s t o 

market. They als o nee d a  predicabl e trad e suppor t infrastructure , whic h 

would includ e a  knowledgeabl e bureaucracy , supportiv e governmen t 

mechanisms, etc. Women often have few or no contacts in the bureaucracy, 

and there may be a bias against women's businesses . 
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v. Access to technology 
The ne w informatio n an d communicatio n technologie s (ICTs ) ar e drivin g 

the curren t phas e o f globalisatio n an d economi c liberalisation . However , 

they ar e i n fa r mor e widesprea d us e i n develope d countrie s an d ar e 

expected to remai n inaccessible for most people, particularly i n the poores t 

countries, for man y years (Mansel l an d Wehn, 1998) . There are enormous 

disparities among countries in terms of access even to telephone lines , and 

within countries there is a gender gap between the information 'haves ' and 

the 'have-nots' ; the latte r are usually the rura l poo r and women (McGrego r 

and Bazi , 2001). Women everywhere have less access to specific (technical) 

areas of education an d training than men . Older women and women wit h 

low levels of education and literacy are particularly disadvantaged, and the 

dominant us e of Englis h a s the mediu m o f communicatio n als o hamper s 

many women's participation . 

vi. Access to policy-makers 
Most women have little access to policy-makers or representation on policy-

making bodies . Large companies and men can more easily influence polic y 

and have access to policy-maker s who are their peers . Women tend no t to 

belong to , fa r les s reac h leadershi p position s in , mainstrea m busines s 

organizations, limitin g thei r inpu t int o policy-makin g throug h lobbyin g 

(see 'Organisational invisibility' below) . Women's lack of access to informa-

tion also limits their knowledgeabl e inpu t int o policy . 

The chart opposite outlines the challenges that are greater for women than 

for me n ('wome n intensive' ) an d thos e face d b y wome n onl y ('wome n 

exclusive'). 
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Diagram 1 . Competing i n Internationa l Markets : The Challenges Faced 
by Women-owned SMEs 

Challenges faced by SMEs 
(Women intensive) 

Challenges faced by women-
owned SMEs 
(Women exclusive) 

Access to Finance 
• servic e companies face difficulties 

due to the nature of their 
businesses 

• cos t of capital relative to other 
countries 

• discriminator y law s 
• prejudic e against women and 

women-owned businesse s 
• difficult y i n providing collatera l 

(women do not own assets in 
their own right ) 

• lac k of credit/banking histor y 
(due to past , informal natur e of 
businesses) 

• nee d for credit plus business 
planning an d advisory services 

Access to Markets 
• acces s to quality, up- to-date 

information 
• contact s through personal 

networks 
• smal l size of businesses 

• prejudic e against women 
• difficult y i n travelling to mak e 

contacts 
• sexua l harassmen t 

Access to Training 
• technica l training 
• trainin g on WTO and trade policy 

and requirements 

• trainin g needs are often 
overlooked 

• whe n identified, women's needs 
may not be met (for example, 
time of training, content, method 
of delivery) 

Access to Infrastructure 
• nee d for reliable physical 

infrastructure (road transportation, 
air transportation) 

• nee d for predicable trade support 
infrastructure (knowledgeable 
bureaucracy, supportive government 
mechanisms, etc.) 

• bia s against women's businesses 
• fe w or no contacts in the 

bureaucracy 
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Challenges faced by SMEs 
(Women intensive) 

Challenges faced by women-
owned SMEs 
(Women exclusive) 

Access to Technology 
• nee d for reliable telephone and 

Internet service 
• potentia l for e-commerce and 

e-trade 
• acces s to electronic banking and 

transfers 
• us e of English as the medium of 

communication through the 
Internet 

• olde r women and women with 
low levels of education and literacy 
are particularly disadvantaged 

• lac k of English language skills 
• bia s against women's involvement 

in technical matters 

Access to Policy Makers/ 
Input into Trade Policy 
• larg e companies and men can 

more easily influence policy and 
have access to policy-makers 
who are their peers 

• mos t women have little access to 
policy-makers or representation on 
policy-making bodies 

• lac k of access to information limits 
knowledgeable input into policy 

(Concept adapted from Carr, Chen and Jhabvala, 1996) 

Invisibility 

i. Statistical  invisibility 
Most countries do no t collect statistics on the sex composition o f busines s 

owners or operators. Indeed , statisticians would argu e that suc h statistic s 

are methodologically problemati c becaus e many businesses have multipl e 

owners and operators, some of whom migh t b e men and some women. In 

the Asia-Pacific region , for example , only Australia currentl y undertake s a 

survey of entrepreneurs (wh o are defined a s individuals an d therefore are 

either female or male), while the Philippine s i s planning to collec t data on 

the se x compositio n o f busines s operators . However , i n th e absenc e o f 

some kin d o f statistica l base , polic y makers , banker s an d other s ten d t o 

assume that al l businesse s are owned and/or operate d b y men or, to sim-

ilar effect , that businesse s owned and/o r operate d b y women ar e no dif -

ferent from those of men. 

Although few general statistics on the sex composition o f business owners 

and operator s ar e available , a  number o f comparativ e studie s o f women-
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owned an d men-owne d o r operated businesse s show quit e distinc t differ -

ences. On average, women's busines s star t smalle r than men' s businesse s 

and remai n smaller , rais e thei r capita l fro m differen t (largel y internal ) 

sources, receive smalle r loan s when the y d o obtai n financin g fro m bank s 

and financial institutions , and are less likely to have access to sophisticated 

technologies. However , mos t studies indicat e highe r surviva l rate s among 

women's businesses , which als o tend t o emplo y mor e workers than men' s 

businesses. Suc h difference s sugges t differen t need s an d sho w tha t i n 

order to make good policy it is essential to make women's businesses visible 

in terms of numbers , share of businesse s and distinct characteristics . 

ii. Sectoral  invisibility 
Comparative studie s hav e als o show n tha t women' s businesse s ten d t o 

operate in different sub-sectors than men's . In most countries, studies have 

found tha t women' s businesse s ar e mor e likel y t o operat e i n th e servic e 

sector and less likely to operate in manufacturing. They are also likely to be 

concentrated i n specifi c sub-sector s -  suc h a s street food vending , hand-

woven textiles and small scale ready-made garment manufacture - tha t are 

either associated with women' s traditional role s or requir e minima l input s 

of capita l an d technology . Sector s o r sub-sector s tha t ar e dominate d b y 

women entrepreneur s ten d t o receiv e littl e attentio n fro m polic y maker s 

who, when they do consider SMEs, are more likel y to associat e SMEs with 

manufacturing and to focus on programmes such as forward and backward 

linkages tha t ar e mor e relevan t t o manufacturin g SMEs . Regiona l trad e 

organisations ar e muc h mor e likel y t o conside r liberalisin g trad e i n sub -

sectors where the main beneficiaries will be businessmen, and to negotiat e 

over borde r an d othe r problem s tha t affec t sector s an d industrie s domi -

nated b y men. 

iii. Organisational  invisibility 
In additio n t o thei r statistica l invisibility , women' s businesse s tend t o b e 

organisationally invisible : that is , they are not well represente d i n industry , 

trade or business associations. Both the leadership and the membership o f 

Chambers o f Commerce , Business , Trades an d Industr y ten d t o b e domi-

nated b y men. Few women join o r reach leadership position s i n the main-

stream business organisations. This means that the different needs of women's 

businesses do not feed into policy  making through the lobbyin g and other 
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activities of these organisations. Specialist organisations of businesswomen 

often d o littl e to counte r this situation becaus e their activitie s tend to b e 

oriented towar d charit y an d socia l work , i n contras t t o th e busines s net -

working and polic y lobbying orientation o f the men' s organisations. 

iv. Invisibility  of the 'double burden' 
One characteristi c tha t clearl y distinguishe s mos t businesswome n fro m 

their male counterparts is the responsibility they bear as mothers and wives 

responsible fo r famil y welfar e an d househol d work . These mus t b e man -

aged alongside the business . This 'double burden' , or rol e conflict , i s only 

somewhat alleviate d i f th e businesswoma n i s assiste d b y he r extende d 

family or can afford pai d domestic hel p or a domestic servant. Even where 

women have domestic assistance, they remain responsible for the work and 

behaviour of the substitute and are blamed b y society for any deficiencies 

in the result s of their work (fo r example , an untidy home ; unruly o r delin-

quent children). Few businessmen, unless they are single fathers, carry such 

domestic responsibilities . 

The time take n u p an d th e emotiona l burde n create d b y these dua l rol e 

responsibilities ofte n interfere s directl y o r indirectl y wit h th e conduc t o f 

business for women in ways that do not apply to the majorit y of men. Part 

of the reason for women's organisational invisibilit y note d above is the dif-

ficulty o f findin g sufficien t tim e t o atten d meeting s a s wel l a s manag e 

their families . However , busines s association s schedulin g meeting s rarel y 

consider suc h needs , and fe w busines s conferences o r trade fair s provid e 

childcare o r children' s programme s i n orde r to facilitat e th e participatio n 

of businesswomen . I t i s interesting to note , on the other hand , that man y 

business conferences, particularly in developed countries, do provide 'spouse' 

programmes i n order to accommodat e the need s of businessme n to brin g 

along thei r 'non-working ' wives . Similarly , fe w governmen t programmes , 

even those specificall y targetin g wome n i n micr o an d cottag e industrie s 

(where the nee d may be greatest), consider the impac t of women's house-

hold role s on their access to training o r other kinds of support . 

A majo r consequence o f the various forms o f invisibilit y o f women's busi -

nesses i s that thei r specifi c characteristic s an d need s are no t reflecte d i n 

policy formulation o r other ke y areas of decision makin g tha t affec t busi -

nesses. Few women ar e invited t o join trad e mission s o r delegations, due 
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to th e combine d invisibilit y o f women-dominate d sector s o r sub-sector s 

and of women as individuals within any sector. At an recent SME Trade Fair 

in Asia , i n a  countr y wher e i t ha s bee n estimate d tha t wome n operat e 

around hal f o f al l SMEs , less than 2 0 wome n wer e registere d amon g th e 

approximately 25 0 participant s an d mos t o f thos e wer e civi l servant s 

rather than businesswomen . 

Gender-sensitive Policy Responses 

Policy responses are needed to addres s the issue s outlined abov e i n order 

to creat e a  genuinely 'leve l playin g field ' where businesswome n ca n com-

pete on an equal footing with businessme n and for nationa l economies to 

tap the enormous potentia l o f women entrepreneurs, business owners and 

business operators . There i s growing awarenes s tha t gende r inequalit y i s 

inefficient, no t onl y slowin g growt h bu t als o havin g socia l an d politica l 

costs. I t mean s lower output , reduce d development o f people' s capacities, 

less leisure and diminished well-bein g (Elson , 2001) Stat e interventio n i n 

the marke t is therefore necessary to ensure that bot h efficiency and equity 

objectives are met. The reduction of poverty and promotion of social equity 

make goo d economi c sens e an d ar e considere d t o b e mora l imperative s 

(Hewitt and Mukhopadhyay, 2001) . They also meet governments' commit -

ments made in internationa l mandate s (see Chapter 5). 

Gender-sensitive trade  policy 

Trade polic y changes the relativ e cost s and price s of importe d an d locall y 

produced good s and , i n som e cases , services . Suc h change s i n relativ e 

prices affect consumption an d investmen t as well as the competitive posi -

tion o f local and foreign producers . Women's businesses, partly because of 

their smaller size but also because of their concentration i n the service sec-

tor, ar e mor e likel y t o serv e th e domesti c marke t an d b e foun d i n area s 

likely to b e affected b y foreign competition . In many countries, the inflo w 

of cheaper processed foodstuffs, the opening of multinational supermarke t 

chains and imports of low-priced item s of clothing, including second-han d 

clothing and craft products , has seriously damaged small women-operated 

businesses in those areas. 

In addition , wome n ar e ofte n unable  t o tak e advantag e o f ne w expor t 
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opportunities becaus e o f thei r smalle r siz e an d lac k o f acces s to capital , 

technology an d information . Smalle r businesses , man y operate d b y 

women, find i t difficult to provide the minimum (container-load) volume of 

production neede d for export and to mee t the demands of export market s 

for timely delivery . Businesswomen , marginalised i n the busines s commu-

nity and therefore unable to easily access much of the information neede d 

to export, are not aware of or able to meet the technical standards required 

in expor t market s i n area s suc h a s packagin g an d labelling , us e o f 

approved dyestuffs (i n crafts and handwoven textiles) etc . Although man y 

government agencie s striv e t o provid e suc h information , mos t d o no t 

recognise th e specifi c need s o f women' s businesse s o r businesswomen . 

Consequently, the main beneficiaries tend to b e men who operate in areas 

such a s manufacturin g tha t ar e typicall y targete d b y these programmes , 

whose access is not constrained b y their domestic role s and who are more 

likely to hav e the require d capital , education an d technology. 

Since the impac t o f trade polic y i s not the same for women and men , this 

general gender perspective i s particularly importan t i n trade negotiations . 

For example, negotiations o n the Genera l Agreement on Trade in Services 

(CATS) are of particula r concern to women (see above). 

Another concer n fo r wome n lie s wher e States ' obligation s unde r trad e 

agreements ma y conflic t wit h State s obligation s unde r internationa l 

human right s la w an d treaties , i n thi s cas e particularl y unde r th e 

Convention fo r th e Eliminatio n o f Al l Form s o f Discriminatio n agains t 

Women (CEDAW), which expressly promotes affirmative action policies . For 

example, i t i s likel y tha t man y o f the affirmativ e actio n programme s cur -

rently implemente d t o addres s inequalitie s betwee n wome n an d me n 

would b e incompatible with the free trade agreements no w bein g pushe d 

on developing countries (Fosse, 2001). It is ironic that the developed coun-

try government s tha t ar e mos t activ e i n thei r suppor t fo r basi c huma n 

rights, micro-credi t an d other enterprise developmen t programme s for the 

poor an d particularl y fo r poo r women , ar e ofte n th e sam e government s 

that i n the WTO are mos t vigorous i n their suppor t fo r the mor e intrusiv e 

aspects o f trad e liberalisatio n tha t ar e likel y t o restric t th e capacit y o f 

developing countr y governments to mee t their obligations unde r CEDAW, 

the Beijin g Platfor m for Action and other internationa l mandates . 
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Gender-sensitive business  support  and  trade  promotion 
programmes 

The firs t ste p toward makin g programme s mor e sensitive t o th e need s o f 

women is to address the current invisibility of businesswomen and women-

owned businesses . Havin g identifie d th e sector s an d sub-sector s wher e 

women's businesses are most concentrated and the specific needs of business-

women, programme s nee d t o addres s th e relate d bu t differen t issue s o f 

women's participation . 

First, programmes should be delivered i n ways that are sensitive to the dif-

ferences in gender roles, capacity and access of women and men. The timing 

and location of service delivery and training courses in relation to access for 

women with famil y responsibilitie s need s to b e considered, particularly fo r 

poor women an d wome n i n smal l business . I n general , this involve s very 

practical considerations. For example, women need easy access to transport-

ation to attend the programmes. They must be able to manage family respon-

sibility a t the sam e time a s they participat e i n the programm e an d mus t 

feel safe (and their families must feel comfortable with their participation) . 

Second, programme s mus t monito r th e participatio n o f wome n an d o f 

sectors o r sub-sector s dominate d b y women's businesses . This applie s t o 

both busines s suppor t an d trade promotion . I n man y countries , business-

women an d women's businesse s are very poorl y represente d i n trade mis -

sions an d trad e fair s an d exhibitions . Consideratio n shoul d b e give n t o 

ensuring a quota o f women i n al l trade mission s for industries or products 

in which women-owne d businesse s operate (perhap s i n proportio n t o th e 

number o f suc h businesse s i n tha t field) , an d t o specialise d women-onl y 

trade missions . Canad a an d th e U S hav e promote d suc h mission s wit h 

good success. Women are also often poorl y represented on the staff of the 

Trade Departmen t an d i n th e trad e mission s attache d t o nationa l diplo -

matic mission s abroad . Businesswome n nee d t o b e encourage d t o trave l 

and explore busines s opportunities i n export markets : a better representa -

tion o f women amon g the staf f i n trade an d commerce department s an d 

those taske d wit h supportin g i n oversea s mission s woul d hel p i n thi s 

regard. 

The Commonwealth Businesswome n Networ k (CBWN ) ha s been set up by 

the Commonwealt h Secretaria t a s on e exampl e o f a  gender-sensitiv e 
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business suppor t an d trad e promotio n programm e (se e Appendi x II) . 

Operating bot h a s a  virtua l an d a  physica l networ k o f wome n entrepre -

neurs fro m around  th e Commonwealth , the programm e aim s to suppor t 

businesswomen an d women-owned businesse s b y providing a  mechanism 

for mentoring , technica l trainin g an d sharin g o f bes t practices . To date , 

technical exchange s betwee n businesswome n i n Sout h Afric a an d Indi a 

have been developed unde r the auspices of the Network , which als o aims 

to functio n a s a  gender-sensitiv e busines s respons e mechanis m t o trad e 

policy issues of concern to Commonwealth businesswomen . 

One way i n which the Networ k aim s to d o this i s by active representatio n 

in th e Commonwealt h Busines s Counci l which , thoug h it s biannua l 

Business Forum , has an establishe d channe l t o influenc e Commonwealt h 

Heads of Governments. As part of the long-ter m sustainabilit y pla n of the 

Network, long-ter m an d profitabl e partnership s wit h targete d companie s 

and organisations wil l b e promoted through shared interests , markets and 

expertise. 

Unless trad e liberalisatio n i s accompanie d b y gende r responsiv e pro -

grammes, the potentia l benefit s and opportunitie s tha t i t create s for ne w 

export opportunities wil l no t be realised by women's businesses , and bot h 

women and the natio n as a whole wil l b e the poorer . 



CHAPTER 3 

Key Issues Affecting Women-owned 
SMEs: Case Studies 

The case studies in this chapter look at how selected women's businesses 

and organisation s fro m al l ove r th e Commonwealt h hav e addresse d 

some of the ke y issues that women entrepreneur s hav e identified a s chal-

lenges tha t the y face . Th e studie s hav e bee n divide d int o si x section s 

(access to finance , access to markets , access to informatio n an d training , 

access to policy-making , access to technology and equity issues) . However, 

this division is something of a false one since there is obviously a great deal 

of overlap between them. For example, there is a clear connection betwee n 

access t o informatio n an d t o th e ne w informatio n an d communication s 

technologies (ICTs) . Similarly , acces s t o market s i s no t possibl e withou t 

information an d trainin g -  o r finance , fo r tha t matter . Certai n issue s re-

appear whatever the issu e area, such as the importanc e o f networkin g o r 

the differen t way that women do business . In fact, all the issue s are inter -

linked, and the lack of access in any one of these areas hinders the ability of 

women entrepreneur s to succeed , particularly i n today's globalised market -

place. 

Access to Finance 

Introduction 

The Grameen Bank i n Banglades h i s one of the bes t know n forma l micro -

credit schemes . The majorit y o f it s borrower s ar e women , wh o typicall y 

have less access to credit than men. This holds true in most Commonwealth 

countries, partly because women will generally have fewer assets that they 

39 
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can us e fo r collateral . Fo r thi s reason , a s wel l a s the discomfor t micro -

enterprise owner s ma y fee l i n dealin g wit h forma l bankin g institutions , 

women in many developing countries have formed their own means of sav-

ing and borrowing money . To be able to participat e i n the more traditional 

and informa l saving s schemes, such as the Susu scheme, the women hav e 

to hav e access to communit y network s an d b e able to mak e a  daily con -

tribution. B y breaking saving s down int o ver y smal l bu t regula r contribu -

tions and collaborating on saving funds, it becomes possible for women to 

accrue small amounts of capital to inves t in their businesses . 

Increasingly, non-profi t organisation s ar e springin g u p t o provid e mor e 

formal micro-credi t option s fo r rura l an d urba n women . Ofte n the y ar e 

based o n pee r collatera l models , i n whic h group s o f fiv e t o te n wome n 

stand suret y for each other. The drawback i s that i f one membe r defaults , 

the res t of the grou p ha s to repa y the ba d debt . That said , women micr o 

and small enterprise owners have an incredibly good track record for repay-

ment, and for putting the funds they obtain through micro-credi t schemes 

to goo d us e by successfully growing thei r businesses . I f and when women 

micro-entrepreneurs d o default , i t i s often du e to a  death o r illness i n the 

family, o r a s the resul t o f a  natura l disaster . Typically , they wil l onl y ris k 

what they kno w they can afford t o lose , and onl y graduall y develo p confi-

dence in their ability to repay larger loans. This results in slower, incremental 

growth that is often more sustainable and can be the most effective strategy 

for this size of enterprise. 

The mos t identifiabl e shortcomin g o f man y micro-credi t scheme s i s tha t 

they often only target micro-enterprises that are operating at a subsistence 

level. They generall y d o no t loo k a t strategi c way s t o hel p suppor t th e 

growth o f micro-enterprise s int o smal l o r medium-siz e businesses . I t i s 

therefore interestin g to see, in this case study, how traditional micro-credi t 

schemes in Ghana have evolved into a hybrid lending institutio n that com-

bines some of the protections  o f the formal financia l institution s with th e 

more informa l aspect s o f th e traditiona l community-base d schemes . This 

shows the importance for women of having access to a range of credit serv-

ices, so that they can choose the credi t vehicle that mos t suits their need s 

and stage of business development. 
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Case study: Savings  and  loans  schemes,  Ghan a 
by Grace Otoo-Kwadey 

Overview 
Between 7 5 t o 8 5 pe r cent o f Ghanaia n wome n ar e engaged i n farming, 

petty trading or the activities of micro/small enterprises and cottage indus-

tries, or they work a s domestic servants and marke t porters . Many have to 

work a t mor e than on e economi c activit y t o survive . They wil l ofte n sup -

plement thei r pai d o r agricultura l activitie s wit h tradin g and/o r busines s 

activities. 

One o f th e greates t challenge s tha t businesswome n i n Ghan a fac e i s 

obtaining access to affordable credit . I t is common knowledge that the for-

mal banking system has not been of much benefi t to women who operate 

micro an d smal l enterprises . There ar e several reason s for this . One prob-

lem i s that credi t i s often unavailabl e to suc h women a t all , because they 

cannot provid e the necessar y documentation t o demonstrat e th e viabilit y 

of their businesses. They may only have a mental record of this information. 

In addition, many small-scale businesswome n canno t provid e collatera l i n 

the form of land as either they do no t own any or they do no t have formal 

title. 

Another proble m i s tha t th e forma l bank s ar e house d i n big , imposin g 

buildings tha t ten d t o intimidat e small-scal e busines s owners , who ofte n 

have low levels of literacy and/or come from humble circumstances. These 

entrepreneurs tend to fee l very self-conscious and out of place among the 

apparently bette r educate d an d bette r dresse d peopl e who m the y 

encounter a t these banks . Whether the wome n busines s owners com e t o 

deposit money or to withdraw i t from their accounts, they often feel humil-

iated because they cannot handle the associated paper work. To make mat-

ters worst, tellers will often discuss a woman's business within the hearin g 

of other people , and the attitud e o f ban k official s sometime s conveys the 

message that they find the small-scale women business owners a nuisance. 

Finally, women ofte n canno t affor d t o tak e time of f t o stan d i n the lon g 

queues that remai n a  feature o f the Ghanaian formal bankin g system. 

In short , th e traditiona l forma l bankin g syste m ha s no t bee n customer -

friendly for this type of saver/borrower. Fo r this and other reasons, women-

owned micr o an d smal l enterprise s an d low-incom e earner s hav e ha d t o 
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turn t o friends , family members , philanthropists o r loa n sharks , as well as 

other sources, in order to finance initia l capitalisation o r expansion of their 

businesses. The succes s o f th e new-styl e financia l institution s i n Ghan a 

hinges o n th e fac t tha t the y combin e al l th e attractiv e feature s o f tradi -

tional scheme s with the security of formal banking . It i s a winning combi -

nation. Support  from severa l U N Agencies (UNDP, UNIDO, UNCTAD), the 

World Ban k and bilatera l dono r agencies has helped i n the establishmen t 

of many of the existing services. 

The Susu Scheme 
One option that the small-scale businesswome n i n Ghana hav e developed 

as an alternative an d affordable sourc e of credi t i s the Susu Scheme. This 

is a traditional saving s and loa n scheme that operate s i n two basi c varia-

tions. One variation i s a form o f persona l protecte d saving s and the othe r 

is a joint revolvin g fund . 

a) Individual  Protected Savings Scheme 
In this system, each participant decides the amount that she would lik e to 

save and make s daily contributions t o a  central po t of mone y that i s held 

by someone else. At the end o f the month , each participan t i s given bac k 

all o f th e mone y tha t the y hav e bee n abl e t o sav e tha t mont h minu s a 

'service fee ' tha t range s betwee n tw o t o fou r day s contributions . 

Contributing a small amount of savings on a daily basis, to which they only 

have acces s o n a  monthl y basis , allow s th e wome n t o sav e mor e tha n 

would be possible i f they were holding the funds themselves. It helps them 

defend these funds from the demands made by the other priorities in their 

lives, as well as from other family members . With the individua l protecte d 

savings scheme, a contributor can decide to drop out of the scheme at any 

time. 

b) Revolving  Savings Fund 
In the secon d variation o f the Sus u Scheme, a group o f women agree s to 

contribute a fixed sum to a central fund each day. At the end of the month, 

between one and three members of the group receive all of the funds con-

tributed b y the entire group that month . Each revolving fund membe r has 

to agre e to sta y withi n th e grou p an d continu e thei r dail y contribution s 

until ever y membe r o f the grou p ha s had a  turn a t receivin g th e group' s 

combined monthl y savings . B y joinin g i n a  grou p saving s scheme , th e 
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women are able to obtain access to a  much larger sum of money, at a spe-

cific time, than woul d b e possible i f they tried to sav e the mone y entirel y 

on thei r own . Again th e nee d t o mee t thei r commitmen t t o th e grou p 

means that the mone y i s more likel y to b e set aside for saving s than i f i t 

were simply being set aside by an individua l fo r their daily needs. 

In bot h scenarios , the member s hav e to mak e regula r contribution s ove r 

specified periods before they became eligible for loans. The range is between 

twenty to fift y peopl e i n a  club, with a  typical Sus u Scheme having thirt y 

to forty members . 

The Susu Schemes have been in existence for fifty to sixty years. They were 

started b y small group s o f peopl e i n the community , usuall y friends , who 

got together and started a  daily savings scheme. Initially, they elected the 

most trustworthy membe r o f the grou p to kee p the monies . This practic e 

evolved int o individual s (usuall y men ) startin g thei r ow n scheme s an d 

recruiting member s int o thei r groups . I t i s interestin g t o not e tha t whil e 

about 98 pe r cent of the Susu Masters are men, 99 pe r cent of their con -

tributors are women. 

Credit unions 
The credit union system is more formal and operates within the framework 

of the Co-operativ e Credi t Unions . Members mee t regularl y t o mak e sav-

ings contributions , receiv e loan s an d discus s welfar e matters . The credi t 

unions were started b y groups of people who had some experience of how 

credit unions operate. Their affiliation wit h co-operativ e societies also pro-

vides a  credible framewor k fo r thei r operations . A typica l credi t unio n i n 

Ghana ha s betwee n 100-15 0 members , about 8 0 pe r cen t o f who m ar e 

women. 

Comparative benefits 
The Susu Schemes are convenient for man y female micr o and smal l enter -

prise owners. The Susu Master comes round to their homes or place of work 

every da y an d collect s tha t day' s contribution . Bein g abl e t o mak e smal l 

contributions o n a  daily basi s makes i t easie r for women to save . There is 

no paperwork to handle , so low literacy level s are not a barrier. Business is 

transacted in an easy and friendly manner. There is no officiousness and no 

red tape. Nor do the women feel judged o r looked down upon. 
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The Credit Unions provide other services, such as making arrangements for 

cheaper, bulk purchase s of commodities fo r their member s and additiona l 

financial suppor t for critical family events such as marriage, childbirth an d 

bereavement. 

Drawbacks of alternative sources of credit 
Women wh o obtai n credi t fro m friends , family , philanthropist s o r loa n 

sharks often fin d themselves with a  heavy debt burde n and/o r a n obliga-

tion t o thei r benefactors . I n som e cases , in additio n t o payin g of f thes e 

debts with o r without exorbitan t interes t the women ar e obliged to gran t 

sexual or other non-financia l favours . 

In the Susu Schemes, the Susu Masters sometimes run off with the money . 

Some Susu Masters keep the group's monies at their homes, where it is vul-

nerable to thef t an d a t ris k o f bein g chewe d b y rats or los t due to fir e o r 

floods. Sometimes , too , th e Sus u Master s ar e robbe d whil e ou t o n thei r 

daily rounds . Once they receive a loan from the clubs, some Susu contribu-

tors dro p ou t o f th e scheme , an d th e Sus u Maste r ha s t o tak e o n th e 

unpleasant duty of sometimes acrimonious debt collection. 

To star t a  credi t union , member s nee d t o hav e a  reasonabl e amoun t o f 

knowledge about how a credit union functions, and some connection wit h 

the credi t unio n movement . This tends to limi t the initia l participatio n t o 

the better-educate d member s of the community . 

New savings and loans institutions 
The traditiona l scenario s outline d abov e hav e bee n improve d s o a s t o 

reduce o r eliminat e th e drawback s whil e maintainin g th e advantage s o f 

the schemes . A n increasin g numbe r o f Sus u Masters , fo r example , ar e 

depositing th e savin g contribution s i n th e bank , an d man y hav e als o 

started to d o their round s i n the company o f a t leas t one other perso n to 

minimise th e ris k o f thef t an d assault . However , th e rea l excitemen t i n 

Ghana has been the relatively recent emergence of savings and loans insti-

tutions that operat e i n the financia l service s sector, outside o f the forma l 

banking system . The first tentative step s towards establishing thes e kind s 

of non-ban k institution s wer e taken i n the 'formal ' financia l aren a i n th e 

late 1980s . 

By th e beginnin g o f th e 1990s , severa l o f thes e institution s ha d bee n 
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established an d th e Financia l Institution s (Non-Banking ) La w -  PNDC L 

328 -  wa s passed in order to provid e a legal framework for their activities. 

The la w came int o effec t i n 199 3 t o ensur e that the busines s communit y 

came closer to operatin g a  form o f institutiona l credi t and deposi t mobili -

sation, an d t o reduc e th e amoun t o f exces s liquidit y i n th e countr y i n a 

more regulated and transparent manner . 

The la w sough t to regulat e nin e differen t schedule d institution s an d cov-

ers the busines s activities o f discoun t houses , finance houses , acceptance 

houses, buildin g societies , leasin g an d hir e purchas e companies , venture 

capital fundin g companies , mortgag e financin g companies , saving s an d 

loans companies, and credi t unions . Unde r the provision s o f PNDC L 328, 

the Centra l Ban k has supervisory authorit y ove r all matter s relating to the 

business of al l non-ban k financia l institution s license d b y it. 

In addition t o government' s regulator y an d supervisory relationship , mos t 

of thes e license d institution s als o belon g t o a  voluntar y body , th e 

Association o f Non-Ban k Financia l Institution s (ANFI) . Membershi p o f 

ANFI ensure s tha t thes e institution s operat e withi n th e la w an d provid e 

satisfactory service to their customers. Its principal objective s include : 

• promotin g the interest s of al l non-ban k financia l institutions ; 

• promotin g the operations o f al l non-ban k financia l institutions ; 

• liaisin g with the Centra l Ban k and other regulatory agencies on matter s 

concerning al l non-ban k financia l institutions ; and 

• educatin g the public about the services of non-bank financial institutions . 

The principal feature of these savings and loan institutions is that their serv-

ices are targeted at , and indee d modifie d t o suit , micr o an d smal l enter -

prises. Most o f these institution s ar e locate d i n marke t place s so as to b e 

accessible to thei r customers . The intimidation engendere d b y the 'forbid-

ding edifice' is thus eliminated. They reach out to their customers by send-

ing their staf f int o the communit y to collec t the savings in the manne r o f 

traditional Sus u Schemes . While som e o f thei r customer s ar e individuals , 

others are Susu Clubs that acces s the institutions ' facilities a s groups and 

then pas s the resultin g benefit s on to thei r members . After a  short perio d 

of regular savings, a customer becomes eligible for small loans appropriate 

to their needs , with securit y collateral tailored to their circumstances . 
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SOME LESSON S LEARNE D 

The more successful these alternative financial institution s become in 

their outreach programmes, the quicker their customer base and busi-

nesses wil l grow . Therefor e i t i s necessar y t o expan d thes e credi t 

schemes and rais e their lendin g ceilings to accommodate the growt h 

of their customers . The innovative outreach services from the alterna-

tive non-ban k financial institution s are available largel y to the urba n 

micro-business operator s an d low-incom e earners . There i s an urgen t 

need to find a means to reach the rura l population as well. 

The challenge will be for them to modify their services to suit the way 

of life of the rural woman, and the fact that their rural clients are more 

widely dispersed and geographically isolated. One of the key factors in 

the succes s of the urba n schemes is that the customer s are engage d 

in businesse s an d occupation s tha t brin g i n som e mone y ever y day . 

They ar e therefor e abl e t o mak e th e dail y payment s withou t feelin g 

the pinch. However, most rural women are farmers or some other kind 

of agricultural workers. Their income is largely seasonal and there may 

be times whe n i t woul d b e very difficul t t o mak e regula r payments . 

Therefore, they would need access to a form of savings and credit that 

can accommodate a savings contribution and loans plan that can fluc-

tuate with seasonal income patterns. 

The savings and loan s institutions, and other informa l financia l insti -
tutions that provid e financial services targeted specifically at women-
owned micr o an d smal l enterprise s an d lo w incom e earners , nee d t o 
look seriousl y a t th e provisio n o f trainin g fo r thei r clientele . Thes e 
training programmes should aim to raise literacy levels; upgrade basic 
skills; raise awareness of new ICTs and disseminate information about 
the available technology for time and labour saving and improvemen t 
of products ; and rais e awarenes s o f busines s developmen t scheme s 
that ar e availabl e fo r the benefi t o f women entrepreneurs . The insti -
tutions als o nee d to provid e busines s advisory, counselling an d men-
toring services for their customers. 
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At th e presen t time, there ar e seven institution s i n Ghan a tha t belon g t o 

ANFI. These are: Citi Savings & Loans Co Ltd, Women's World Banking (Gh) 

Ltd, Central Saving s &  Investments , Kantamant o Saving s &  Loan s Co Ltd, 

First Allied Saving s & Loan s Ltd, Johnsons Savings & Loan s Ltd and Unio n 

Savings & Loans Co Ltd. Each of these institutions currently serves between 

15,000 an d 25,00 0 clients , bot h individual s an d groups . Th e principa l 

services they provid e include : savings mobilisation ; loans (both shor t term 

working capital and personal loans) ; hire purchase schemes including micro-

leasing for equipment financing; and export and impor t trade financing. 

Access to Markets 

Introduction 

While there are a growing numbe r of businesswome n involve d i n the SME 

sector i n Commonwealt h countries , they stil l represen t onl y a  smal l pro -

portion of all women who are economically active. Especially in developing 

countries, the vas t proportio n o f wome n wh o engag e i n marke t activitie s 

do so as micro-entrepreneurs or own account workers in the informal econ-

omy. Recent statistics show that the share of the informal sector in the non-

agricultural labou r force is 45 to 85 pe r cent in different part s of Asia and 

nearly 80 pe r cent in Africa, and that the majorit y o f producers in this sec-

tor ar e women. Contrary t o previou s expectations , the informa l econom y 

continues to gro w durin g period s o f economi c growt h rathe r than shrink , 

and the link s betwee n th e informa l an d forma l economie s ar e becomin g 

stronger and mor e complex as globalisation proceeds . 

Women's traditiona l craf t skill s ar e ofte n undervalued , wit h sewin g an d 

handicraft wor k ofte n poorl y paid . However , a  number o f Commonwealt h 

countries hav e been particularl y successfu l i n developin g thei r handicraf t 

sector an d generatin g significan t expor t revenue . The ke y challenges fo r 

handicraft worker s i s th e marketin g o f thei r products , knowin g wha t 

designs to create for a foreign market , being able to mee t large orders and 

distributing thei r orders in a timely fashion. The means and ability to over-

come these issue s are ofte n beyon d th e capacit y o f th e small-scal e craf t 

worker. 

The firs t cas e stud y i n thi s sectio n look s a t th e Women' s Trad e Centr e 

(WTC) - establishe d b y the Self-Employed Women's Association (SEWA) in 
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Gujarat, India . The WT C help s rura l wome n involve d i n producin g tradi -

tional crafts or collecting and processing natural resources to increase their 

output an d profit s b y linkin g directl y wit h national , regiona l an d globa l 

markets. The type of mentorship programmes SEWA recommends would be 

an importan t firs t ste p towards creatin g a n environmen t i n whic h micro -

enterprises ca n transfor m themselve s int o sustainabl e an d large r scal e 

enterprises. This would go a long way towards building upo n the immens e 

amounts o f energy , innovatio n an d shee r har d wor k tha t goe s int o mos t 

women-owned businesses . 

The secon d cas e stud y look s a t anothe r innovativ e approac h t o helpin g 

small craft workers through working collectively. The Talking Beads Academy 

takes o n th e jo b o f desig n research , produc t marketin g an d distributio n 

without individua l worker s havin g t o inves t a  lo t o f additiona l fund s o r 

time. Eac h craft worke r works a s a sub-contractor t o th e compan y an d i s 

paid b y the numbe r o f complete d item s the y produce . On the surfac e i t 

appears to b e a form o f piece-work ; the differenc e is , however, that eac h 

craft worke r can determine ho w muc h work she i s willing an d able to do . 

She can als o work i n the autonom y o f he r own hom e o r workspace. And 

because th e mothe r compan y combine s bot h for-profi t an d non-profi t 

activities and works with poo r rural women, it i s eligible to receiv e govern-

ment and donor funding to assist , for example, with the cost of training. 

This type o f busines s developmen t mode l ha s prove n t o b e successfu l i n 

multiple settings, even when the business does not have access to govern-

ment o r dono r funding . Participant s ca n potentiall y ear n mor e than the y 

would doing the equivalent work elsewhere, and also gain an opportunit y 

to lear n abou t goa l settin g an d ho w to establis h an d ru n their ow n busi -

nesses wit h th e mone y tha t the y ar e saving . Man y mor e wome n entre -

preneurs ar e thu s brough t int o today' s globa l economy . Thi s exampl e 

demonstrates that i t i s possible to b e in busines s and treat workers, of al l 

types and at al l levels , fairly. 
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Case study: Women's  Trade  Centre,  India 
by Dr Marilyn Carr1 

Overview 
Typically, the sel f employe d -  o r own accoun t -  wome n worker s i n Indi a 

operate i n isolatio n an d withou t an y acces s to informatio n o r economi c 

resources and assistance which coul d hel p them to brea k ou t o f a  vicious 

circle o f poverty . Unawar e o f marke t prices , an d ofte n unabl e t o mov e 

around i n searc h o f markets , the y ar e a t th e merc y o f middleme n wh o 

exploit the m an d pa y very littl e fo r thei r produce . The poore r an d mor e 

remote the women are, the greater the probabilit y of exploitation. Similarly, 

unaware o f the government services available to assis t them, the majorit y 

struggle throughout their lives without the benefi t of any assistance. Apart 

from the hardshi p involve d for the women and their families, this also has 

far-reaching implication s fo r th e econom y a s a  whole a s i t represent s a 

huge waste o f huma n resources . Organisations suc h as the Self-Employe d 

Women's Associatio n (SEWA ) an d Wome n i n Informa l Employment : 

Globalising an d Organisin g (WIECO ) are advocating t o chang e this situa-

tion an d to provid e suppor t system s and acces s to market s for women i n 

the informa l sector . 

Background 
In India , as in many other Commonwealth countries , women's share in the 

SME secto r i s o n th e increase . Ther e ar e no w severa l ver y successfu l 

national an d stat e leve l businesswomen' s associations , suc h a s th e 

Consortium o f Wome n Entrepreneur s i n Indi a (CWEI) , whic h hav e bee n 

established to promote women's businesses. This is done through a variety 

of activities , includin g trad e fair s an d informatio n exchanges , a s wel l a s 

advocacy for positiv e changes in the polic y environment for women entre-

preneurs. Through suc h activities , India' s businesswome n ar e increasingl y 

able to lin k into growing regiona l and internationa l market s for their prod -

ucts an d gai n acces s to th e economi c an d othe r resource s the y nee d t o 

compete i n the global economy . 

However, the women who run SMEs in India are only the tip of the iceberg. 

As i n man y othe r developin g countries , th e vas t majorit y o f wome n 

Sources: India n Institut e o f Foreig n Trade (1999) ; United Nation s (2000) . 
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involved in entrepreneurial activitie s are operating as own-account workers 

or micro-entrepreneurs i n the informa l secto r of the economy . Recen t sta-

tistics show that, of women in the non-agricultural labou r force in India, 91 

per cent are in the informal sector. They carry out a wide range of activities 

including handicraft s an d foo d processin g (The  World's  Women  2000: 
Trends and Statistics).  This hug e poo l o f entrepreneurship ha s survived so 

far i n an environment o f neglect , and at times of hostility . While business-

women in the small and medium scale sector have certainly had their prob-

lems, these are nothing compared to those of the millions of women in the 

informal secto r who, in order to survive , must daily try to find market s for 

their products . 

Yet many families are totally dependen t upo n a  woman's incom e for thei r 

survival. Fo r this reaso n alone , the informa l secto r merit s a  great dea l o f 

attention, and the idea that informal sector businesses can make the trans-

ition t o forma l secto r statu s an d sustainabilit y need s to b e re-examined . 

Legislation and institutional polic y needs to be changed to reflect this econ-

omic realit y rathe r tha n continuin g t o focu s o n th e suppor t o f salaried , 

formal-sector employment, where there is more likely to b e some degree of 

regulation an d labou r standards . Workin g t o hel p women-owne d micro -

enterprises becom e mor e sustainable and/o r attai n smal l and formal sec-

tor statu s woul d b e a n almos t guarantee d wa y t o generat e increase d 

employment and prosperit y for man y Commonwealth countries . 

For example, recen t attempt s b y India n statistician s t o captur e th e econ-

omic contributio n o f the informa l secto r hav e shown tha t i t alread y con -

tributes over 40 pe r cent to the Cross Domestic Produc t (GDP) and a  sim-

ilar percentag e o f total expor t earnings (Indian Institut e o f Foreig n Trade, 

1999). If the small producers/entrepreneurs i n this sector were given even 

some support , the y coul d contribut e muc h mor e t o India' s economi c 

growth and development. There need to be more sex disaggregated labou r 

statistics to ensure that their contribution i s noted and taken int o accoun t 

in nationa l an d multilatera l polic y development and resourc e allocation. 

It i s i n everyone' s interes t t o fin d a  wa y o f assistin g grassroot s entre -

preneurship, and everyone , includin g NGOs , government an d th e privat e 

sector, ha s a  rol e to pla y i n the process . What i s reall y neede d ar e goo d 

models o f ho w the proces s can b e facilitated. One such mode l ha s bee n 

developed by the Self Employed Women's Association (SEWA) in collabora-
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tion with the global networ k Women i n Informa l Employment : Globalisin g 

and Organising (WIECO). 

SEWA links craftswomen to local markets 
The Self-Employed Women' s Association (SEWA ) i s an India n Trade Unio n 

that support s th e economi c an d relate d activitie s o f low-incom e wome n 

workers and producers. Over the past thirty years, SEWA has built its member-

ship to over 300,000 i n both urban and rura l areas in the State of Gujarat. 

Although i t starte d a s a  trad e union , an d stil l follow s a  unionisatio n 

approach where appropriate, i t ha s also found i t necessar y to adop t othe r 

approaches. These include the formation o f productio n an d marketin g co-

operatives, especiall y i n the poores t rura l area s i n th e nort h o f th e stat e 

where wome n ten d t o wor k a t hom e o n thei r ow n rathe r tha n bein g 

employed as wage workers. 

The largest group of these own-account producer s are skilled craftswome n 

who hav e made traditional embroidere d an d patchwor k item s for genera-

tions. I n this drought-stricke n area , where there ar e few economi c oppor -

tunities either for men or for women, income earned from the sale of craf t 

products represents a major, and often the only, source of income for many 

families. However , the areas are remote and transport limited , and women 

have been at the merc y of middleme n t o reac h market s to sel l their prod -

ucts. The income they received , if in fact they ever got paid at all, was very 

small in relation to the work involved in producing items for sale. SEWA has 

now change d al l o f that . Through a  well-organised marketin g infrastruc -

ture, i t link s 15,00 0 craftswome n (now  federated a t the distric t and state 

levels) with thei r ow n marke t outle t i n Ahmedabad, where they receiv e a 

fair pric e fo r thei r goods . Currently, producer s receiv e 6 5 pe r cen t o f rev -

enue. I n addition , throug h SEWA' s marketin g effort s a t th e stat e an d 

national levels , th e traditiona l product s o f thes e artisan s ar e receivin g 

increased attentio n an d the buyin g publi c values thei r wor k mor e highly . 

This is reflected i n the highe r price s paid for their products . 

The need to look further afield 
While SEWA's existing marketin g programm e ha s already resulte d i n enor-

mous benefits for thousands of women in the very poorest parts of Gujarat, 

there i s a  nee d t o d o eve n more . With increase d profit s fro m craf t work , 

more women artisans are returning to this type of work. However, they stil l 
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need to increas e thei r return s to guarante e a  decent livelihoo d fo r them-

selves and thei r families . The loca l Gujara t marke t i s simply to o smal l t o 

provide a  sustaine d sourc e o f livelihoo d fo r th e number s o f producer s 

involved, and so SEWA has been looking further afield - initiall y at the all-

India market , bu t als o a t th e expor t marke t SEW A ha s mounte d severa l 

exhibitions i n Delh i and other majo r India n cities, as well as in France and 

Spain, and undertake n limite d marketin g visit s t o Nort h America . I n thi s 

process o f reachin g mor e distan t markets , the nee d t o adap t traditiona l 

products to varying consumer tastes has become very apparent. SEWA has 

drawn o n the expertis e an d advic e o f a  talented India n fashio n designe r 

who, i n additio n t o runnin g he r own very successfu l craft s operatio n an d 

retail business , provides advice on produc t design to rura l craftswomen. 

After th e recen t earthquak e i n Gujara t an d th e prospec t o f ye t anothe r 

drought, SEW A ha s becom e consciou s o f th e urgen t nee d t o gea r u p it s 

efforts, to brea k through int o regiona l an d internationa l market s i n orde r 

to provid e it s members with the opportunity to benefi t from the globalisa-

tion process . They have realised from thei r limite d experienc e with expor t 

marketing to date, however, that this i s easier said than done. Involvement 

with Alternative Trade Organisations ha s been of limite d benefi t since the 

markets are so small. Attempts to brea k into commercial market s have also 

met with limite d success , due to the difficult y o f keepin g abreas t of rapi d 

changes i n consume r tastes i n Nort h Americ a an d Europe , and th e diffi -

culties i n meetin g larg e order s whe n the y d o com e in . I n addition , com-

peting i n internationa l market s often mean s having to sacrifice traditiona l 

ways of working rathe r than buildin g on and preserving these skills. SEWA 

wants the craftswomen to be able to preserve their traditional skills , but at 

the sam e time b e able to produc e marketabl e product s whic h hav e bee n 

designed to sui t contemporary tastes and needs. 

The Women's Trade Centre 
To hel p it s member s brea k int o internationa l market s effectively , SEW A 

decided to create a Women's Trade Centre. Established i n 1999 , the centre 

has been operating i n a limited way with a  seed grant from the Canadia n 

International Developmen t Agenc y (CIDA) . SEW A ha s als o bee n abl e t o 

secure grant funds from the Internationa l Financ e Corporation and is seek-

ing equity to enable the centre to become fully operational, and eventually 

self-financing b y the year 2007. 
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The objective s o f th e WT C are to : create globa l networkin g an d partner -

ships fo r micro-entrepreneur s (initiall y craftswomen) ; provid e infomatio n 

inputs regardin g consumer preferences and marke t trends; and create new 

marketing linkage s through e-commerc e an d other channels. 

Although SEW A sees the grassroots women entrepreneurs eventually man -

aging th e expor t proces s themselve s -  rathe r tha n jus t bein g producer s 

who make what they are told -  the y realise that i t i s very difficult for infor -

mal secto r wome n t o jum p immediatel y int o mainstrea m markets . Thus, 

initially, they see the centre as a 'buffer' that will absorb the pulls and pres-

sures o f marke t force s whil e als o guidin g an d helpin g grassroot s wome n 

carve out a niche i n the market . 

While SEW A i s very clearl y abl e t o handl e al l aspect s o f th e productio n 

process in India itself , staying abreast of trends in key markets is a more dif-

ficult proposition . I t involves mor e than just sending designer s from Indi a 

to othe r countries , or inviting designer s from othe r countries to visi t Indi a 

to wor k wit h India n designer s an d artisans . Experienc e show s tha t thi s 

strategy i s simply insufficien t t o dea l wit h th e difficul t tas k o f adaptin g 

products to the ever-changing demands of northern consumers. As a result, 

SEWA asked Women i n Informa l Employment : Globalising an d Organisin g 

(WIECO) for assistanc e to develo p effectiv e marketin g strategie s i n Nort h 

America an d Europe . WIECO i s a worldwide coalitio n o f institution s an d 

individuals concerne d wit h improvin g th e statu s o f wome n i n th e econ -

omy's informal sector . 

WIEGO's strategy 
WIECO hopes to assist SEWA in developing an effective marketing strategy 

in two ways. First, it will promot e the establishment of permanent advisory 

committees consistin g o f commercia l productio n designers , retai l experts , 

business development experts, export marketing specialists and media. The 

committees' activitie s woul d b e co-ordinated b y SEWA/WIECO staf f per -

sons locate d i n Nort h Americ a an d Europe . Second , i t woul d encourag e 

existing campaig n groups , suc h a s those lobbyin g fo r code s o f conduct , 

socially responsibl e busines s an d anti-swea t shops , t o channe l som e o f 

their time an d energy int o educatin g norther n consumer s on the benefit s 

of buying traditional artisana l product s of high quality a t higher prices , as 

a way of promoting growt h an d alleviating poverty . 
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SOME LESSON S LEARNE D 

Although th e Women' s Trad e Centr e initiativ e i s stil l i n it s infancy , 

there are already some important lessons that can be learned from it . 

While businesswome n i n the SME sector hav e been able to hel p their 

own cause to a certain extent, micro-entrepreneurs are in a much more 

vulnerable positio n an d nee d a  grea t dea l o f suppor t fro m govern -

ment, NGOs and the private sector if they are to progress beyond very 

low productivity activities. At the same time, it is possible to organise 

thousands of widely dispersed producer s in such a way that they can 

meet th e demand s o f oversea s buyer s whil e retainin g a  degre e o f 

autonomy and control. 

Established businesswome n hav e a n importan t rol e t o pla y i n th e 

process o f mentorin g grassroot s entrepreneurship , throug h makin g 

their experienc e an d expertis e available . Thi s i s ofte n economicall y 

advantageous fo r th e businesswome n themselves , i f they  se e them-

selves a s bein g par t o f th e globa l commodit y chain s tha t ca n onl y 

function efficientl y i f grassroot s supplier s ar e operatin g efficiently . 

With increased globalisation, i t is necessary to form alliances of busi-

ness and professional women in Commonwealth countries, in both the 

North an d th e South , i f al l women-owne d enterprise s ar e to flouris h 

and grow. 

The Women' s Trad e Centr e i n Gujara t i s seen a s a  pilo t tha t SEW A 
hopes to replicat e elsewhere i n India . There are plan s for similar cen-
tres i n fiv e othe r state s throug h othe r grassroot s organization s an d 
government departments . I n addition , WIEGO , throug h it s interna -
tional network , i s taking th e lea d i n identifyin g location s wher e th e 
model can be replicated elsewhere in the world. 

This strateg y wil l obviousl y dra w o n th e expertis e o f highly-skille d busi -

nesswoman an d professiona l wome n i n the North . Contacts hav e already 

been mad e with severa l relevan t wome n i n Canad a an d wit h ke y institu-

tions, such a s the Resourc e Centr e fo r the Socia l Dimension s o f Busines s 

Practice, in the UK . Thus, there wil l b e a chain comprising businesswome n 

in Commonwealt h countrie s a t three levels : the grassroot s women micro -
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entrepreneurs i n India ; the India n businesswome n who provid e assistance 

in terms o f produc t desig n an d othe r ways ; and the busines s and profes -

sional wome n i n th e Nort h wh o ac t a s a  constan t sourc e o f unbiase d 

advice o n Norther n markets . I n establishin g suc h a  chain , SEW A an d 

WIECO hop e t o demonstrat e ho w i t i s possibl e fo r grassroot s wome n t o 

participate i n global commodit y chains i n which they hav e some measure 

of control, rather than simply becoming the invisibl e and disposable work-

force o f th e retail-drive n chain s tha t ar e characteristi c o f th e globa l gar -

ment industry . 

Case study: Talking  Beads  Academy, South  Africa 
by Tembeka Nkamba-Van Wyk 

Overview 
Launched i n Ma y 1997 , Talking Bead s i s a n economi c ventur e b y rura l 

women i n Sout h Africa . It s objective s ar e to creat e job opportunitie s fo r 

rural women; to preserv e South Africa's ric h cultura l heritage ; to pas s the 

knowledge o f beadin g to the younger generations  to ensur e continuity o f 

the tradition; and to explor e market s elsewhere i n the world. 

What makes Talking Bead s a unique busines s is that i t combines competi-

tive business practice with donor agency and government povert y elimina-

tion measures , and works on both a for profi t and non-profi t basis in its dif-

ferent components . I t ha s also been highl y successfu l i n terms of creating 

employment fo r rura l wome n an d helpin g the m t o becom e economicall y 

independent. 

Staffing and development 
Talking Bead s bega n wit h jus t tw o women . I t no w employ s te n full-tim e 

staff an d ha s 2,016 women member s who work on commission. The com-

pany also sub-contracts the services of an administrator, a legal expert and 

an accountant . The full-time staf f ar e involved i n marketing , procuremen t 

of orders , produc t development , packagin g an d th e on-goin g trainin g o f 

new members. This frees up the members of Talking Bead s to focus on the 

production o f beadcraft , as well a s ensuring that there i s a market for the 

products that they produc e and that the produc t designs are marketable. 

The women that Talking Bead s hires on commission are all from poo r rura l 

areas. O n joining th e team , ne w member s ar e traine d i n beadcraf t an d 
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basic business skills. They also learn how to cost products and services com-

petitively an d receiv e trainin g i n managin g an d documentin g busines s 

records, customer relations , tendering an d packaging . With the support o f 

USAID, Talking Beads has also begun to offer its members training i n basic 

computer and Interne t skills. 

Since it s inception , Talking Bead s ha s traine d mor e tha n tw o thousan d 

members. It s innovativ e wor k an d approac h hav e bee n honoure d an d 

widely recognise d wit h man y award s an d nominations , bot h withi n th e 

handicraft industr y and i n the wider busines s community . 

Core business focus and funding 
Talking Bead s operates a s both a  for-profi t compan y an d a s a non-profi t 

organisation. It s non-profi t win g i s name d Ngezandl a Zeth u (wit h ou r 

hands) and is the host section for training courses. The for-profit division is 

responsible for marketin g an d ensuring sustainability . Talking Bead s man-

ufactures gifts, trophies, tabletop items and clothing made from traditional 

materials i n a  moder n an d user-friendl y way . Thes e product s includ e 

beaded pens and love/AIDS letters , as well as beaded jewellery, corporate 

logos, cell phone covers, beaded cutlery and wineglasses, lighters and hur -

ricane lamps. It also manufactures nationa l flags for various embassies and 

designs exquisite African clothes from South Africa designs. It has elevated 

traditional design s into elegant couture, fit fo r internationa l use . 

Approach to critical issues 
Most women i n South Africa ar e disadvantaged whe n i t comes to startin g 

their ow n business . The ke y obstacles the y fac e includ e lac k o f busines s 

skills, lac k o f knowledg e relate d t o appropriat e costing , lac k o f acces s t o 

information du e to lo w literac y level s and lac k o f access to funding . They 

often hav e limited knowledg e o f produc t markets , particularly i n the craf t 

industry wher e wome n ofte n produc e ver y traditiona l item s tha t ar e no t 

always marketable. Frequently too the same item is made by many women, 

which then lower s the produc t value due to over-saturation o f the market . 

Talking Bead s offer s trainin g t o addres s som e o f thes e issues , an d ha s 

initiated forum s an d discussio n group s i n whic h wome n begi n t o re -

examine thei r approache s criticall y an d shar e information . The compan y 

invites independen t busines s peopl e t o hel p th e wome n evaluat e thei r 



KEY ISSUES AFFECTING WOMEN-OWNE D SMEs : CASE STUDIES ·  5 7 

SOME LESSON S LEARNED 

The success of Talking Beads shows that poverty is not permanent but 
rather that, as entrepreneurs, women can break the cycle of poverty. It 
is also not necessary to wait until one can generate a large budget to 
start a successful business. In this case, government commitment to a 
poverty alleviation fund helped the entrepreneurs receive training, par-
ticipate in exchange programmes and explore overseas markets. Even 
if it is not monetary, however, government support is vital since gov-
ernment policies can create an enabling atmosphere 

Partnerships between entrepreneurs, government bodies and the pri-
vate sector are important to ensure co-ordinated training strategies. 
Good communication among stakeholders is vital at all times. The pri-
vate sector also needs to be sensitised to and willing to absorb prod-
ucts since loca l market s ar e a s vital a s internationa l ones . A local 
media that is sensitive to gender and development issues can play a 
key role in creating confidence in product promotion. It i s therefore 
vital to maintain an excellent relationship with the media. 

While internationa l trade mission s and shows are excellent ways of 
introducing product s to global markets , it i s also important to have 
agents in targeted countries to ensure marketing success. There need 
to be champions in the country where the initiative will be introduced. 
Developing alliances with those who carry similar products can help 
reduce product duplication and multiply efforts. For example, Talking 
Beads has set up linkages with other countries in the region that carry 
similar products in order to ensure fair-trading agreements. The com-
pany is willing and able to help implement similar projects at regional 
level and within other Commonwealth countries. 

performance and provide them with feedback. It has also initiated negoti-
ations with loca l radi o stations to bot h promot e it s product s and make 
business programme s mor e accessible to rura l women . In 2001 , Talkin g 
Beads presented a paper at a National Consultative Workshop on Organis-
ing and Mobilising South African Women Entrepreneurs in Johannesburg. 
The workshop offered a practical opportunity for women entrepreneurs to 
voice pertinent issues, co-ordinate their strategies for working together and 
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foster busines s growth . The fundin g issu e i s particularl y critical , becaus e 

when wome n entrepreneur s receiv e larg e order s fo r thei r products , the y 

often d o no t have the collatera l require d b y formal lendin g institution s t o 

finance their interi m costs . As a result, they have to give up the orders. 

Developing markets 
Talking Bead s ha s access to loca l an d internationa l markets . It s ke y loca l 

focus include s the privat e sector , government an d para-stata l bodies , and 

private individuals . Internationally , i t ha s agent s i n Malaysi a an d th e 

United States , and expor t market s i n Japan, Italy , Germany , Saudi Arabi a 

and, most recently, Poland. South Africa has recently formed a new body to 

work on co-ordinating a  marketing strateg y fo r rura l art s products , locall y 

and internationally . 

Access to Technology 

Introduction 

The study of rura l telecentres make s reference to the technological revolu -

tion tha t i s totally changin g the way the world communicates -  an d does 

business. The analysi s o f th e virtua l trad e missio n highlight s jus t wha t 

some o f thes e change s are , while tha t o f Starfis h Oil s Limite d evidence s 

these changes b y showing wha t even a small company can achieve usin g 

good qualit y web-based marketing . A critica l theme i n al l three of the fol -

lowing cas e studie s i s tha t thes e ne w informatio n an d communicatio n 

technologies (ICTs ) are just tools . Their powe r t o transfor m i s no t takin g 

place i n a  vacuum. In each case i t wa s the buildin g o f loca l partnership s 

and organisational structure s that mad e i t possibl e for ICT s to mak e a dif-

ference. A rura l telecentr e woul d no t happe n withou t a  strong manage -

ment team, and also government and community support . Equally , the vir-

tual trad e missio n mode l depend s o n loca l organiser s t o hel p identif y 

potential trad e missio n participants . To mak e effectiv e us e o f ICTs , busi-

nesses need to hav e in plac e specific structures and ways of working. I t is 

not enough fo r their marketin g perso n to take par t i n a  virtual trad e mis -

sion; the y als o nee d t o b e capabl e o f th e intensiv e follow-u p required . 

What ICTs can do, however, is open doors to information and contacts that 

would no t ordinaril y b e withi n reac h o f smal l enterprise s throug h mor e 

traditional mean s of marketing. 



KEY ISSUES AFFECTING WOMEN-OWNE D SMEs : CASE STUDIES ·  5 9 

Equal acces s to th e Interne t i s the subjec t o f a  great dea l o f debate . The 

rural telecentre s mode l i n Australi a i s a  goo d exampl e o f ho w isolate d 

communities can work to gain access to the ne w ICTs and 'get connected'. 

That said , access will continu e to b e a challenge fo r man y women-owne d 

businesses i n the Commonwealth . Man y ar e locate d i n rura l area s where 

access t o th e Interne t ma y b e limite d o r non-existent . Eve n urba n busi -

nesswomen ma y hav e difficulties obtainin g a  phone lin e o r ma y find th e 

cost prohibitive . Man y wil l als o nee d skill s trainin g t o b e abl e t o tak e 

advantage o f thes e ne w technologies . Th e hig h cos t o f purchasin g th e 

hardware and software require d are also issues that tend to affec t wome n 

to a  greater degree than they do male business owners simply because, in 

most countries, women hav e less access to credit . These are all challenge s 

that can be overcome by governments, financial institution s an d civi l soci -

ety organisations. What i s needed i s the politica l wil l tha t recognise s tha t 

these issue s ar e o f ke y importanc e t o economi c growt h an d sustainabl e 

development. Onc e women hav e mor e equitable acces s to ICTs , they ca n 

use their skill s a t buildin g contact s an d networkin g t o develo p thei r ow n 

competitive edge and way of doing business . 

Case study: Rural  telecentres,  Australia 
by Karolee Wolcott 

Overview 
Australian farmers understand and accept the ups and downs of the econ-

omy i n th e sam e way tha t the y mus t accep t the unreliabilit y o f seasons . 

Traditionally, th e Australia n farmer' s respons e t o adversit y wa s t o wor k 

harder for longer , cu t expense s to th e bon e an d tr y t o hol d ou t unti l th e 

good times returned . Both the good times and the bad were characterised 

by har d physica l labour . Plannin g wa s rudimentar y an d confine d t o a 

narrow rang e o f traditiona l ideas . Farmer s accepted th e rol e o f luc k a s a 

major factor determining their success or failure and the idea of managin g 

risk was al l bu t unknown . No t surprisingly , i n this very conservativ e envi -

ronment, th e rol e o f far m wome n wa s ver y limited . Thi s 'underutilise d 

resource' worked tirelessly a t child-rearing an d domesti c duties , and fille d 

in as farm labou r whenever needed . Seldom, if ever , were women though t 

to b e capable of turning a  business in difficulty int o a  profitable one with 

a bright future. 
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Life in the outback 
Life o n th e lan d i n outbac k Australi a ha s alway s include d commodit y 

booms an d busts . I n the earl y 1970s , however , i t wa s to becom e a  great 

deal mor e difficult an d by the end of the century, more than hal f the farm 

families were gone. One of the events driving this great upheava l was the 

ICT revolution . Ironically , i t wa s thi s sam e phenomeno n tha t woul d ulti -

mately underpi n th e succes s of those stil l workin g th e land . The surge i n 

globalisation i n the 1970s , as well as the acceptance i n Australia o f trade 

liberalisation b y governments o f bot h the Righ t and Left , set the stage for 

a seemingly endless run of ever lower commodity prices . At the same time, 

with inflatio n onl y partl y tamed , inpu t price s move d steadil y upward . 

Profits were squeezed for all, with many businesses slipping into a terminal 

spiral o f losses. 

Clearly, the time ha d come to star t working smarte r rathe r than harder . I f 

ICTs could driv e change s that adversel y affecte d agricultura l profitability , 

why couldn' t they b e used to enhanc e it ? At that time almos t n o one had 

the time , the know-ho w o r the cas h to embar k o n suc h a  project . That i t 

did, ultimately , go ahead was due to the fact that a  second, very differen t 

revolution was taking plac e concurrently with the technological one : Farm 

women ha d begu n t o expan d thei r traditiona l role s t o includ e thos e o f 

business partner and financial manager . 

The impetus for change 
In 1992 , the Departmen t of Primary Industries and the Energy , Agriculture 

and Forest s Croup provide d fundin g o f AUS$2.8 millio n ove r a  four-year 

period to establish demonstration telecentre s i n rura l and remot e commu-

nities. The project aimed to show the uses to which modern computers and 

related ICTs could be put, and to improve the economic, social, educational 

and trainin g opportunitie s i n these communitie s throug h bette r informa -

tion acces s an d communications . Governmen t guideline s require d tha t 

applicants demonstrate : 

1. tha t the proposa l ha d reasonabl e prospect s of generating employmen t 

and business development within the community and met a clearly identi-

fied set of loca l needs; 

2. tha t the proposa l coul d demonstrat e sufficien t loca l suppor t an d thu s 

a good chance of success; 
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3. tha t th e propose d telecentr e coul d cove r it s operatin g cost s i n th e 
longer term, after some assistance in the start-up phase; 

4. tha t a viable business plan had been produced, reflecting the informa-
tion contained in points 1 , 2 and 3, and which identified the following: 
the telecentre's general operating policies, the likely users of or markets 
for the telecentre services and the associated employment and business 
impact; how local people would be informed of the telecentre, and how 
its services would be promoted and marketed generally; and 

5. tha t there would be a competent management team in place to man-
age, promote and develop the telecentre in accordance with the busi-
ness plan. 

The first days of the Cavendish Tele-Education Centre (CTEC) 
In Cavendish , a n outbac k tow n i n th e stat e o f Victoria , th e bringin g 
together of a management team and the process of applying for funding 
for a local telecentre were an effective way for farm women to meet other 
people whil e supportin g thei r loca l community . A  projec t o f thi s sort , 
begun with almost no precedent, provided plenty of opportunities to make 
serious mistakes . The fac t that , t o a  great extent , these mistake s were 
avoided was primarily due to the fact that the government's application 
process was a rigorous one. Although initially resented by the community, 
it was a thorough process that, with the assistance of an enthusiastic local 
Agricultural Department representative, resulted in steady progress toward 
the ultimate goal of establishing the telecentre. 

One of the first hurdles the core management team had to overcome was 
securing some local funding for the project. Feedback from the government 
confirmed that although they were prepared to consider a request, at least 
some of the funds had to be sourced locally. Because of the long-running 
economic difficulties, however, there was simply no way the local farm fam-
ilies or townspeople could afford this. 

Eventually after some negotiation, the Agriculture Department agreed that 
local funding could be 'in kind ' - i n the form of time and skills that the 
community volunteered to the project . A second 'win' for the team came 
when it was confirmed that an old, disused school building would be made 
available to the project, at no cost. With a large-scale conversion job ahead 
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- whic h include d relocatin g an d remodellin g th e building , layin g ne w 

foundations an d paintin g th e interio r an d exterio r -  th e 'i n kind ' suppor t 

proved invaluable . All labou r and material s were donated. 

To secure government funding, there were further requirements that had to 

be met . A  managemen t tea m neede d t o b e se t u p an d a  tea m leade r 

elected; meeting s ha d t o b e hel d o n a  regula r basi s to monito r th e pro -

gramme and resolve problems as quickly as possible; and financial record s 

needed t o b e kept , ensurin g al l incomin g an d outgoin g monie s wer e 

strictly accounted for. The entire application proces s took almost two years 

to complet e and culminated i n the governmen t agreeing to provid e CTEC 

with AUS$85,00 0 ove r fou r years . Wit h thi s funding , th e managemen t 

team ha d t o purchas e fou r computer s a s wel l a s ancillary hardwar e an d 

software, a photocopier and a suitable telephone system. They also needed 

to cove r the wage s o f a  part-time co-ordinator , an d establis h an d marke t 

the telecentre a s a training an d busines s centre. This mean t the manage -

ment team an d co-ordinato r wer e very muc h learnin g 'o n the job'. So too 

were the volunteers who had come forward i n sufficient numbers to ensure 

the building's completion and the success of the project. Some of these vol-

unteers were skilled, but many initially were not . 

The measure of success 
The Cavendis h Tele-Education Centr e operate d fo r fiv e years . Durin g thi s 

time, i t progresse d from a  part-time busines s (with the co-ordinato r work -

ing Tuesda y throug h Thursday , an d volunteer s openin g th e Centr e o n 

Mondays and Fridays ) to a  full-time operation . I t was a notable success of 

the project that, on a number of occasions, the willingness to volunteer was 

rewarded wit h salarie d employmen t a s som e o f th e wome n progresse d 

from a n unpai d positio n t o pai d wor k i n th e community . Ove r time , th e 

number o f computer s wa s increase d fro m fou r t o eight , an d th e mone y 

found t o purchas e a  laminatin g machin e an d a  GP S (Global Positionin g 

System). CTEC was also able to increas e it s secretaria l service s to includ e 

work fo r the loca l schoo l an d loca l governmen t an d generat e revenu e b y 

producing résumés , brochure s an d othe r simila r items . All th e while , th e 

CTEC was continually updating the skills of the loca l community. After five 

years, the CTEC merged with two neighbouring project s so as to be able to 

extend it s services to a  greater numbe r o f peopl e and therefore ensure it s 

long-term survival . 



KEY ISSUE S AFFECTING WOMEN-OWNED SMEs : CASE STUDIES ·  6 3 

In 1998 , the Wester n Australian Telecentre Networ k documente d that , i n 

fifty rura l community-based an d ru n telecentres, the direc t benefit s to th e 

community included : 

• 225,00 0 peopl e visited th e telecentres durin g th e year i n orde r to us e 

their services; 

• 25,00 0 o f those who visited the telecentres use d the e-mai l pos t offic e 

facility; 

• 20 0 unit s of study were accessed through telecentres ; 

• thirt y communit y newspaper s wer e compiled , edite d an d distribute d 

from telecentres; 

• a  labou r marke t offic e wa s locate d i n ever y telecentre i n th e network , 

and acces s to job placement s fo r the lon g term unemploye d wa s made 

available throughout the network ; 

• tw o universitie s ha d established a  presence in telecentres; 

• bank s that were closing in communities were being relocated in the tele-

centres; 

• telecentre s were being use d for trials i n tele-health an d tele-law. 

Looking back at what was achieved in Cavendish, it should be remembered 

that this was a very bi g projec t fo r a  very small community . Although th e 

need fo r a  telecentre wa s obvious a s a mean s t o modernis e old , unprof -

itable ways of thinking an d doing things, i t ha d been far from obvious for 

the loca l communit y ho w to se t up and manag e this kin d o f venture. The 

CTEC's impact ha s been tremendous. As well a s improving acces s to ICT s 

for the entire community, the telecentre ha s meant that rura l women have 

had greater access to on-line learning , and have been able to develop their 

own businesses , both within an d beyon d their immediat e community . The 

community in Cavendish is also rightly proud of the fact that, from the out-

set, its telecentre ha d been designed to becom e self-sufficient b y the time 

the initia l publi c sector support had ended. That the women of this par t of 

rural Australia achieve d this kin d o f resul t i s a great tribute t o thei r spiri t 

and determination. 
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SOME LESSONS LEARNED 

The telecentre brought with it significant changes on many fronts, not 
least a shift i n consciousness regarding the rol e of women and the 
community's sense of identity. In managing its relationship with the 
wider community, the management team had to address the commu-
nity's general resistance to the idea of the telecentre as a 'for profit' 
organisation, rather than a community-based service that was avail-
able for free. Added to this disquiet was a certain amount of commu-
nity sensitivity that the telecentre might compete with a local photo-
copying business. To avoid this, it was necessary for the management 
team to agree not to compete on price for this service. More funda-
mental and significant, however , was the recurrent problem of men, 
and eve n occasionall y women , opposed t o th e ide a tha t a  mostl y 
women-led business should start up in their community. Ignoring this 
entrenched prejudice proved to be the best strategy as, by the time the 
project was completed, it had ceased to be a problem. 

In both the short and longer term, the most important factor in the 
success of a project of this sort - on e that is completely new in con-
cept and purpose - is the skills and motivation of the team leader. She 
must b e prepared t o wor k tirelessly o n the projec t an d take every 
opportunity to inspire the other team member s and the community. 
She must be resilient enough to accept criticism and setbacks. As the 
management team worke d towards establishing a  fully functioning 
telecentre, they learnt that leadership must also include an element of 
mentoring, in this case so as to ensure a smooth succession from the 
management team to the salaried telecentre coordinator. It was also 
learnt tha t detaile d jo b description s ar e essential , a s ever y tea m 
member and employee, especially the co-ordinator, must know what is 
expected of them, and must read and understand the job descriptions 
of the other members of the team. 
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Case study: Virtual  trade  missions,  India 
by Uma Reddy 

Overview 
Through th e us e o f th e Interne t an d video-conferencing , informatio n o n 

product service s can b e disseminated i n rea l time, a t an y time, across al l 

continents. This advance i s particularly importan t for India n women entre-

preneurs, as many have little o r no capacity to participat e i n trade fairs or 

other traditional expor t efforts. With globalisation, many products made by 

women entrepreneurs can find large r markets outside of their own country, 

but onl y i f the y ca n obtai n acces s to suc h market s a t muc h lowe r costs . 

Thus the use of an electronic marketing tool such as a virtual trade mission 

is an attractive approach, with the potential for triggering improved growth 

for their businesses . 

The need to find new markets 
In the er a o f trade globalisatio n an d the openin g o f India n markets , mar-

keting strategies have assumed the utmost importance. Due to strong new 

competition, entrepreneurs hav e to identif y ne w ways to extend their mar -

ket reach. Historically, Indian entrepreneurs hav e focused on niche markets 

as this i s where the y usuall y hav e a n edge . However , wit h th e increase d 

competition tha t globalisatio n ha s brought , these loca l nich e market s are 

under threat and here is a need to look for new markets overseas. India has 

immense potential for exports, not least because particular Indian products 

and services are now bein g recognise d i n foreign market s for their qualit y 

and pricing , and ar e i n the proces s of developing thei r ow n bran d equity . 

Indian entrepreneurs who intend to impor t raw materials, products or serv-

ices, and use them in the manufacturing of end products that can be either 

exported wit h valu e added o r sold within th e domesti c market , also need 

to develop network s i n foreign countries . 

Obstacles t o findin g oversea s market s ma y include , i n th e firs t instance , 

problems getting information and identifying potentia l buyers . There could 

also b e difficultie s understandin g a n oversea s buyer' s requirement s i n 

terms of volumes, specifications, pricing and delivery schedules. Even if the 

entrepreneur decides to face all these hurdles, she still ha s to commit a lot 

of resource s t o cove r th e cos t o f repeate d visit s t o prospectiv e contact s 

overseas and/o r t o participat e i n costl y internationa l trad e fairs . A s a 
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result, the interes t i n participatin g i n suc h fair s an d exhibitions , o r eve n 

exporting i n general , ha s usuall y bee n limite d t o th e large r companies . 

Most SMEs simply have not seen the development of export markets in this 

way as a viable option. This is especially the case for women entrepreneurs, 

as th e majorit y o f India' s women-owne d SME s ar e concentrate d a t th e 

smaller end o f the scale . However , with th e adven t o f ne w ICTs , it i s now 

possible to develop a cost-effective alternativ e to traditional trad e fairs, in 

the form o f the virtual trade mission. 

Virtual Trade Mission (VTM): The concept 
A virtual trad e missio n (VTM ) use s technology t o hel p smaller companie s 

that canno t affor d t o mak e risk y an d expensiv e 'fishin g trips ' t o inter -

national trade events by significantly increasin g the probabilit y o f success 

in developing trade , while minimisin g th e rea l costs as well a s the oppor -

tunity costs. It is important to keep in mind, however, that the VTMs do not 

fully replac e participatio n i n regula r trad e fairs ; rather , the y ac t a s a n 

enabler, complementing the 'in person ' trade fairs. Initial contacts and dis-

cussions on-line hel p to establis h credibilit y an d focus client attention o n 

the effort s a t regula r trad e fairs . They als o hel p entrepreneur s t o decid e 

whether participation i n other types of trade fairs would be beneficial or not. 

The VTM concept used by the projec t i n India was developed and pu t int o 

practice b y Trade Builder s Inc . The Trade Builder s Virtual Missions ™ repli -

cate the traditiona l trad e missio n proces s and facilitat e th e developmen t 

of busines s relationship s on-line . This proces s can resul t i n busines s deals 

at a fraction o f the usua l cost of developing an d conducting internationa l 

business, and has been designed to create international busines s opportu-

nities fo r businesse s tha t currentl y impor t and/o r expor t o r ar e import / 

export ready. The virtual meeting takes place via the Internet , using custom-

designed browser-enable d conferencin g software , supporte d b y a  profes -

sional technical support team. The process involves creating virtual spaces, 

in the form of web sites, electronic billboards , confidential electronic meet -

ing room s and s o on, for produc t an d servic e listin g an d display , and fo r 

buyer-seller interactions . This can be either one-to-one or one-to-many. 

The technica l requirement s fo r VT M participant s ar e relativel y few . 

Participants mus t hav e an e-mai l addres s and access to the Internet , wit h 

an Interne t browse r such a s Netscape 4. 0 (o r later ) o r Microsof t Explore r 
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5.0 (or higher). When they have filled out an on-line trade-readiness survey, 

and subjec t to the m havin g me t the establishe d criteria , each participan t 

receives a personal missio n site access code with instructions . 

Focus and objectives of the VTM 
The prototyp e fo r the Trade Builder s Virtual Mission ™ was first pioneere d 

in a test between Canada and Malaysia . To maximise visibility and impac t 

- an d th e likelihoo d o f signe d letter s o f inten t an d deal s -  th e firs t 

India/US virtual trade missio n focused on the information technology (IT) 

sector. I t included highl y qualified busines s owners, mainly from the states 

of Karnatak a i n Indi a an d Maryland , Virginia, and Washingto n D C in th e 

United States . Indi a ha s emerged a s a strong forc e i n I T and th e Unite d 

States is the larges t market for it s products and services. Since the missio n 

was to b e the firs t o f it s kin d betwee n Indi a an d th e Unite d States , the 

Association o f Women Entrepreneur s o f Karnatak a (AWAKE ) planne d thi s 

first VTM a s a pilo t project . One of it s principa l aim s was to rais e aware-

ness of virtual trade mission s in general, and promot e their advantages i n 

terms o f buildin g internationa l trade . As such , it s ke y objectiv e wa s th e 

exchange o f informatio n betwee n participant s rathe r tha n a  displa y o f 

products and services to a  larger audience. The VTM therefore focused on 

SMEs, as this type of busines s was identified a s needing greater exposure. 

This first VTM, though focused on women, had a mixed target group. This 

was because the VTM is intended to be a precursor to a conventional trade 

fair, and the VTM organisers felt that i f the mission addressed only women 

entrepreneurs i t would limi t the markets that the participants could access. 

In the lon g term, this type of trade missio n generally help s to: 

• increas e the numbe r of SMEs interested i n internationa l trade ; 

• increas e thei r trad e readiness , trad e competenc y an d succes s rate s i n 

closing internationa l deals ; 

• increas e participatio n i n a  ver y cos t effectiv e trad e proces s tha t wil l 

improve thei r comfor t leve l wit h 'goin g global ' whil e expandin g thei r 

geographic reach; 

• demonstrat e a  business' s integrit y an d develo p th e relationship s an d 

high leve l of trust that are required to do business in other countries; 
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• provid e collatera l opportunitie s wit h domesti c companies , whic h wil l 

include loca l supporters and sponsors of the mission ; 

• develo p relationship s wit h participatin g governmen t entities , organisa-

tions an d associations , a s wel l a s trad e intermediarie s an d corporat e 

consortia; and 

• broade n a  business' s exposur e t o trade , joint venture , partnershi p an d 

foreign investmen t opportunities , an d increas e sale s an d revenu e b y 

virtue o f deals made. 

The organisers 
A virtua l trad e missio n need s organisers , a t bot h end s o f th e chain , who 

can work together in a strategic alliance and identify potentia l participants . 

They mus t ensure that bot h sets of participant s -  buyer s and sellers - ar e 

well matched i f the VTM is to facilitate new business transactions. The two 

groups involved , AWAKE and Trade Builder s Inc. , initially me t at a  confer-

ence organise d b y th e Organisatio n fo r Economi c Cooperatio n an d 

Development (OECD) . Thei r ongoin g co-operatio n resulte d i n th e VT M 

between Indi a an d the Unite d States. 

• AWAKE 
Established i n 1983 , th e missio n o f th e Associatio n o f Wome n 

Entrepreneurs o f Karnatak a (AWAKE ) i s 't o empowe r women , throug h 

entrepreneurship development , t o improv e thei r economi c condition' . 

AWAKE achieve s it s objective s throug h busines s counselling , an d entre -

preneurship and management  development programmes . AWAKE believes 

that, i n the initia l stage s of developing thei r businesse s and to hel p them 

establish a  goo d foothol d i n th e market , wome n entrepreneur s benefi t 

most from support that i s specifically targeted a t them. Beyond this, in the 

growth stage , women entrepreneur s nee d t o b e par t o f th e mainstrea m 

economy in order to understan d and succeed within the wider competitive 

environment. To enable wome n entrepreneur s t o b e mor e competitiv e i n 

the globa l market . AWAKE inform s them abou t th e various issue s arisin g 

from polic y changes and relate d ne w developments. The VTM i s one such 

effort. 

An affiliat e o f Women' s World Banking , New York, and a  recipien t o f th e 

prestigious International Agfund Award, AWAKE has a membership base of 
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eight hundre d wome n an d a  large nationa l an d internationa l network . I t 

leverages it s widel y develope d networ k o f partner s an d client s fo r al l it s 

activities so as to reac h out to as many organisations and entrepreneurs as 

possible. I n organising th e VTM an d ensurin g it s success, AWAKE worked 

with the Electronic s and Computer Software Promotio n Council , set up by 

the Indian government through it s the Ministry of Information Technology, 

and indiamarkets.com, India's largest and mos t comprehensive Busines s to 

Business web site. Both partners were of immense hel p in terms of provid-

ing the trade mission organisers with a  database of potentia l participants . 

• Trade  Builders Inc. 
Trade Builders Inc. is based in Washington DC , and aims to help companies 

'go global ' throug h it s Interne t portal . Th e firs t officia l Trad e Builder s 

Virtual Mission ™ wa s hoste d on-lin e i n 2000 . I t include d women-owne d 

companies tha t offe r busines s service s i n Canad a an d th e Unite d States . 

The primary objective was to test the VTM process and ICTs , while the sec-

ondary objective was to offe r participant s acces s to ne w markets and net -

works and increase their trade readiness . The direct resul t of this first mis-

sion was the signing o f twenty-two letter s of inten t among forty-one com-

panies in Canada and the Unite d States. 

Participation in the VTM 
The firs t India/U S VT M wa s for entrepreneur s involve d i n I T products o r 

services wh o ha d bee n i n busines s fo r mor e tha n tw o years . AWAK E 

enrolled 2 6 participant s fro m India , agains t a  targe t o f 25 , an d Trad e 

Builders Inc . enrolled 30 participant s from the Unite d States. 

Critical to the success of the missio n was the stipulation tha t each partici-

pant company put forward one mission participant who was either the CEO 

or a n employe e wh o wa s empowere d t o mak e an d sig n busines s deals . 

Applicants wer e selecte d o n th e basi s o f thei r location , industr y sector , 

level o f trade readines s an d commitmen t t o closin g deals . The organiser s 

in bot h countrie s foun d tha t on-lin e participatio n wa s muc h highe r fro m 

the India n side . The event was hosted b y Trade Builder s Inc . on their ow n 

web site , usin g stat e o f th e ar t technology . Participant s wer e abl e t o 

develop trad e relationships , exchang e informatio n abou t thei r product s 

and services, as well a s their strengths an d capabilities , thereby establish-

ing thei r credentials . The initia l hesitatio n an d inhibitio n amon g India n 

http://indiamarkets.com
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entrepreneurs abou t dealing a t the internationa l leve l gave way to a  new-

found confidence i n both themselves and their product s and services. 

Video conferencing 
A one and a half hour video conference during the final weeks of the VTM 

provided missio n participant s wit h the opportunit y t o follo w u p their pre -

liminary discussions . The video conferenc e enable d India n an d America n 

entrepreneurs to spea k to eac h other directly and bette r understan d eac h 

other's concerns and requirements . Participant s discussed the possibilitie s 

for trade and the impact of the slow down in the US economy on their sec-

tor. The India n participant s assure d the America n participant s o f 'qualit y 

products a t competitiv e rates' . Th e vide o conferenc e helpe d mov e th e 

process of negotiation forward , and increased the possibilitie s o f letters o f 

intent bein g signed betwee n intereste d parties . There was also a meeting 

between high level e-delegations from the public and private sector of both 

countries. The delegatio n promise d suppor t t o th e participant s o n bot h 

sides in terms of polic y and incentive s for growth o f the sector . 

The lasting impact of the VTM 
On this occasion , the VTM wa s no t the prelud e to a  regula r trade fair , as 

would typicall y b e the case . Participant s therefor e neede d t o mak e thei r 

own decisions and arrangements a s regards the mean s and timing o f any 

follow up . As a consequence, it may take these VTM participants longe r to 

turn prospectiv e busines s into a letter of inten t and that inten t int o actua l 

orders. That said , within week s of the VTM, some India n participant s ha d 

already confirme d date s when they woul d visi t companie s i n the U S and 

the first transactions ha d already been finalised. 

Apart from the benefits of introducing SMEs to newer and more cost effec-

tive way s o f enterin g int o expor t markets , th e firs t India/U S VT M ha s 

created a  model which can be easily replicated i n the future for the bene-

fit o f trad e wit h differen t countries . There ha s already bee n a  'multiplie r 

effect', with othe r agencies in Indi a adopting the VTM concept . 

As one o f th e organisers , AWAKE ha s benefite d greatl y fro m thi s experi -

ence. It now has the ability to offer a unique value-added service to India n 

SMEs, and has increased its profile and credibility by demonstrating that as 

an organisatio n i t wa s abl e t o provid e extensiv e inpu t int o th e develop -
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ment of the VTM process, through surveys, on-line conferencing and face-
to-face meetings. The event has also given AWAKE an insight into market 
research and early intelligence reports on global best practices concerning 
SMEs and trade, and has helped develop relationships with other partici-
pating governmen t entities , organisations, associations , trade intermedi -
aries and corporate consortia. 

On the basis of this experience, AWAKE would like to open up VTMs with 
other countries , and extend this facility to othe r industr y sectors , in the 
belief tha t increase d us e of VTM could ai d businesse s i n al l sector s i n 
developing trade relations with other countries. 

SOME LESSONS LEARNED 

The virtua l exchang e proces s provide d th e participatin g business -
women wit h insight s int o th e level s o f professionalis m an d compe-
tence that overseas buyers require. In turn, this caused many of these 
women t o reflec t o n thei r ow n busines s practices , an d encourage d 
them to mentall y benchmar k thei r product s an d services. Overall, i t 
made the participants more aware of their strengths and weaknesses, 
and showed them ho w to remed y the negativ e aspects of their busi -
ness and develop the positive aspects. 

The VTM event also proved that women entrepreneurs can use ICTs to 
greatly reduce the costs of marketing their products and services over-
seas. This development makes international markets potentially acces-
sible to any entrepreneurs who have the vision to use this technology 
to extend their business1 reach . 

The VTM can be a prelude to a  trade fair, i f launched a month or so 
beforehand. In that situation , the participant s ca n visit eac h of the 
web sites of the companies that will be represented at the fair and use 
the VTM as a platform fo r preliminar y discussions . This process can 
help companie s fine-tun e an d adap t thei r presentations , base d o n 
market needs. They could then go to the trade fair to sign MOUs, let-
ters o f inten t o r even transact orders . Participation i n this pre-trad e 
fair proces s woul d hel p eac h compan y develo p a  mor e focuse d 
approach to trade delegations, at a nominal cost. 
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Case study: Starfish  Oils,  Jamaica 
by Sandra Glasgow 

Overview 
Recent innovations i n telecommunications hav e made i t possibl e for even 

the smallest companies to compete on a global scale . Starfish Oils Limite d 

is a small, woman-owned firm that has used technology as a means to grow 

its business, in a way that would no t have been possible without access to 

new ICTs. 

A therapist turned businesswomen 
Sharon McConnell-Cook e starte d dabblin g i n th e productio n o f unique , 

therapeutic blend s o f body , bath an d massag e oil s when sh e returne d t o 

Jamaica in 199 3 afte r a year's absence. Qualified in aromatherapy - th e art 

and science of using essential oils to relax, balance and stimulate the mind, 

body, and soul - sh e was determined to forge ahead with her dream of using 

these oils to create 'something special' . She therefore set up Starfish Oils. 

The company' s earl y day s were somewha t chaoti c since , although a  self -

described 'over-achiever' , she had started i t with he r own resources and no 

business plan. Ms. McConnell-Cooke soon realised that the marke t was not 

quite read y for strictl y therapeuti c oils , which peopl e associate d wit h th e 

illegal practic e of 'obeah' (a local practice similar to voodoo). She therefore 

thought abou t wha t sh e coul d d o t o us e th e oil s differentl y whil e stil l 

achieving the same effect. Havin g previousl y worked i n the tourism secto r 

for si x years, Ms. McConnell-Cooke wa s upse t to not e tha t th e shelve s i n 

local gif t shop s wer e no w ful l o f product s fro m Chin a an d Mexico , an d 

there were reall y n o quality Jamaican product s for sale. She was struck by 

the ide a that aromatherap y product s could b e combined wit h qualit y gif t 

items, and decided to star t makin g scente d candles that sh e would pack -

age i n bambo o an d coconu t shells . I n thi s way , she coul d showcas e th e 

beauty of the Caribbean in her products, and capitalise on the region's rich, 

natural resources . 

The company of today 
Although the Jamaican economy has been either stagnant or in decline for 

several years , and loca l entrepreneur s ar e struggling dail y wit h th e chal -

lenges o f startin g an d growin g thei r businesses , i n th e las t tw o year s 
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Starfish Oils has expanded significantly . I t i s now widely acknowledged as 

a successful manufacturer and exporter of a unique Jamaican line of aroma-

therapy oils , candles and handmad e soaps . Starfish Oils ' products are dis-

tinct and include candles with the scents of Jamaican Ginger Tea, Coconut 

and Blu e Mountai n Coffee , an d handmad e soap s wit h name s suc h a s 

Vanilla Nutmeg , Minte d Lim e an d Coconu t Scrub . I n addition , Ms . 

McConnell-Cooke ha s brough t t o th e marke t handcrafte d cerami c arom a 

diffusers an d diffuse r oil s suc h a s the 'Energ y Blend' , a livel y mixtur e o f 

rosemary and lemongrass, and the 'Peace Blend', a soothing blend of laven-

der an d swee t orange . Othe r highl y distinctiv e product s hav e followed , 

most recentl y th e Al l Natura l N o Mosquit o Candl e an d Bod y Spra y tha t 

promises to 'kee p mosquitoe s a t ba y without th e harmfu l effect s o f mos t 

synthetic repellents' . The company has also just release d the first ever Bob 

Marley commemorative candle, a product that was in development for two 

years and meant negotiating a  major licensing agreement with the Marle y 

Estate and makin g a  significant financia l investment . 

Now base d i n a  4,50 0 squar e foo t factor y i n on e o f Kingston' s privat e 

industrial parks , Starfish Oil s employs fifteen full-tim e staff , hal f of whom 

are women. The company has been the recipien t of many industry awards, 

including th e Jamaic a Exporter s Associatio n (JEA ) awar d fo r Bes t Ne w 

Exporter in 1996 , the Jamaica Manufacturers Association (JMA) Champion 

Exporter Category 1  Award i n 1997 , Best New Exporte r i n 199 8 and mos t 

recently, in 2000 , the Erns t & Young Award fo r the Emergin g (Caribbean ) 

Entrepreneur of the Year. 

The process and means of business development 
Ms. McConnell-Cook e i s eager t o poin t ou t that , i n th e earl y stages , the 

development and growth of her business was neither easy nor assured. She 

credits th e Jamaic a Manufacturers ' Associatio n (JMA) , an d th e Jamaic a 

Exporters' Association (JEA) , for helping he r company through the bureau-

cratic maz e of tax registratio n an d compliance , and exporte r registration . 

With technica l assistanc e fro m th e JEA' s Smal l Busines s Expor t 

Development programme (SBED) - funde d by the United States Agency for 

International Developmen t (USAID ) -  th e principal s o f Starfis h Oil s were 

able t o improv e thei r busines s skills . Throug h thi s programme , the y 

received guidance o n productio n an d produc t identity , busines s efficienc y 

and access to expor t markets . 
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The programm e als o ensure d Starfis h Oils ' participatio n i n trad e shows , 

and facilitated acces s to low-cos t financing and a substantial and virtually 

interest-free loan . SBE D ha d selecte d Starfis h Oil s a s a  young compan y 

with a  future an d wit h specifi c need s (one o f ten suc h businesse s identi -

fied b y SBED). The company's participatio n i n numerou s trade shows had 

confirmed tha t ther e wa s a  lucrativ e marke t fo r it s products , extendin g 

across the Caribbean to the Unite d States , Europe and Japan. Developing 

a strategy to tap int o this marke t was therefore a  priority and , due to th e 

increasing popularit y o f the Internet , a  web presenc e i n the form o f an e-

commerce-enabled we b sit e becam e a n importan t par t o f Starfis h Oils ' 

overall marketin g strategy . 

New technology: the key to export markets 
Starfish Oils ' we b site , www.starfishoils.com , wa s launche d i n Octobe r 

2000, havin g bee n designe d an d buil t b y an American fir m wit h signifi -

cant creative inpu t from Ms . McConnell-Cooke an d he r husband and busi -

ness partner, Kynan. The initial investmen t of around US$20,00 0 include d 

a provision fo r marketin g the sit e as she was aware that man y businesse s 

fail to pu t this mone y aside, or indeed pu t any effort int o marketin g thei r 

web sites , as a resul t o f which no-on e visits them. Historically,  customer s 

would bu y Starfis h Oil s product s i n Jamaica , o r i n on e o f th e othe r 

Caribbean islands where the products are sold, and would late r contact the 

company b y telephone, lette r o r e-mai l t o fin d ou t wher e they coul d bu y 

more. If these customers were in fact calling from a location where Starfish 

Oils did no t hav e an outlet , the compan y would invariabl y los e that sale . 

Now these customers could bu y on-line. 

For the company and its staff, the site has been a steep learning curve, and 

Ms. McConnell-Cooke ha s described i t a s being a  whole ne w busines s i n 

and o f itself . All Starfis h Oil s products that are destined fo r overseas mar -

kets ar e no w warehouse d i n Miam i an d shippe d fro m there . A US-base d 

company provides a complete outsourced e-commerce and fulfilment serv-

ice, selling and servicing customers direct on the World Wide Web without 

an up-fron t capita l investment . The company provide s customised desig n 

and daily operation of a web store, order processing and fulfilment, phon e 

and on-line customer support and management of all customer returns . In 

return, they charg e a  fee equivalen t t o 3 0 pe r cent o f sales . Starfish Oil s 

made the decision to utilis e a third part y service company to handl e these 

http://www.starfishoils.com
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areas of the busines s because , at the time that they were setting u p thei r 

web site , there wer e n o loca l bank s facilitatin g on-lin e credi t car d pay -

ments. 

This web-centred marketin g an d busines s developmen t strateg y i s begin-

ning t o pa y of f fo r Starfis h Oils . Sales grew b y 80 0 pe r cen t i n th e firs t 

eight month s o f th e we b sit e goin g live . Fortunately , thi s phenomena l 

growth wa s anticipated, and th e compan y ha d alread y expande d it s pro -

duction capabilitie s s o as to mee t an increas e i n demand . With ten prod -

ucts no w offere d fo r sal e o n th e web , an d sale s increasin g a t a  rat e o f 

approximately 40 pe r cent per year, Starfish Oils ' balance sheet is showing 

a profit . 

SOME LESSON S LEARNE D 

The success of Starfish Oils shows the importanc e o f testing the mar -

ket at a  very local leve l first, being open to diversifying from the orig-

inal ide a an d visio n i f the marke t demand s it , an d continuin g t o b e 

innovative eve n when a  company become s successful. I t als o demon-

strates tha t ther e i s a deman d fo r qualit y product s that incorporat e 

the loca l culture. Joining a  membe r organisatio n tha t offer s tangibl e 

benefits an d service s ca n provid e valuabl e assistanc e an d support , 

particularly i n the early stages of a business. 

A web site can be an enormous help in finding a  wider market , but i t 

is important to also market the web site. Outsourcing services and dis-

tribution, wher e feasible , ca n cu t capita l cost s an d overheads . Ms . 

McConnell-Cooke's advic e to other women entrepreneurs would b e to 

work at what you love or feel passionate about, to trust your instincts 

and to be persistent. 

Access to Information and Technology 

Introduction 

In orde r fo r wome n entrepreneur s t o gro w thei r businesses , the y nee d 

access to a  wide rang e o f busines s developmen t support . This includin g 

information, training an d advic e tha t demonstrate s a n understandin g o f 

the gende r constraint s tha t wome n ofte n hav e to overcom e when settin g 
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up an d runnin g a n enterprise . Businesswome n ar e ofte n marginalise d i n 

the business community and therefore unable to easily access much of the 

information they need on how to enter the export market . Even when gov-

ernment agencies attempt to provid e such information, most do not recog-

nise th e specifi c need s o f women-owne d businesses . A t th e sam e time , 

access to informatio n abou t trade opportunities and WTO regulations and 

requirements canno t b e fully exploite d b y women i f they continue to lac k 

access to telephones, computers, the Internet , etc. 

The business proficiency of women entrepreneurs can be improved through 

the efficien t deliver y o f trainin g an d trade-relate d service s provide d b y 

NGOs, trainin g institution s an d trade-relate d agencies . Fo r example , t o 

improve the marketin g o f thei r product s businesswome n requir e informa -

tion abou t qualit y control , costin g an d pricing , an d produc t desig n an d 

packaging. Other areas identified b y a worldwide survey of women's enter-

prises engaged i n internationa l trad e b y the Internationa l Trade Centre as 

ones wher e businesswome n require d informatio n an d trainin g included : 

market development ; expor t managemen t an d marketing ; expor t proce -

dures; marke t research ; expor t packaging ; impor t operation s an d tech -

niques; and impor t managemen t (O'Regan-Tardu , 1999 ) 

The following cas e study describes ho w the Ugand a Investmen t Authorit y 

(UIA) ha s started to reac h out to diverse networks of businesswomen, and 

serve a business community that range s from micro-enterpris e stree t seller 

to companie s tha t ar e liste d o n th e publi c stoc k exchange . I t provide s 

information an d trainin g wit h a  focus o n buildin g network s t o promot e 

business linkage s an d developmen t fo r Uganda n wome n entrepreneurs , 

including a t the internationa l level . These networkin g opportunitie s hav e 

given these women in-dept h knowledg e o f what the UI A can do for them 

and, a s a result , they ar e becomin g mor e involve d i n th e UlA' s entrepre -

neurship development programmes . 

Case study: Uganda  Investment  Authority 
by Dr Maggie Kigozi 

Overview: The UIA initiatives 
Ugandan businesswome n are active participants i n the country's economy 

and hav e established viabl e businesse s i n almos t al l sectors . The regula r 

information-sharing meeting s that the Uganda Investmen t Authority (UIA ) 
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has initiated, as well as the establishment of its Women's Desk , have given 

women entrepreneur s acces s to marke t informatio n an d training i n a vari-

ety o f business-relate d skills . They hav e als o provide d detail s o f busines s 

opportunities, as well a s helping t o foste r ne w partnership s an d alliance s 

among networ k participant s withi n Uganda . Th e intra-Afric a an d inter -

national network s hav e als o resulte d i n th e increase d participatio n o f 

women entrepreneur s i n internationa l busines s and joint ventures . I n th e 

process, the UI A ha s itsel f becom e an integra l par t o f these internationa l 

networks. These linkages mak e the UI A a stronger organisation that ha s a 

greater capacit y t o delive r service s t o it s clientele , an d th e network s i t 

belongs t o ar e tha t muc h stronge r fo r havin g a  Uganda n voic e i n thei r 

midst. 

Background to UIA initiatives 
Women are noted fo r havin g naturall y good networkin g skills . In Uganda , 

a number of women entrepreneurs hav e capitalised on this ability i n order 

to develop their businesses and enhance productivity . They appreciate that 

networking i s an essential activity that affords them access to information , 

and therefore access to markets , raw materials, know-how tools and advice 

on overseas marketing - al l necessary components in the development and 

sustainability o f their enterprises . On account o f their enthusias m fo r net -

working, Uganda n wome n entrepreneur s hav e forme d co-operative s an d 

associations countrywide a t all levels , including the grassroots, where they 

support one another i n busines s by sharing experiences and even poolin g 

resources t o rais e start-u p capital . One suc h organisatio n i s the Ugand a 

Women Entrepreneurs Association Limited (UWEAL), with branches all over 

the country . 

Despite thi s networkin g activity , man y wome n entrepreneur s i n Ugand a 

still hav e only limited acces s to busines s information, if any at all . In some 

cases, informatio n o n curren t internationa l marke t trends , cross-borde r 

trading policies , modern busines s practices , quality requirements , packag-

ing, ICT s (the Internet ) an d strategi c plannin g i s available bu t i s no t dis-

seminated to the women. To address this challenge , the UI A ha s initiate d 

several programme s aime d a t increasin g informatio n flo w amon g wome n 

entrepreneurs i n Uganda . 
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The women's desk at UIA 
The idea behin d this initiativ e i s to give special attention to women entre-

preneurs wit h mediu m an d large-scal e businesse s an d t o assis t the m i n 

increasing thei r participatio n i n economi c activity . The service s provide d 

include: the promotio n and facilitation o f women-owned projects ; training 

in leadership and projec t development skills; training i n business plannin g 

and ho w to acces s finance; training i n negotiatin g internationa l busines s 

and understandin g othe r cultures ; and provisio n o f informatio n o n inter -

national busines s opportunities. I n addition, networking i s facilitated wit h 

international technica l assistanc e agencie s a s wel l a s wit h intra-Africa , 

international an d loca l agencies. 

Joint ventures and linkages 
The UI A ha s buil t a n electroni c databas e o f Uganda n wome n entre -

preneurs fro m ke y sector s o f th e economy . Thes e businesswome n ca n 

access information includin g details of the business contacts developed by 

UIA through it s intra-Africa an d internationa l networking . UIA representa-

tives attend internationa l investmen t conferences and exhibitions and rep-

resent Ugand a o n outwar d missions . The UI A plan s t o carr y ou t specifi c 

promotional mission s for women entrepreneurs, with the aim of encourag-

ing internationa l busines s linkages . I t i s hope d tha t suc h inter-corporat e 

contact wil l enabl e Uganda n women entrepreneur s to develo p the expor t 

markets for ra w materials , textiles and agricultura l products . 

The UI A i s als o implementin g a n entrepreneurshi p developmen t pro -

gramme tha t promote s mutuall y beneficia l linkage s betwee n smal l an d 

large, domesti c an d foreig n companies , s o a s to strengthe n loca l entre -

preneurial capacit y and participatio n i n business . This has resulted i n bet -

ter managemen t an d expansio n o f women-owne d businesses . As par t o f 

this programme, UIA identifies promising loca l entrepreneurs - wit h a  par-

ticular focu s o n wome n -  an d provide s them wit h trainin g an d technica l 

assistance i n order to foster their entrepreneuria l capabilities . 

The UIA has helped raise the profile both of Uganda as an attractive invest-

ment opportunity an d o f the rol e of Uganda n businesswomen . In particu-

lar, it has prioritised the building o f linkages with Canadian, American and 

Commonwealth businesswomen , seeing tha t th e bes t way to creat e busi -

ness opportunitie s an d acces s t o market s i s throug h internationa l net -
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working, mentoring an d leadershi p development . I t i s for this reaso n tha t 

Uganda, throug h th e UI A initiative , i s a  membe r o f th e America n an d 

African Businesswomen' s Allianc e (AABWA) , th e Canadia n an d Africa n 

Businesswomen's Allianc e (CAABWA ) an d th e Commonwealt h Business -

women Networ k (CBWN) . Informatio n obtaine d throug h participatio n i n 

international busines s associations , forum s an d meetings , an d throug h 

general networking , i s channelled t o the women entrepreneur s who mee t 

regularly to share information. 

The Women Entrepreneur Consultative Committee on Investment (WECCI) 
The Women Entrepreneu r Consultative Committee on Investmen t (WECCI) 

is mad e u p o f fift y wome n entrepreneur s an d work s wit h th e UI A boar d 

and management in an advisory capacity. The committee provide s the UIA 

with informatio n on the needs of women entrepreneurs in Uganda and the 

challenges these women face. 

The specific objectives of the WECCI include strengthening women's capac-

ity t o participat e i n privat e secto r investmen t i n Uganda ; encouragin g 

intra-Africa an d internationa l networkin g o f women entrepreneurs around 

the world, with a  view to developing long-ter m busines s partnerships; and 

providing a  sourc e o f informatio n an d expertis e fo r th e encouragemen t 

and developmen t o f investmen t project s b y women entrepreneurs . I t also 

aims to provid e a  base for entrepreneurship trainin g i n busines s develop-

ment and management; to identif y and create a database of fifty potentia l 

MSE projects run by women i n Uganda for promotion and facilitation; and 

to provid e a  readil y accessibl e poin t o f contac t withi n th e UI A fo r loca l 

women entrepreneurs . 

Matching future provision to future need 
International network s suc h a s CAABWA, CBW N an d AABW A hav e pro -

vided Uganda n businesswome n wit h exposur e t o internationa l busines s 

contacts, modern approaches to busines s and virtual system s for network -

ing. To facilitate the future growt h o f these businesse s and to ensur e tha t 

Uganda continue s to buil d it s internationa l profile , women entrepreneur s 

will need to be provided with a series of supports at both the domestic and 

international level . 

It i s important to rais e awareness among policy-maker s of bot h the actua l 

and potentia l contributions o f women entrepreneurs to economic develop-



8 0 ·  COMMONWEALT H BUSINESSWOME N 

ment, so that they ar e allocated the resource s that they nee d to optimis e 

the growth o f their companies. I t will als o be necessary to rais e awareness 

among wome n entrepreneur s abou t th e mechanism s an d powe r o f net -

working a s a  too l fo r busines s growth . Existin g women' s association s i n 

Uganda (fo r exampl e Ugand a Wome n Entrepreneur s Association ) shoul d 

be strengthened s o as to improv e service delivery capacity and capability . 

There i s also a  need to creat e specia l condition s t o promot e th e entr y o f 

women entrepreneurs into existing associations in order to access the serv-

ices offered. 

Women's access to busines s development services, such as training, needs 

to b e increase d an d suppor t give n t o th e variou s institution s tha t ar e 

already providin g suc h services , suc h a s th e UI A an d th e Ugand a 

Manufacturers Associatio n (UMA) . The UI A Women' s Des k i n particula r 

needs support s o that i t ca n increas e it s coverage an d effectiveness . This 

should go a long way towards enabling women to buil d their business and 

management competencie s i n crucia l functiona l areas . Suc h service s 

should b e demand-driven an d designed to respon d to the actua l need s of 

women entrepreneurs i n Uganda . 

The national , regiona l an d internationa l networkin g o f wome n entre -

preneurs needs to b e facilitated i n order to enhance information exchang e 

and mentorship as well as the forging of cross-border alliances. At present , 

only a  few Uganda n wome n ca n affor d t o atten d regiona l an d interna -

tional busines s forums . Wome n entrepreneur s als o nee d assistanc e i n 

accessing th e busines s networkin g infrastructure . Mos t o f the m d o no t 

have the necessar y I T hardware tha t woul d enabl e them t o benefi t fro m 

virtual networks . They would therefor e gai n fro m a  programm e tha t sup -

ports th e acquisitio n o f computer s an d Interne t access . This woul d b e a 

significant development that would enable Ugandan women to participat e 

more activel y i n internationa l trade . With financia l suppor t and/o r tech -

nical assistance , the UI A woul d b e abl e develo p a  website fo r Uganda n 

women entrepreneurs, so as to provide their business with a  web presence, 

and therefore pu t them i n the internationa l marketplace . 

Overall, th e polic y environmen t need s t o b e improve d s o a s to ai d an d 

actively promot e women' s entrepreneurship . This initiativ e woul d nee d t o 

address gende r equit y issue s relate d t o women' s acces s to finance , lan d 

and other resources . 
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SOME LESSON S LEARNED 

The UI A ha s demonstrate d tha t programme s t o suppor t women' s 
entrepreneurship ca n b e develope d withi n th e contex t o f a  main -
stream economi c developmen t organisation . I n this way , the UI A i s 
working to provid e specific support , including informatio n and train-
ing, for th e developmen t o f women' s businesses , as well a s to inte -
grate women's business development issues into it s general business 
development programmes. This represents an efficient use of existing 
resources, as the UI A did no t have to create a whole new infrastruc-
ture in order to meet Ugandan businesswomen's needs. 

In recognisin g th e importanc e o f networkin g a s a  busines s growt h 
strategy for Ugandan women at both the domestic and internationa l 
levels, the UIA is actively seeking ways to develop further networkin g 
opportunities for it s clientele. The support of outside donor agencies 
and multilatera l organisations , as well a s the Uganda n government , 
will be critical in this process. 

Access to Policy-making 

Introduction 

The previous case study on the Uganda Investment Authority (UIA) showed 
it buildin g network s to promot e busines s linkage s and development fo r 
Ugandan women entrepreneurs. Meanwhile, the Women Leaders Network 
(WLN), the focus of the following case study, is working at the international 
policy level to ensure that future trade policy initiatives take gender issues 
into account in a meaningful way and recognise women's significant con-
tributions s o that globalisatio n an d trade liberalisatio n benefi t women. 
Although these initiatives seem very different, they are actually two faces 
of the same coin. For the work of the WLN to be successful it had to rely 
on loca l network s of women's leader s and organisations to carr y out it s 
lobby campaign -  accessin g people of influence and mirroring the Asia-
Pacific Economic Cooperation (APEC) process 

Women do business by networking. They use these same techniques and 
strategies when they are lobbying a t the internationa l politica l level , as 
they do when they are working on attracting a new customer. Networking 
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is a powerful too l i n effecting politica l chang e and business development. 

It i s one way in which women hav e overcome the disadvantages they face 

individually i n terms of their access to policy-maker s and limited represen-

tation i n policy-makin g bodies . I t also enables them t o shar e informatio n 

and increase s their abilit y t o hav e an effective inpu t int o the formulatio n 

of policy . 

The strength o f the WL N lie s i n the fac t tha t i t encompasse s bot h grass -

roots an d elit e leaders , al l o f who m hav e com e togethe r i n a  commo n 

cause. The network spans twenty-one different countries and four differen t 

sectors. Sometime s thi s diversit y ca n b e challengin g t o manage , ye t i t 

brings a wealth o f contacts and information to the Network . 

Case study: APEC Women  Leaders  Network 2 

by Dana Peebles 

Overview 
The Wome n Leaders ' Networ k (WLN ) o f th e Asia-Pacifi c Economi c 

Cooperation (APEC ) foru m starte d wit h th e discussion s o f a  grou p o f 

women i n the regio n who were concerned abou t the gender issue s facing 

women i n th e field s o f scienc e an d technology . Thi s le d the m t o th e 

creation of a network of women leaders drawn from the publi c and privat e 

sectors, civi l societ y organisation s an d academi a wh o shar e a  commo n 

vision. While the WLN has made specific recommendations on a wide range 

of issues affecting women in the APEC region, the organisation's focus has 

been o n th e concern s o f wome n entrepreneurs . I n particular , the y hav e 

addressed th e specifi c need s o f wome n relatin g t o acces s to technology , 

training, financing, markets and information . 

History and purpose of WLN 
The WL N ha s evolve d i n respons e t o th e growin g nee d t o tak e gende r 

issues int o accoun t i n th e trad e liberalisatio n an d facilitatio n process , 

specifically tha t promote d b y th e APE C group . The firs t meetin g o f th e 

WLN wa s hel d i n Manil a i n 199 6 wit h wome n fro m fourtee n APE C 

economies. Base d o n thi s inaugura l meeting , th e networ k develope d a 

strong economic focus and initiated it s lobbying campaign and strategy on 

Sources: Gibb, 1997; Jhabvala, 2000; Lever , 2001; Licuanun, 1992 ; Peebles, 2000a; 

Peebles, 2000b. 
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gender and trade issues . The WLN received strong suppor t from the 199 6 

APEC host, Presiden t Ramos , and APEC leaders agreed to includ e a  para-

graph recognisin g th e particula r need s o f wome n an d youth fo r the firs t 

time i n a formal APEC statement. 

The 199 7 WLN Meeting hel d in Ottawa/Hull focuse d on the developmen t 

of a consultative proces s that would allow all participants to have an input 

into th e draftin g o f recommendation s o n issue s that th e WL N wanted t o 

present to APEC. The APEC Small and Medium Enterprise s (SME) Ministers, 

who me t immediatel y afte r th e 199 7 WL N meeting , invite d th e WL N t o 

present thei r recommendations , includin g th e ide a tha t APE C neede d t o 

hold a Ministerial Meetin g on Women. This recommendation was repeated 

in 199 8 a t the WL N Meetin g i n Malaysia , and th e Philippine s offere d t o 

host APEC's first such meeting. The 199 8 WLN Meeting followed a  similar 

consultative format to the process developed i n Canada the previou s year. 

The SM E Minister s agai n invite d th e WL N t o presen t thei r recommenda -

tions a t their Ministeria l Meetin g i n Malaysi a an d incorporate d a  number 

of WLN' s idea s int o thei r ow n statemen t an d recommendation s t o th e 

APEC economi c leaders . Thi s wa s followe d b y th e APE C Ministeria l 

Meeting on Women. 

The followin g year , the 199 9 WL N Meetin g i n Ne w Zealan d focuse d o n 

broadening the participatio n o f women i n the network . Canada an d Ne w 

Zealand i n particula r committe d resource s t o th e organisatio n o f a n 

Indigenous Wome n Exporter s Busines s Semina r (IWEBS ) just prio r t o th e 

WLN Meeting . The WL N include d th e IWEB S recommendation s i n thei r 

own forma l presentatio n a t th e Trad e Ministeria l Meeting . A s a  result , 

APEC Trade Ministers and Leaders recognised the unique contribution an d 

role o f indigenou s people s i n th e regio n fo r th e firs t time . Leader s als o 

approved th e formatio n o f a n Advisory Crou p o n Gende r Integratio n fo r 

two years to implemen t the Framework . 

A yea r later , the 200 0 WL N Meetin g wa s the firs t internationa l women' s 

meeting ever hosted b y Brunei Darussalam . I t focused on economic issues 

and le d to th e firs t joint statemen t b y the WLN , the SM E Business forum 

and the Ε-commerce Worksho p to th e SM E Ministers. I t was also the firs t 

WLN meeting totally funded b y the privat e sector and drew over five hun -

dred participants , includin g thre e hundre d an d fift y wome n fro m Brune i 

Darussalam. It led to WLN forming a formal co-ordinating team to serve as 
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its overall managemen t group internationally . The WLN recommendation s 

drafted durin g th e meetin g wer e officiall y presente d a t th e APE C SME 

Ministerial Meeting . Th e SM E Minister s incorporate d th e recommenda -

tions, in their entirety, as an appendix in their statement and recommenda-

tions to APEC leaders. 

Another importan t outcome was that China agreed to hos t the WLN 2001 

Meeting an d t o tak e a n activ e rol e i n leadin g th e WLN' s Managemen t 

Team even though CID A projec t funding ha d ended, while Mexic o agreed 

to hos t the WLN 2002 Meetin g as well as a second Ministerial Meetin g on 

Women. 

Successful programme elements 
Several ke y factors hav e contributed t o the success of the WLN's lobbyin g 

efforts wit h 

APEC. First of all , the women leader s in the networ k already had access to 

the decision-makin g processe s i n thei r ow n economie s an d wer e abl e t o 

make optimum us e of thei r influenc e a t the nationa l level , and ke y WLN 

members hav e a n in-dept h understandin g o f ho w APE C operates . There 

has bee n stron g suppor t fro m th e publi c secto r member s o f th e WL N i n 

terms of ensuring that the WLN messages were sent through the appropri-

ate channel s an d reache d th e Senio r Officials , Minister s an d Leader s i n 

time to mak e an impac t at specific APEC meetings. 

In addition , WLN i s an independen t bod y tha t operate s outsid e o f APEC 

even though i t has a strong APEC focus and follows the forum's structures 

and themes. It was set up as a flexible network that has been able to adapt 

and shif t it s strategie s t o kee p pac e wit h a  rapidl y changin g economi c 

world an d i n keepin g wit h th e capacit y an d socio-politica l realit y o f each 

APEC economy. There is representation i n WLN from the four major sectors 

of a national economy (public and private sectors, academia and civil soci-

ety) and constant consultation takes place with WLN members at all levels, 

with member s willin g t o compromis e an d collaborat e eve n whe n ther e 

were very different agenda s and opinion s 

Another ke y facto r ha s bee n th e stron g financia l suppor t give n b y th e 

Canadian Internationa l Developmen t Agenc y (CIDA ) fo r the operatio n o f 

an interi m d e fact o secretariat , whic h ha s allowe d th e WL N t o focu s o n 
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organisational developmen t issues . Th e provisio n o f trave l suppor t ha s 

ensured the inclusion of women leader s from the developing economies of 

APEC; and support for the Canadian team has allowed them to participat e 

actively an d pla y a  pivota l leadershi p rol e within th e WL N i n it s first fe w 

years of existence . During thi s time, WLN ha s rapidly established itsel f as 

a credible organisation through invitations to make formal presentations at 

specific APEC meeting s an d th e draftin g o f gender-relate d recommenda -

tions an d polic y statement s base d o n th e theme s establishe d fo r thes e 

meetings. 

A strong commitment exist s on the par t of the women leader s involved to 

fostering a  change proces s within APEC, and WLN has sustained it s focus 

on th e gende r issue s relate d t o APEC' s economi c agend a an d th e docu -

mentation o f women' s substantia l economi c contributio n t o th e region . 

Finally, mal e champion s exis t i n a  few strategi c position s wh o supporte d 

the efforts o f the WLN. 

WLN success stories 
The WL N ha s bee n abl e t o establis h a  wide-ranging networ k o f wome n 

leaders from the twenty-one APE C member countries . Through the know -

ledge and actions o f it s member s i t ha s contributed significantl y t o APEC 

becoming a more gender-aware, responsive, and pro-active organisation. As 

a consequence of WLN lobbying and consultation, APEC has made a high-

level commitment to take further action to integrate women's concerns and 

needs in national development strategies. APEC has also agreed to involv e 

and educat e mor e tha n fiftee n hundre d wome n fro m acros s th e regio n 

with respec t t o th e foru m an d it s agend a an d th e positiv e an d negativ e 

effects o f trade liberalisatio n an d facilitation o n women. 

The impetus for change began i n 1996 , when APEC Leaders accepted and 

supported the WLN's initia l Cal l to Action b y including forma l statement s 

that echoe d th e WLN' s recommendations . Th e SM E Join t Ministeria l 

Statement that year called fo r 'th e ful l an d active participatio n o f women 

in the area of SMEs', while recognising the active contribution o f women to 

the region. 

A yea r later , the WL N was officiall y invite d t o presen t a  series o f recom -

mendations to the SME Ministers and, in doing so, influenced the creation 

of an ad hoc group on Gender, Science and Technology under the umbrell a 
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SOME LESSONS LEARNED 

The primary lessons learned from the WLN lobbying processes include: 

• I t is possible for a relatively small and informally organised group of 
women leaders to hav e a significant impac t on multilateral trade 
liberalisation policy; 

• Wome n entrepreneur s nee d representatio n a t th e international , 
multilateral level to ensure that their interests, needs and contribu-
tions are taken into account in the decision-making process; 

• T o ensure balanced participation from both developing and devel-
oped countries, it is necessary to have financial support from donor 
agencies; 

• T o be sustainable, a network of this nature needs to work on ways 
of becoming financially self-sufficient from its inception; 

• T o feel the full impact at the individual enterprise level of a major 
policy shift at the multilateral level takes several years; 

• T o make an informal network of women leaders operate smoothly 
requires the support of a co-ordination centre or interim secretariat; 

• Althoug h the primary goal of the WLN has been reached, there is 
still a strong need for the network to maintain its momentum and 
serve a monitoring rol e to ensure that APEC's gender integratio n 
policy is implemented effectively. 

In general, the WLN provides a unique model of a multi-sectoral lob-
bying effort at the multilateral level. The organisation operates virtu-
ally for 95 pe r cent of the time and has therefore required relatively 
small amounts of resources to promot e its view and to successfully 
influence APEC policy. While there are still a few internal weaknesses 
and challenges that the WLN needs to address, overall it has been phe-
nomenally successful in achieving its main goals. 

of the APEC Industrial Science and Technology Working Croup. WLN was 
also instrumental in the initiation of a gender information site on the first 
APEC website. The 1998 Ministerial Meeting on Women led to the adop-
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tion o f a  polic y t o integrat e gende r a s a cross-cutting issu e within APE C 

and a  directive tha t th e foru m develo p a  framework t o integrat e women. 

WLN considers this majo r policy shif t within just three years of their origi -

nal lobbyin g effor t i n this regar d to b e a major achievement . I n the years 

that have followed, WLN has established a strong and visible presence dur-

ing the policy drafting proces s and continues to pursue its policy objectives 

and original vision. 

Equity Issues 

Introduction 

The Body Shop is a high-profile example of a company that balance s busi -

ness and social equity issues . Expressions Internationa l i s less well known , 

but has placed an equal emphasis on equity within the workplace, making 

changes in the sphere over which i t ha s the mos t control: its own employ -

ees and client relations . 

Anita Roddic k of The Body Shop initially introduced some of her most cele-

brated 'green policies' , such as the recycling of containers, out of economic 

necessity a s oppose d t o a  stron g belie f i n environmenta l preservation . 

However, du e t o th e popularit y o f thi s policy , sh e soon realise d tha t he r 

own persona l belief s regarding ethica l busines s practices and the way you 

should treat people and the environment should become a central, guiding 

principle for The Body Shop. While she has her critics, Ms Roddick ha s led 

the way in showing that you can treat your suppliers fairly, use organically 

grown products , recycle , suppor t communit y initiative s an d othe r mor e 

socially oriented practices , and stil l mak e money. 

In th e cas e o f Expression s International , owne r D r Theresa Che w woul d 

likely argue that i t i s because she places such a premium on staff trainin g 

and opportunities that he r business has thrived i n the way it has . Her staff 

have becom e livin g evidenc e tha t he r service s an d product s work . They 

have ready access to programme s and products that make the workplace a 

positive one to b e in. This, in turn, passes on a clear and positiv e message 

to their clients. 

Some migh t sa y that i n som e ways Ms . Roddick ha s made he r mone y b y 

carving out a niche marke t for hersel f as a social marketeer . This raises the 



8 8 ·  COMMONWEALT H BUSINESSWOME N 

question o f whether there i s room for mor e than on e or two suc h sociall y 

conscious companie s i n th e marketplace . Woul d Th e Bod y Sho p los e it s 

market edg e i f i t ha d t o compet e agains t thousand s o f businesse s tha t 

operated the same way? The experience of Expressions International seems 

to argu e agains t this . This company focuses on interna l equit y issue s and 

still makes a profit. The Body Shop's success is also based on more than just 

being on e o f the firs t an d bes t know n ethica l companies . I t i s also note d 

for it s franchising mode l and other managemen t practices . 

More and more, the consumer public is demanding no t just good prices and 

quality, bu t also fair trade an d employmen t practice s befor e they wil l bu y 

a particular produc t or service. The poin t is , therefore, not whether a  com-

pany is first past the pos t in terms of the promotion of social equity issues. 

There i s growing evidenc e tha t 'cor e labou r standards ' are no t a  commer-

cial or economic threat. On the contrary, i t pay s to treat peopl e well . 

Case Study: Expressions  International,  Singapore 
by Shelley Siu3 

Overview 
Expressions Internationa l i s a private wholly-owned, home-grown wellnes s 

company and has a total o f ten studios in Singapore and Hong Kong , with 

five franchised spas/studios i n Indonesia . I t i s acknowledged a s a pioneer 

that introduce d th e concep t o f 'tota l wellness ' fo r health , especiall y fo r 

women. An industr y leader , i t i s the only company i n the industr y to hav e 

qualified fo r IS O 9002 certification . I t i s also a model o f fai r employmen t 

practices. 

Dr Theresa Chew , the owner , i s the ico n o f Singapore' s wellness industry . 

Both he r own nam e and that o f he r company are household word s there. 

Her success has motivated other operators to mov e into the same industry 

in order to provide services to women who not only have to balance career, 

family, job-related travel and social and community activities, but who also 

have a longer lif e expectancy than men . Wellness i s an importan t par t o f 

today's lifestyl e and ha s become a global industry . 

Sources: MCDS Statement (2000) ; The  Straits Times  (2001). 
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The wider socio-economic picture 
Singapore i s an urbanise d societ y that i s developing a t a  frenzied pace . I t 

is the world' s secon d mos t competitiv e econom y afte r th e USA . Mos t o f 

Singapore's social problems lie in its emphasis on economic survival, based 

on a competitive advantage derived solely from human resources . Living in 

an era of constant change means that workers constantly hav e to upgrad e 

their skill s t o avoi d bein g laid-of f durin g mergers , acquisition s an d 

retrenchments. Women , especially , hav e ha d t o prov e themselve s o n th e 

job i n order not to b e the first to b e asked to leave , which used to b e com-

mon practice . I n 1999 , however , th e Ministr y o f Manpowe r an d th e 

National Trade s Unio n Congress , alon g wit h th e Singapor e Nationa l 

Employers' Federation , issue d th e Tripartit e Guideline s o n Non -

Discriminatory Jo b Advertisements  t o educat e an d assis t employers . The 

proportion of job advertisements stipulating discriminatory criteria , includ-

ing gender, dropped from 32 pe r cent i n 199 9 to 1  per cent i n 2000 . 

Women ar e taking o n mor e responsibilitie s a t wor k s o as no t to b e over-

looked fo r futur e posting s tha t hav e goo d possibilitie s fo r promotion . 

Whereas previously i t was always assumed that they would no t travel, this 

is no longer the case and women are now expected to travel on job-related 

assignments an d o n compan y expansio n programmes , leavin g thei r hus -

bands an d thei r childre n i n th e car e o f abou t 100,00 0 foreig n domesti c 

aides i n Singapore. Greater gender equalit y i n the workplace allow s these 

newly independen t wome n t o tak e o n mor e challenging opportunitie s a t 

work and to mee t more people overseas. However, Singaporean societ y as 

a whol e i s feeling som e detrimenta l effect s a s mor e marriage s brea k u p 

due to the increased pressures of Singapore's modern economy. Overall, the 

labour forc e i s overworked an d ver y stressed , and i s increasingly desirin g 

mental wellness and a much mor e balanced lifestyle . 

Beginnings 
Expressions Internationa l wa s bor n o f Dr . Chew's own nee d to regai n he r 

health and figure, improve her overall self-image and confidence and fulfi l 

her potentia l a s an entrepreneur. He r lack o f education , having grow n u p 

as one of six children of an illegal roadsid e hawker, never deterred her . She 

was brough t u p i n an environment o f har d work i n a  family where every-

one had to poo l their efforts an d resource s to mak e ends meet . While this 

taught he r resilience, it also lef t he r physically and mentall y scarred. After 
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her marriag e an d pregnancy , she becam e overweight , he r healt h deterio -

rated and she became depressed. Eventually, this poor state of health com-

pelled he r t o tr y a  natura l therap y i n USA . I t wa s s o successfu l tha t D r 

Chew decide d t o offe r th e sam e programm e i n Singapore , to hel p othe r 

women wh o were experiencing simila r problem s an d challenges . He r per -

sonal stor y wa s sufficien t testimony , an d on e tha t man y wome n coul d 

relate to. 

The programm e dre w larg e number s o f wome n wh o wante d t o improv e 

their sense of self, secure better jobs and improve their family and marita l 

relations. As well as the full rang e of therapies, programmes and products , 

Dr Chew' s client s coul d infor m themselve s b y attendin g workshop s an d 

seminars on women's wellness at 'healthy tea' sessions. Dr Chew feels that 

'being well and therefore lookin g beautifu l i s not an outward show of van-

ity, as i t i s often misconstrued . I t i s our responsibilit y t o b e wel l an d n o 

woman shoul d fee l guilt y abou t wantin g that ' Sh e als o believe s tha t 

'women i n Singapor e ar e give n equa l opportunitie s t o men . They ar e as 

capable and fortunate. How far they go is up to them. In Asia, we just need 

to b e heard more , be more assertive and b e able to express ourselves.' 

Dr Chew' s understandin g o f al l thes e need s resulte d i n he r bein g th e 

strength and inspiration behin d a booming business . She was a finalist fo r 

the 199 9 Woman Entrepreneu r o f the Year Award. Her mission statemen t 

encompasses the buzzwords of wellness, welfare and environment, and she 

sees it as her corporate responsibilit y to provid e the means for both clients 

and employees to 'relax , reflect, rejuvenate, recharge and rejoice ' in a gen-

der equal organisation usin g environmentally friendl y products . 

Dr. Chew's entrepreneurial spiri t also led to he r being the first Asian repre-

sentative o n th e Boar d o f Director s o f th e Internationa l Sp a an d Fitnes s 

Association, USA (1995-1997). She has earned recognitio n fo r he r contri-

bution t o th e sp a industr y i n Asia fro m the Internationa l Sp a Association 

and i s credited for he r work with the Singapore Tourism Boar d in ensuring 

Singapore was the venue for the Asia Spa Summit i n April 1999 , and also 

for initiatin g the formation o f the Asia-Pacific Spa Chapter. 

Equitable employee relations 
Apart fro m it s obviou s success , wha t distinguishe s Expression s 

International a s a company with a  difference i s the fact that D r Chew has 
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worked har d t o ensur e tha t he r employee s ar e treate d fairly . Al l staff , 

regardless o f position , receiv e th e sam e benefits , includin g th e sam e 

annual leave, medical benefits and product incentive entitlements. Women 

form almos t 10 0 pe r cen t o f Expression s International' s workforce . Th e 

company i s no t unionised , primaril y becaus e employees hav e no t fel t th e 

need fo r a  unio n t o protec t thei r rights . They hav e ample opportunit y t o 

negotiate wit h management , an d participatio n i n decision-makin g take s 

place a t al l levels , during brainstormin g session s and meetings , to ensur e 

the gap i s bridged betwee n management  and al l staff . 

Dr Chew rightl y pride s hersel f that, by way of a celebration o f Singapore' s 

multicultural society , gender , marita l status , rac e o r nationalit y ar e no t 

influencing factor s i n th e company' s recruitmen t practices . Sh e believe s 

that employing a diverse group of people is part of corporate social respon-

sibility. Also work shifts are on a rotational, flexi-basis. There is no age dis-

crimination an d staff currentl y rang e i n age from sixteen to sixty . Some of 

the teenag e employee s ar e fro m 'half-wa y homes' , havin g bee n give n a 

chance by Dr. Chew to star t lif e anew. 

Dr. Chew activel y support s corporat e socia l responsibilit y i n man y worth-

while projects and rather than be 'the whip' as CEO, she is more the family-

friendly mothe r figure to he r employees. Every staff membe r i s personall y 

acknowledged each year with a birthday cake and a gift voucher. Dr . Chew 

has 'a listenin g ear ' whic h mean s staf f ca n brin g he r their problem s an d 

their feedback . I n return she communicated he r passion and he r vision o f 

what Expression s Internationa l an d indeed al l women can be. 

Wellness in the workplace 
Every member o f staf f ca n experience the benefit s o f the company' s well -

ness programmes without having to pay for them. This has resulted in staf f 

genuinely 'buyin g into ' th e programm e an d product s which , i n turn , ha s 

been reflected i n increased sales to clients. The company also ensures that 

occupational healt h an d safet y measure s ar e give n du e consideratio n i n 

the workplace. In-house training ensures all employees have the necessar y 

knowledge and skills to operate equipment to the required standards. Staff 

trainers are constantly mentorin g thei r colleague s to improv e work proce-

dures and performance. In a step beyond the traditional approach to work-

place health and safety, every new employee is also inducted into the com-
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pany's wellnes s detoxificatio n programm e t o enabl e the m t o follo w a 

regime that wil l hel p them kee p themselves healthy . 

Expressions International also ensures the well-being of its staff through its 

decision no t to operat e afte r eigh t i n the evenin g s o that staf f ca n hav e 

ample res t an d s o b e mor e productiv e th e followin g day . This contrast s 

markedly with man y other Singaporean companie s that habituall y requir e 

employees to work lon g hours . Furthermore, the company offers flexi-tim e 

and part-tim e wor k t o accommodat e a n employee' s othe r commitment s 

and responsibilities . As par t o f thi s policy , the company' s foreig n worker s 

are given additional paid vacation time during the Lunar New Year holidays 

so that the y ca n retur n t o thei r hom e countrie s t o spen d tim e wit h thei r 

families. When staf f ar e require d t o trave l o n business , they ar e given a n 

ample travelling allowanc e to cove r their travel cost s and, wherever possi-

ble, the company condominium o r service apartment i s made available for 

enhanced comfor t and security and to provid e a home away from home. 

Training and career development 
A life-lon g learne r herself , Dr . Che w believe s i n educatio n an d training . 

Staff training emphasise s the vital competitiv e edg e that ca n be achieved 

through winning , retainin g an d earnin g th e loyalt y o f clients . Ne w staf f 

undergo in-house training an d mentorship to ensure that they are familiar 

with th e company' s system s o f assigne d task s an d qualit y standards . 

Follow-up i s provided b y in-house trainers, who conduc t periodi c perform-

ance reviews to ensure that al l staff are equipped with the necessar y skills 

to consistentl y delive r hig h qualit y servic e t o clients , an d wil l organis e 

additional trainin g a s required. Expressions Internationa l ha s set targeted 

training hour s for each administrative staf f membe r -  i n compliance wit h 

ISO 9002 -  o f eight y hour s for the firs t year and ninet y hour s for subse-

quent years , an d fo r eac h studi o staf f member , eight y hour s an d fort y 

hours respectively . I n 1999 , Dr . Chew's company assigne d a  total budge t 

of SIN$350,000 fo r the provisio n o f staf f training , a cost that accounte d 

for abou t 2 0 pe r cen t o f th e company' s 199 9 payrol l -  mor e than thre e 

times th e nationa l averag e o f 6  pe r cen t Expression s Internationa l wa s 

awarded th e Nationa l Trainin g Awar d i n recognitio n o f it s commendabl e 

achievements i n employe e trainin g an d developmen t Dr . Che w ensure s 

that staff who do an excellent job can earn promotion to senior staff level. 
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A competitive salary package 
The Human Resourc e Departmen t conducts regula r salary surveys to kee p 

pace wit h th e marke t rates . I n addition , Expression s staf f ar e eligibl e t o 

take maternity as well as pre-natal leav e and, when pregnant , are provided 

with maternit y smock s t o assis t the m i n presentin g a  consisten t profes -

sional imag e whil e a t work . A s a  par t o f thei r annua l performanc e 

appraisals, employee s hav e th e opportunit y t o ma p ou t potentia l caree r 

paths. They se t measurabl e objectives , which ar e then appraise d b y thei r 

immediate supervisor and moderated by the management . Staff with good 

appraisals receiv e recognition withi n the company , and bonuse s are given 

when sales targets are met. 

Recommendations for future initiatives 
Some initiatives that Dr . Chew feels are important fo r the future are to: 

• buil d a  poo l o f wome n fro m th e region/Commonwealth , t o motivat e 

and mento r other women to perfor m better , to realis e bette r opportuni-

ties and achieve success. 

• organis e regiona l conferences on bes t practices and reason s for failure. 

• trai n an d develo p wome n fo r life-lon g employabilit y an d busines s suc-

cess. Schoo l curricul a fo r girl s shoul d b e change d t o includ e finance , 

business management and entrepreneurship . 

• provid e financial, management and human resources skills training from 

a pool o f experts. 

• provid e informatio n an d form partnership s with fundin g sources , or ini -

tiate the formation o f a women's fund . 

• provid e a  local networ k fo r hom e and busines s support, includin g busi -

ness matching. 

• implemen t a social audit for all organisations, in terms of the health and 

wellness o f personnel , wor k conditions , wages , trainin g an d develop -

ment, and amenities such as childcare facilities, and provid e for a  com-

pulsory quota o f women to work from home . 
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SOME LESSON S LEARNE D 

Dr. Chew's success demonstrates that , with the righ t menta l attitud e 

and appropriat e skill s training , wome n ca n succee d whateve r thei r 

socio-economic and educational backgrounds . She believes in being a 

mentor to other women to increase support for them as global players 

in today's global markets . She has also learne d tha t busines s with a 

cause makes a greater impac t and has a higher chance of success. 

Expressions International shows that a female-dominant organisation, 

offering specific services that can tap into women's natural skills, can 

be successful if both the women and men involved participate equally 

and ar e recognised , rewarde d an d empowere d i n th e workplace . 

Health and safety measures provide security for staff, which translates 

into highe r energ y level s ensuring optimu m performance . Fai r wages 

and staff development are also important investments that reap signifi-

cant returns. Wages lower than the market rate bring down the morale 

and image of staff and the organisation, while on-going training wins 

and retains both employees and clients, and delivers the brand. 

Case Study: The  Body Shop, UK/Worldwide 
by Dr Lorna Wright 4 

Beginnings 
Anita Roddick , th e controversia l socia l entrepreneu r an d founde r o f Th e 

Body Shop , i s a  prim e exampl e o f ho w cor e busines s an d socia l equit y 

issues can be married successfully within a  company. The road to foundin g 

The Bod y Shop was far from direct.  After Ms . Roddick taught fo r a  while, 

she travelled, worked for the Internationa l Labou r Organisation i n Geneva, 

returned to Englan d where she met Cordon Roddick , married and had chil-

dren. Lookin g fo r a  busines s th e tw o o f the m coul d ru n togethe r whils t 

looking after their children le d to them open a hotel and restauran t in the 

town where Ms. Roddick ha d grown up. 

After a  rocky start , the venture  was a success bu t exhausting . This culmi-

nated i n thei r joint decisio n t o ge t ou t o f the restauran t business , giving 

4Sources: Hartman an d Beck-Dudle y (1999); Roddick (2000); Rowe (2001); 
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Mr. Roddick the opportunity to fulfil hi s ambition of travelling from Buenos 

Aires to Ne w York on horseback. Ms. Roddick, meanwhile, decided to make 

ends mee t b y opening a  small shop . Her thinking wa s that ' a nine-to-fiv e 

shop would provide an income while allowing [her ] time to spend with the 

children' (Roddick , 2000:36) . Sh e decide d o n sellin g skincar e product s 

because she felt i t would b e so easy. She believed i t would b e possible to 

find ou t everythin g sh e needed to kno w b y reading, doing som e researc h 

and just talking to people . Because she had found i t annoying that no one 

was selling natura l ingredients , Ms. Roddick decided tha t he r shop would 

focus on natura l cosmetics . She was no t thinking o f creating a  large busi -

ness, but simply to generat e the livelihoo d neede d to suppor t hersel f and 

the children while he r husband was on hi s adventure. 

In Marc h 1976 , Ms. Roddick opene d he r shop i n Brighto n wit h a  £4,00 0 

loan, obtained b y using the hote l as collateral. It was not, though, quite as 

easy as she had originall y thought . The first time sh e went to the ban k -

in T-shirt and jeans and accompanied b y her children -  th e accoun t man -

ager turned he r dow n flat . Whe n sh e went bac k late r wit h he r husband , 

however, dresse d i n a  sui t an d carryin g a n 'impressiv e lookin g busines s 

plan', she got the loan . 

The original 'Th e Bod y Shop' embodied mos t o f the principle s that woul d 

guide the business over the next two decades. Ms. Roddick maintains, how-

ever, that every element of their success came down to the fact they had no 

money (Roddick, 2000:37). For example, the shop originally pioneered the 

practice of re-using and recycling containers because she could not afford to 

buy enough containers. She used the colour green now associated with The 

Body Shop not so much to mak e an environmental statemen t bu t because 

it was the only colour that would cover the damp patche s on the walls. 

Ms. Roddick did, however, set out to b e different from the competition and 

insisted on bein g true to principle s forged i n the counter-culture thinkin g 

of the 1960s , when she 'would rathe r hav e slit [her ] wrists than work i n a 

corporation o r even consider a  business career ' (Roddick , 2000) . He r con-

cept appealed to customer s and like-minde d entrepreneurs , and The Body 

Shop rapidly expanded from that one small shop selling twenty-five hand-

mixed product s to a  worldwide network , through the compounding magi c 

of franchising . The Bod y Shop went publi c i n 198 4 an d i s now The Bod y 

Shop Internationa l PLC. 
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Blending business and social issues 
Ms. Roddick' s environmental , socia l an d politica l values , as articulated i n 

The Body Shop's mission statement, states that thei r reaso n for being is: 

• t o dedicat e thei r busines s t o th e pursui t o f socia l an d environmenta l 

change. 

• t o creativel y balanc e the financia l an d huma n need s of their stakehold-

ers: employees, franchisees, customers, suppliers and shareholders. 

• t o courageousl y ensur e tha t thei r busines s i s ecologicall y sustainable , 

meeting the need s of the presen t without compromising the future. 

• t o meaningfull y contribut e t o loca l an d internationa l communitie s i n 

which they trade b y adopting a  code of conduct that ensures care, hon-

esty, fairness and respect . 

• t o passionatel y campaig n fo r th e protectio n o f th e environmen t an d 

human and civi l rights , and against animal testing within the cosmetics 

and toiletries industry . 

• t o tirelessl y wor k t o narro w th e ga p betwee n principl e an d practice , 

whilst making fun, passion and care a more prominent par t of their lives. 

The Body Shop attributes it s success to it s relationships with it s stakehold-

ers, who include not just shareholders, franchisees and employees, but also 

customers, communities , supplier s an d non-governmenta l organisations . 

Its approach to ethica l busines s comprises three components: compliance, 

disclosure an d campaigning . Ms . Roddic k believe s i n th e importanc e o f 

complying wit h define d standard s o f huma n rights,  socia l welfar e an d 

worker safety , a s wel l a s environmenta l protectio n and , wher e relevant , 

wider ethica l issue s such a s animal protection . Also, only throug h publi c 

disclosure can a real process of dialogue and discussion with stakeholder s 

be achieved , an d th e righ t directio n charte d fo r th e future . Finally , i t i s 

essential to pla y an active par t i n campaigning fo r positiv e change i n the 

business world, with the ultimat e ai m o f makin g a  positive impac t on the 

world a t large . (www.bodyshop.com) 

Ms. Roddic k believe d passionatel y tha t tradin g shoul d b e an ethica l act , 

and evolve d he r ow n 'se t o f rules ' t o ensur e tha t Th e Bod y Sho p trade d 

fairly with smal l communities . These guidelines stated that these commu-

nities mus t be : socially o r economicall y marginalised ; involve d wit h an d 

http://www.bodyshop.com
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benefit from the trade; commercially viable; able to buil d trading relation -

ships that can benefi t the primary producer or processor; using a product / 

process that i s both socially and economically benign and sustainable; and 

desiring t o trade with The Bod y Shop and hav e something t o incorporate 

into it s product rang e (Roddick, 2000:198) . 

One can find a n example of these guidelines i n action i n the relationshi p 

The Body Shop established with the Jute Works in Bangladesh , which sup-

plies man y o f thei r Christma s accessories . I t wa s se t u p b y the Catholi c 

Organisation fo r Relie f and Rehabilitatio n t o provid e jobs for poo r village 

women wh o ar e boun d b y tradition t o sta y i n the home . Over and abov e 

these ethical , fair trade guidelines , Ms . Roddick an d The Bod y Shop have 

also pursued a social activism agenda through campaigns such as Save the 

Whales wit h Greenpeac e i n 1986 , th e Romania n Relie f Drive , begu n i n 

1990, and the Brazilia n Healthcar e Projec t i n 1992 . I n 199 6 the y issue d 

the first fully integrated Values Report, consisting of independently verified 

statements o n th e company' s performanc e o n social , environmenta l an d 

animal protectio n issues . This wa s recognise d b y th e U N Environmenta l 

Programme as a pioneering event . 

The Bod y Sho p ha s positione d itsel f a s a  sociall y responsibl e cosmetic s 

retailer. I t finds itsel f operatin g i n a  much mor e competitive environmen t 

than whe n Ms . Roddic k launche d th e compan y twenty-fiv e year s ago . 

While othe r retailer s hav e caugh t u p with th e concept s i t pioneered , The 

Body Shop has opened up a new agenda for business , and allowed peopl e 

with simila r attitudes to express themselves without bein g ridiculed . 

The Bod y Shop's values ma y hav e bee n ahea d o f thei r tim e i n 1976 , bu t 

are very much i n tune with today. It s success can, in part , be attributed t o 

the combinatio n o f Ms . Roddick' s passio n an d visio n wit h he r husband' s 

managerial talents. She has also shown that virtue and morality can be the 

basis fo r produc t differentiation . Bod y Sho p product s an d promotion s 

exhibit an honesty no t traditional i n the cosmetic and toiletry industry . All 

product ingredient s ar e liste d o n labels , even i f i t i s no t require d i n th e 

country wher e the y ar e bein g marketed . Ms . Roddic k ha s pioneere d ne w 

marketing devices, including 'guerrilla marketing' , and has proved expert at 

utilising publi c relations in her environmental and social campaigns to pro-

mote Th e Bod y Sho p wit h minima l advertising . He r belie f tha t action s 

speak louder than words has carried The Body Shop far. 
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SOME LESSONS LEARNED 

Some of the lessons that Ms. Roddick feels are important for the future 
are to: 

• b e quick - speed, agility and responsiveness are the keys to success; 

• b e creative about different ways of selling and interpret the product 
broadly; 

• buil d partnerships with communities; 

• b e open, stay human and measure success differently; 

• mak e ethics part of your heritage; 

• remembe r that people aspire to more than money. 

Another lesson for her lies in the old Japanese proverb, 'the nail that 
sticks up gets hammered down.' She notes that when one succeeds in 
a busines s that follows such a different track and that i s based on 
moral values and ethics, it can be perceived by some that you are set-
ting yourself up as being better than other businesses. This has hap-
pened to The Body Shop on occasion, can lead to a backlash, and calls 
for a public approach that includes some humility. 

The final lesson is that, as with all small enterprises that grow beyond 
their founder's ability to manage alone, there must be a realisation of the 
changes in management style that a larger organisation demands. The 
vision must be balanced by strategic thinking and managerial talent 



CHAPTER 4 

Success Stories from around the 
Commonwealth 

With the right mental attitude  and  skills training, women  can succeed 
- whatever  their socio-economic and educational background. We  need 
to build  a  pool  of  women  from the  Commonwealth,  to  motivate  and 
mentor other women to perform better, to realise better opportunities 
and achieve success. D r Theresa Chew, Singapore 

AFRICA 
Ghana: Bread-making (wholesaling) 

The entrepreneur: Grace Akorley 
Grace Akorley used to find i t a real challenge to get enough mone y to bu y 

the weekl y 50k g ba g o f flou r necessar y for he r bakin g business . She had 

sole responsibility for school fees and al l other family bills , and a family o f 

five dependen t o n he r income. One day Grace confided he r concerns i n a 

friend, who introduced he r to the Susu Club, a savings and loan group sup-

ported b y Citi Savings and Loan s Company. Her friend offered to stand as 

her guarantor an d vouch for he r character and dependability . Ms . Akorley 

is now an active member of the clu b 

The company 
When Ms. Akorley joined the Susu Club, she began saving the small weekly 

installment required to borrow money. After only eight weeks, the directors 

and member s o f the Clu b allowe d he r to tak e he r firs t loan . Since 1995 , 

she ha s accesse d te n loan s an d ha s increase d he r capacit y fro m bakin g 

with one bag of flour weekly to five bags of flour daily. She is now a whole-

99 
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saler and distributo r o f bread , supplying fiftee n youn g peopl e o n a  dail y 

basis - fo r a commission. 

With her profits, Ms. Akorley has been able to buy an industrial bread mixer 

and plan s t o bu y a  second-han d va n t o hel p he r reduc e transportatio n 

costs. She says that her business is progressing because of the assurance of 

credit from th e Sus u Club. Without this , women woul d hav e to sav e for a 

very lon g tim e befor e bein g give n a  loan . Th e Cit i Saving s an d Loan s 

'Bridging Loan ' servic e ha s bee n a  grea t hel p t o man y smal l business -

women who would otherwise hav e no access to credit. 

Challenges overcome 
A majo r challenge for Ms. Akorley was the initia l lac k of investmen t capita l 

and support . 

Reasons for success 
Ms. Akorley found acces s to assured credit to purchas e raw material s 

and a  support networ k o f other women entrepreneur s an d the bank . 

With the assistance of her friend and the club, her business has flour-

ished and she now experiences the security of viable self-employment. 

Ghana: Greengrocery (wholesaling) 

The entrepreneur: Rose Tamakloe 
Rose Tamakloe i s a fruit and vegetable wholesale r i n Accra. From humbl e 

beginnings as a market vendor, she currently works with ten majo r agents 

and man y individua l buyers . 

The company 
In 1992 , Ms . Tamakloe an d he r husban d wer e ejecte d fro m th e marke t 

where they ha d bee n fresh produc e vendors and move d to a  new locatio n 

which city authorities hoped to develop. As this location was only half com-

plete, Ms . Tamakloe wa s initiall y concerne d fo r thei r prospects . However , 

within a few months of the relocation, the Citi Savings and Loans Company 

started to offe r it s services in the market . 

Ms. Tamaklo e wa s initiall y sceptical , a s previousl y bank s ha d no t bee n 

interested i n them . When th e office r tol d the m that , i f the y agreed , she 

would come to the market each day, Ms. Tamakloe reluctantly began giving 
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the bank a small portion o f their daily earnings. At the same time, custom-

ers bega n t o notic e tha t price s i n th e ne w marke t wer e lowe r tha n else -

where an d busines s starte d t o pic k up . Then a  hote l frui t an d vegetabl e 

supplier, wh o usuall y onl y bough t a  smal l quantit y o f produc e fro m Ms . 

Tamakloe, informed he r that h e was going t o nee d muc h large r amounts . 

He proposed that , i f she was able to suppl y the quantitie s h e needed, he 

would bu y everything from her . Ms. Tamakloe and her husband considered 

their available capita l and the venture seemed impossible . However, when 

the Cit i Saving s an d Loan s office r cam e t o collec t thei r deposi t the y 

explained thei r busines s opportunity . Th e office r too k the m t o th e ban k 

where, on the basi s of their track recor d of regula r savings and payments , 

they wer e offere d a  loa n -  repayabl e i n monthl y installment s tha t wer e 

arranged to coincide with paymen t from the hote l supplier . 

Reasons for success 
By regular saving and developing a  line of credit with the support o f 

a loca l bank , Ms. Tamakloe ha s evolved he r business from vending a 

few bag s o f frui t an d vegetable s t o dealin g i n wholesal e delivery . 

Following he r first bi g order , she mad e contact with othe r suppliers , 

who also lef t orders with her . She and he r husband are now involve d 

in the direc t purchasin g o f regiona l produc e from growers who brin g 

their product s t o Accr a an d wan t t o retur n hom e immediately . Ms . 

Tamakloe has been surprised that within just seven years of accessing 

steady loan s from Cit i Saving s and Loans , and with har d work an d a 

positive outlook, she and her husband have been able to expand their 

business to othe r market s and retai l outlets . 

South Africa:  Confectionary 

The entrepreneur: Nana Ditodi 
Before movin g int o th e busines s sector , Nan a Ditod i qualifie d a s a nurse 

and obtained a Hairdressing and Beautician Diploma. In 1990, she opened 

a beaut y salo n an d a  gym i n Pretoria , which ar e bot h currentl y manage d 

by employees wh o hav e qualified a t Nana' s Training Centr e o f Empower -

ment. I n 1998 , afte r completin g a  cours e an d obtainin g a  Diplom a i n 

Chocolate Mouldin g an d Enrobing , she began a  new venture manufactur -

ing chocolates. She has been nominated fo r a number of business awards. 
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The company: Ditodi Chocolates 
Ditodi Chocolates specialises in fine chocolates for all occasions. Its products 

include corporate chocolates with company logos, gift baskets and personal-

ised chocolates for special occasions. The company operates on the premises 

of the Council for Scientific and Industrial Research (CSIR), where Ms. Ditodi 

works in partnership with a  government technical skill s team that ensures 

the hig h qualit y standard s require d b y mos t corporat e clients . Thes e 

include Air Chef s Company, Transnet, Technology fo r Women i n Business , 

King Zwelithini's househol d and exhibitions a t Robbe n Island. 

Challenges overcome 
Ms Ditod i experience d a  numbe r o f challenge s becaus e o f he r race . She 

required he r husband' s consen t whe n sh e looke d fo r finance . Whe n sh e 

started he r salons i n Pretori a i n 1994 , white peopl e did no t patronis e he r 

business becaus e the y di d no t wan t thei r hai r style d b y a  blac k woman . 

Before companies place d orders for chocolates, they insisted on inspectin g 

her premise s to ascertai n th e standar d o f hygiene . I n addition , deliverin g 

chocolates prove d to b e hazardous, as Ms. Ditodi's vehicles were frequentl y 

hijacked. To avoid this problem, she began to out-source delivery. Ms. Ditodi's 

employees had no previous training, so she had to send them for training a t 

her own expense. At present, she provides in-house training for all employees. 

Reasons for success 
Ms. Ditod i ha s found he r nich e marke t i n the busines s an d govern -

ment sectors. Her company is an excellent example of a business that 

has benefited through the use of modern technology. Her success can 

also b e attributed t o co-operatio n wit h an d continuou s communica -

tion betwee n hersel f and he r staff. The staff, bot h me n and women, 

work wel l together and mee t weekly to mak e all decisions , which are 

then circulated in writing. Consequently, they are confident and know 

the goal s o f the company . Ms . Ditodi ha s established goo d relation -

ships wit h he r ban k an d ban k manage r an d he r mentor , Yanco n 

Govender, at the CSIR . She also stresses the importanc e o f network -

ing and of having an open mind and being willing to listen to clients, 

employees and other business associates. Ms. Ditodi has made a note-

worthy effor t t o communicat e wit h he r clients an d understan d thei r 

needs. Her husband and family provid e constant support . 
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South Africa:  Social  housing 

The entrepreneur Nonhlanhla  Mjoli-Mncube 
Nonhlanhla Mjoli-Mncub e i s a role model i n the housin g and constructio n 

industry. A well-known speake r on finance , gender, housin g an d develop -

ment, she has led negotiation s wit h th e housin g ministe r that resulte d i n 

10 per cent of al l housin g contracts being awarded to women contractors . 

Ms. Mjoli-Mncube ha s co-founded severa l successful , women-owned com -

panies in South Africa, including Philelana Women's Investment and Quantum 

Leap in KwaZulu/Nata l an d Letsatsi . 

In addition to he r job, Ms. Mjoli-Mncube works with smal l businesses on a 

voluntary basis , helpin g the m t o b e mor e efficient . Sh e talks t o peopl e 

about managin g the direction o f their economic live s by taking contro l o f 

their financial circumstances . She also encourages girls to consider educa-

tion i n construction , finance an d othe r technica l fields . Together with he r 

sisters and brothers, Ms. Mjoli-Mncube ha s built a health clinic for the rural 

community where they grew up . She sits on various nationa l an d interna -

tional boards , working to influenc e policie s that wil l contribute to the eco-

nomic growth o f the country . 

The company: NURCHA/Women For  Housing 
Ms. Mjoli-Mncub e se t u p NURCH A i n 199 5 an d ha s since develope d it s 

project portfoli o t o includ e ove r tw o hundre d project s nationally , wit h a 

total valu e o f mor e than a  billion rand . The purpos e o f the busines s i s to 

bring financially marginalised people into the mainstream economy. It con-

centrates o n ensurin g th e flo w o f financ e t o low-incom e communitie s b y 

issuing financial guarantees that enable particular property developers and 

building contractors to access loans from bank s so that they can build sus-

tainable an d viable businesses . Ms. Mjoli-Mncube's persona l commitmen t 

to th e economi c empowermen t o f blac k an d wome n contractor s ha s 

resulted i n these nationall y under-represente d group s makin g u p a major-

ity of the company portfoli o o f projects . 

One of the bigges t obstacles facing low-incom e Sout h Africans i s the lac k 

of acces s to finance . I n partnershi p wit h banks , NURCHA ha s devised a n 

innovative mechanis m t o allo w low-incom e household s t o ope n interest -

bearing savings accounts, and to hav e access to credi t base d on their sav-
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ings history . The programm e -  th e firs t o f it s kin d i n Sout h Afric a -  i s 

already operationa l i n al l province s an d aim s to hav e on e millio n saver s 

within five years. 

As the Chairperson of the Rura l Housing Loan Fund, Ms. Mjoli-Mncube has 

directed the compan y towards the formation o f women- and black-owne d 

finance companies . The Fun d ha s created retai l financ e lender s wh o ar e 

developmental, an d wh o len d mostl y t o women-heade d household s i n 

rural an d semi-urba n areas . Throug h NURCHA , Ms . Mjoli-Mncub e ha s 

worked to ensur e that women ca n generate their ow n incom e and access 

jobs i n the construction sector , as well as establish viable and sustainabl e 

businesses. I t als o help s them t o acces s finance, trains the m i n financia l 

management and ensures that government policie s in the area of housin g 

and construction ar e gender sensitive. NURCHA also runs a database tha t 

links women to job opportunities an d contracts. 

Ms. Mjoli-Mncube's wor k result s i n the buildin g o f home s for peopl e who 

have been homeless . Her organisation ha s guaranteed loan s to mor e than 

10,000 household s i n th e country , providin g no t onl y shelte r bu t als o a 

place where people can raise their children and start their own businesses. 

Jobs hav e bee n create d throug h th e constructio n process , and ne w busi -

nesses have been created through guarantee s to emerging companies . 

Reasons for success 
Ms. Mjoli-Mncube i s passionate about he r work and he r vision i s of a 

country wher e there wil l b e opportunities fo r all , irrespective o f rac e 

or gender . Sh e believe s tha t th e poo r ar e bankable , an d onl y nee d 

doors to b e opened and an opportunity to revea l their capability . 

Uganda: Interior  design  and  furnishings 

The entrepreneur: Alice Karugaba 
Alice Karugab a earne d a  Diplom a i n Secretaria l Studie s i n Englan d an d 

subsequently trained i n both leadership and entrepreneurial development. 

She got the idea of starting a  private business in 1979 , while working as a 

secretary. With a  declining econom y an d scarcit y o f consume r goods , her 

salary was no t sufficien t t o sustai n hersel f and he r four childre n an d she 

began baking bread after work and selling i t to he r daytime colleagues. As 
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demand fo r he r product s increased , she registere d he r compan y a s Nin a 

Limited and, with a start-up capital of US$60, opened a small grocery shop 

in the suburbs of Kampala City. She hired one full-time employee to run the 

shop while she continued working a s a secretary. In 1988 , she retired and 

ventured int o busines s full-time . Realisin g ther e wa s a  potentia l nich e 

market i n furnishings , she took he r retiremen t packag e an d saving s fro m 

the grocer y sho p (abou t US$9,000 ) an d starte d a  ne w business . Withi n 

two years , she ha d close d he r grocer y sho p an d change d he r company' s 

name to Nin a Interior s Limite d to reflec t he r new line of business. 

Ms. Karugab a i s affiliate d wit h th e Ugand a Wome n Entrepreneur s 

Association, th e UI A Wome n Entrepreneur s Consultativ e Committe e i n 

Investment and Women's Internationa l Maternit y Aid. 

The company: Nina Interiors 
Nina Interior s deal s i n the retai l o f top qualit y offic e an d domesti c furni -

ture, specialising i n upholster y wor k an d custom-designe d windo w dress -

ings suc h a s curtains , sheers , and vertical , Venetian an d bambo o blinds . 

Other specialit y item s includ e bedroom , bathroo m an d tabl e linen , an d 

decorative accessories . The primar y market s fo r Nin a Interior s ar e middl e 

and high-income Ugandans, hotels, banks, embassies, selected government 

agencies, NGOs and institutions . A private , limited liabilit y company , Nina 

Interiors i s entirel y owne d b y th e Karugab a family , wit h Ms . Karugab a 

maintaining th e larges t shareholding . I n 2000 , the y sa w a n annua l 

turnover o f 1  billion Uganda n shillings . They have 31 full-time employees , 

of whom 1 7 are female. 

Challenges overcome 
Because of a lack of capital, Ms. Karugaba struggled to invest in bigger vol-

umes as demand grew . When she faced the los s of he r initia l capita l an d 

income, she did no t give up . Rather, she recognised that he r limited expe-

rience and lac k o f book-keepin g an d managemen t skill s were resultin g i n 

unnecessary wastage of materials and allowing petty theft to go unnoticed, 

and she began to inves t in her own development. She taught hersel f book-

keeping an d rea d book s o n interio r design , management  an d entre -

preneurship. Through close r supervision, she soon improved the quality o f 

her products. 
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Reasons for success 
Ms. Karugaba provide s excellent customer care, taking time to under -

stand customers' needs, making every effort to meet them and taking 

customer feedback very seriously. She operates on the principl e tha t 

that i f you ar e hones t wit h customer s an d suppliers , they wil l lear n 

to trus t yo u an d suppor t yo u i n you r business . Sh e invest s i n he r 

employees through trainin g i n custome r service , marketing , commu-

nication and interpersona l skills . She tracks company performance by 

analysing monthly sales reports and setting monthly performance tar-

gets, believing tha t i t i s essential t o exercis e financial disciplin e an d 

to contro l spending. 

By attendin g internationa l trad e exhibition s Ms . Karugab a ha s 

obtained ne w suppliers and developed a  modern, efficient an d cost -

cutting approac h t o business . She also attends loca l workshop s an d 

seminars to enhance he r business and leadershi p skills . She practises 

strict financia l managemen t an d ha s establishe d goo d workin g 

relationships wit h he r banker s and he r suppliers, who provid e credi t 

as and when needed. Her hard work, perseverance and team of highly 

motivated an d committe d employee s hav e bee n centra l t o he r busi -

ness growth. 

Uganda: Specialist  tailoring 

The entrepreneur: Mary Kisitu 
Although he r degrees are in biochemistr y -  sh e graduated fro m Makerer e 

University, Ugand a an d Loughboroug h Universit y i n the U K - Mar y Kisit u 

says she inherite d a  gif t i n tailorin g fro m he r mother . Sh e ventured int o 

tailoring o n he r mother' s ol d sewin g machine . Sh e i s no w a  qualifie d 

designer an d tailor , wit h trainin g fro m th e Youn g Women' s Christia n 

Association. I n additio n t o he r busines s interests , sh e belong s t o a  sub-

committee o f wome n entrepreneur s withi n th e Ugand a Manufacturer s 

Association. This affiliation ha s enabled he r to enhance he r business skills 

through workshops and seminars. 

The company: Lakai Uniforms, Kiwa  Industries 
Lakai Uniform s i s a medium-sized compan y tha t service s a  large clientel e 
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of banks , hotels, government agencies and hospitals . I t has established it s 

name a s on e o f th e leadin g tailorin g companie s i n Uganda , producin g 

Kaunda safar i suits , industria l overalls , coats , aprons an d uniforms . Laka i 

Uniforms also makes and supplies various outlets with shirts , trousers and 

skirts, as well as medical and academic gowns. It is a limited liabilit y family 

business that wa s registere d i n 1975 , incorporated i n 198 1 an d currentl y 

employs fou r wome n an d 2 2 men . I t hold s a  5 0 pe r cen t shar e o f Kiw a 

Industries, a medium-size compan y producin g concret e roo f tiles that cur -

rently employs eight women and four me n on a full-time basis . 

In 1975 , Lakai Uniforms landed its first big contract to mak e 400 uniform s 

for the Customs Office. As the company grew and made a profit, Ms. Kisitu 

acquired a  plo t o f industria l lan d an d wa s abl e t o purchas e othe r busi -

nesses and properties that provided the basis for developing the land. With 

a loa n o f 12 0 millio n Uganda n Shillings , she and he r husban d wer e able 

to acquire a home and other assets. It was at this time that she teamed up 

with Mr . Wassw a t o establis h a  hardwar e trad e busines s calle d Kisit u 

Wasswa General Merchants . 

In 1988 , Mr . Kisit u die d i n a  plan e crash . Despit e thi s tragedy , Laka i 

Uniforms was able to service its loan to completion. In 1991 , Ms. Kisitu and 

Mr. Wasswa took a loan of approximately US$75,00 0 from the World Bank 

and established Kiw a Industrie s with a  start-up capita l o f US$200,000 . I t 

is a  testament t o thei r succes s tha t the y wer e abl e t o pa y of f thei r out -

standing loa n within two and a half years. With an overall sales volume o f 

300 millio n Ugandan Shillings, profits have been reinvested into the build-

ing of three double warehouses at the Kiwa site, five warehouses and double-

storied office s i n a n industria l area , an d a n offic e bloc k a t th e Ugand a 

Manufacturers Showground . Ms . Kisit u intend s t o expan d Lakai' s opera -

tions, to elevate it from a medium-scale business enterprise to a large-scale 

company. 

Challenges overcome 
For Ms. Kisitu, the los s of he r husband came at a  most critical time i n the 

development o f the busines s and lef t he r having to rais e her children an d 

service bank loans alone - bot h of which prove d formidable tasks. 
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Reasons for success 
Ms. Kisit u attribute s he r success to th e suppor t o f he r husban d an d 

their friends, Mr. Walugembe an d Mr . Wasswa. When Laka i Uniform s 

landed it s first bi g contract, Mr. Walugembe provide d Ms . Kisitu wit h 

three additional sewing machines , while he r husband found tailors to 

help complet e th e work . Mr . Wasswa i s he r curren t partne r i n Kiw a 

Industries. Ms . Kisit u believe s tha t mutua l trus t an d transparenc y 

between partner s i s essential . She i s alway s seekin g t o improv e b y 

learning, exploring idea s and sharing information . 

The succes s o f Laka i Uniforms , a s evidenced b y significan t reinvest -

ments, ha s no t com e withou t sacrific e an d challenges . Ms . Kisit u 

stresses the importanc e of being disciplined, setting goals and priori -

tising, a s well a s knowing wha t yo u wan t an d strivin g t o achiev e i t 

with patience and determination. She has also recognised the need to 

network, an d to sub-contrac t rathe r tha n takin g o n wor k alon e an d 

missing deadlines. 

Uganda: Product  packaging 

The entrepreneur: Shahina Jaffer 
Shahina Jaffer's lif e and studies i n different part s of the world hav e given 

her an understandin g an d appreciatio n o f the difference s i n people . She 

was born and raise d i n Rwanda . Then, in the 1970 s when Eas t Africa was 

in turmoil, her family emigrated to Canada and she completed hig h school 

in Vancouver. She went on to study Industria l Relation s and Economic s a t 

McGill Universit y i n Montreal and then worked as a junior negotiato r for a 

large food company in Toronto. However, she had a strong desire to retur n 

to Africa and , in 1994 , accepted the opportunity offered b y her parents of 

going to Ugand a to se t up a cardboard bo x plant i n Kampala . 

The company: MAKSS Packaging Industries 
Ms. Jaffer founded MAKS S Packaging Industrie s in 199 5 with on e modes t 

manual productio n line . In 1998 , she purchased a new plan t and, from an 

initial workforc e o f 30 skilled and unskilled workers , MAKSS now employs 

145 peopl e o f whom , despit e th e natur e o f th e industry , 5  pe r cen t ar e 

women. The compan y make s a  wide produc t rang e o f customise d corru -
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gated cardboar d boxe s an d packaging , everythin g fro m carton s fo r fas t 

foods, UH T mil k an d day-ol d chick s t o cosmetic s boxe s an d holder s fo r 

archived records . Th e product s ar e TO O pe r cen t Ugandan . MAKS S 

Packaging Industrie s boaste d a  turnover o f US$2,500,00 0 i n 200 0 an d 

expects turnove r t o hi t US$4,000,00 0 i n 2001 . I t receive d IS O 900 2 

Certification i n Octobe r 200 0 an d wa s nominate d a s the Investo r o f th e 

Year in 2000 b y the Ugand a Investmen t Authority . 

Ms. Jaffer oversees the company operations and has a strong managemen t 

team to hel p her achieve the goals and business commitments o f the com-

pany. Under her charismatic leadershi p the company ha s experienced con-

tinuous, steady growth an d considerable expansion. 

Challenges overcome 
Starting an d developin g a  busines s i n a  countr y recoverin g fro m thirt y 

years of political turmoil was daunting. MAKSS faced numerous challenges 

getting started , includin g problem s wit h th e roa d infrastructure , powe r 

supply, financing an d n o regula r supply of water. Yet Ms. Jaffer cultivate d 

an attitude that every problem ha s a solution. 

As there were n o skilled worker s i n the packagin g fiel d i n Ugand a a t the 

time of MAKSS's start-up, Ms. Jaffer needed to source foreign workers - th e 

majority of whom did no t speak the languag e of the loca l population tha t 

they wer e supposed t o lea d an d train . I t was Ms . Jaffer's commitmen t t o 

ensuring harmon y betwee n th e tw o group s o f peopl e tha t smoothe d th e 

transition. Man y o f MAKSS' s initia l thirt y employee s ha d barel y finishe d 

high school , had grown u p in a period o f politica l instabilit y an d war, had 

never hel d a  long-ter m jo b an d no w foun d themselve s supervise d b y a 

young, foreign , femal e manage r o f Asia n origin , wh o neithe r spok e no r 

understood thei r language . Predictably , Ms . Jaffe r face d considerabl e 

gender prejudice from he r employees and, to a  lesser extent, from he r sup-

pliers an d customers . Sh e was abl e t o gai n he r employees ' co-operatio n 

through a  combination o f demonstrating he r skill an d providin g directio n 

for th e company . No w sh e feels sh e ha s overcome gende r prejudic e an d 

now holds a 'gender advantage'. That is, she has earned the respect and co-

operation of her staff and consequently the righ t to hav e someone else lif t 

heavy boxes. 
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Reasons for success 
Ms. Jaffer ha d the wil l an d determination t o take bol d steps in order 

to lea d he r company int o prosperity . She does no t view obstacles as 

problems, bu t rathe r a s opportunities t o lear n an d continu e takin g 

MAKSS forward , an d sh e emphasise s tha t wit h eac h challeng e sh e 

learns something new . 

Ms. Jaffe r ha s endeavoure d t o instil l confidenc e i n he r staf f b y 

acknowledging th e importanc e o f eac h individual , and encouragin g 

them to believe in themselves and to realise the company's goals. She 

has spent a  considerable amoun t o f 'hands on ' time physicall y work-

ing an d demonstratin g variou s issue s o n th e productio n floor . Sh e 

believes in the importance of working i n every aspect of the busines s 

so you kno w an d understan d wha t each job entails . She holds regu -

lar on-the-jo b training , i n bot h operation s an d 'qualit y o f life ' con -

cepts. He r credo i s that absolutel y everybody , regardles s o f position , 

must be treated with respec t and that i t i s essential to liste n with an 

open mind to what the employees say as you have much to learn . All 

employees from the managin g directo r to the gatekeeper are graded 

strictly on merit, and young men who initially joined MAKSS as casual 

help are now leaders of various departments. 

ASIA 
India: Dried  foods  (for  export) 
The entrepreneur Pushpa  Berry 
Although she was born to a conservative Indian family and married at seven-

teen, Pushp a Berr y i s anything bu t conventional . I n 1974 , she initiate d a 

co-operative branc h o f Lijja t Papad , an d bega n producin g drie d India n 

foodstuffs, includin g papad s and badi . Now , as President of Shree Mahil a 

Grah Udyog, she employs more than three thousand women in the making 

of savouries . Ms. Berry ha s devoted hersel f to he r company an d mad e an 

impressive contribution to he r community. 

The company: Shree Mahila Grah Udyog 
Shree Mahila Gra h Udyog is a unique, women-owned an d operated expor t 

company tha t specialise s i n drie d India n foodstuffs . I t wa s establishe d 
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under the guidelines of the constitution o f Lijja t Papa d with start-up capi -

tal of 200,000 rupees , acquired with some initial difficulty from banks and 

private institutions , and an initia l shareholdin g o f 15 0 women. Observing 

standard specifications and strict quality control , production bega n with a 

product widel y accepte d i n th e market . Sinc e th e company' s inception , 

sales turnover has soared from US$13,500 to US$2,333,491 with a 25-30 

per cent export turnover. As the company's papads are exported to Europe, 

the U S and the Middl e East , they are manufacture d unde r internationall y 

approved standards. 

The early days of the compan y were difficult , wit h jus t si x women manu -

facturing th e produc t an d the n sellin g door-to-doo r -  approachin g can -

teens, railway caterers, schools and college hostels. Overtime, however, the 

number of women has steadily increased to almost three thousand. One of 

the uniqu e aspect s o f thi s busines s i s that eac h o f thes e women , a t th e 

time o f joining, was living belo w the povert y line . Now they are al l share-

holders o f th e compan y an d eac h ha s becom e th e famil y breadwinner . 

Many no w hav e almirahs , television set s and th e abilit y t o provid e thei r 

children with a n education. 

Each mornin g almos t 8 0 pe r cen t o f the wome n worker s com e to collec t 

fresh, raw produc e for processin g tha t day . Dough i s rolled out , dried an d 

brought bac k for inspectio n an d packin g the nex t morning , when workers 

collect fres h ra w produc e onc e again . This system enable s the wome n t o 

work a t thei r ow n convenience , accommodatin g thei r othe r employmen t 

and domestic duties. Each woman takes home the quantity o f raw ingredi-

ents require d fo r th e amoun t o f wor k sh e wishe s t o do , an d receive s a 

weekly incom e base d o n wor k completed . I n additio n t o he r salary , she 

receives he r share of total profit s base d on he r proportion o f overal l work 

done. This profi t sharing bonu s i s received i n one lum p sum at the end o f 

the year , a  form o f saving s tha t significantl y help s mos t women t o mee t 

their individua l an d family needs . 

In 2000, the company shared profits of Rsl30,000,000 . As profits are dis-

tributed proportionately , ther e i s a  sense o f commitmen t an d ownershi p 

among shareholders . Absenteeism an d resignation s are rare . The business 

does not impose mandatory retiremen t age, nor does it allow caste, colour 

or cree d barriers . I t ha s buil t it s ow n capita l reserve s usin g shareholde r 

profits. Shareholders inves t 50 pe r cent of the working capita l an d receive 
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their money back, plus 12 per cent interest, over the course of the year. The 

quality o f th e produc t determine s th e marke t pric e an d demand , and a s 

demand fo r Shree Mahila Gra h Udyog' s produc t i s high, the growth curv e 

continues upwards . 

Reasons for success 
Ms. Berry believes that strong will , hard work, honesty and family co-

operation ar e keys to he r success in business . For twenty-seven years 

she has worked with women for their social and financial betterment . 

Her 'final destination ' is a project to provid e her 3,000 wome n work-

ers with a  fully self-sufficien t residentia l an d workin g comple x wit h 

both schoo l an d hospita l facilities , entitling eac h woman to a  house 

of her own. Ms. Berry says that 'economic freedom i s the birthrigh t o f 

every woman; that alon e fill s he r with sel f respect , and ensure s th e 

welfare o f the family and the prosperit y o f society and the nation. ' 

India: Clothes  manufacturing 

The entrepreneur: Drakshayini Lokapur 
Drakshayini Lokapu r grew up in the rura l town o f Bagalkot e i n Karnataka , 

India, where women are commonly raise d i n a very traditional an d restric -

tive environment , inhibite d fro m goin g int o business . I n he r earlie r years, 

Ms. Lokapur' s mai n concer n ha d alway s bee n he r family. Ove r time, how-

ever, she fel t tha t sh e wanted t o d o somethin g t o bette r thei r economi c 

condition and took a  course in tailoring, an industry generally accepted as 

appropriate fo r women. 

Upon completing her training, Ms. Lokapur felt that the industry would no t 

provide he r with a n adequate income . In lat e 199 6 she attended a  three-

week Entrepreneurshi p Developmen t Programm e organise d b y AWAK E 

(the Association o f Women Entrepreneur s o f Karnataka ) whic h motivate d 

her to find a way of starting he r own business. On surveying her local area, 

she found that the sari and clothing businesse s were considered to be prof-

itable, an d identifie d a  particula r deman d fo r sar i petticoat s an d night -

gowns. Now Ms. Lokapur educates other women on how to access finance 

from bank s an d ho w t o formulat e an d implemen t viabl e busines s plans . 

She also works with a n NG O that identifie s women i n crisis, and support s 
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these women through skill s training i n tailoring an d embroidery , and pro-

viding them with regula r work. 

The company: Shree Garments 
Shree Garment s i s a  sar i an d ladie s clothin g busines s tha t specialise s i n 

kasuthi embroidered llka l saris . Established b y Ms. Lokapur with a  humble 

initial investmen t o f just Rs300 , i t no w generates Rs800,00 0 pe r annum. 

She initially procure d he r saris on credit . As she became mor e sure of the 

market, sh e too k ou t a  loa n o f Rs50,00 0 an d the n anothe r loa n fo r 

Rsl00,000, which she has since repaid . She presently enjoys a credit limi t 

of Rs250,000 without ban k insistence for collateral. She has seen a steady 

25 pe r cent increase in he r yearly income. The company currently employs 

more than 60 tailors, who earn about Rs2,00 0 per month. During festivals 

and pea k periods , their number s increas e t o around  100 . And whil e Ms . 

Lokapur expects perfection from he r tailors, she rewards them with gener -

ous gifts a t festival time. 

At th e sam e time tha t Ms . Lokapur bega n dealin g i n llka l sari s -  a  tradi-

tional loca l product - th e Crafts Council of Karnataka organised an exhibi-

tion in Bangalore. AWAKE was able to persuade her to participate, although 

she was extremely reluctant at first as she feared she might not recover her 

costs. To he r pleasan t surprise , however , sh e earne d a  profit . Durin g th e 

exhibition Ms. Lokapur realised that she was at a disadvantage as she knew 

only he r regiona l languag e an d wa s suddenly dealin g wit h man y peopl e 

from othe r areas . The momen t sh e identifie d thi s barrie r t o he r business , 

she took steps to address it . She sought informatio n from AWAKE and has 

since learned basi c English , enabling he r to handle  issue s associated wit h 

marketing he r products. 

Ms. Lokapur is meticulous about sourcing quality raw materials, and appre-

ciates the labou r involve d i n creating each sari. Work on her saris can take 

from a  week t o a s lon g a s a  month , dependin g o n th e desig n an d th e 

worker's capabilities. She carefully selects colours, motifs, designs, textures 

and pattern s to sui t the tastes o f al l customers , and sets prices according 

to texture and the intricac y o f work. She is always searching fo r ways and 

means to improv e the range of her products and has revived the 200-year -

old ar t form o f kasuthi , a traditional styl e o f embroider y tha t wa s almos t 

dying ou t i n he r region. 
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Reasons for success 
Far greate r tha n he r initia l financia l investmen t wa s Ms . Lokapur' s 

belief that , with determination , one can always achieve what on e i s 

intended to achieve . This psychology ha s proven to b e her real initia l 

business investmen t an d ha s reaped he r great rewards . According t o 

Ms. Lokapur, the ke y to any entrepreneurial activit y i s innovation: the 

creation of new techniques and new business. She believes that a true 

entrepreneur searches for change and then responds to it , seeing it as 

an opportunity . 

India: Transport/auto-rickshaws 

The entrepreneur Η  S Chaya 
Born into a  poor family, Ms. Chaya los t her father at a young age. Though 

interested in pursuing further studies, she was unable to do so. On complet-

ing he r secondary school education, she began to loo k for secure full-time 

employment bu t wa s unsuccessful , even afte r participatin g i n vocationa l 

training conducte d b y the Karnatak a Cit y Corporation . Ou t o f economi c 

necessity, sh e the n bega n t o loo k a t alternativ e occupations . Ms . Chaya 

had alway s participate d i n activitie s considere d unconventiona l fo r girl s 

and women . She had won firs t priz e i n a  state-level trekkin g competitio n 

and was also par t o f the Hom e Guards Battalion . Now she has found he r 

niche an d entrepreneuria l succes s i n th e previousl y male-onl y auto-rick -

shaw industry . I n additio n t o he r day-to-da y busines s commitments , Ms . 

Chaya serves as Secretary of the Auto Owner s Association. 

The company 
As the owne r o f a n independen t auto-ricksha w business , Ms . Chaya pro -

vides convenient , affordabl e transportatio n t o urba n resident s o f 

Karnataka. She decided on this traditionally mal e occupation becaus e she 

saw that th e auto-ricksha w industr y provide s a  responsive transportatio n 

solution fo r the numerou s peopl e who ar e no t incline d t o wai t fo r publi c 

transport, and felt that i t would b e a relatively safe investment i n terms of 

financial returns . Ms . Chay a firs t too k drivin g lesson s a t a  Cit y Drivin g 

School and then financed the purchas e o f he r first auto-ricksha w throug h 

a bank loan and contributions from friends and well-wishers. From humble 
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beginnings an d negativ e earning s i n 1999 , she now generates a  monthl y 

income of Rs4,000 . 

For Ms. Chaya, social recognition, confidence and self-reliance are as impor-

tant a s money . He r auto-ricksha w ha s a  firs t ai d box , wate r bottl e an d 

newspaper stand . Pregnan t wome n en-rout e t o hospital s fo r deliver y ar e 

driven free of charge. In fact, there have actually been two deliveries in Ms. 

Chaya's auto-rickshaw . Elderl y an d physically-challenge d customer s ar e 

charged a t a  concessiona l rate . Nowadays , Ms . Chaya's incom e no t onl y 

covers th e taxes , insurance , maintenance , repai r cost s an d petro l fo r he r 

auto-rickshaw, bu t also allows her to repa y her loans and contribute hand-

somely to the maintenanc e o f he r family. 

Challenges overcome 
Obtaining the initial loan was a formidable task in itself, as bank managers 

were no t convinced tha t a  woman coul d becom e a n auto-rickshaw driver . 

Ms. Chaya' s har d wor k an d obviou s succes s hav e sinc e encourage d th e 

banks to conside r additiona l financin g fo r he r and contributed t o a n atti -

tudinal chang e i n these lenders . Bankers i n he r localit y no w hav e a more 

positive approac h toward s women entrepreneur s an d ar e incline d t o con -

sider proposal s from wome n wh o inten d bein g employe d i n what are , for 

women at least , less conventional occupations . 

While sh e ha s often face d harassmen t fro m mal e passengers , as wel l a s 

scepticism and other negative social and cultural attitudes , Ms. Chaya has 

held o n t o he r sens e o f self-worth . I n time s o f need , she ha s bee n sup -

ported b y her male colleagues. From her experience, she feels that there is 

a plac e for women i n every industr y becaus e o f women' s innat e qualitie s 

of patience , sincerity and integrity . 

Reasons for success 
Ms. Chaya's courage and positiv e attitude ar e her greatest strengths. 

She believes that, irrespective o f your chosen field, the fundamental s 

of busines s ar e th e same : identif y you r strength s an d limitations , 

and identif y your produc t or service. Her credo i s that with a  healthy 

sense o f self , inne r driv e an d clea r direction , nothin g shoul d dete r 

women. Ms . Chaya take s time t o motivat e othe r wome n t o tak e u p 
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enterprising activities , assistin g the m i n accessin g trainin g an d 

finance. She has initiated training programme s i n auto-rickshaw driv -

ing fo r rura l wome n i n Gulbarg a an d i s always willin g t o shar e he r 

experiences wit h potentia l wome n entrepreneur s whe n invite d t o 

training seminar s b y AWAK E (Th e Associatio n o f Wome n 

Entrepreneurs o f Karnataka ) an d othe r NGOs . Sh e ha s bee n inter -

viewed o n the radio , appeared o n a  television tal k sho w an d widel y 

discussed i n the prin t media . She has inspired man y other women t o 

realise their potential . 

Malaysia: Corporate  communications 

The entrepreneur: Shamsimar Mohd Yusof 
Having graduated in Civil Engineering in Sydney, Australia, Shamsimar Mohd 

Yusof returned to Malaysia in the mid-1980s and embarked on an unplanned 

career in advertising. Within a year, she was promoted to Account Manager 

and four years later became an Account Director . With the encouragemen t 

of her friends and clients, Ms. Mohd Yusof then decided to take the plunge 

to star t he r ow n advertisin g firm . Sh e joine d NAWE M (th e Nationa l 

Association o f Women Entrepreneur s Malaysia ) i n 1994 , and was elected 

to their committee i n 1995 . She is currently the Deput y President . 

The company: CD Communications Croup 
In 1998 , Ms . Moh d Yuso f refinance d he r car , borrowe d 20,00 0 ringgit s 

from famil y member s an d starte d C D Advertisin g Sd n Bh d wit h a  staf f 

of thre e operatin g fro m a  smal l roo m i n Bangsar . Sh e ha d establishe d a 

close rappor t with he r clients a t he r old firm an d they move d with her . In 

her first yea r o f operations , he r medi a billing s totalle d clos e to 2  millio n 

ringgits, mad e possibl e b y he r clients ' willingnes s t o pa y up-fron t fo r 

media bookings . The compan y initiall y offere d below-the-lin e advertisin g 

services. These services were then expande d t o above-the-lin e advertisin g 

work an d diversifie d int o P R and even t management , desig n consultanc y 

and interactiv e media . These fiv e mai n servic e area s wer e subsequentl y 

established unde r separat e companies , wit h C D Communication s a s th e 

holding company . Today, the compan y i s a complete an d full y integrate d 

group of companies providin g a  full rang e of advertising services - a  one-
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stop communication centr e for al l it s clients. 

In 2001 , CD Communication s becam e th e larges t domesti c advertisin g 

agency i n Malaysi a an d ranke d the highes t amongs t advertisin g firm s fo r 

print medi a billings . Billing s o f 2  millio n ringgit s bac k i n 198 8 ha d 

increased ten-fold by 2001. I t is also a market leader in the design and pro-

duction o f annua l report s an d recruitmen t advertising , an d it s creativ e 

team -  bes t know n fo r it s origina l design s -  ha s won numerou s awards . 

The C D Crou p no w employ s 11 0 talented youn g me n an d women , an d 

occupies eight floors of office space in Petalin g Jaya. It i s fully automate d 

in its operations through the us e of state-of-the-art equipment , and pride s 

itself on being the only agency in the country with colour separation, post-

production an d multimedi a facilitie s in-house . 

Challenges overcome 
A majo r challenge that Ms . Mohd Yusof had to face was finding the right 

partners t o wor k with . He r earl y partner s expecte d fas t return s fo r thei r 

efforts. As business picked u p and turnover increased , greed caused these 

relationships t o deteriorat e an d pu t he r unde r tremendou s pressure , no t 

least becaus e thi s 'break-up ' coincide d wit h th e economi c downtur n o f 

1997. Surviving bot h o f thes e upheaval s ha s taught he r valuable lesson s 

on how to manag e during turbulent times. 

Another grea t challenge Ms . Mohd Yusof initiall y faced was in attemptin g 

to recrui t know n industr y professional s to join he r new, as yet unhear d o f 

agency. The poo l o f talent i n Kual a Lumpu r i s small, and advertising firm s 

found themselve s i n competition , enticing staf f awa y from riva l agencie s 

with eve r highe r wages. Ms. Mohd Yusof ha s since learne d to nurtur e he r 

own grou p o f young professional s an d works closely with th e various cre-

ative teams . Employee s ar e rewarde d o n a  regula r basi s wit h company -

sponsored holidays, bonuses and other forms of benefits. These help to cre-

ate a close-knit working environment . 

In building he r company, Ms. Mohd Yusof also had to confron t he r clients' 

initial prejudic e towards loca l firms . Internationa l firm s were perceive d as 

being more able to mee t the needs of their clients, with their internationa l 

alignment an d greate r creativity . She was determined t o chang e that per -

ception an d throug h tireles s effort s t o provid e he r client s wit h th e bes t 

ideas, has managed to convince initially reluctant clients to use her services. 
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Reasons for success 
Ms. Mohd Yusof believes in hard work, total commitment and persever-

ance. I n he r industr y sh e uphold s th e much-quote d sayin g tha t th e 

client i s alway s right.  Sh e leave s n o ston e unturne d i n findin g th e 

most affordabl e solution s t o clients ' needs . I t i s thi s tha t ha s ulti -

mately wo n the m over . The loyalt y an d flexibilit y o f he r staff , an d 

their propensit y fo r har d work, hav e also contributed significantl y t o 

Ms. Mohd Yusof's ultimate success. 

Malaysia: Data  entry 

The entrepreneur: Sarojini Ruth Rajahser 
Sarojini Ruth Rajahser is a self-made entrepreneur. At the age of 17 , she left 

her five brother s and sisters to see k employment i n Kual a Lumpu r to hel p 

augment he r family' s income . She bega n he r working lif e a s a keypunc h 

operator i n a  computer servic e bureau , where sh e quickl y picke d u p th e 

necessary skills. After a  short time, she joined a  large Malaysian co-opera-

tive and , through a  series o f quic k promotion s becam e superviso r o f th e 

data-entry department. This led her in 198 1 to he r next job as a supervisor 

at Data-Tech Sdn Bhd, a data-entry bureau . She was promoted to manage r 

the following year and i n 198 8 she bought the company . 

Ms. Rajahse r i s on e o f th e foundin g member s o f NAWEM , the Nationa l 

Association o f Women Entrepreneur s Malaysia . Betwee n 199 3 an d 1997 , 

she was the firs t Vice-President fo r Administration an d continue s t o con -

tribute a s a member on the NAWE M Committee. 

The company: Data-Tech 
Data-Tech Sdn Bhd employs 120 women, who collectively punch 19,00 0 to 

22,000 ke y depressions pe r minute , at 99.9 pe r cent accuracy keye d and 

verified. Dat a i s saved i n storage devices and transmitted physicall y o r by 

electronic means to clients for processing. The primary users of this industry 

include credi t car d providers , banks , socia l securit y an d providen t fun d 

managers, and corporations. In 1988 , the owners decided to sel l the com-

pany and , with th e hel p o f friend s an d family , Ms . Rajahse r manage d t o 

raise sufficient funds to bu y it . She tendered fo r jobs i n the Unite d States, 

United Kingdo m an d Australia, and was able to compet e with othe r com-
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panies providin g simila r services , base d o n he r abilit y t o maintai n cost -

effectiveness an d servic e efficiency . Toda y 5 0 pe r cen t o f Data-Tech' s 

income i s derived from the export of it s services. 

Challenges overcome 
Ms. Rajahser's initial start-up cash was obtained through garnering the sav-

ings of friends an d relatives . These persona l loan s were repai d within th e 

first tw o years . Then a s th e busines s expande d an d a n opportunit y t o 

acquire a n offic e bloc k presente d itself , Ms . Rajahse r face d he r firs t rea l 

challenge in finding a bank to finance this purchase. An officer in her regu-

lar bank rejecte d the loa n application becaus e she did no t hav e sufficien t 

collateral to back it. It was only when she demanded to see a higher-ranking 

officer and spoke more aggressively that the ban k reluctantl y gave in. 

The data-entry business requires both proficiency and accuracy during long 

hours spent on a keyboard. These demands can lead to menta l and physical 

fatigue. Fro m he r ow n experience , Ms . Rajahse r understand s thes e prob -

lems and has devised clever incentives to encourage employees to strive for 

accuracy and speed. At the same time, she encourages active socia l inter -

actions after work, which help s to develop and maintain a  cohesive group. 

Reasons for success 
A considerable numbe r of Data-Tech' s employees have been with the 

company for 1 5 to 2 0 years, contributing i n n o small measur e to th e 

consistency o f servic e qualit y an d productivity . Afte r th e completio n 

of eac h majo r assignment , employee s ar e immediatel y rewarde d i n 

accordance wit h thei r performance . Thi s reinforce s th e concep t o f 

sharing and rewardin g success. 

Ms. Rajahse r was quick to realis e that, i n the ag e o f compute r tech -

nology, nationa l boundarie s ar e n o longe r barrier s t o exportin g he r 

kind of service. While looking to expand internationally , Ms . Rajahser 

learned that neighbouring countries offered similar services so, as the 

cost of labou r i n Malaysia i s higher than i n some other ASEAN coun-

tries, she developed a n effectiv e competitiv e edg e through he r con-

sistent quality and delivery time. While others quoted their jobs in US 

dollars, she quoted hers in Malaysia n ringgits . This helped her remain 
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competitive, even as the Malaysian economy was rocked by dramatic 

fluctuations i n currency exchange rates. 

Ms. Rajahse r believe s i n havin g a  positiv e outlook , whic h help s t o 

keep optimism an d positiv e thinking withi n th e organisation , and i n 

never giving u p or giving i n howeve r depressed you ma y be with th e 

real situation . Sh e stresses th e importanc e o f havin g confidenc e i n 

what you kno w and what you can do. 

Singapore: Aerospace  services 

The entrepreneur: Dr Diana Young 
For as far back as she can remember, D r Diana Young ha s been enthralled 

with aeroplanes , bu t sh e trained i n financ e an d managemen t an d neve r 

imagined that one day she would start an aerospace company. After work-

ing a s Group Genera l Manage r o f Borne o Skyways , a  fligh t operato r fo r 

small aircraft , however , she decided t o strik e ou t o n he r own. She started 

Mil-Corn Aerospace Private Limited with capital of SIΝ $500,000.00, which 

she had raised by mortgaging her house. Very much aware that if she failed 

she would lose her family home and subject her family to great distress, she 

promised hersel f tha t sh e would wor k a s har d a s necessar y t o mak e he r 

company a success. 

In 1999 , Dr. Young was recognised as the only female recipient of the 11t h 

Rotary-ASME Entrepreneu r o f th e Yea r Award , an d i n 2000 , sh e wa s 

elected a s th e firs t femal e Presiden t o f th e Associatio n o f Smal l an d 

Medium Enterprise s i n Singapore. 

The company: Mil-Corn Aerospace 
Dr. Young starte d Mil-Cor n Aerospac e Privat e Lt d a s a  six-perso n team , 

primarily focused o n aerospace spare par t representatio n an d distributio n 

to commercia l airlines . However , althoug h i t realise d a  reasonabl e profit , 

she becam e increasingl y awar e tha t th e profi t margin s wer e smal l an d 

likely to b e eroded by intense competition, with Mil-Cor n effectively a t the 

mercy of the manufacturers i t represented. Around this time, she read that 

the authorities in America were in the process of recommending the instal-

lation o f Traffic Collisio n Avoidance System s (TCAS) i n aircraft . The TCAS 
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is a  voic e an d symbol-activate d syste m tha t ca n tel l a  pilo t i f ther e i s 

another aircraft flying within his/he r vicinity, even if that aircraft is hidden 

from view, and then automaticall y guid e the pilo t away from it . 

This wa s th e opportunit y tha t Dr . Youn g ha d bee n lookin g for , a s sh e 

realised i t would b e just a matter of time before TCAS would b e mandated 

in Asia, as the region usually followed sui t when there were any regulatory 

developments i n the West . Dr . Young bega n recruitin g th e bes t engineers 

in th e region , biddin g fo r heav y engineerin g an d inspectio n work , an d 

building relationship s wit h regiona l airline s tha t fle w Boein g an d Airbus . 

She spen t tim e developin g staf f a t al l level s and , i n 1995 , Mil-Cor n 

Aerospace diversified it s business into the installatio n o f TCAS on aircraft , 

other retro-fits , heavy engineering an d inspectio n work . 

Today Mil-Cor n Aerospac e ha s adopte d a  contrac t engineerin g busines s 

model. I t provide s servic e t o mos t majo r airline s an d aerospac e mainte -

nance companies throughout Asia , and eve n i n the Unite d States . In just 

seven years, i t ha s grown fro m a  six-person team t o a  company with 45 0 

employees. Since 1997 , the compan y ha s established office s i n Malaysia , 

the Philippines , Hon g Kong , the US A and Australia . At th e en d o f 2000 , 

its turnover was SIN$20 million , and this was projected to exceed SIN$20 

million i n 2001. 

Reasons for success 
Mil-Corn Aerospac e ha s foun d a  specialise d nich e marke t i n Asia , 

securing mos t o f it s ne w busines s through word-of-mout h an d intro -

ductions by satisfied customers. The company provides essential serv-

ices i n the aerospac e industr y an d ha s no significant competitor s i n 

Singapore, although there are several companies that provide some of 

the service components that Mil-Corn Aerospace offers. However, one 

of th e company' s strength s i s i n offerin g turn-ke y project s fo r th e 

refurbishment o f aircraft . The y hav e als o extende d thei r service s t o 

include engineering work and in-flight entertainment system installa-

tion. Companies are able to hav e Mil-Corn undertak e complete refur -

bishment -  fro m nos e to tail , wings to belly , interio r t o exterior . The 

company's success is based on a commitment t o long-term , strategic 

business planning , an d t o havin g identifie d a  nich e marke t a t th e 

right time . And, as with al l businesses , i t benefit s fro m th e commit -

ment and har d work of it s owner and employees. 
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Singapore: IT  research 

The entrepreneur: Ramesh Ramachandra 
Ramesh Ramachandra's experience with Technowledge Asia (TA) has been 

enriching, an d he r wor k ha s bee n recognise d throug h variou s publi c 

avenues. Although at first she was overwhelmed b y this attention, she now 

sees her primary rol e i n he r personal , professional an d socia l lif e as influ -

encing peopl e an d situation s toward s positiv e outcomes . I n 2000 , Ms . 

Ramachandra was one of thirteen women featured i n Singapore Savvy: 50 

Entrepreneurs o f Tomorrow an d Barrie r Breaker : Wome n i n Singapor e b y 

Shelley Siu . Towards th e en d o f th e sam e year , sh e wa s on e o f eleve n 

selected finalist s fo r th e Associatio n o f Smal l an d Mediu m Enterprises ' 

Women Entrepreneu r o f the Year Award, and ha s been referre d to a s one 

of the 'Most Influentia l Woma n i n Asia' by Asiaweek. 

The company: Technowledge Asia 
As the first company in Singapore to conduct IT research, TA became profit-

able i n it s second year of operations an d was actively courted b y bankers 

for listing . The company's marke t grew 300 pe r cent and i t obtained ED B 

Pioneer Statu s fo r providin g I T research an d consultin g services . While i t 

began with just three people , TA quickly expanded to a point where i t was 

employing 8 0 staf f acros s Singapore , Malaysi a an d th e Philippines . 

However, du e t o marke t conditions , i t ha s currentl y reverte d t o bein g a 

small core team, based in Singapore. 

Challenges overcome 
Although T A wa s profitabl e i n it s secon d yea r o f operations , i t wa s 

adversely affected b y the poo r busines s climate an d weakening economi c 

situation during the latte r months of 2000 and first par t of 2001 . I n order 

to adap t to this changing economi c reality , TA continues to restructur e it s 

business mode l and look for ne w investments . 

Ms. Ramachandra' s experienc e with TA has taught he r the importanc e o f 

working with shareholders in a consensus process, for the common good of 

the company. If for any reason shareholders are not able to reach an agree-

ment within a  given time-frame, the business loses its ability to b e flexible 

and respon d i n the bes t way possibl e to change s i n the industr y and/o r 

the demands of the wider economy. Ms. Ramachandra has learnt that, for this 
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type of business, things can change significantly overnight and that all play-

ers must therefore b e prepared to re-inven t themselves at any given time. 

Reasons for success 
Ms. Ramachandra believe s that through experienc e on e can becom e 

wiser, and that th e developmen t proces s become s easie r the secon d 

time around. She sees success in business as requiring tough and dis-

ciplined decision-making that ma y include, during times of economic 

uncertainty, cos t cutting , downsizing, and eve n selling-up an d start -

ing afresh . Sh e see s i t a s bein g abou t havin g th e confidenc e an d 

determination, when necessary, to start all over again and succeed for 

a second time a t something new . 

For Ms . Ramachandra , entrepreneurshi p shoul d no t onl y b e abou t 

making money , bu t als o abou t applyin g one' s skill s an d experienc e 

and striving to achieve one's personal bes t in any situation. It is more 

about holding a stake or sense of ownership i n whatever you do. This 

will resul t i n creative , innovativ e an d value-adde d outcome s al l 

around. Sh e consider s profit s jus t on e o f th e man y by-product s o f 

undertaking challengin g an d enjoyable work . 

Singapore: Human  resources 

The entrepreneur: Shelley Siu 
The daughter o f a  successful Hon g Kon g and Maca u ban k president , Ms. 

Siu was socially conditioned t o think o f hersel f as less important than he r 

brothers and for 1 7 years balanced he r life as a wife, mother and part-tim e 

teacher. As her father did not believe in educating his daughters, it was not 

until Ms . Siu was married that she was able to attain he r degree in English 

Literature. 

Ms. Siu began he r business career at the ag e of forty , following a  bout o f 

serious illness . Lacking capita l bu t arme d with a  passion fo r training, and 

with encouragemen t fro m he r husband , sh e bega n t o compet e agains t 

well-established name s an d quickl y gaine d a  reputatio n a s a  credibl e 

trainer an d speaker . She used he r initia l incom e to acquir e ne w skills and 

develop a  competitive advantag e i n a  male-dominated , corporat e world . 
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Ms. Siu has been recognise d a s Singapore's first e-autho r fo r he r compila-

tion o f succes s storie s o f wome n tha t hav e challenge d barrier s an d re -

defined the meaning of 'success' in a materialistic society. Her future vision 

sees Singapore as the hu b of human resourc e skills for Asia. 

The company: Shelley Siu International 
Shelley Siu Internationa l i s a Human Resourc e Consultancy with network s 

within the Asia-Pacific region . As Founder and Managing Director , Ms. Siu 

provides personall y designe d in-hous e trainin g programme s t o bot h 

national an d internationa l clients . I n earl y 2000 , the compan y extende d 

the services provided to include corporate branding. Together with her new 

business partner , Ms . Siu now ha s clients rangin g from governmen t agen-

cies to TNCs. In 2000, annual sales reached SIN$1 million 

Undaunted b y large local or international companies, Ms. Siu believes that, 

given the opportunity , anyon e with awarenes s o f thei r cor e competencie s 

can perform well . While often ignore d b y 'bigger players' , she persisted i n 

building he r credibilit y an d raisin g he r profile . He r company' s image , 

integrity, credibility and visibility are of the utmos t importanc e to he r and 

before long , he r PASSION Programme, skills and excellen t evaluation wo n 

out agains t a n internationa l competito r i n the bi d fo r a  big , government-

sponsored training project . 

Ms. Siu describes the way she operates as 'lean and meaningfully' , working 

with associate s on a project-to-project basis , which reduce s her overheads. 

Following a  difficul t an d expensiv e lesso n i n runnin g a  smal l downtow n 

office, she now make s use of secretaria l service s and employs one perso n 

as her administrator. He r 'corporate headquarters ' occupy two floors of her 

home. Her office i s furnished wit h a  well-stocked resourc e library , moder n 

office equipment and four computers. Shelley holds client meetings at her 

club an d market s hersel f b y speakin g a t events , an d b y makin g appear -

ances as a responsible corporate citizen. 

Ms. Siu is currently involve d i n organising programme s with the American 

Society fo r Training an d Developmen t (ASTD) . I n 2001 , inspired b y othe r 

Asian speaker s a t AST D som e year s earlier , sh e becam e th e firs t 

Singaporean woman to speak at an ASTD convention, and has been invited 

to organis e the first Asia Da y at a future convention. 
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Reasons for success 
Ms. Siu's battle cry is 'We can make i t happen! ' He r winning formul a 

includes networking , building relationship s befor e business , and th e 

sense of conviction that she can do it. She has proved that women can 

succeed i n spit e o f thei r al l to o ofte n second-clas s socia l status . For 

Ms. Siu , success i s measure d i n mor e tha n jus t compan y siz e an d 

monetary terms . He r busines s remain s 'smal l an d nimbl e i n opera -

tional strength , bu t larg e o n clien t platform s an d performance' . He r 

ideas, principles and vision in terms of business development, coupled 

with the time and financial resource s she has invested i n networking, 

have earned her many advocates and sponsors, and have become the 

basis fo r stron g alliance s overseas . Lon g befor e th e governmen t 

encouraged loca l companie s t o g o regional , Ms . Siu' s internationa l 

network was already in place . She believes in investing i n knowledge, 

benchmarking with the bes t and in taking a  leadership rol e in adapt-

ing trends for Singapore and the region . 

THE CARIBBEA N 

Barbados: Basket-weaving 

The entrepreneur: Ireka Jelanie 
It was perhaps no wonder that Ms. Jelanie decided to follow in the Barbad-

ian tradition o f baske t weaving. She had grown u p watching he r mother' s 

skilled hands create baskets, and her mother had learned the craft by observ-

ing her grandmother at work. After completing he r secondary education, Ms. 

Jelanie too k course s i n smal l busines s management , marketing , produc t 

design an d packaging , and custome r service , and wen t o n to complet e a 

certificate cours e i n Gende r an d Development . A  caree r highligh t wa s 

being a recipient of a 1992 Commonwealt h Foundatio n Fellowshi p i n Arts 

and Crafts . I t took he r to Ghana , one of the grea t centres of baske t weav-

ing in Africa, where she spent weeks learning authentic Ghanaian basketry . 

Ms. Jelanie ha s a clear vision o f the future. Driven b y a deep desire to see 

sustainable baske t weaving industrie s i n Caribbea n countries , she i s very 

enthusiastic abou t sharing he r expertise. She concentrates a  great deal o f 

time an d effor t o n training , which ha s already taken he r to The Bahama s 

and St Kitts and Nevis under the aegis of the Caribbean Development Bank. 
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The company: Roots & Grasses 
Ms. Jelani e starte d ou t sellin g he r wor k door-to-doo r an d exhibitin g a t 

various loca l ar t and craf t festivals. In 198 7 she found a  permanent hom e 

at Pelican Village - a  craft village - wher e she established Root s & Grasses 

as a retail outlet. The company produces handwoven baskets that incorpor -

ate bot h traditiona l motif s an d innovativ e moder n designs . Ms . Jelani e 

describes i t as a 'family custodianship', protecting the integrity of its vision 

by sustaining product quality. Her main incentive, and that of the company, 

is the preservation and continuation o f a cultural heritag e spanning a  cen-

tury of matriarcha l tradition. 

The company has not stood still. It has received financial support for expan-

sion fro m th e Barbado s Nationa l Ban k Micr o Loa n Scheme, of which Ms . 

Jelanie i s a  member . On e majo r developmen t i s tha t th e compan y no w 

grows many of the indigenou s grasses used in the products . Rattan ha s to 

be imported to augmen t loca l supplies. The retai l outle t a t Pelica n Village 

has been expanded and a shipping service was recently introduced to meet 

the growing demand from internationa l visitors . This service allows for the 

sale and distribution o f large r pieces. 

Apart fro m Ms . Jelanie, Root s &  Grasse s i s operate d b y a  managemen t 

team o f four , he r husban d (wh o handle s th e day-to-da y managemen t a s 

well as the sourcing and harvesting of raw materials), a production assistant, 

a product bordering and finishing specialist , and a sales assistant. In addi-

tion, there are approximately twelve peopl e who work from their homes. 

Reasons for success 
Ms. Jelanie ha s insisted o n produc t excellenc e an d uniqu e presenta -

tion. A  self-taugh t artist , sh e ha s develope d man y origina l design s 

and techniques ove r the years, integrating indigenou s material s int o 

her creations . Sh e ha s als o learne d ho w t o ru n a  busines s an d t o 

develop he r technical productio n skills . This combination o f teaching 

and producin g ha s been a source of empowerment . 

Roots & Grasses targets bot h the loca l and global marke t places and 

Ms. Jelanie say s that sh e ha s a wide an d divers e nich e marke t a s a 

broad cross-section of people appreciate the quality basketry she sells. 

Her focu s i s o n th e preservatio n o f traditiona l skill s an d moder n 

methods of distribution. 
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Ms. Jelanie put s a  premiu m o n findin g spiritua l fulfilmen t i n work . 

She sees her work a s vessels; with 'th e botto m fo r stability , a  middl e 

reflecting spac e o r mas s which shelters , contains an d protects , an d 

the top as freedom for the releas e of pen t up energy.' 

Jamaica: Financial  services 

The entrepreneur: Donna Duncan 
Donna Duncan , Managin g Directo r an d Chartere d Financia l Analys t o f 

Jamaica Mone y Marke t Broker s (JMMB) , initiall y wante d t o b e a  socia l 

worker. However , havin g excelle d i n scienc e subjects , sh e di d he r firs t 

degree in natural sciences at the Universit y of the West Indies, specialising 

in industria l engineering . Sh e starte d ou t a s a n industria l enginee r a t 

Goodyear, and then moved into production control which sparked an inter -

est i n operation s management . This le d to a  Masters Degre e i n Busines s 

Administration fro m the Universit y of Western Ontario . 

After a brief stint at Manufacturers Merchant Bank , she joined JMMB - th e 

company whic h he r mothe r Joan ha d founde d -  a s second i n command . 

Her twi n brothe r and , later , he r siste r als o cam e o n board . Then Joa n 

Duncan die d i n 199 8 an d Ms . Dunca n too k ove r a s Managin g Director . 

Under he r direction , the compan y ha s maintaine d it s positio n a s marke t 

leader, spearheading man y bold initiatives includin g the launching o f new 

investment products . 

The company: Jamaica Money Market Brokers 
Jamaica Mone y Marke t Broker s (JMMB) , considere d responsibl e fo r th e 

development o f th e secondar y marke t fo r deb t securitie s i n Jamaica , 

opened fo r busines s i n Novembe r 1992 . It s missio n wa s t o develo p th e 

money market by bringing owners of short-term funds together with appro-

priate borrowers . Widely acknowledged to b e Jamaica's larges t investmen t 

brokerage house, JMMB provides a wide range of services to both Jamaican 

and internationa l investors , an d i s committe d t o helpin g th e company' s 

50,000 clients , from al l walk s o f life , achieve thei r financia l goals . I t i s a 

licensed Securities Broke r and Dealer . 
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The compan y no w trade s a n averag e o f J$4 7 billio n i n governmen t an d 

fixed-income pape r per month, with tota l funds unde r managemen t bein g 

J$30 billio n a s at the en d o f August 2001 . For the financia l yea r endin g 

February 2001 , net profi t afte r ta x wa s J$331. 9 million , representin g a 

growth o f 7 8 pe r cen t ove r the previou s year . The capita l bas e stoo d a t 

J$741 million , an increase of 45 pe r cent over the previou s year. 

In 2000 , JMM B wa s th e recipien t o f th e covete d Jamaic a Chambe r o f 

Commerce's Bes t of the Chamber Award. It was the first loca l company to 

introduce a  Voice Respons e Syste m an d th e onl y one , to date , invite d t o 

provide informatio n fo r the Internationa l Bloomber g System , the financia l 

and marketin g informatio n network . I n August 2000 , JMMB -  i n partner -

ship with CLICO Investment Bank and CL Financial Croup - launche d oper-

ations i n Trinida d an d Tobag o t o develo p a  secondar y marke t fo r deb t 

securities. Futur e plan s includ e venturin g int o th e Unite d State s to serv e 

Caribbean nationals . 

Challenges overcome 
It wa s a  challengin g tim e whe n Ms . Dunca n firs t becam e Managin g 

Director. She says: 'I was trying to step into m y mother's shoes while I  was 

grieving and the entire team was in grief.' She had to refocu s energies and 

also t o wor k throug h a  majo r disagreemen t wit h he r sister . Overcomin g 

'personal fear s an d interpretations' , sh e decided no t t o b e defensive an d 

weak, but to 'be the Managing Directo r and hold everybody accountable -

in a loving way.' 

Another challenge was the discovery of major fraud. Security was tightened 

and th e securitie s departmen t wa s separate d fro m trading . Eac h team 

member too k responsibilit y an d committe d t o action . A s Ms . Dunca n 

explains: 'It was total unity . For nine months, our usual commission on prof -

its was not paid . No-one complained.' The downturn i n the financial sector 

in Jamaica has also been a major challenge. Nevertheless, JMMB has main-

tained a  prestigious position within the sector, and has been increasing it s 

profitability a t a steady rate. 
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Reasons for success 
The success of JMMB i s attributed to man y factors. These include the 

vision o f it s founder . Ms . Dunca n says : 'W e ar e founde d o n love . 

Everyone ha s to sig n an employee contrac t saying they are prepare d 

to lov e eac h othe r an d ar e willin g t o dea l wit h thei r ow n persona l 

development. The clients feel the warmth and the difference. ' 

People are well pai d and emphasis i s placed on training i n skills and 

personal transformation . Staf f facilitie s includ e a  day-care centre , a 

gym an d a  meditatio n room . A cor e tea m o f a  hundre d an d thirt y 

bright, young professionals in the Head Office in Kingston, and in five 

branch office s acros s Jamaica, maintain s th e company' s image , per -

formance an d marke t lead . Th e compan y believe s i n bein g value -

based an d ensurin g custome r satisfactio n throug h th e optimu m us e 

of technology, and continuou s improvemen t o n a  path o f excellenc e 

- wher e solidarity, ethics, credibility and openness are the hallmarks . 

Jamaica: Health  and  beauty 

The entrepreneur: Jennifer Samuda 
Chemistry wa s on e o f Jennife r Samuda' s earl y interests , bu t o n leavin g 

school she chose to work i n banking . Although sh e stayed i n that industr y 

for mor e than twenty years, she never abandoned he r love of science, and 

she eventually foun d a n outle t fo r he r interests when sh e discovered tha t 

she could apply them to the care of skin and nails . 

The nex t step was to see k training i n skin care and cosmeti c chemistr y i n 

Europe and the United States. Ms. Samuda then established a home-based 

business wit h approximatel y twelv e clients . Within si x months , he r clien t 

base had expanded to eighty and clients could be found al l over the house, 

undergoing treatmen t o r patientl y waiting thei r turn . The feeling o f fulfil -

ment and the financial gain s convinced Ms . Samuda to leav e banking and 

pay full attentio n t o ski n care . Her husban d demonstrate d hi s confidence 

in he r abilitie s b y givin g u p hi s ow n jo b t o becom e th e co-founde r o f 

Jencare Skin Far m Limited. 
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The company: Jencare Skin Farm Ltd. 
Jencare starte d a s a smal l famil y busines s i n 1983 , setting u p office s i n 

Red Hill s Mal l i n Kingston . I n les s than a  year, the busines s ha d a  clien t 

base of two hundred . By 1994, i t was ready to mak e its first majo r invest -

ment outsid e o f Jamaica . Today, i t ha s branche s i n Trinidad an d Tobago, 

Miami and New York, and serves approximately fifteen thousand clients. Its 

core missio n i s to provid e complete bod y care for customers that ensure s 

their total satisfaction and well-being and improves their quality of life. The 

company i s no w strategicall y poise d t o tak e advantag e o f th e immens e 

market opportunitie s provide d b y the growin g numbe r o f ageing , finan-

cially secure 'baby boomers' and the large African-American and Caribbean 

populations i n the Ne w York Tri-state area. 

Jencare product s ar e i n deman d i n Europe , Asia , Canada , Australia , 

the US A an d throughou t th e Caribbean , an d Ms . Samud a ensure s tha t 

her business keep s abreast o f worldwide technologica l development s an d 

applications i n th e cosmetic s industry . Th e compan y ha s bee n awarde d 

ISO 400 1 Certification . A s a  responsibl e corporat e citizen , Jencare con -

tributes to several charitable groups including the Maxfield Par k Children's 

Home, Friend s o f Mon a Rehabilitatio n Centre , th e Nationa l Children' s 

Home and the Bethe l Baptis t Churc h Outreac h Programme . The company 

has won majo r internationa l awards : the Europ e Award fo r Qualit y (Pari s 

1999), th e Worl d Qualit y Commitmen t Internationa l Standar d Awar d 

(Madrid 2000) and the Quality and Effective Management Award (Geneva, 

2000). 

Challenges overcome 
One major challenge for Jencare was to devise generic treatments for vari-

ous ski n type s an d problems , whil e maintainin g a  highl y personalise d 

approach. The answer was to develop and manufacture it s own line of over 

one hundre d beaut y car e an d cosmeti c products . Fiv e pe r cen t o f th e 

annual budge t i s devoted to researc h and development and an average of 

ten ne w products are developed annually . 
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Reasons for success 
Ms. Samuda ha s learned tha t hig h qualit y servic e can only b e deliv-

ered b y high qualit y staff , an d that peopl e work bes t i f they believ e 

that a high value is placed on their professional development and per-

sonal welfare . Sh e believe s i n treatin g he r staf f wel l an d providin g 

them wit h opportunitie s fo r advancement . Staf f incentive s includ e 

continuous training , healt h an d grou p lif e insurance , savings plans , 

monthly performanc e incentive s an d profi t sharing . Mobilit y i s 

encouraged, with tw o o f three oversea s branche s staffed b y person-

nel fro m th e Jamaica n operation . Ms . Samuda's presenc e i n al l he r 

clinics on a weekly basis allows her to maintai n persona l contact with 

staff an d clients , which she feels i s very important . She also stresses 

that a  company mus t continu e t o b e innovativ e eve n i f it s origina l 

product or service i s selling well , and that goods and services should 

be exported as soon as this i s a viable option. 

St. Lucia:  Herbal  medicine 

The entrepreneur: Dr Gilbertha St Rose 
Dr Gilbertha St Rose, the founder o f Ede n Herbs , is a general practitioner , 

dermatologist an d herbalist . She is a graduate o f the Facult y o f Medicin e 

of the Universit y o f the Wes t Indies , Jamaica an d als o hold s various pro -

fessional qualifications from St George's University , London, the College of 

Phytotherapy i n Sussex and the Universit y of Wales School of Medicine. 

While i n th e UK , D r S t Ros e explore d alternativ e therapies , includin g 

acupuncture and homeopathy, and also started a private clinic as a herbal-

ist. Because of he r medica l background , Dr St Rose has been able to inte -

grate publi c education int o the promotio n o f he r manufacturing business . 

She has given lectures and has participated i n several overseas seminars on 

the developmen t an d us e o f indigenou s herba l remedies , an d sh e ofte n 

speaks i n radi o an d televisio n interview s abou t th e advantage s o f usin g 

natural products . A committe d an d dedicate d Rotarian , she was the firs t 

female presiden t of the southern chapte r of the Rotar y Club St Lucia - a n 

organisation know n for it s male dominance. 
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The company: Eden Herbs 
Eden Herb s was established i n 199 6 to brin g scientifi c practice s and pro -

fessionalism to the production of traditional herba l remedies used through-

out the Caribbean. Products are formulated with loca l herbs whose healing 

properties hav e bee n wel l researched . These ar e package d wit h prope r 

labelling an d dosag e recommendations . Herb s ar e organicall y grow n o r 

wild-crafted (collected in the wild) and then the products prepared without 

artificial additives . A limite d amoun t o f single herb s is also imported fro m 

the UK . 

Confidently pursuin g he r dream of producing therapeutic herba l medicine , 

Dr St Rose used her personal savings and money from he r medical practic e 

to purchase all the initia l capita l item s and to convert her carport to house 

the business . I n additio n t o th e carport , sh e no w als o use s an adjoinin g 

kitchen. Plans are in plac e to mov e the operations either to a  government 

factory she d o r t o ne w premise s clos e t o th e presen t location . Fo r Ede n 

Herbs, this i s a time of produc t development and marke t expansion, which 

offers exciting prospect s and challenges. 

With a  workforc e o f nine , th e compan y supplie s mos t pharmacie s an d 

health food shops in St Lucia. Products are also distributed i n Antigua an d 

Barbuda, Dominica , Grenad a an d Barbados . The firs t phas e o f oversea s 

development wil l focu s on the wider Caribbean market . Dr . St. Rose plans 

to follow this b y penetration o f Nort h American and Europea n markets . 

Challenges overcome 
As a widow wit h tw o school-age d daughter s an d two adul t children , fully 

committed t o th e welfare o f he r family an d als o a  medica l practitioner , i t 

was no easy task for Dr . St. Rose to se t up a business. Then i t proved diffi -

cult t o obtai n financin g fo r expansion . Recently , however , sh e ha s bee n 

able t o acces s technica l assistanc e fund s fro m variou s regiona l develop -

ment agencies to upgrad e the product s for the internationa l market . 

Dr. St. Rose does not feel that she has been hindere d b y gender prejudic e 

in any significant way in the setting u p of her business. As a well-qualified 

professional woman she has had n o real problem o f access. 
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Reasons for success 
Eden Herb s i s par t o f th e networ k o f herbalist s i n th e Caribbea n 

region and beyond. Dr St Rose's close association with the Traditional 

Medicines o f the Island s (TRAMIL) project , and the leadershi p o f the 

Caribbean Associatio n o f Researc h an d Herba l Practitioner s 

(CARAPA), have proven to be invaluable. She has also benefited from 

her connectio n wit h recognise d loca l traditiona l healers , an d ha s 

spearheaded S t Lucia' s hostin g o f th e 4t h Internationa l Conferenc e 

on Herba l Medicin e i n th e Caribbea n i n Jul y 2001 . He r compan y 

participates i n trade exhibitions and other promotiona l activitie s and 

she makes regular one-day trips to other islands to launch or promote 

products. 

One o f Dr . St . Rose' s strengths i s the creativ e us e o f resource s an d 

another i s the abilit y t o mobilis e people . She is an indomitabl e net -

worker with a  keen eye for synergies and strategic alliances. Juggling 

two professions , he r rol e a s head o f he r househol d an d he r involve -

ment i n voluntar y activitie s ha s helpe d t o strengthe n D r S t Rose' s 

managerial capability . Sh e ha s persistence , excellen t tim e manage -

ment skills , humility i n accepting  hel p an d delegatin g tasks , and a n 

ability to establish priorities . Her motto is to work hard and play hard, 

remembering to nurtur e the physica l and spiritual self . 

St Lucia:  General  trading 

The entrepreneur. Charmaine Gardner 
Charmaine Gardner's career has spanned the public , private and voluntary 

sectors i n S t Lucia . A graduat e fro m th e Universit y o f Wester n Ontari o i n 

Canada, she has been Managing Directo r of the family firm o f Carasaco & 

Son Ltd. since 1978. She has also held various high profile positions in several 

regional an d internationa l institutions . Sh e wa s Independen t Senato r i n 

the St Lucia Parliamen t and Deput y Presiden t of the Senate from 198 7 t o 

1996, an d wa s a  three-ter m Presiden t o f th e S t Luci a Chambe r o f 

Commerce, Industr y an d Agriculture , a s wel l a s a n AC P Chambe r o f 

Commerce executive member. In recent years, she has delivered the annual 

private sector presentation to the CARICOM Head s of Government . 
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Currently, Ms . Gardne r i s th e Presiden t o f th e Caribbea n Associatio n o f 

Industry an d Commerce , a council membe r o f the Cav e Hil l UW I Campus 

and a  board membe r of the Centr e for Managemen t Development . She is 

also Vice - Presiden t o f th e S t Luci a Co-operativ e Bank , an d sit s o n th e 

boards o f Medica l Associates , S t Luci a Manufacturer s Lt d an d Cla y 

Products Ltd . Exemplifying th e truth o f the saying that 'i f you want some-

thing don e ask a busy person' , she also volunteers with the S t Lucia Crisis 

Centre and the Busines s and Professiona l Women's Club of Saint Lucia. 

The company: Carasco & Son Ltd. 
Carasco Ltd . was founde d b y Charmaine' s grandfathe r i n 192 1 a s a  dr y 

goods, hardware and general merchandiser . The Company became Carasco 

& Son Ltd. when Ms . Gardner's father entered the busines s ten years later . 

Continuing i n th e famil y tradition , sh e joine d th e compan y i n Januar y 

1975 and, soon after becoming its Managing Director , bought the business 

and the buildin g whic h house s the mai n outlet . Sh e is now the sol e pro-

prietor. The compan y ha s four outlet s an d currentl y employ s thirty-thre e 

workers. 

Under Ms . Gardner's stron g leadership , Carasco &  So n ha s branche d ou t 

into new areas. It is now involved in both retailing and wholesaling, as well 

as manufacturing an d rea l estate management , an d participate s i n thre e 

other local companies: St. Lucia Manufacturers, a light manufacturing oper-

ation producin g linsee d oi l putty , automotive bod y fillers an d ston e tiles ; 

Clay Products Limited, manufacturers of clay tiles, blocks and bricks for the 

construction industry ; an d Medica l Associates , a  holdin g compan y fo r 

Tapion Hospital , a private hospita l i n which the company ha s shares. 

Challenges overcome 
Accessing funds to purchas e the busines s proved to b e a major challenge. 

At the time, it was particularly difficult for a woman to obtain a loan of the 

magnitude Ms . Gardner required. It took persistence and very hard work to 

convince the financial institution s to len d her the money. She believes that 

her diligence an d promp t loa n repaymen t mad e i t easier for he r to access 

further loan s for subsequent company expansion programmes . 
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Reasons for success 
Ms. Gardne r credit s he r succes s t o har d wor k an d goo d employer / 

employee relations. The welfare of her employees is very important to 

her and she has always tried to ensure that they too benefi t from the 

business in a variety of ways, such as financial and material assistance 

with buildin g thei r homes . Accordin g t o Ms . Gardner , wome n ca n 

achieve their goals, but they mus t be prepared to work twice as hard 

as their mal e counterparts. They must persevere , and remai n focused 

and committed. She stresses the importance of embracing the virtues 

of honest y and integrity . 

St Lucia:  Travel  and  tourism 
The entrepreneur: Linda Simmons 
Linda Simmons began her career in the travel industr y i n 196 8 as a reserv-

ations cler k wit h a  travel agency . After tw o year s there, she move d o n t o 

join th e regiona l carrie r LIAT , first a s a reservations clerk , then a s a ticket 

agent. In 1976 , after ten years with LIAT , she accepted an offer to manag e 

St Lucia Internationa l Trave l Service s (SLITS) . Thirteen year s later , she fel t 

that the time ha d come to strike out on her own and in 198 9 she founded 

Hibiscus Travel. 

The company: Hibiscus Travel 
Hibiscus Trave l i s a  successfu l indigenou s trave l agenc y wit h a  health y 

annual turnover . Th e compan y ha s severa l trave l industr y award s t o it s 

credit. 199 5 wa s a particularly memorabl e year for the company , when i t 

captured th e America n Airline s Trave l Agenc y Sale s Award s fo r al l fou r 

quarters. Other awards include the Air Canada Sales Awards and American 

Eagle Sale s Award i n 1990 , the BWI A Sale s Award i n 1991 , and Britis h 

Airways Awards i n 1990 , 1996 and 1998 . In 1997 , Hibiscus Travel gained 

1st plac e fo r America n Airline s Trave l Agenc y sales , a s wel l a s a n 

Outstanding Sale s Awar d fro m LIAT . Mor e recen t award s includ e Ai r 

Jamaica To p Sale s Awards fo r 199 9 an d 2000 . I n 200 0 Hibiscu s Trave l 

grossed EC$ 7 millio n i n ticket sale. 

Hibiscus Travel is not only St Lucia's first indigenous travel agency, but also 

the firs t t o b e heade d b y a  woman . Whe n th e compan y started , Ms . 

Simmons was treading on turf reserved for expatriate travel agencies, some 
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of the m satellit e operation s fo r paren t companie s wit h headquarter s 

abroad. As start up capital for the company, she was able to secure a loan 

of EC$75,00 0 from the loca l branch of the Ban k of Nova Scotia. However, 

she ha d to wai t nin e month s befor e sh e could ge t IAT A status. She used 

the tim e creatively , developin g innovativ e idea s an d approache s s o tha t 

business could continue to b e transacted, 

Today, Hibiscu s Travel ha s five employees , including on e o f the Simmons ' 

daughters. Ms. Simmons feels like a mother to them all . The first employee 

is still with the company some twenty years later . 

Challenges overcome 
The initia l month s wer e very tough . Ms . Simmons recall s havin g t o driv e 

forty mile s to anothe r town to purchas e airline tickets while he r company 

was awaiting IAT A status an d als o traversing th e islan d i n orde r to mak e 

personal deliveries of tickets. 

It was very difficult fo r her to acquire a computer i n the early stages of the 

operations. There was only one -  Britis h -  compan y on the islan d supply -

ing computer s an d purchaser s ha d to mak e an application . After month s 

of waiting , Ms . Simmon s an d he r husban d wrot e t o th e Britis h Hig h 

Commission i n orde r t o as k the m i f the y coul d expedit e th e purchase . 

Within a  week, Hibiscus Travel ha d it s first computer installed . 

Reasons for success 
Ms. Simmon s credit s he r husband , Dudley , a s bein g th e on e wh o 

encouraged he r to branc h out on her own and, in retrospect, says set-

ting up her own travel agency was the best personal decision she ever 

made, next to becomin g a  Christian. 

She also attributes some of her success to the support of associates in 

the business, not least regional carrier BWIA whose area manager was 

particularly helpfu l t o Hibiscu s Trave l i n th e embryoni c stages . Ms . 

Simmons wa s als o abl e t o negotiat e an d sig n a n EC $ 18,000 bon d 

with he r forme r employe r LIA T unde r whic h the y issue d he r ticke t 

stock. Perseverance was another contributing factor , as was the leve l 

of persona l servic e tha t Ms . Simmons consistentl y offer s he r clients. 

She believes in bein g assertive and following your dreams while put -

ting Co d first i n everything that you do. 
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Trinidad and  Tobago:  Furniture  design 

The entrepreneur: Lesley-Ann Noel 
Lesley-Ann Noel , th e principa l o f Manzanar e Desig n Solutions , studie d 

industrial an d furniture desig n i n Brazil , at bot h undergraduat e an d post -

graduate level . She ha s visited th e Amazo n regio n i n Brazi l an d Guyan a 

several times to researc h tropical ra w materials . I n 1999 , she received the 

National Award for Furnitur e and Desig n i n a Brazilian competition. 

Ms. Noel' s portfoli o include s design s i n woodwork , furnitur e productio n 

and upholstery, and her work has been shown in furniture and design exhi-

bitions i n Trinidad an d Tobago, Jamaica, Brazi l an d France . She i s also a 

lecturer i n Desig n and Portugues e at the Universit y of the West Indies. 

The company: Manzanare Design Solutions 
Established b y Ms. Noel i n 1998 , Manzanare Desig n Solutions i s a micro-

enterprise engage d i n furnitur e desig n an d manufactur e unde r th e com -

pany's own label, product design for other manufacturers, and design train-

ing fo r engineer s an d othe r technician s i n th e manufacturin g sector . 

Overall sales volume in 2000 totalled approximately US$20,000, an 11 per 

cent increase over the previou s year. 

Products ar e mad e fro m sustainabl e ra w material s b y loca l an d regiona l 

craftspeople an d ar e often limite d edition s sol d through loca l exhibition s 

and boutiques . I n th e are a o f design , the mai n focu s i s on ne w produc t 

design and development for mass production, especially for furniture manu-

facturers, and architectural project s across the region . The company organ-

ises workshops on creativity, aesthetics and trends, and an introduction t o 

product design and the design process . For example, workshops have been 

presented t o technica l personne l a t a  Trinidadian plasti c manufacturin g 

plant and to craftspeople through a  tourism developmen t programme . 

Ms. Noel was able to establis h the compan y without a  loan b y using sav-

ings from he r job a s a universit y lecture r a s start-up capital . Support ha s 

come fro m famil y an d friends , throug h produc t purchase s o n a  regula r 

basis, and from corporate citizens who have made donations to cover some 

of the company expenses for overseas promotional trips. However, in order 

to tak e th e busines s forward , Manzanar e Desig n Solution s ha s recentl y 

negotiated it s first commercia l ban k loan . 
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In 1999 , the company designed furniture for a 100-room resor t in Tobago 

and i n 2000 , designed ne w products for a  cane furniture manufacture r i n 

Guyana. Links were established wit h tw o larg e Trinidadian manufacturer s 

in 200 1 t o produc e design s fo r export . Havin g onl y on e mai n employee , 

the compan y outsource s severa l aspect s o f it s production , includin g pla n 

drawing, joinery and upholstery , depending o n demand. 

Challenges overcome 
The mai n challeng e Ms . Noe l face d wa s ag e discrimination . Whe n sh e 

started the company she was twenty-six years old and looked even younger. 

To a  lesse r extent , sh e also experience d gende r discriminatio n a s well a s 

various difficulties arisin g from the lac k of 'design culture ' i n Trinidad an d 

Tobago, especiall y amon g manufacturers . Ms . Noe l overcam e thes e chal -

lenges by demonstrating he r knowledge and expertise in design and manu-

facturing, b y writin g fo r desig n journals , b y bein g recognise d i n inter -

national design competitions and by showing work at international events. 

Reasons for success 
The key to Manzanare' s success has been to appea r a  lot bigge r and 

more prosperou s than the compan y reall y was. The company creates 

a demand for it s products and services by maintaining a  high profil e 

that involve s an elaborate and free medi a strategy as well a s partici-

pation i n loca l and internationa l trad e fairs, private showings of new 

products that are social events, direct mai l and lots of aggressive net-

working. 

While establishin g he r business , Ms . Noe l ensure d a  guarantee d 

income through part-tim e work , and committed a  significant portio n 

of tha t incom e t o savings , to allo w he r to surviv e leane r times . She 

stresses the importance of networking with other businesswomen and 

encouraging them to exchange services and information on successes 

and failures. She also believes i n maintainin g hig h visibility, through 

a marketin g strateg y tha t involve s fre e o r low-cos t promotion , lik e 

press releases . She participate s i n charit y events , and attend s trad e 

fairs and similar types of activity . 
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Trinidad and  Tobago:  Confectionary  (production) 

The entrepreneur: Rosemary Stone-Hirst 
The career of Rosemar y Stone-Hirst , Chie f Executiv e Officer o f the Choco-

late Hous e ha s bee n characterise d b y man y 'firsts' . Afte r completin g a 

degree i n Fashio n Desig n a t S t Martin' s Colleg e o f Ar t i n London , she 

returned to Trinidad i n 196 2 an d joined th e staf f o f the Ne w Yorker Shir t 

Factory a s it s firs t traine d designer . Sh e set u p Trinidad's firs t mas s pro -

duction dress line. Then in 1965 , in partnership with artist Wayne Berkeley, 

she established Trinidad's firs t design studio , SelMor Displa y Company , to 

design an d construc t sho w windows , trad e sho w displa y booth s an d 

Carnival costumes and gowns. 

Ms Ston e Hirs t worke d a t th e Trinida d Expres s Newspapers , becomin g 

Fashion Edito r i n 1979 , an d wen t o n t o accomplis h othe r 'firsts' . Sh e 

founded Rosemary' s Pancak e House , th e firs t restauran t t o serv e loca l 

cuisine in Trinidad, and designed and produced Colour Me Caribbean, the 

first annua l Caribbea n Fashio n Week presentations . He r nex t bi g venture 

was purchasing the Chocolate House . 

The company: The Chocolate House 
The Chocolate House Limited was established i n 198 5 and Ms. Stone-Hirst 

bought i t i n 199 4 with th e hel p o f he r family. I t i s now a  limited liabilit y 

company with 52 pe r cent family shareholding. At the time she bought the 

company, the government' s policy  wa s to encourag e th e developmen t o f 

local manufacturing i n Trinidad and Tobago. A 'Negative List ' was in force, 

which prevente d man y foreig n companie s fro m enterin g th e Trinidadia n 

market. This left a gap in the confectionery marke t and a demand for qual-

ity chocolate that Chocolate Hous e was ready and able to meet . 

A manufacture r o f fin e hand-mad e chocolates , the compan y produce s a 

wide rang e o f product s an d a  variety o f specia l order s fo r corporat e an d 

private customers . Th e coco a past e i s processe d i n th e US A an d the n 

flavoured wit h Trinidadia n cocoa . All othe r ingredient s ar e local . The fac-

tory supplie s three outlet s owne d b y the compan y an d severa l othe r out -

lets throughout the country. Effort s are now being concentrated on break-

ing int o oversea s markets . Th e company' s operation s wil l soo n requir e 

larger premises , and expansio n i s one aspec t o f a  ne w five-yea r busines s 

and marketin g plan , developed base d on extensive marke t research. 
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Challenges overcome 
There wa s n o assistanc e o r advic e forthcomin g fro m a  male-dominate d 

chocolate industr y wit h closel y guarde d secrets . Ms . Stone-Hirs t supple -

mented th e knowledg e sh e obtaine d fro m variou s trainin g course s wit h 

learning from tria l an d error . 

Three years after sh e bought the company , the newl y introduce d Trinidad 

Trade Liberalisatio n Ac t mean t tha t ther e wa s a  sudden influ x o f foreig n 

produced item s int o the Trinidadian market . The Chocolate Hous e los t 6 0 

per cen t o f it s regula r marke t shar e overnigh t an d Ms . Stone-Hirs t wa s 

forced t o downsize . A t th e sam e time , BWIA , th e regiona l airline , als o 

downsized an d ended the Chocolate House' s contract to suppl y specialit y 

items fo r it s passengers . Elsewhere , hotel s whic h ha d formerl y use d 

Chocolate Hous e mints for 'turn-down' at nights were turning to Europea n 

suppliers instead. It was at this point that Ms. Stone Hirst realised her com-

pany woul d hav e t o star t exporting . Mor e sophisticate d packagin g an d 

suitable distributors would hav e to b e found. She applied fo r a grant from 

the Caribbean Agriculture &  Fisheries Programme (CARTF) which she used 

to researc h an d develo p thre e ne w frui t centre s (pineapple , banan a an d 

mango) i n collaboratio n wit h th e Caribbea n Industria l Researc h Institut e 

(CARIRI). She also designed a  new wooden bo x i n keepin g wit h th e ne w 

product ¡mage. 

Reasons for success 
Ms. Stone Hirs t believe s i n holdin g o n t o you r dream s an d makin g 

them com e true, and ha s always kep t i n min d the fac t tha t nothin g 

other than Cod' s help , hard work an d dedicatio n wil l enabl e you t o 

achieve them. It i s also important to kee p studying your produc t and 

everything relate d to your business and to liste n to peopl e who know 

more than you do. When faced with unwelcome changes in her clients' 

circumstances, a s well a s the deregulatio n o f market s i n Trinidad i n 

general, Ms. Stone Hirst was determined to identif y ne w markets. She 

sat down an d wrote a  new five-year pla n an d i n doing s o allowed a 

'temporary misfortune' to provide the impetus to gear up her business 

and star t exportin g t o ke y market s overseas . This als o improve d he r 

product as in the process she had to find the money for sophisticated 

packaging that could stand out i n the large r marketplace . 
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Trinidad and  Tobago:  Publishing  and  media 

The entrepreneur Gemma  Williams 
Gemma William s i s th e Managin g Directo r o f Trinida d Styl e Compan y 

Limited. She is a graduate i n Journalism an d Mas s Communications, hav -

ing studied a t the College of Journalism i n London . She has been working 

in journalis m an d publi c relation s fo r th e pas t 2 5 years . Whil e stil l i n 

London, sh e was a  reporte r wit h th e West  Indian World  newspaper, an d 

then between 197 7 and 1978 , the Afro Caribbean  Post newspaper. She was 

also a feature writer a t Trinidad Expres s newspapers from 197 8 to 1979 . 

By 1980 , Ms . William s wa s workin g a s a  researche r a t th e National 
Geographic magazin e headquarter s i n Ne w York . A  yea r later , sh e ha d 

become a  reporte r fo r th e New s Worl d Crou p o f Newspapers . Sh e the n 

returned t o Trinida d and , fro m 198 3 unti l 1989 , worke d fo r th e 

Government o f Trinidad an d Tobago, as a Publi c Relation s Office r a t th e 

Ministry of Information . She left the civil service in 198 9 to found Trinidad 

Style Company and becom e it s Managing Director . 

The company: Trinidad Style Company 
Trinidad Styl e Company' s principa l activit y i s publishin g magazine s an d 

newsletters. The company is also involved i n advertising, publicity, PR, and 

radio an d televisio n production . I t wa s started b y Ms . Williams a s a one 

person operatio n i n lat e 198 9 whe n he r job ende d du e t o a  conflic t i n 

management styl e with a  male supervisor. I t took this 'unfortunate devel -

opment' t o compe l Gemm a t o pursu e he r life' s drea m o f producin g a 

woman's magazine . Others considered he r dream to b e madness, not leas t 

because she ha d a  young baby , a  mortgag e an d othe r financia l commit -

ments. 

However, wit h a  TT$50,00 0 investmen t fro m a  generou s businessman , 

Trinidad Styl e magazin e hi t th e streets . I t bega n a s a  gloss y two-colou r 

publication with the help of a few friends and Ms. Williams' sister, who did 

not charge for he r babysittin g services . At thi s stage , Ms. Williams origin-

ated al l the writing , photography, artwork an d design , and undertoo k th e 

distribution o f th e en d product . The magazin e wa s place d i n bookstores , 

drug stores and supermarkets throughout the country. Realising that sales 

were slow, Ms. Williams found alternative ways to marke t her product, and 
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the magazin e gre w fro m a  limite d circulatio n o f onl y 1,50 0 copie s eac h 

month t o a  nationa l circulatio n o f 60,00 0 copies . Sinc e 1996 , Trinida d 

Style ha s bee n printe d an d distribute d throug h th e country' s leadin g 

Sunday newspaper , th e Sunda y Express , an d ha s becom e a  househol d 

name. The company behin d the magazin e continues to b e a thriving busi -

ness, employing three permanen t staf f an d outsourcing wor k to a  number 

of writers, photographers, graphic artists and journalists. 

From thi s stron g foundation , Ms . William s ha s steere d th e compan y i n 

search of busines s opportunities i n relate d areas . One of he r clients i s the 

Ministry o f Information , fo r who m sh e produce s a  quarterl y newsletter . 

Other regula r clients includ e the Women's Affairs Divisio n o f the Ministr y 

of Communit y Empowermen t an d Gende r Affairs , an d th e Guyana-base d 

Caribbean Yout h Programm e (CYP ) o f th e Commonwealt h Secretariat . 

After man y years of being out there in the market , Trinidad Style magazine 

is doing well , an d Trinidad Styl e Compan y Limite d is , Ms . Williams says , 

'comfortable'. 

Challenges overcome 
Ms. Williams was undaunted b y the fact she had no savings and lived i n a 

society where the odds were against her. In Trinidad, no magazine had ever 

survived mor e than a few short years, and she was a black woman with n o 

history of business in he r family. 

Because her business had a limited inflow of capital investment , overheads 

had t o b e minimal , whic h fo r a  whil e mean t n o ren t an d n o full-tim e 

employees. Ms. Williams ha d to utilis e he r own persona l resource s for the 

production o f the magazine and other publications, doing every thing her -

self from a n office tha t sh e had set up i n he r own home . Gradually, how-

ever, she was able to use the limited funds from advertising sales and other 

contracted jobs to finance different aspects of the business. It was not unti l 

after eigh t years of operatio n tha t th e compan y was able to obtai n over -

draft facilities . 
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Reasons for success 
Ms. Williams' perseveranc e an d belie f i n he r ow n drea m mean t sh e 

was able to exploi t adversit y to generat e ne w opportunities. I n order 

to succeed , she ha s sometime s ha d t o b e fruga l an d alway s hard -

working. Sh e believes that ke y factors i n he r success hav e bee n th e 

delivery of top qualit y product s and always trying to mee t deadlines. 

She would advis e agains t gettin g involve d i n an y busines s tha t yo u 

cannot do for yoursel f o r of which you hav e very limite d knowledge . 

She also stresses the nee d to kee p abreast of changing internationa l 

trends i n your area of business and to buil d o n existing networks . 

OTHER REGION S 

Australia: Health  and  beauty  products 

The entrepreneur: Lynne Chadwick 
Now Co-founder and Directo r of stuf. Pt y Ltd. Lynne Chadwick's career has 

been dominate d b y a  passionat e interes t i n th e fashio n an d cosmeti c 

industries, roote d i n he r successful modellin g caree r and late r experienc e 

in the cosmeti c industry . I n 1986 , she and he r husband , Nick , effectivel y 

pioneered stand-alone , persona l car e retailin g i n Australi a whe n the y 

opened thei r firs t 'Peaches and Cream' outlet i n one o f Melbourne' s mos t 

fashionable retai l strips. Ms. Chadwick's primary role was in merchandisin g 

and purchasing , as she ha d a n innat e sens e i n identifyin g product s tha t 

were current and commercially viable. She quickly learne d the man y other 

aspects of developing and runnin g a  business. 

Within four years, the Chadwicks saw an opportunity to create a distinctly 

Australian version o f The Bod y Shop concept. Their ide a was to develo p a 

brand whic h revolve d around  natural-base d cosmeti c product s 'fro m th e 

earth' with a  distinctly 90' s outlook . I n 1991 , the y launche d thei r innova -

tive aromatherapy-base d produc t range , Red Earth , which becam e a well-

known an d respecte d internationa l bran d with 6 5 store s i n Australia an d 

70 internationally . Ms . Chadwic k single-handedl y develope d th e Eart h 

Colour make-up range which, within 1 2 months of it s launch, commanded 

60-70 pe r cent of her business' global retai l sales. In addition to research, 
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product design and launch activities, she had significant inpu t i n develop-

ing Red Earth's corporate and public identity, and became 'the face behind 

the brand'. 

The company: stuf. Pty  Ltd. 
In 1998 , the Chadwick s sold Re d Earth to Espri t and decided to collabor -

ate on a new venture. Forever passionate about the potentia l o f cosmetics, 

Ms. Chadwick wanted to complete what she had started at Red Earth. After 

a short spel l travelling overseas , she came bac k inspire d wit h a  new con-

cept that she called 'stuf. ' Everywher e she looked, at hom e and abroad , i t 

was clear that boutiqu e cosmeti c brand s were encroaching o n the marke t 

share of more traditional brands , but that prices were out of reach of young 

people. Remembering he r own youth an d lov e of mak e up , Ms. Chadwick 

identified he r niche -  a  cosmetic concep t with a  relaxed an d fun attitud e 

for a younger market . 

The compan y sh e se t u p wit h he r husband , stuf . Pt y Ltd. , is a  retai l an d 

wholesale company that specialises i n the research , development and cre-

ation o f brande d colou r cosmetic s an d bod y car e product s fo r th e 

Australian an d internationa l markets . I t provide s affordable , fashionabl e 

and fun cosmetics for the 16-23-year-ol d market . Its products are designed 

and develope d exclusivel y b y stuf . Pt y Ltd . so as to mee t it s ow n uniqu e 

specifications. I t currently ha s ten stores in the states of New South Wales 

and Victoria , an d additiona l nationa l distributio n throug h Davi d Jones , 

Priceline an d Myer/Grac e Bros . Th e compan y export s t o Hon g Kong , 

Thailand, Malaysia , Singapore, Taiwan, and the UK . Stuf. Pt y Ltd . also has 

a growing distributio n acros s the American an d Canadian markets , and i s 

poised for forthcoming launche s i n Japan and South Africa. The company 

employs abou t 6 0 peopl e nationall y i n produc t development , marketing , 

finance, warehousing and its retail aspects. Consolidated sales are AUS$10 

million. 

While the Chadwicks started stuf . Pt y Ltd. with their own funds, the phen-

omenal interes t an d growt h o f thei r firs t store s inspire d the m t o secur e 

external fundin g t o consolidat e opportunitie s fo r expansion . The y 

approached a few likely investors with their business plan, keeping in mind 

the importance of maintaining contro l over their business and feeling com-

fortable wit h investors . Stuf. Pt y Ltd . chose a small venture capita l firm i n 
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Sydney. This arrangemen t ha s since develope d int o a  strong an d lastin g 

partnership. 

Challenges overcome 
Despite Ms . Chadwick's previou s successes , creating stuf . Pt y Ltd . mean t 

virtually startin g fro m scratch . The marke t i s increasingly competitive and, 

faced with this market and the current financial climate, she finds it essential 

to focus completely on her goals, and keep her staff and personal motivation 

high a t al l times to mov e stuf . Pt y Ltd . forward. A busines s of this magni -

tude takes an overwhelming amoun t of time, commitment and dedication. 

Reasons for success 
With a  head offic e staf f o f ten , Ms. Chad wick i s actively involve d i n 

every aspec t o f th e busines s an d sh e recognise s th e importanc e o f 

building a  'brand ' an d no t just a  product . Sh e divides he r attentio n 

between retai l sales, store merchandising, product research and devel-

opment, and developing overseas business plans. 

At the same time, Ms. Chadwick i s very conscious of the nee d to bal -

ance stres s an d lon g hour s wit h a  health y an d independen t famil y 

and socia l life . She also believe s that runnin g an y busines s i s a day-

to-day learning experience: Everyone makes mistakes and will mak e a 

few more but they can be positive as long as we learn from them and 

move forward. For her, faith i n oneself i s paramount . 

Australia: Coffee  roaster  and  exporter 

The entrepreneur: Patria Jafferies 
Patria Jafferies was born and raised in the US and then, in 1969 , she partici-

pated i n a  'Youth fo r Understandin g Programme ' as an exchange studen t 

which took he r to Imatra , Finland. She then went on to work i n the French 

Aeronautical Industr y fo r Jaeger Limited , where she handled communica -

tion betwee n France , the U K and Germany during the planning and devel-

opment o f the SST, Airbus and Concorde. She returned to California a t the 

end o f 197 3 an d becam e involve d i n the promotio n o f a  variety o f enter -

tainment events. 
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In 1986 , Patri a move d t o Wester n Australia , wher e sh e joined, an d wa s 

instrumental i n transforming, the boutiqu e brewery , Matilda Ba y Brewin g 

Company. A s Marketin g Manager , Patria' s effort s wer e concentrate d o n 

launching ne w concepts i n a  unique , highl y effectiv e fashion . He r strate-

gies hav e sinc e bee n copie d throughou t Australasia . Afte r fiftee n year s 

employment, Ms . Jafferies decided that i t was time to mov e on and estab-

lish he r ow n business : Dom e Coffee s Australia . Sh e ha s sinc e receive d 

Telstra's Nationa l Businesswoma n o f th e Yea r Awar d fo r 2000 , an d i s 

recognised as a wonderful motivationa l speaker . 

The company: Dome Coffees Australia 
Since she established Dom e Coffee s Australi a i n 1990 , Ms . Jafferies ha s 

worked wit h a  vision o f doin g somethin g new , bette r an d differentl y fo r 

close to a  hundred hour s per week. As a result a company that bega n as a 

small specialis t coffe e roaste r ha s expande d int o a  high-profile , multi -

million-dollar, internationa l import , export , franchisin g an d restauran t 

enterprise. It s two roastin g facilities suppl y hundred s o f cafés and restau-

rants worldwide, while Dôm e Coffees boast s cafés in Singapore, Malaysia, 

the Philippines , Indonesi a an d the Unite d Arab Emirates . Dome i s readil y 

acknowledged a s th e Australia n marke t leade r i n importing , roasting , 

blending and selling the world's finest coffees. 

As a  foundin g directo r an d compan y visionary , Ms . Jafferies ha s hel d a 

variety o f 'controlling ' roles . With eigh t year s a s Marketin g Director , tw o 

years as Managing Director , and a s the ongoin g Directo r o f Strategy , she 

has been instrumenta l i n bringin g Dôm e to 6 8 outlet s i n six countries. In 

recent months , sh e ha s successfull y spearheade d th e raisin g o f AUS$2 0 

million o f capital . Over the nex t five years , Ms. Jafferies' goa l i s to mov e 

Dôme fro m privat e compan y statu s t o bein g a  nationa l publicly-owne d 

enterprise, positione d s o tha t th e bran d sh e ha s create d outlive s it s 

founder. 



SUCCESS STORIES FRO M AROUND TH E COMMONWEALTH ·  1 4 7 

Reasons for success 
Ms. Jafferies considers it crucial to identify and penetrate high growth, 

potential markets , as well as to educate consumers to appreciate and 

enjoy the hig h quality o f products and services offered b y companies 

like Dôme . She was always determine d t o produc e a  highe r qualit y 

product than anyon e else and he r coffee ha s consequently gaine d a 

reputation a s the world' s finest . As a result she has been able to suc-

cessfully establish a coffee culture i n Australia. 

Ms. Jafferie s believe s tha t surroundin g hersel f wit h peopl e wit h a 

variety of skills and expertise has been an important par t of her entre-

preneurial development.  She stresses the importanc e o f developing a 

strategic vision for the future and defining the strategies necessary to 

achieve tha t vision -  a  vision tha t other s ca n see and embrace . She 

says that i t i s also importan t to realis e and remembe r that 'idea s are 

twice as powerful whe n they are also the idea s of a  team o f people' . 

Her persona l cred o i s to contribut e mor e than sh e expects from life , 

and t o b e activel y involve d i n communit y causes , particularl y thos e 

which wil l hav e a positive impac t on future generations . 

Canada: Wine  growers 

The entrepreneur: Rossana Di Zio Magnotta 
Rossana Magnott a i s Executiv e Vice Presiden t o f Magnott a Winerie s an d 

President o f Fest a Juice . A graduat e o f th e Toront o Institut e o f Medica l 

Technology an d a  certifie d Laborator y Technologist , Ms . Magnott a ha s 

found highl y creativ e application s fo r he r scientifi c training . Since 1994 , 

she ha s bee n involve d i n numerou s internationa l trad e initiatives . Thi s 

includes a  trade missio n t o Japa n an d th e Globa l Missio n o f Wome n t o 

London i n 1998 ; th e Canadia n Businesswomen' s Trad e Missio n t o Lo s 

Angeles in 2001; and the Women's Trade Summit in Toronto in 1999 . Most 

recently sh e wa s appointe d t o th e Dept . o f Foreig n Affair s an d 

International Trade Advisory Taskforce on Expor t for SMEs. 

Ms. Magnotta believe s that a good corporation mus t also be a good corpor-

ate citizen. Currently on the board of her regional hospita l foundation, she 
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is also a past President of the local Chamber of Commerce. She was named 

Citizen o f the Year in 199 6 and the 199 9 Canadia n Woman Entrepreneu r 

of th e Yea r fo r Innovation , an d wa s th e Canadia n honoure e amon g th e 

1999 Leadin g Women Entrepreneurs of the World. Ms. Magnotta ha s been 

featured i n magazine s an d o n televisio n an d radio , and fo r severa l year s 

wrote a weekly newspaper column. She has also authored and published The 

Festa Way, a multi-lingual winemakin g guide . She successfully balance s her 

professional career with family life and numerous community commitments. 

The company: Magnotta Wineries 
In the early 1980s , Rossana and Cabe Magnotta sough t an opportunity t o 

work in business together. Drawing on her background in chemistry and his 

prior experienc e i n th e juic e business , the y opene d th e Fest a Juic e 

Company and bega n supplying fres h grape juice and equipmen t to hom e 

wine-makers. Fo r fiv e year s the y prospered , the n noticin g a  downwar d 

trend i n this marke t they decided to diversif y thei r produc t lin e to includ e 

the finishe d win e product . The y purchase d a n existin g winer y i n th e 

Niagara regio n i n 199 0 an d subsequentl y move d thei r operatio n t o 

Vaughan, Ontario. Magnotta Winerie s took over the company's productio n 

license, tanks and bottling line , as well as 17 product listings at the Liquo r 

Control Boar d of Ontario (LCBO). 

Magnotta Winerie s ha s since expande d an d diversified . I t no w own s fiv e 

Ontario winerie s an d retai l outlets ; 350 acre s of vineyards i n Chile ; more 

than 18 0 acres of vineyard i n the Niagar a Peninsula ; a Vaughan flagshi p 

location tha t boast s 60,000 squar e feet of temperature-controlled cellars , 

cathedral ceilings , vine trellises and fountains ; and a  distillery. With a  ful l 

time staf f o f 80 , a listing o n the Toronto Stock Exchang e and distributio n 

deals in the U S and overseas, it i s Ontario's third larges t winery by volume 

and sales. Last year i t sold nearl y a quarter of a million cases of wine, and 

posted total sales of about CAN$ 17 million. 

The Magnottas ' missio n i s to delive r th e fines t qualit y wine s to th e con -

suming publi c a t a n affordabl e price . The company' s product s no w ran k 

with the world's best, and it strives to become the standard by which others 

are judged. Winning mor e than 800 medal s to date , their Ic e Grappa an d 

Sparkling Ic e wines hav e helped pav e the way to expan d int o globa l mar -

kets across Canada, the Unite d States , China, Japan, Taiwan and Europe. 
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Challenges overcome 
Days before the Magnottas ' first scheduled shipment to wine stores across 

Ontario, the LCB O informed them that the shelf space previously promise d 

to the m woul d n o longe r b e available. Lef t without a  sales channel, they 

devised a new plan to sel l wine directly to the consumer. In doing so, they 

would eliminate their distribution costs and liquor board mark-ups , and be 

able to offer their products at a significantly lower cost. In December 199 0 

they opene d thei r firs t retai l outlet . The y adopte d a n 'Affordabl e 

Excellence' motto for advertising and point-of-sale materials , and launched 

an in-store 'Dare to Compare' taste-testing campaign to promote consumer 

confidence and sales. 

Reasons for success 
Magnotta Wine s ha s bee n successfull y expanding  thei r produc t lin e 

and ha s targeted ne w customers i n a  strategic an d focused manner , 

keeping a n ey e o n th e lates t trends an d produc t developments , an d 

building th e relationship s necessar y t o ente r ne w markets . Ms . 

Magnotta believe s tha t busines s relationship s ar e bes t buil t face-to -

face an d tha t i t i s necessar y to budge t fo r th e tim e an d mone y thi s 

takes and accep t the fac t that you nee d to travel . I t i s also importan t 

when outsourcing work or choosing suppliers to ask yourself i f you like 

them, and i f their ethics and values are similar to your own. 

Brochures an d othe r compan y literatur e wer e tailore d t o reflec t 

different regiona l an d cultura l reference s an d values . Fo r Canadia n 

entrepreneurs plannin g to expor t to the Unite d States , Ms. Magnotta 

warns that a  British-Canadian compute r spell-checke r doesn' t do the 

trick. Thei r marketin g strateg y ha s bee n t o ente r an d wi n a s man y 

competitions as possible, and then tel l everyon e about it . 

Canada: Business  support services 
The entrepreneur: Elaine Minacs 
Elaine Minac s i s an intrepi d entrepreneur , drive n b y a strong, clear vision 

of wha t i s possible . Sh e started i n busines s i n 198 1 wit h a  home-base d 

agency called The Employmen t Centr e which provide d temporary employ -

ees to Oshawa businesses . Then, after several years as a leader in the tem-

porary staffing business , she identified th e enormous potentia l o f the cal l 
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centre industr y an d mad e a  strategic decisio n t o shif t toward s Custome r 

Relationship Managemen t (CRM). 

Ms. Minacs has been widely honoure d for her many accomplishments. She 

was recipien t o f th e Canadia n Woma n Entrepreneu r o f th e Yea r Qualit y 

Plus Awar d i n 1993 , an d Profi t Magazin e name d he r a s fourt h amon g 

Canada's Top 10 0 Women Entrepreneur s i n 2000 . Ms . Minacs believe s i n 

building he r people, her company and her community and i s a strong sup-

porter o f charitabl e an d communit y organisations . Sh e ha s serve d a s 

Honorary Chai r o f the regiona l YWCA, and currentl y sit s on the Boar d o f 

Kids Hel p Foundation . She also lead s Minac s Worldwid e i n supportin g a 

broad rang e o f charities that he r employees hav e identified a s important . 

In 2001, in recognitio n o f he r charitable work , the Variety Club honoure d 

her with thei r Diamon d Award for charitable contributions . 

The company: Minacs Worldwide 
Ms. Minacs built her first outsourcing facility in Pickering, Ontario and landed 

contracts to supply CRM services for several majo r North American corpora-

tions. Since entering the outsourcing business , she has skillfully grown Minacs 

Worldwide into an internationally recognise d organisation that handles over 

20 million customer contacts each year. She has led her company's pursuit of 

the ISO 9001 certification , ensuring that Minacs Worldwide became the first 

company of its kind to achieve this highest quality designation. 

Minacs Worldwide Inc . has enjoyed 2 0 years of continuous growth , and is 

now the largest CRM services company in Canada and twelfth larges t pub-

licly-traded compan y o f it s kin d i n Nort h America . I t make s extensive use 

of sophisticated contact management technology, and has considerable in-

house IT expertise that enables seamless development of new applications 

and integratio n o f cal l system s wit h clients ' system s an d databases . The 

company currentl y employ s ove r 2,40 0 people , an d operate s mor e tha n 

1,600 workstation s i n facilitie s i n Nort h America , Lati n Americ a an d 

Europe. I t handle s ove r 40 millio n custome r contact s pe r year, i n 2 0 lan -

guages. From revenues of CAN$35.9 millio n i n 199 8 to CAN$95.2 millio n 

in 2000, i t continues to grow rapidly . 

Ms. Minacs' vision for Minacs Worldwide emphasises continuing expansion 

through organi c growth , partnership s an d acquisitions . Organi c growt h 

evolves from pursuing business opportunities with existing clients, through 

word-of-mouth referral s a s wel l a s a n aggressive , well-targete d busines s 
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development strateg y tha t wil l expan d th e company' s relationship s glob -

ally. Finding the right  mi x of entrepreneurs an d professiona l executive s to 

manage thei r exponentia l growt h ha s bee n a n excitin g an d challengin g 

mission. Ms . Minacs an d he r management  tea m investe d lot s o f effor t t o 

foster th e company' s entrepreneuria l culture , whil e puttin g i n plac e th e 

structure require d t o kee p pac e wit h th e rapi d growth . Today , Minac s 

Worldwide i s capitalisin g o n marke t trends , wit h th e overridin g goa l o f 

maintaining it s national leadership position and becoming one of the most 

successful CRM Services companies i n the world. 

Challenges Overcome 
When Ms. Minacs started out, she had no formal business training, was the 

mother of an eight-year-old daughte r and he r husband ha d to co-sign the 

loan. He r abilit y t o forg e relationship s wit h loca l employers , however , 

allowed he r small, home-based company to staf f muc h o f Genera l Motor s 

Customer Communications Centre. As a 'big picture thinker' and one of the 

early proponent s o f outsourcing , she advised CM  to outsourc e th e entir e 

operation o f the centre. 

Reasons for success 
The succes s o f Minac s Worldwid e reflect s th e bol d thinkin g o f it s 

founder. Ms . Minacs has shown a remarkable ability to anticipate mar -

ket needs and to re-inven t he r company to capitalis e o n opportunitie s 

arising from changes in the industry . Thanks to he r vision, understand-

ing o f the marke t an d abilit y t o respon d faste r than he r competitors , 

the exceptiona l growt h o f Minac s Worldwide i s expected t o continue . 

The compan y continue s t o targe t an d penetrat e ke y outsourcin g 

vertical markets , includin g th e high-valu e manufacturing , technology , 

government and financial services sectors. 

Best know n fo r he r unfalterin g spiri t an d driv e fo r entrepreneuria l 

success, Ms. Minacs faces challenges head-on , welcoming ne w oppor -

tunities to ente r uncharted territory . She sees a company's strength as 

coming from it s ability to harnes s the collective skil l and passio n of it s 

people, and inspir e them wit h a  vision they ca n embrace . Ms. Minacs 

likes the expression: 'Be a postage stamp - stic k to something unti l you 

get there' . He r goa l i s to se e Minacs Worldwide operatin g successfull y 

across five continents by 2003. 
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Canada: Catering  (rural  business) 

The entrepreneur: Janice Mitchell 
A qualified chef, Janice Mitchell began her career as an apprentice with the 

Holiday Inn , Toronto. Sh e subsequentl y move d t o Stratford , Ontari o -  a 

small rura l town of around 30,000 peopl e - wher e she worked as a chef in 

various loca l hotels . She married young an d decided to sta y at hom e dur -

ing he r children's earl y years as the lon g hour s associate d wit h th e hote l 

and restauran t trade are not particularl y family-friendly . 

When Ms. Mitchell decided to return to work, she thought starting he r own 

catering busines s would giv e he r mor e flexibilit y wit h he r time. She soon 

discovered tha t thi s i s onl y partiall y true , a s catering require s he r t o b e 

available t o he r customer s whe n the y want . Despit e thi s realisation , she 

finds there ar e benefit s to workin g ou t o f he r home -  the fac t tha t sh e is 

able t o b e wit h he r childre n an d the y se e he r har d a t work , whic h Ms . 

Mitchell feel s provides them with a  good rol e model. 

The company: Janice's Fine Country Catering 
Janice's Fin e Countr y Caterin g provide s caterin g service s fo r a  divers e 

range o f loca l function s tha t include s wedding s an d othe r famil y gather -

ings, company picnics and business functions and hos t anywhere betwee n 

thirty and three hundred people. In her first year of business, Janice earned 

CAN$8,000 fro m makin g cakes , desserts, cookies and squares . Since tha t 

time, he r sales have grown b y 92 pe r cent, and she has developed a  regu-

lar clientele . Fo r functions , Ms . Mitchell' s formul a i s to hav e on e servic e 

staff membe r pe r 20 guests . She employs staff o n a casual basis , drawing 

from a roster of 14 to 1 6 local farmwomen and (mostly female) high school 

and universit y students. 

Challenges overcome 
Ms. Mitchell's firs t majo r hurdle was obtaining he r first busines s loan . She 

did not want to go to the same bank where she and her husband held their 

farm mortgag e a s she wanted to kee p the two businesse s quite separate . 

With n o stead y incom e an d havin g bee n ou t o f th e workforc e fo r som e 

time, she had to get her husband to co-sign her loan. She recounts the fact 

that when she went to the bank to sign her loan papers, the bank manager 

had put only her husband's name on the agreement. Ms. Mitchell contrasts 
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that experienc e with he r recent visit to ge t a  loan to buil d a  new catering 

kitchen. This time sh e dealt with a  woman manager , which mad e a world 

of differenc e a s she was treated lik e a  perso n an d no t just a  housewife . 

Also, this time sh e had sel f confidence an d he r own financia l track recor d 

behind her . 

Reasons for success 
Ms. Mitchell's use of fresh local products and her emphasis on service 

are ke y t o he r success . He r menu s includ e goo d basi c item s tha t 

arrived hot and in generous quantities. Friendly service is also key. Ms. 

Mitchell makes sure that her 'girls' are happy and enjoy what they do. 

Their enthusiasm comes across to he r customers who use her services 

again. I n everything tha t sh e does, having the suppor t o f he r family 

has als o bee n vital . He r tw o oldes t childre n hel p ou t wit h caterin g 

and service, and now that he r husband i s able to work away from the 

farm, h e gives a  hand with som e o f the heavie r work i n the kitchen . 

Ms. Mitchell finds this makes a real difference. She also notes that you 

have to b e prepared to make some sacrifices, as does your family. She 

thinks i t i s reall y helpfu l t o hav e a  confidante, no t to fi x you r prob -

lems, but just to listen . 

Ms. Mitchel l wa s abl e t o acces s a  government-sponsore d self -

employment training programm e run by WRED (Women's Rura l Econ-

omic Development) at what she says was just the right time. She found 

the experienc e o f sharing , networking an d brainstormin g wit h othe r 

rural wome n ver y positive , as i t helpe d t o buil d he r self-confidenc e 

while sh e was learnin g ho w t o develo p a  busines s pla n an d prope r 

resumé afte r fifteen years out of the workplace. She also stresses the 

importance of being determined, and that when you go into business 

you hav e to want to do i t for yourself and no t for others. 

UK: Electronic  engineering 

The entrepreneur: Tina Knight 
With a proven track record in both high-end electronics and marketing, Ms. 

Knight ha s hel d Executiv e Manageria l position s i n severa l companies . I n 

1978, she established the U K subsidiary o f a  large American corporation , 
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where she swiftly ros e to the rank s of Managing Director . I n this position , 

she set up an extremely successful worldwide distribution networ k that led 

to he r recognition a s Britain's leadin g female electronic s executiv e b y the 

Electronic Times. 

Ms. Knigh t ha s received a  number o f distinguished awards , including th e 

1988 Women in Business Award, presented by then Prime Minister Margaret 

Thatcher, and the Technology or Business Innovation i n Electronic s Award, 

as Personalit y o f th e Yea r i n 1988 . Sh e was Runner-u p fo r th e Busines s 

Woman o f th e Yea r Award i n 1989 , an d wa s judged a s one o f th e To p 

Entrepreneurs of the World in 1998 . That same year Ms. Knight was recog-

nised as a UK Business Pioneer at the Global Summit of Women in London. 

The company: Nighthawk Electronics 
The impetus behin d Nighthaw k Electronic s came in the early 1980 s when 

a desig n enginee r neede d a n automati c printe r switc h fo r hi s computer . 

When h e was unable to fin d one , he buil t hi s own. Thinking tha t perhap s 

his idea had potential , he sought Ms. Knight's advice and she immediatel y 

agreed tha t i t wa s a marketable concept . After formalisin g thei r relation -

ship i n 1985 , Ms. Knight brough t he r entrepreneurial skill s to the project . 

Within jus t a  shor t perio d o f time , she bega n manufacturin g th e printe r 

switch. She then established a worldwide distribution and sales network for 

it, an d brough t i t t o th e market . Ms . Knight' s initia l investmen t wa s jus t 

£4,000; three years late r he r company ha d generated sale s of mor e than 

£2 million . 

Worldwide, Nighthaw k Electronic s ha s come to b e regarde d a s a marke t 

leader i n a  wide rang e o f dat a connectivit y products . Founde d o n stric t 

quality criteria , i t ha s bee n awarde d certificatio n b y the highes t British , 

European and internationa l standard s agencies for quality , safety, electro-

magnetic o r radi o frequenc y interferenc e an d othe r parameters . Toda y 

Nighthawk Electronic s ha s an established customer bas e that range s from 

very small companies to larg e multinationa l organisations , many of which 

have no w standardise d o n it s products . The company' s presen t produc t 

range covers connectivity, wireless networks and on-line training areas, and 

its cor e team o f 2 5 i s committed t o qualit y an d ingenuity . However , Ms. 

Knight strongly believes in outsourcing allied company functions as a cost-

effective mean s of delivering appropriate specialis t expertise. 
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Challenges overcome 
Ms. Knight has faced her share of negativity from financial institutions and 

other areas of the busines s establishment. However , she is convinced that , 

while som e wome n genuinel y hav e ba d luc k tryin g t o ge t businesse s 

started, 'in man y cases i t reall y i s true that the harde r you work, the luck -

ier you get ' an d tha t persistenc e an d applicatio n wi n through . While she 

acknowledges and empathises with the 'glass ceiling' concept that women 

in busines s face , especially withi n th e highl y male-dominate d electronic s 

industry, Ms. Knight feels that i t would b e better named the 'glass helmet' . 

She believes that eve n the mos t negativ e o f mal e chauvinists simpl y can -

not argu e wit h obviou s entrepreneuria l abilit y an d a  strongly structured , 

bullet-proof busines s plan . 

Reasons for success 
Ms. Knigh t ha s always believe d tha t profitabilit y i s key to long-ter m 

stability an d success . Nighthaw k Electronic s currentl y employ s a 

small, highly focused and loyal team, and training and personal devel-

opment ar e the keynot e o f thei r success . Ms. Knigh t support s team-

building exercises , and she also practise s what she calls the 'interna l 

customer principle ' where employee s from on e department 'shadow ' 

those in other departments for a day in order to learn how these other 

departments work . She believe s that th e mor e the staf f understan d 

the whol e o f th e organisation , th e mor e the y wil l appreciat e eac h 

other's roles . She extend s thi s sens e o f inclusivenes s t o he r weekl y 

staff meetings , attended no t just b y managers bu t b y al l staff , eac h 

of whom has to come with a suggestion. According to Ms. Knight, this 

makes each employee feel valued, and often result s in excellent sug-

gestions that improv e the business . 

UK: Healthcare  management 

The entrepreneur: Dr Marilyn Orcharton 
Dr Marilyn Orcharton owned he r own dental practic e for twelve years. She 

was very involve d i n denta l politic s and achieved man y 'firsts ' for women, 

both in dentistry and in business and educational circles . She also assisted 

with medico-lega l claim s an d cam e t o th e conclusio n tha t th e Nationa l 
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Health Service' s method o f remuneration , which onl y covered interventiv e 

work an d no t prevention , wa s benefitin g neithe r th e dentis t no r th e 

patient. So in 1986 , in partnership with another dentist, she devised a sys-

tem -  Denpla n Car e -  tha t woul d mee t bot h th e patient' s an d practi -

tioner's requirements . 

Dr. Orcharton has won many awards in business, as well as in her own pro-

fession an d ha s ha d man y publi c an d boar d appointments . Sh e i s a n 

acclaimed publi c speake r and ha s spoken al l roun d th e worl d o n motiva -

tion, innovation an d women i n business. 

The company: Denplan/Isoplan 
Devised an d se t u p i n 1986 , Denpla n i s the U K marke t leade r fo r denta l 

payment plans . Under the plan , instead o f payin g for each treatment, the 

patient pay s the dentis t a  regular monthl y amoun t an d i n retur n the den -

tist provide s treatmen t a t n o furthe r cost . Withi n fiv e year s on e millio n 

patients ha d joined th e schem e an d it s turnove r wa s £3 0 million . There 

were 5,00 0 participatin g dentist s (mos t o f who m claime d tha t Denpla n 

had 'saved their lives' ) and 280 staff. I n 1993, Denplan was sold to PP P for 

£42 millio n an d i t continues to lea d the market , despite the departur e o f 

its founders. 

After selling the company, Dr. Orcharton spent a year researching method s 

of delivery of denta l an d medica l car e worldwide, and then se t about cre-

ating Isoplan . This i s a  softwar e programm e designe d t o enabl e profes -

sionals to d o what they were trained to do , rather than 'wasting ' so many 

hours with administratio n whe n they could b e fee earning. Again this sys-

tem i s a world first , and Dr . Orcharton i s hopeful that i t wil l b e even more 

successful than Denplan . She has harnessed the power of the Interne t as a 

method o f communicatin g information . He r thinking i s that vocationall y 

trained professional s d o no t hav e specific busines s training, and tha t thi s 

product wil l enabl e the m t o compl y wit h regulation s i n a  time efficien t 

manner while also running their businesse s to bes t practice standards. 

Challenges overcome 
Dr. Orcharton has found that she constantly has to fight the prejudice that 

exists against women i n business , particularly i n Scotland. Her solution i s 

to rol l u p he r sleeves and do what i s necessary herself , includin g fundin g 
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out of her own assets until banks and investors were prepared to take some 

notice of her . 

Reasons for success 
Dr. Orcharton i s a creative thinker who neve r takes no for an answer . 

She know s he r marke t an d wha t sh e i s trying t o achieve . Eage r t o 

problem-solve, she saw the problem s relating to 'item o f service' pay-

ment fo r dentistr y an d se t about changin g th e metho d o f payment . 

She then sa w the problem s o f skill s bein g under-utilise d du e to th e 

burden o f regulation s and found a  solution. Above all , Dr. Orcharton 

is an optimist and i s willing t o take hug e risks. 

Totally pragmati c when i t comes to money , Dr. Orcharton thinks tha t 

it i s nice to hav e some, but i f i t i s needed to fund a  project then tha t 

is her priority . I n he r view, mos t women i n busines s pu t the busines s 

first an d themselves las t and d o no t deman d fanc y salarie s and bi g 

cars if the company cannot afford it . She says it is important no t to be 

greedy, a s s o man y businesse s g o unde r becaus e o f th e gree d o f 

shareholders o r investors . Sh e i s als o committe d abou t networking ; 

helping others , an d sharin g problem s an d succes s stories . Dr . 

Orcharton suggest s bein g intereste d i n everyon e yo u meet , a s th e 

most boring person may turn out to be just the person you were look-

ing for . 

UK: 'Ready-meals'  production 

The entrepreneur: Perween Warsi 
Perween Warsi was raised i n Indi a and move d to the U K in 197 5 with he r 

husband. Sh e say s that sh e alway s ha d a  flai r fo r cookin g an d creatin g 

recipes and was quite dissatisfie d wit h th e qualit y o f the India n product s 

she found i n the UK . In 1986 , she began her business in her kitchen, mak-

ing traditiona l India n finge r food s fo r a  loca l delicatessen . Befor e long , 

orders for her products started to increase , and soon the volumes rose from 

half a dozen of one item pe r week to severa l hundred o f a whole rang e of 

items. Her business vision grew and she approached some of the major UK 

supermarkets to carry her products. In 1987 , she won a bid to supply bot h 

Asda and Safeway. 
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The company:S&A Foods 
S & A Food s (named for Ms. Warsi's two sons, Sadiq and Abid) was legally 

formed i n 1986 . Two year s later , i t joine d th e J H Grou p a s a  mean s o f 

accessing th e financ e i t neede d t o expan d int o ready-meals . Whe n th e 

group wen t int o receivershi p i n 1990 , Ms . Warsi decide d t o bu y ou t th e 

company. S &A Food s specialises in Indian, Chinese and Thai ready-meals , 

with the majority of its products being found in the chilled and frozen meal 

sections o f hig h stree t supermarkets . I t als o produce s India n sauce s an d 

dips that accompan y traditiona l India n finge r foods , such as poppadums, 

and i t wil l soo n launch additiona l product s i n this range , including Italia n 

and Mexican sauces. Total sales over recent years have been nothing shor t 

of dramatic. Turnover multiplied from £10.5 million in 1993/4 , to £60 mil -

lion i n 1998/9 . S &A Food s has made significant investment s i n factor y 

improvement, and computerisation . Fro m an initia l kitchen-base d venture , 

the company no w employs 350 people . 

Ms. Warsi i s responsibl e fo r settin g S & A Food s strategy an d overseein g 

the company's performance. She surrounds herself with a high calibre team 

of managers , wh o i n tur n ar e responsibl e fo r th e production , technical , 

commercial an d developmen t area s o f th e business . Sh e works togethe r 

with the Produc t Developmen t Team and can often b e seen in the kitche n 

creating recipe s with he r top chefs . When she identified a  gap i n the mar -

ket fo r qualit y Chines e ready-meals , sh e sough t ou t a  world-renowne d 

authority o n Chines e cooking , Ke n Horn , an d ha s sinc e successfull y 

launched a  range of Ke n Horn ready-meals and snack products . 

This wa s the sam e approac h tha t sh e ha d use d whe n Balt i curr y house s 

began t o sprin g u p acros s the UK . S  & A  Food s was quic k t o develo p a 

ready-made version of this dish. Wanting to ensure the authenticity o f the 

product, they even developed a  Balti-style cookin g dis h that sizzle d when 

heated, as a Balti mea l does when brough t to restauran t tables. Baltis are 

now one of S & A Food's best-selling lines, nominated Most Innovative New 

UK Product at the Foo d Manufacture Awards i n 1994 . In the same year, S 

& A Foods was awarded the Gold 'Q' Award, the Oscar of the Food Industry, 

for it s 'Mea l fo r One ' concept . The 'Mea l fo r One ' contains separat e com-

partments fo r each of four differen t element s o f a  traditional India n dish , 

and is produced with a  printed film sleeve, rather than the usua l carton, in 

an effort to minimiz e packaging . This concept i s now widely copied. 
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The market to supply grocery retailers , the catering market , and the expor t 

market remains fiercely competitive. S & A Food s continues to lear n abou t 

its ke y competitors an d target consumer s i n each of the area s in which i t 

operates. Following in-depth research of Dutch and French market tastes, S 

& A  Food s develope d ne w product s tailore d t o sui t th e taste s i n thos e 

countries and i s now successfully exporting to supermarkets there. 

Reasons for success 
S & A  Food s maintain s it s edg e throug h authenticit y an d produc t 

innovation, and by aiming to keep ahead of the changing market . Ms. 

Warsi ha s cultivate d excellen t custome r servic e an d stron g relation -

ships with suppliers to ensur e materia l sourcing . The quality o f ingre-

dients used in al l product s i s of the highes t standard. 

Good communication i s another key component of the success of S & A 

Foods. Management meeting s are held daily. Information i s then dis-

seminated throug h a  well-establishe d cascad e system , backe d b y 

written communication s t o ensur e understanding . Ms . Warsi encour -

ages all departments to use their own initiative and to utilise a formal 

suggestion scheme, 'My Brillian t Idea' , which has been highly success-

ful i n generating ideas from all levels of the organisation. She stresses 

that the involvement of all employees is essential for both their vitality 

and that of the employer, and that i t i s also necessary to complemen t 

your own skills and abilities with those of other experts. 



CHAPTER 5 

Commonwealth and International 
Mandates 

The Commonwealth Plan of Action on Gender and Development 
(1995) and  its Update (2000-2005) 

The visio n o f th e Commonwealt h Pla n o f Actio n o n Gende r an d 

Development and its Update is that the Commonwealth works towards 

a world i n which women an d me n have equal right s and opportunities a t 

all stage s o f thei r live s t o expres s thei r creativit y i n al l field s o f huma n 

endeavour. This world i s also one i n which wome n ar e respected an d val -

ued a s equa l an d abl e partner s i n establishin g value s o f socia l justice , 

equity, democracy and respec t for huma n rights . Within suc h a framework 

of values , women an d me n wil l wor k i n collaboratio n an d partnershi p t o 

ensure people-centred sustainable developmen t for al l nation s (4.1.1). 

Strategic objective s includ e tha t Commonwealt h government s wil l tak e 

vigorous actio n t o implemen t gender-sensitiv e macro-economi c policie s 

and strategies , especially o n the alleviatio n o f povert y an d eradicatio n o f 

absolute poverty; and promote the gender-balanced management of techno-

logy, environment and economic development. Recommended components 

of nationa l actio n plan s include to: 

• Conduc t gende r polic y appraisa l an d impac t assessmen t o n macro -

economic policie s 

• Asses s macro-economic policie s to minimis e adverse effects on women. 

161 
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• Implemen t th e Ottaw a Declaratio n o n Wome n an d Structura l 
Adjustment. 

• Provid e women with access to land, tools, food security, credit and basic 
social welfare facilities. 

• Suppor t and protect women working in the informal sector of the econ-
omy. 

The Copenhagen Programme of Action (1995) 

Noting that '[t]rad e and capital flows, migrations, scientific and techno-
logical innovations , communications and cultural exchanges are shaping 
the globa l community ' (para . 5), the Programm e of Action (PoA ) of the 
World Summi t fo r Socia l Developmen t (Copenhagen , 1995 ) goe s on to 
state that social progress will not be realized simply through the free inter-
action of market forces. Therefore, '[p]ublic policies are necessary to correct 
market failures , to complemen t marke t mechanisms , to maintai n socia l 
stability and to create a national and international economic environment 
that promotes sustainable growth on a global scale (para. 6). To achieve 
the objectives o f socia l development , '[n]othing shor t o f a  renewed and 
massive political wil l a t the nationa l and international level s to inves t in 
people and their well-being' is required. This, and the implementation of the 
PoA 'are primaril y the responsibilit y o f governments ' (para. 82). The PoA 
also stresses that gender equality and equity and the full participation of 
women in all economic, social and political activities are essential (para. 7). 

Among the actions that governments agreed to in the PoA are the follow-
ing: 

• Ensurin g gender equality and equity through changes in attitudes, poli-
cies and practices, encouraging the full participation and empowerment 
of women in social, economic and political life , and enhancing gender 
balance in decision-making processes at all levels (para. 73d). 

• Establishin g policies, objectives and measurable targets to enhance and 
broaden women's economic opportunities and their access to produc-
tive resources, particularly women who have no source of income (para. 
26e). 

• Integratin g gende r concern s i n the plannin g an d implementatio n o f 



COMMONWEALTH AN D INTERNATIONA L MANDATE S ·  1  6 3 

policies and programmes for the empowerment o f women (para . 28b). 

• Eliminatin g the injustice and obstacles that women are faced with, and 

encouraging an d strengthenin g th e participatio n o f wome n i n takin g 

decisions and i n implementing them, as well as their access to produc -

tive resources and land ownership and their right to inheri t goods (para. 

26g). 

• Improvin g economi c opportunitie s fo r rura l wome n throug h th e elimi -

nation o f legal , social, cultural an d practica l obstacle s to women's par -

ticipation i n economi c activitie s an d ensurin g tha t wome n hav e equa l 

access to productiv e resource s (para. 31 k). 

• Improvin g opportunitie s an d working condition s fo r women an d youth 

entrepreneurs b y eliminating discrimination i n access to credit , produc-

tive resources and social security protection , and providing and increas-

ing, as appropriate, family benefit s an d socia l support , such as healt h 

care and child care (para. 51d). 

• Implementin g measure s to open market opportunities for all , especially 

people living i n poverty and the disadvantaged, and to encourage indi -

viduals an d communitie s t o tak e economi c initiatives , innovat e an d 

invest in activities that contribute to socia l development while promot -

ing broad-base d sustaine d economi c growt h an d sustainable develop -

ment (para. 12a). 

• Promotin g an d strengthenin g micro-enterprises , ne w smal l businesses , 

cooperative enterprises , an d expande d marke t an d othe r employmen t 

opportunities and , where appropriate , facilitatin g th e transitio n fro m 

the informa l to the formal secto r (para. 34a). 

• Promotin g sustainabl e livelihood s fo r peopl e livin g i n urba n povert y 

through the provision or expansion of access to training, education and 

other employmen t assistanc e services , i n particula r fo r women , youth, 

the unemployed and the underemployed (para . 34b). 

• Promotin g lifelon g learnin g to ensur e that educatio n and training pro -

grammes 

- respon d to changes in the economy 

- provid e ful l an d equal access to training opportunitie s 
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- secur e the access of women to training programme s 

- offe r incentives for public and private sectors to provide and for work-

ers to acquire training o n a continuous basis , and 

- stimulat e entrepreneuria l skill s (para. 52e). 

• Promotin g greate r acces s t o technolog y an d technica l assistance , a s 

well a s corresponding know-how , especiall y fo r micro-enterprise s an d 

small an d medium-size d enterprise s i n al l countries , particularl y i n 

developing countries (para. 12d). 

• Improvin g women' s access to technologies tha t facilitat e thei r occupa-

tional an d domesti c work , encourag e self-support , generat e income , 

transform gender-prescribe d role s withi n th e productiv e proces s an d 

enable them to mov e out o f stereotyped, low-paying jobs (para. 56c). 

• Promotin g internationa l cooperatio n t o assis t developing countries , a t 

their request , i n thei r efforts , i n particula r a t th e communit y level , 

towards achievin g gende r equalit y an d th e empowermen t o f wome n 

(para. 30b). 

The Beijing Declaration  and  Platform  for  Action (1995) 

The Beijin g Declaratio n an d Platfor m fo r Actio n (PFA) , unanimousl y 

adopted b y governments a t the Unite d Nation s Fourt h Worl d Conferenc e 

on Women i n 1995 , provides a blueprint fo r action to enhanc e the social, 

economic an d politica l empowermen t o f women . Two o f th e 1 2 Critica l 

Areas of Concern of particular relevance to the issue of globalisation, trade 

and women-owned SME s are Women and Povert y (section A) and Women 

and the Econom y (section F). 

In the Beijin g Declaration , governments stat e thei r determinatio n t o pro -

mote women' s economi c independence , includin g employment , an d 

address th e structura l cause s o f povert y throug h change s i n economi c 

structures and ensuring equal access for all women, including those in rural 

areas, to productive resources, opportunities and public services (para. 26). 

This includes women's equal access to economic resources , including land , 

credit, science and technology, vocational training, information, communi-

cation and market s (para. 36). 
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Strategic objectives 
The PFA outlines a number of strategic objectives, including: 

• AT : Review , adopt an d maintai n macroeconomi c policie s and develop -

ment strategies that address the needs and efforts of women in poverty 

• A2 : Revis e law s and administrativ e practice s to ensur e women's equa l 

rights and access to economic resource s 

• A3 . Provid e women with acces s to savings and credi t mechanisms and 

institutions 

• F.l . Promot e women' s economi c right s an d independence , includin g 

access to employment, appropriate working conditions and control over 

economic resource s 

• F.2 . Facilitate women's equal access to resources , employment, market s 

and trade 

• F.3 . Provide busines s services, training an d acces s to markets , informa-

tion and technology, particularl y to low-incom e women 

• F.4 . Strengthen women's economic capacity and commercial network s 

Actions to be taken 
Under these objectives, the PF A called for concrete actions that should be 

taken to achiev e them. These include the following: 

Actions by governments 
• Revie w and modif y macroeconomi c and social policie s with the full an d 

equal participatio n o f women i n orde r to achiev e the objective s o f th e 

PFA (para. 58a). 

• Enabl e women to participate fully and equally in the formulation of poli -

cies and definition o f structures through ministrie s of finance and trade, 

national economi c commissions, economic researc h institutes and other 

key agencies, as well as through thei r participatio n i n appropriate inter -

national bodie s (para. 165d) . 

• See k t o ensur e tha t nationa l policie s relate d t o internationa l an d 

regional trad e agreement s d o no t hav e an advers e impac t o n women' s 

new and traditional economi c activities (para. 165k). 
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• Revis e and implement nationa l policie s that support the traditional sav-

ings, credit and lending mechanism s for women (para. 165j) . 

• Review , reformulat e an d implemen t policies , includin g business , com-

mercial an d contrac t la w an d governmen t regulations , t o ensur e tha t 

they d o no t discriminate agains t micro , small an d medium-scal e enter -

prises owned b y women (paras. 166h and 175i) . 

• Adop t policies that support business organisations, NGOs, co-operatives, 

revolving loa n funds , credi t unions , grass-roots organisations , women' s 

self-help groups and other groups in order to provid e services to women 

entrepreneurs (para . 175a). 

• Adop t policie s tha t creat e a n enablin g environmen t fo r women' s self -

help groups , workers ' organisation s an d co-operative s throug h non -

conventional form s of suppor t and b y recognising the righ t to freedo m 

of association and the righ t to organise (para. 175c). 

• Integrat e a gender perspective into all economic restructuring and struc-

tural adjustmen t policie s an d desig n programme s fo r wome n wh o ar e 

affected by economic restructuring and/or who work in the informal sec-

tor (para. 175b). 

• Undertak e lega l an d administrativ e reform s t o giv e wome n ful l an d 

equal acces s to economi c resources , includin g th e righ t t o inheritanc e 

and to ownershi p an d contro l ove r land and other property , credit, nat -

ural resource s and appropriate technologies (paras . 61 b and 165e) . 

• Revie w and amend laws governing the operation of financial institution s 

to ensur e tha t the y provid e service s t o wome n an d me n o n a n equa l 

basis (para. 165h) . 

• Enhanc e the acces s of disadvantage d women , including wome n entre -

preneurs, to financia l service s through strengthenin g link s between for -

mal bank s and intermediar y lendin g organisations , including legislativ e 

support, trainin g fo r wome n an d institutiona l strengthenin g fo r inter -

mediary institution s (para . 62a). 

• Promot e and support women's self-employment and the development of 

small enterprises . Strengthe n women' s acces s to credi t an d capita l o n 

equal terms with me n through th e scaling-u p o f institution s dedicate d 
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to promotin g women' s entrepreneurship , includin g non-traditiona l an d 

mutual credi t scheme s an d innovativ e linkage s wit h financia l institu -

tions (para. 166a) . 

• Promot e an d strengthe n micro-enterprises , ne w smal l businesses , co -

operative enterprises , expanded market s an d othe r employmen t oppor -

tunities (para . 166d) . 

• Provid e paid and unpai d women producers , especially those involve d i n 

food production , with equa l acces s to appropriat e technologies , trans-

portation, extension services , marketing an d credi t facilities a t the loca l 

and community level s (para. 166e) . 

Actions by governments in co-operation with  NGOs and the private sector 
• Provid e publi c infrastructur e t o ensur e equa l marke t acces s for wome n 

and me n entrepreneurs (para . 173a). 

• Develo p programmes that provide training and retraining, particularly in 

new technologies , an d affordabl e service s to wome n i n busines s man -

agement, produc t development , financing , production an d qualit y con -

trol, marketing an d the lega l aspects of business (para. 173b) . 

• Provid e outreac h programme s t o infor m low-incom e an d poo r women, 

particularly i n rura l an d remot e areas , of opportunitie s fo r marke t an d 

technology access , and provid e assistanc e i n taking advantag e o f such 

opportunities (para . 173c). 

• Creat e non-discriminator y suppor t services , including investmen t fund s 

for women' s businesses , an d targe t women , particularl y low-incom e 

women, in trade promotio n programme s (para . 173d). 

• Disseminat e information abou t successful women entrepreneurs in both 

traditional an d non-traditiona l economi c activitie s an d the skill s neces-

sary to achiev e success , and facilitat e networkin g an d the exchang e o f 

information (para . 173e). 

Actions by governments, central  banks, national  development banks and 
private banking institutions, as  appropriate 
• Increas e the participation o f women, including women entrepreneurs, in 

advisory board s and othe r forum s t o enabl e them t o contribut e t o th e 

formulation an d review of policies and programmes bein g developed by 
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economic ministries and bankin g institution s (para . 167a). 

• Mobilis e the banking sector to increase lending and refinancing through 

incentives an d the developmen t o f intermediarie s tha t serv e the need s 

of wome n entrepreneur s an d producers , an d includ e wome n i n thei r 

leadership, planning and decision-making (para . 167b) . 

• Structur e services to reac h women involved in micro, small and medium-

scale enterprises , wit h specia l attentio n t o youn g women , low-incom e 

women, those belonging to ethnic and racia l minorities , and indigenou s 

women who lac k access to capita l and assets (para. 167c). 

• Expan d women's access to financia l market s by identifying an d encour -

aging reform s tha t suppor t financia l institutions ' direc t an d indirec t 

efforts to bette r mee t the credi t and other financial need s of the micro , 

small and medium-scal e enterprises of women (para. 167c). 

• Ensur e tha t women' s prioritie s ar e include d i n publi c investmen t pro -

grammes for economic infrastructure, such as water and sanitation, elec-

trification an d energ y conservation , transpor t an d roa d constructio n 

(para. 167d) . 

• Promot e greater involvement of women beneficiaries at the project plan-

ning and implementatio n stage s to ensure access to jobs and contract s 

(para. 167d) . 

• Pa y specia l attentio n t o women' s need s whe n disseminatin g market , 

trade and resource information and provide appropriate training in these 

fields (para. 168a). 

Actions by financial intermediaries, national  training institutes, credit 
unions, NGOs,  women's associations, professional organisations and the 
private sector, as appropriate 
• Provid e busines s services , includin g marketin g an d trad e information , 

product desig n an d innovation , technolog y transfe r an d quality , t o 

women's busines s enterprises , includin g thos e i n expor t sector s o f th e 

economy (para. 176b). 

• Promot e technica l an d commercia l link s an d establis h join t venture s 

among women entrepreneurs at the national , regional and internationa l 

levels to suppor t community-based initiative s (para . 176c). 
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• Strengthe n the participatio n o f women i n production and marketing co-

operatives b y providin g marketin g an d financia l support , especiall y i n 

rural and remot e areas (para. 176d). 

• Promot e an d strengthe n women' s micro-enterprises , ne w smal l busi -

nesses, co-operative enterprises , expande d market s an d othe r employ -

ment opportunitie s and , wher e appropriate , facilitat e thei r transitio n 

from the informa l to the formal secto r (para. 176e). 

• Inves t capita l an d develo p investmen t portfolio s t o financ e women' s 

business enterprises (para. 176f) . 

• Giv e adequate attention to providing technical assistance, advisory serv-

ices, training an d retrainin g fo r women connected with the entry to the 

market economy (para. 176g). 

• Suppor t credi t network s an d innovativ e ventures , includin g traditiona l 

savings schemes (para. 176h). 

• Provid e networking arrangement s fo r entrepreneuria l women , including 

opportunities fo r th e mentorin g o f inexperience d wome n b y the mor e 

experienced (para . 176i) . 

• Encourag e communit y organisation s an d publi c authoritie s to establis h 

loan pool s for women entrepreneurs , drawing o n successfu l small-scal e 

cooperative model s (para. 176j) . 

Actions by multilateral financial and development institutions, including 
the World Bank, the  International Monetary Fund and regional 
development institutions, and through bilateral development co-
operation 
• Strengthe n analytica l capacit y i n orde r t o mor e systematicall y 

strengthen gender perspectives and integrate them int o the design and 

implementation o f lending programmes, including structural adjustmen t 

and economic recover y programmes (para . 59b). 

• Ensur e that structural adjustment programmes are designed to minimis e 

their negative effects on vulnerable and disadvantaged groups and com-

munities and devise measures to ensure that these groups gain access to 

and contro l ove r economic resource s and economic and social activitie s 

(para. 59c). 



1 70 ·  COMMONWEALT H BUSINESSWOME N 

• Support , throug h th e provisio n o f capita l and/o r resources , financia l 

institutions tha t serv e low-income, small and micro-scal e women entre-

preneurs an d producer s i n bot h th e forma l an d informa l sector s (para . 

170). 

• Develo p flexible fundin g arrangement s t o financ e intermediar y institu -

tions tha t targe t women' s economi c activities , an d promot e self-suffi -

ciency and increase d capacity i n and profitabilit y o f women's economi c 

enterprises (para. 169b) . 

• Develo p strategie s t o consolidat e an d strengthe n assistanc e t o th e 

micro, small and medium-scale enterprise sector, in order to enhance the 

opportunities fo r women to participat e full y and equally (para. 169c). 

• Wor k together t o coordinat e an d enhanc e the effectivenes s o f this sec-

tor, drawing o n expertise and financia l resource s from within thei r ow n 

organisations as well as from bilatera l agencies, governments and NGOs 

(para. 169c) . 

Beijing +5  Outcome  Document  (2000) 

Five years after Beijing , governments me t in New York at a Special Session 

of th e Genera l Assembl y entitle d 'Wome n 2000 : Gende r Equality , 

Development and Peac e for the Twenty-first Century ' (popularl y know n as 

Beijing +5) . Governments adopte d th e 'Furthe r Action s an d Initiative s t o 

Implement th e Beijin g Declaratio n an d th e Platfor m fo r Actio n (PFA) ' i n 

which they reaffirmed their commitment to the goals and objectives of the 

PFA and to the implementatio n o f the 1 2 Critical Areas of Concern. 

The outcom e documen t note s bot h achievement s an d obstacle s ove r the 

previous five years. Further actions that governments agreed to includ e to: 

• Mainstrea m a  gende r perspectiv e int o ke y macroeconomi c an d socia l 

development policie s an d nationa l developmen t programme s (para . 

73a). 

• Tak e effectiv e measure s t o addres s th e challenge s o f globalisatio n i n 

order to guarantee the equal participatio n o f women i n macroeconomi c 

decision-making (para . 101a). 

• Undertak e socio-economic policies that support poverty eradication pro-
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grammes, especially for women, by providing skills training, equal access 
to an d contro l ove r resources , finance, credi t (includin g microcredit) , 
information and technology, and equal access to markets (para. 74a). 

• Facilitat e employmen t fo r wome n an d th e establishmen t o f micro -
enterprises an d SME s b y simplifyin g administrativ e procedure s an d 
removing financial obstacles, and other measures such as access to risk 
capital, credit schemes, microcredit and other funding (para. 75a). 

• Develo p policie s an d programme s t o improv e women' s employabilit y 
and access to qualit y jobs through improve d access to education and 
training, including i n information an d communication technology and 
entrepreneurial skills (para. 82e). 

• Develo p and/or strengthen programmes and policies to support women 
entrepreneurs, includin g thos e involve d i n ne w enterprises , thoug h 
access to information , training, new technologies, networks, credit and 
financial services (para. 82g). 

• Encourag e the establishment, in partnership with private financial insti-
tutions, of 'lending windows' and other accessible financial services with 
simplified procedures to meet the savings, credit and insurance needs of 
women (para. 101 f). 

The Sixth Meeting of Commonwealth Ministers Responsible for 
Women's Affairs, 2000 

Commonwealth Ministers Responsible for Women's Affairs (WAMM) meet-
ing in New Delhi, India from 17-1 9 April 2000 noted that globalisation, 
trade liberalisatio n an d increasin g competitio n hav e transforme d th e 
social, economi c an d politica l landscap e o f th e Commonwealth . Whils t 
recognising the positiv e aspects of globalisation fo r man y countries and 
particular sections of society, they expressed serious concern over some of 
the negative effects, particularly on weak and vulnerable economies and 
especially on women and children 

Ministers agreed that special attention needs to be given to women in the 
informal sector where appropriate through a range of measures. These may 
include protective and promotional legislation , better working conditions, 
provision o f suppor t service s fo r chil d car e and healt h care , credit and 
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market access . The technical , manageria l an d entrepreneuria l capacit y o f 

women also needs to b e enhanced. Ministers emphasised the need for the 

Commonwealth to facilitate women's access to resources and markets, with 

specific assistanc e fo r wome n i n th e informa l secto r wher e appropriate . 

They als o recommende d tha t government s utilis e gende r analysi s i n th e 

negotiation o f liberalisatio n processe s and , where appropriate , establis h 

and strengthe n socia l safet y net s an d protec t th e basi c need s o f wome n 

such as food security , education, and access to capita l and markets . 
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Appendix I . Internet Resources on Gender and Trade Issues 

Bridge www.ids.ac.uk/bridge/dgb8.htm l 

Bridge i s a project of the Institut e for Developmen t Studies (IDS) at the 

University of Sussex, UK. Issue 8 o f it s briefing paper s is on trade policy . 

British Standards Institutio n (BSI ) www.bsi-global.com/ 

BSI is a group of complementary businesse s working to suppor t busines s 

improvement and trade worldwide . 

Center for Economi c and Polic y Research (CEPR) www.cepr.net/ 

CEPR was established to promot e democratic debate on the mos t 

important economic and social issue s that affec t people' s lives. 

Commonwealth Busines s Council (CBC) www.cbc.to/ 

The CBC site provides a wide variety of information , especially it s e-

business and marketplac e network . 

Development Alternatives with Women for a New Era (DAWN) 

www.dawn.org.fj/ 

One of the three DAW N research themes i s The Politica l Econom y of 

Globalisation. Mariama Williams ' 199 9 discussion pape r on the WTO, 'Free 

Trade or Fai r Trade' is available on the website as are other resources. 

The Developmen t Cap www.developmentgap.or g 

This site includes links to the Alliance for Responsibl e Trade, a US based 

organization 

(www.art-us.org). 

Focus on the Globa l South www.focusweb.org / 

Focus on the Global South i s a Bangkok-based organization workin g 

against corporate globalisation. 

Global Exchang e www.globalexchange.org / 

Global Exchang e is a human right s organisation dedicate d to promotin g 

environmental, political an d social justice around the world. 

Industry Canada www.strategis.gc.c a 

The Stategis site i s useful for peopl e who want to source Canadian 

products. I t has a joint venture lis t of about 40,000 Canadia n companies, 

with capabilitie s and opportunities, and contains sector information. 

http://www.ids.ac.uk/bridge/dgb8.html
http://www.bsi-global.com/
http://www.cepr.net/
http://www.cbc.to/
http://www.dawn.org.fj/
http://www.developmentgap.org
http://www.art-us.org
http://www.focusweb.org/
http://www.globalexchange.org/
http://www.strategis.gc.ca
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Institute fo r Agriculture an d Trade Policy (IATP) www.iatp.org/ 

IATP promotes resilien t family farms, rural communities and ecosystems 

around the world through researc h and education, science and 

technology, and advocacy. 

International Coalitio n fo r Developmen t Action (ICDA) www.icda.be 

ICDA is a coalition o f mainl y development NGO s and network s and othe r 

civil society organisations i n the Nort h and South committed to buildin g 

a more just and equitable internationa l order , with a  specific focus on 

trade and trade-related issues . 

International Foru m on Globalization (IFG ) www.ifg.org 

IFG is an alliance of sixty leading activists , scholars, economists, 

researchers and writers formed to stimulate ne w thinking, joint activity , 

and publi c education i n response to economic globalisation. 

International Labou r Organization www.ilo.or g 

This site contains usefu l informatio n o n workers' rights and employmen t 

issues. The Strategies and Tools against Social Exclusio n (STEP) 

Programme addresses the need s of the economically vulnerable who 

have little o r no access to basi c social protectio n an d services. 

International Gender and Trade Network (IGTN) www.genderandtrade.net / 

The IGTN is an internationa l networ k o f gender advocates actively 

working to promot e equitable , social, and sustainable trade. I t features 

publications and up-to-date research. 

National Foundatio n fo r Women Busines s Owners www.nfwbo.or g 

This US based organisation ha s up-to-date researc h on a range of issues 

and link s to othe r sites. 

Organization o f Women i n Internationa l Trade www.owit.org 

This US-based organisation ha s chapters around the U S and i n other 

countries. The web site has numerous links , including to Economic s 

Departments, Institutes and Researc h Centres (organised b y country). I t 

also has a list of multi-nationa l companie s that do business with wome n 

business owners. 

Public Citizen's Global Trade Watch www.tradewatch.or g 

Public Citizen's Global Trade Watch aims to educate the American publi c 

about the enormous impac t of internationa l trad e and economic 

http://www.iatp.org/
http://www.icda.be
http://www.ifg.org
http://www.ilo.org
http://www.genderandtrade.net/
http://www.nfwbo.org
http://www.owit.org
http://www.tradewatch.org
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globalisation o n jobs, the environment , publi c healt h and safety, and 

democratic accountability . 

Self-Employed Women's Association (SEWA ) www.sewa.org/ 

SEWA is a trade union of poor , self-employed women workers which 

organises workers to achiev e their goa l o f full employmen t and self -

reliance. 

Southern African People' s Solidarity Networ k (SAPSN) 

www.aidc.org.za/sapsn/index.html 

SAPSN is a regional networ k organised around the issue s of debt , 

structural adjustmen t and globalisation. 

Third World Networ k (TWN) www.twnside.org.s g 

TWN i s an independent non-profi t internationa l networ k o f organisation s 

and individuals involve d i n issues relating to development , the Third 

World and North-Sout h issues . The site features a section on WTO issues 

and current developments . 

Trade and Developmen t Center www.itd.org/ 

This site i s a joint initiativ e o f the World Trade Organization an d the 

Economic Developmen t Institut e o f the World Bank . I t i s designed 

primarily for individuals from developing countries . 

Trade Observatory www.tradeobservatory.org/pages/home.cf m 

Trade Observatory/WTO Watc h i s a global informatio n centr e on trade 

and sustainable development . 

United Nation s Counci l on Trade and Developmen t (UNCTAD ) 

www.unctad.org 

This site provides an overview of UNCTA D activities and a list of UN 

trade relate d publications . I t provides links to othe r sites. 

United Nation s Developmen t Fun d for Women (UNIFEM) 

www.unifem.undp.org/ec_trad.htm 

UNIFEM aims to hel p women understan d trade-agreements and works to 

incorporate a  gender perspective i n trade policies . The Fund is also 

supporting initiative s that hel p women forge ne w economic 

opportunities. The publication, Progress of the  World's  Women 2000, 
coordinated b y Diane Elson , is available on the site. 

http://www.sewa.org/
http://www.aidc.org.za/sapsn/index.html
http://www.twnside.org.sg
http://www.itd.org/
http://www.tradeobservatory.org/pages/home.cfm
http://www.unctad.org
http://www.unifem.undp.org/ec_trad.htm
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US Departments o f Commerce and Agriculture www.fas.usda.go v 

This Foreign Affairs Service site provides analysis of export opportunitie s 

for US companies for agricultural commodities b y country and commodity . 

US Network for Global Economi c Justice: 50 Years is Enough 

www.50years.org 

The Network i s a coalition o f over 200 U.S . grassroots, women's, 

solidarity, faith-based, policy, social and economic justice, youth, labor 

and development organisations dedicated to the transformation o f the 

World Ban k and the IMF . It works in solidarity with ove r 18 5 

international partne r organisations i n more than 6 5 countries . 

Women i n Informa l Employment : Globalising and Organising (WIEGO) 

www.wiego.org/ 

WIEGO is a worldwide coalitio n o f institutions an d individual s concerne d 

with improvin g the status of women i n the economy's informa l secto r 

through bette r statistics, research, advocacy and organising. This site 

contains a  number recen t research reports relating to the informa l secto r 

globally 

Women's Environmen t and Developmen t Organization (WEDO) 

www.wedo.org 

Social and economic justice i s one of WEDO's programme areas . A prime r 

on women and trade can be found a t 

www.igc.org/wedo/global/wedo_primer.htm 

World Ban k Gender Ne t www.worldbank.org/gende r 

This site describes how the Ban k tries to reduc e gender disparities and 

enhance women's participatio n i n economic development through it s 

programmes and projects . 

The World Developmen t Movemen t (WDM) www.wdm.org.uk / 

WDM i s campaigning to tackle the underlyin g cause s of poverty . I t 

lobbies decision maker s to change the policie s that kee p people poor ; 

researches and promote s positive alternatives; and works alongside 

people i n the developing world who are standing u p to injustice . 

World Trade Organization (WTO ) www.wto.org 

This site provides a broad rang e of up-to-date informatio n o n trade 

disputes, recent rulings, initiatives and meetings . A ful l text of WTO 

Agreements can be found on the Trade Topics page. 

http://www.fas.usda.gov
http://www.50years.org
http://www.wiego.org/
http://www.wedo.org
http://www.igc.org/wedo/global/wedo_primer.html
http://www.worldbank.org/gender
http://www.wdm.org.uk/
http://www.wto.org
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Appendix II . The Commonwealth Businesswomen Network 

This publicatio n (Commonwealth  Businesswomen:  Trade  Matters,  Best 
Practices and Success  Stories)  is on e o f th e outcome s o f th e Common -

wealth Businesswomen' s Network(CBWN ) programme . The CBW N devel -

oped out of nine regional dialogues, organised by local 'focal points ' in key 

locations betwee n 2 0 Marc h an d 2 4 July 200 1 t o determin e th e leve l o f 

interest and support for the Network . The meetings were also intended t o 

deliver technica l trainin g wit h respec t t o curren t issue s i n worl d tradin g 

and to loo k at how internationa l trad e polic y affects women i n business. 

More tha n 20 0 leadin g businesswome n attende d thes e meetings , whic h 

were by invitation only and purposely limited i n attendance so that a fruit-

ful roundtabl e dialogu e coul d b e held . Man y mor e women entrepreneur s 

pledged support . Eac h intensive , one-da y meetin g feature d a n ope n 

exchange o f idea s and the distribution o f material s and a  resource guide. 

A portio n o f th e da y wa s devote d t o technica l trainin g abou t th e worl d 

trade order , the Commonwealt h an d th e Commonwealt h Secretariat , th e 

World Trad e Organizatio n (WTO) , th e Commonwealt h Parliamentar y 

Association, th e Commonwealt h Busines s Council , th e Organisatio n fo r 

Economic Cooperatio n an d Developmen t (OECD) , existing networks , and 

models and prototypes for a CBWN. The rest of the day was devoted to the 

'local' experience , the effec t o f trade o n businesswomen , the rol e o f busi -

nesswomen i n th e loca l o r regiona l economy , the issues , challenges an d 

opportunities that businesswome n face , a discussion on the potentia l o f a 

CBWN and support for the development o f such a Network. 

Overall, th e receptio n an d suppor t fo r th e ide a o f a  CBW N wa s over -

whelming. There was agreement that the Networ k should b e inclusive and 

that wome n nee d t o reac h ou t t o othe r women , especiall y thos e i n les s 

developed countries . There wa s a  lo t o f interes t i n learnin g mor e abou t 

globalisation and the unique role that women can play as well as the chal-

lenges tha t women-owne d businesse s face . Man y wome n entrepreneur s 

identify with the Commonwealth muc h more than they do with other trad-

ing groups. Also, many women in the less developed countries feel isolated 

or lef t ou t o f th e mai n event s o f th e develope d worl d an d welcome d a 

Network, virtua l o r otherwise , tha t coul d connec t women . They saw i t as 

enhancing trad e an d busines s networking , buildin g u p a  databas e o f 
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women participant s an d offering the m the opportunit y t o hav e a voice i n 

how trad e polic y effect s thei r businesses . Th e interes t i n 'connecting ' 

Commonwealth wome n wa s unanimous , wit h mos t wome n eage r t o con -

tinue with the idea. However, in many instances, resources to support women 

are limited an d nee d to b e placed where returns will b e the greatest . 

Key sectors that women felt were the mos t important to them included : 

Trade and prosperit y - smal l busines s in the ne w economy 

• Transformin g to meet the needs of the new economy - trave l and tourism 

• Food , beverages and consumer product s 

• Technolog y revolutio n -  educatio n primac y 

• Ε-commerce an d digita l marketplace s 

• Investin g in the new economy - ne w opportunities towards privatisation 

Regional focal point s agreed to continue to work with the Commonwealt h 

Secretariat, distribute informatio n an d assist in whatever way they realisti-

cally could in order to support the Network. Those who organised the meet-

ings were: 

• Singapor e - Dr . Anamah Tan 

• Kual a Lumpur , Malaysia -  Bie n Mei Nie n 

• Bangalore , India -  Um a Redd y 

• Ne w Delhi , India -  Rajn i Aggrawal 

• Pretoria , South Africa -  Tembek a Nkambi-Va n Wyk 

• Accra , Ghana -  Grac e Otoo-Kwadey 

• Kingston , Jamaica -  Dr . Glenda Sims 

• Toronto , Canada -  Dan a Peeble s 

• London , England -  Arlin e Wouter z 
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Appendix III. The Commonwealth Secretariat - An Overview 

Brief history and objectives 

The Commonwealt h i s an associatio n o f 5 4 develope d an d developin g 
nations around the world. The Commonwealth Secretaria t i s its principle 
organisation heade d b y th e Commonwealt h Secretary-General . Th e 
Commonwealth Secretaria t work s to advanc e democracy , huma n rights, 
and sustainabl e economi c an d socia l developmen t withi n it s membe r 
countries. Gender equality is a fundamental value of the Commonwealth. 

The Trade, Enterprise  and Agriculture Department 

The Trade , Enterpris e an d Agricultur e Department , Specia l Advisor y 
Services Division , operates within th e framewor k o f the Commonwealt h 
Fund for Technical Co-operation (CFTC). It has a mandate to help develop-
ing membe r countrie s formulat e an d implemen t trad e an d economi c 
reform programmes. The department's assistance includes: technical advice 
to establish and/or strengthen export market development and promotion 
programmes; developing policies to increase market access; developing the 
institutional framework to implement these initiatives and, generally, help-
ing countries to address export, investment and trade issues which impact 
their ability to become competitive. 

The department also plays a lead role in providing assistance to help coun-
tries understan d an d benefi t fro m internationa l trad e agreements , fo r 
example those administered b y the World Trade Organization (WTO) . To 
this end , i t ha s developed technica l assistanc e programme s specificall y 
designed to assist developing countries prepare for, and participate effec-
tively in , the multilatera l tradin g system . These have included technica l 
workshops an d training programme s o n specifi c WT O Agreements, pro-
duction of trade publications, provision of trade experts to countries, and 
its flagshi p trad e programme : a  trad e advisor y servic e offere d t o 
Commonwealth missions based in Geneva. 

The Gender Affairs Department 

The Gende r Affair s Department , Socia l Transformatio n Programme s 
Division, i s responsibl e fo r developin g an d implementin g th e Common-
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wealth Secretariat' s gende r equalit y programme . I t play s a  critical rol e i n 

advising governments , assistin g i n gende r polic y formulation , supportin g 

capacity buildin g an d actin g a s a network fo r the exchang e o f idea s and 

good practices . 

The work o f the Commonwealth i n advancing gende r equalit y rest s on it s 

policy framework and strategy as laid out in the 199 5 Commonwealth Pla n 

of Action (PoA) on Gender and Development and its Update (2000-2005) . 

The PoA is based on the Commonwealth's vision for women and me n and 

its fundamental values of democracy and good governance, human rights , 

the rul e o f law , an d people-centre d sustainabl e development.  Gende r 

equality benefit s men as well as women. 

To tur n th e visio n int o reality , th e Commonwealt h ha s adopte d a  pro -

gramme approac h t o mainstrea m gende r issue s int o th e developmen t 

process i n fou r mai n areas : Women's Empowermen t i n Politica l Decision -

making, Peac e an d Conflic t Resolution , Macroeconomic s an d Globalisa -

tion, an d Huma n Rights , including Combatin g Violenc e Agains t Women . 

Other emergin g issue s ar e Povert y Alleviatio n an d HIV/AIDS . Th e 

Secretariat has developed the Gender Management System (GMS) in order 

to mak e gende r concern s a n integra l par t o f polic y formulatio n an d pro -

gramme implementatio n a t al l levels . Gender-responsive budgets , gender-

sensitive mode l law s an d a n integrate d approac h t o combatin g violenc e 

against women are a few of the activities bein g undertaken . 
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Appendix IV. About the Contributors 

Dr Marily n Car r 

Marilyn Carr is a development economist with over twenty years experience 

in the fields of international trade, small enterprise development and techno-

logy choic e an d transfer . Sh e ha s an MS c i n Economic s fro m th e Londo n 

School o f Economic s an d a  DPhi l i n Developmen t Economic s fro m th e 

University o f Sussex . She has written and/o r edite d te n book s as well as 

several article s o n th e subject s o f smal l enterpris e development , rura l 

industrialisation, technology choice and women's economic empowerment , 

and ha s undertaken numerou s consultancies fo r a  variety o f internationa l 

agencies including the World Bank , ILO, FAO and UNDP. Currently, Dr Carr 

is o n leav e fro m th e Unite d Nation s Developmen t Fun d fo r Wome n 

(UNIFEM), where she has been Senior Economic Adviser since 1990, and is 

Director o f th e Globa l Market s Programm e o f th e Internationa l Networ k 

WIEGO (Women i n Informa l Employment : Globalising an d Organising) . 

Dr Lorrain e Corne r 

Since 1994 , Lorraine Corner has been the Regiona l Programm e Advisor for 

the Eas t an d Southeas t Asi a Regiona l Offic e (Bangkok ) o f th e Unite d 

Nations Development Fund for Women (UNIFEM). Prior to joining UNIFEM, 

Dr. Corne r taugh t i n th e Graduat e Programm e i n Demography , Nationa l 

Centre fo r Developmen t Studie s a t th e Australia n Nationa l University . 

Before that she worked at the Centre for Population and Manpower Studies 

in th e Indonesia n Institut e o f Science , an d ha s taugh t economic s a t 

Universiti Sain s Malaysi a (Penang ) an d a t th e Facult y o f Economic s a t 

Monash Universit y (Melbourne) . I n additio n t o he r work fo r UNIFEM , Dr. 

Corner worked with th e Unite d Nation s Economi c and Socia l Commissio n 

for Asia an d the Pacifi c (ESCAP) preparin g th e Jakarta Pla n o f Action o n 

Human Resource s Developmen t (1988 , 1994 ) an d wa s a  membe r o f th e 

Human Resource s Developmen t Working  Grou p o f th e Commonwealt h 

Secretariat tha t drafte d Foundatio n fo r th e Future , Repor t o f th e 

Commonwealth Workin g Grou p o n Huma n Resource s Developmen t 

Strategies (Jun e 1993) . Dr . Corne r ha s extensiv e experienc e workin g i n 

many countries i n Africa, East and Southeast Asia and the Pacific . 
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Sandra Glasgo w 

Sandra Glasgo w ha s served a s the Senio r Directo r o f the Entrepreneuria l 

Centre at the Universit y of Technology i n Jamaica since 1987 . She is in the 

process o f transformin g th e centr e int o a  Technology Innovatio n Centr e 

that wil l the n ac t as an incubato r fo r technology-based businesse s i n th e 

region. M s Glasgo w als o work s a s a  lecture r i n th e Ne w Venture s an d 

Entrepreneurship cours e o f th e Universit y o f th e Wes t Indie s an d sit s o n 

several boards , includin g th e Natura l Histor y Divisio n o f th e Institut e o f 

Jamaica and the Creative Production s and Training Centre Ltd . Her profes-

sional trainin g include s a n MB A fro m th e Universit y o f th e Wes t Indies , 

where sh e majore d i n technolog y management . Sh e als o ha s a  BS c i n 

Marine Zoolog y an d Applie d Botany . I n 2000 , sh e wa s selecte d a s th e 

2000 Eisenhowe r Fello w fo r Jamaica . Ms . Glasgo w i s als o th e Vice -

President of the World Association fo r Co-operative Education . 

Dr Maggi e Kigoz i 

Maggie Kigoz i began her professional lif e training as a medical doctor and 

practised medicin e fo r severa l years. She then move d int o the privat e sec-

tor and, since 1999 , has served as the Directo r of the Ugand a Investmen t 

Authority. She is a board member of Crown Beverages, Equator Tourist City 

and th e Ugand a Expor t Promotion , an d i s th e Vice-Chai r o f th e Worl d 

Association o f Investmen t Promotio n Agencies . I n additio n t o he r activ e 

professional life , Dr Kigozi also serves on the boards of several community-

based non-profi t organisation s an d i s currentl y th e Chai r o f bot h th e 

Uganda Scout s Associatio n an d th e Ugand a Women' s Effort s t o Sav e 

Orphans. Dr Kigoz i i s a patron for the Ugand a Chang e Agent Association, 

and serves as a board member for the Private Sector Foundation and as the 

Director of Ugand a Manufacturer s Association. 

Andrina Leve r 

Andrina Leve r is the founder and Presiden t of Leve r Enterprises, which i s a 

consulting firm specialising in international trade and commercial develop-

ment. She is a Barrister in England and a Barrister and Solicitor in Victoria, 

Australia. She has worked i n more than 40 differen t countrie s and acts as 

an advisor to majo r financial institution s and governments with respec t to 

small business . Ms . Leve r wa s instrumenta l i n developin g th e firs t all -
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women trade missions to the U.S and was the Executive Director of the first 

Canada/USA Businesswomen' s Trade Summit. A founding membe r of the 

Women Leader' s Network of APEC and the Pa n Commonwealth Co-ordina -

tor fo r the Commonwealth Businesswome n Leader' s Network , Ms . Lever is 

the 199 9 recipien t o f th e Artemi s Awar d i n Greec e fo r Leadershi p an d 

Vision, the 199 9 Ontario Women's Directorate Partner s for Change Award, 

the 199 9 CWIBI International Award and the 2000 Canadian Internationa l 

Cooperation Award . In 199 8 sh e was appointed b y the Prim e Ministe r o f 

Canada to the APEC Business Advisory Counci l where she chairs the SME 

Task Force. Ms. Lever has presented paper s and recommendation s to every 

APEC SM E Ministeria l sinc e 199 5 an d a t th e OECD . Recentl y sh e wa s 

appointed to the Departmen t o f Foreig n Affairs Advisory Boar d on SMEs. 

Dr. Elizabet h J. Muir 

After a career in pharmaceuticals and food product management, Elizabeth 

set up her own marketing consultancy in 1982 which grew into a European 

management and research consultancy with base s in Athens, Brussels, and 

Cardiff. Durin g this time she worked for a number of blue chip companies, 

SMEs an d th e Europea n Commission , particularl y o n issue s affectin g 

women i n the labou r marke t and a s entrepreneurs. Followin g he r success, 

Elizabeth decided to sell her business interests and return to academia and 

since 1998 , ha s bee n a  Directo r a t th e Wels h Enterpris e Institute , 

University o f Glamorgan , UK . She ha s recentl y complete d a  study o f th e 

personal, professional and business support needs of women entrepreneurs 

and is currently focusing upon enterprise education with particula r interes t 

to femal e entrepreneuria l development . However , a  full-tim e academi c 

career does no t obliterat e th e entrepreneuria l spirit , Elizabet h i s currently 

setting u p he r ow n part-tim e busines s sellin g pi n jewellery . Elizabeth' s 

post-graduate studie s concentrate d o n wome n i n th e labou r market ; he r 

doctoral thesis was on European women entrepreneurs. She is also a mem-

ber of the Canadian Institut e o f Marketin g an d a  member of the Institut e 

of Sales and Marketing Management . 

Rosemary Mutyabul e 

Rosemary Mutyabul e starte d he r caree r a s a  Researc h Office r fo r th e 

Uganda Manufacturer s Association . Sinc e 1995 , sh e ha s serve d a s th e 
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Assistant Directo r o f th e Investmen t Facilitatio n Divisio n wher e sh e co -

ordinated th e Ugand a Investo r Surve y 2000 , amon g man y othe r duties . 

Ms. Mutyabule's professional training includes an MBA from the Masstricht 

School o f Managemen t i n th e Netherland s an d a  B A i n Economic s an d 

Social Administration from Makerere University in Kampala. She has served 

as a  membe r o f th e taskforc e o n th e Socia l Aspect s o f th e Clea n 

Development Mechanis m an d as the co-ordinato r o f a  taskforce designe d 

to streamline government machinery . Ms. Mutyabule also served as the co-

ordinator and Nationa l Foca l Poin t of the Africa-Asia Busines s Forum II. 

Tembeka Nkamba-Va n Wy k 

Tembeka Nkamba-Va n Wy k i s the founde r o f the Talking Bead s Academy. 

She i s also a  managin g membe r o f Africa n Technologies , a n I T company 

that demystifie s computer s fo r rura l wome n an d youth . M s Nkamba-Va n 

Wyk earned he r BA, MA and MBA, from various institution s i n the Unite d 

States and i s currently working on a Masters degree in Poetry from UNISA . 

She ha s multipl e publication s t o he r name , as well a s writing credit s fo r 

104 episodes of radio scripts on literacy themes. In addition to the various 

awards, tha t sh e ha s wo n throug h th e Talkin g Bead s Academy , M s 

Nkamba-Van Wy k wa s als o th e recipien t o f th e 199 3 Wome n Achieve r 

Blasé award and the 199 3 South African Achiever award.. She was a finalist 

in the Sowetan Sanlam Entrepreneur of the Year Award for 1997 and 1998, 

and the 200 0 Businesswome n o f the Year Award. Her community servic e 

work includes four years with the Life Line Counselling Service, service with 

the lobby group Women for Women in Government, work as a board mem-

ber of Women Against Domesti c Violence and he r role as jury membe r for 

several film festivals . 

Grace Otoo-Kwade y 

Grace Otoo-Kwade y i s currentl y th e Technica l Advise r fo r th e Garments , 

Textiles and Handicraft s Sectio n Programm e for the Trade and Investmen t 

Reform Programm e (TIRP ) an d Improve d Privat e Enterpris e Performanc e 

(IPEP) Project , funded b y USAID and implemente d b y Amex Internationa l 

Inc. (a Washington D C based consulting firm). As such, she liaises between 

Amex client companies, other donors, the Government of Ghana and exter-

nal partne r organisations , monitorin g th e activitie s o f Ame x clien t firm s 



APPENDICES ·  1 8 9 

and providin g technica l assistanc e whil e workin g wit h potentia l investor s 

to establis h linkage s an d busines s connections . Sh e als o provide s coun -

selling fo r potentia l an d existin g exporter s o f non-traditiona l exports . Ms 

Otoo-Kwadey further assists in garment design and styling adaptation, and 

with th e selectio n o f fabric s fo r the productio n o f sample s i n accordanc e 

with seasona l trends of the U S clothing market . She is also responsible fo r 

sales and marketing presentations of Ghanaian Afro-centric clothing to var-

ious segments of the U S market, including retai l chains and catalogues, as 

well a s exhibitions a t trade show s i n the US , Europe and southern Africa . 

Ms. Otoo-Kwade y ha s a n M A i n Informatio n Studie s fro m Syracus e 

University. 

Dana Peeble s 

Dana Peeble s is currently the Principa l o f Kartin i Internationa l Consultin g 

Inc., the company she established in 1996 . Ms. Peebles' international projec t 

work include s he r rol e a s th e Projec t Manage r o f th e CIDA-funde d 

Women's Support Projec t in Indonesia and as Strategic Planne r for Women 

and Vulnerable Groups for the Asian Developmen t Ban k in Cambodia. She 

has also worked as a Women's Programme Officer for UNDP in Bolivia and 

Peru, and served as the Chief Technical Adviser for the inception perio d o f 

the CIDA-funde d Polic y Leadershi p an d Advocac y fo r Gende r Equalit y 

Project i n Bangladesh . M s Peeble s ha s travelle d extensivel y throughou t 

West Africa an d ha s done a considerable amoun t o f adul t education work 

with th e Ethiopia n an d Eritrea n communitie s i n Canada . Her work a s the 

Technical Manager for the Women Leaders Network, on behalf of CIDA and 

the Conferenc e Boar d o f Canada , was recognise d wit h th e receip t o f th e 

2000 Internationa l Co-operatio n Awar d i n Gende r Equalit y Achievement . 

Ms. Peebles has an MA in Internationa l Developmen t from the Institut e o f 

Social Studies in The Hague, where she specialised in Internationa l Labou r 

Studies and Women i n Development . 

Uma Reddy 

Uma Reddy is an electrical engineer and runs a small-scale enterprise, M/ S 

Hitech Magnetics,  tha t manufacture s electroni c transformers . Sh e bega n 

her entrepreneuria l caree r while stil l a t college , designing PCBs . As Vice-

President o f th e Associatio n o f Wome n Entrepreneur s i n Karnatak a 
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(AWAKE) an d membe r o f th e Asia n Centr e fo r Entrepreneuria l Initiative s 

(ASCENT), Ms Reddy is actively involved i n entrepreneurship development , 

specifically amon g women . She is an executive committee membe r of the 

Consortium o f Electroni c Industrie s o f Karnatak a (CLIK ) an d ha s partici -

pated in the regional meeting of the Women's World Banking in Tokyo. She 

has als o participate d i n th e Expor t Promotio n programm e o f CB I 

Netherlands an d the OEC D programme o n women entrepreneurs , as well 

as programmes organised by CIPE, USA. In addition to these public and pri -

vate sector roles, Ms Reddy has served as a member of evaluation mission s 

of the UNDP, Facet BV, NOVIB and other agencies, and has organised work-

shops an d seminar s o n th e subjec t o f trade , developmen t an d wome n 

issues. 

Shelley Siu 

Shelley Si u i s th e Founde r an d Managin g Directo r o f Shelle y Si u 

International Pt e Limited, a human resource consultancy that provides per-

sonally designe d in-hous e trainin g programmes . Sh e i s also th e Founde r 

and Presiden t of femmE-net.com Pt e Ltd , and the Co-Founder/Directo r o f 

Corporate Charism a Internationa l Pt e Ltd . Ms. Siu bega n he r professiona l 

life a s a  teacher but , followin g a  serious illnes s whe n sh e was forty , she 

decided to star t he r own business . A year and a half ago she extended her 

services to includ e corporat e brandin g and , with a  new busines s partner , 

now serve s governmen t an d multinationa l corporations . Ms . Siu wa s th e 

first Singaporean woman to addres s an American Societ y for Training an d 

Development (ASTD ) conferenc e an d i s currentl y involve d i n organisin g 

programmes with the society. She has also been recognised as Singapore's 

first e-autho r fo r he r compilatio n o f succes s storie s o f wome n wh o hav e 

broken down barrier s in business and redefine d the meanin g of success in 

a materialistic society . 

Dr Manam a William s 

Mariama William s i s th e Visitin g Researc h Associat e a t th e Centr e o f 

Concern (COC). A citizen o f Jamaica as well as the U.S. , she studied econ-

omics an d he r Ph.D . focused o n mone y an d bankin g an d internationa l 

trade. She has worked fo r Wome n i n Development-Europ e (WIDE) , focus-

ing on economic and trade policy, is a member of DAWN-Caribbean, and is 

http://femmE-net.com
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an active leade r i n the internationa l women' s movemen t Dr . Williams sits 

on th e Boar d o f th e America n Friend s Servic e Committee' s 

Caribbean/Latin American Program. She is also affiliated with the Institut e 

for La w an d Economic s an d Wome n Working  fo r Transformation , bot h 

based i n Kingston , Jamaica. I n addition , Dr . Williams i s the Researc h Co-

ordinator for the COC International Gender and Trade Network and advises 

the Commonwealth Secretaria t on it s gender and trade programme . 

Karolee Wolcot t 

Karolee Wolcott was the initiato r and founding Chairma n for a small rura l 

telecentre in southern Australia and is a board member of the Internationa l 

Association o f Communit y Tele-Servic e Centre s (CTS C International) . She 

has owne d an d operate d mixe d farmin g propertie s wit h he r husban d i n 

various part s o f Australia . He r wor k o n behal f o f th e Australia n farmin g 

community includes : bein g th e Ne w Sout h Wale s representativ e fo r 

Australian Wome n i n Agricultur e (AWiA) ; participatio n i n th e Australia n 

National Farmer s Federatio n an d th e Internationa l Federatio n o f Agri -

cultural Producers ; an d actin g a s Liaiso n Directo r fo r th e 'Woo l Lin k 

Australia' Trad e Mission . Ms . Wolcot t acte d a s th e Australia n Rura l 

Representative a t th e APE C Wome n Leaders ' Networ k Meeting s i n Ne w 

Zealand i n 199 9 an d i n Brune i Darussala m i n 2000 , where she spoke on 

the importance of volunteers to the rura l community. Ms. Wolcott was par-

tially funded b y the Commonwealth Offic e o f the Status of Women (OSW) 

to atten d th e U N Genera l Assembl y Specia l Sessio n o n Wome n (bette r 

known a s Beijing +5 ) a s the rura l representative . She is particularly inter -

ested in bringing the benefits of ICTs and e-commerce to the remoter parts 

of Australia a s well as other rura l communities across the Commonwealth . 

Dr Lorn a Wrigh t 

Dr Lorna Wrigh t i s the Directo r o f the Internationa l MB A Programm e and 

Associate Professo r o f Internationa l Busines s a t th e Schulic h Schoo l o f 

Business, York University . She was the Foundin g Directo r (1992-2000) o f 

the Centr e fo r Canada-Asi a Busines s Relation s a t Queen' s University , a s 

well a s Co-founde r (1997 ) o f th e Asia n Busines s Consortiu m (whic h 

included Queen' s University , York University , the Universit y o f Toronto and 

the Ivey School of Business). She has been active in international and cross-
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cultural consultin g fo r ove r 25 years , offering countr y briefings , organisa-

tional developmen t and strategy formulation an d training i n cross-cultura l 

management an d negotiations . D r Wrigh t i s a  membe r o f th e editoria l 

board o f th e Journa l o f Asia n Busines s (Universit y o f Michigan ) an d th e 

Canada-Japan Busines s Committee, and i s also an honorary patro n o f the 

Asia Pacifi c Managemen t Co-operativ e Programm e o f Capilan o Colleg e 

Vancouver. She is the Canadian Academe Foca l Point for the APEC Women 

Leaders Network. Dr . Wright has a BA in psychology, an MA in applied lin -

guistics, a PGCE (education in developing countries) and a PhD in business 

administration. Her research interests are in the area of international nego -

tiations, strategic alliance s and the conditions fo r Canadian success inter -

nationally. 
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