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INTRODUCTION 

Barbara Annis, Founder and CEO of Barbara Annis & Associates, Inc. (BAA), is a world renowned expert on Inclusive 
Leadership through Cultural and Gender Intelligence, advocating the value and practice of this new type of 
Leadership in Fortune 500 companies and numerous organizations worldwide.  Her insights and achievements have 
pioneered a transformational shift in cultural attitudes across the globe on the importance of gender unity to 
organizational success.  

Over the past 27 years, Barbara Annis and her 51 global associates have facilitated over 8,000 corporate workshops 
and conducted thousands of leadership assessments and executive coaching sessions. BAA has introduced 

breakthrough research on the practice and benefits of inclusive leadership and gender diversity. Additionally, BAA offers diagnostics, 
workshops, and coaching sessions onsite and online.  

Barbara Annis is Chair Emeritus and Member of the Executive Committee of the Women’s Leadership Board at Harvard’s Kennedy 
School of Government and was recently conferred the International Alliance for Women, Lifetime Achievement Award. Her 
extensive studies have included work with exceptional thinkers such as famed psychologist Dr. Virginia Satir, Dr. Fernando Flores, 
director of the PhD program in Linguistics at Berkeley University, and Dr. Willis Harman, Founder and President of the Noetic 
Sciences Foundation.  

Barbara’s first book, Same Words, Different Language offers ground-breaking insights and proven methods for breaking through 
gender barriers. Her newest book, Leadership and the Sexes reveals the latest in brain-behavior research on gender differences.  

Barbara’s next book, to be released in May 2013, is entitled Work with Me: The 8 Blind Spots between Men and Women in Business 
and it is written in conjunction with John Gray, author of the best-selling relationship book of all time: Men Are from Mars, Women 
Are from Venus. Barbara and John’s book exposes and debunks the eight blind spots that that frequently result in misunderstandings 
and miscommunication, affecting men’s and women’s ability to find success and satisfaction in their work life as well as in their 
personal life. 
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In the fall 2013, Barbara’s Cracking the Code on Gender Equality: The Gender-Intelligent Organization will be published, co-
authored with Dr. Keith Merron and representing the culmination of 25 years of gender-based research and global practice that 
uniquely apply cutting-edge brain-based research to the workplace. It will offer leaders the mindset and systemic changes needed to 
transform their organizations, bridge the gap between men and women at all levels of management, and in the process, create more 
inclusive and productive organizations. 
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BRAIN AND HORMONAL DIFFERENCES BETWEEN MEN AND WOMEN 

Discoveries by neuroscientists over the past 30 years involving millions of test subjects in countries across the globe have illuminated 
biological sex differences in brain structure, chemistry, and function. These variations occur throughout the brain, in regions 
involved in language, memory, emotion, vision, hearing, and navigation, influencing the different ways men and women 
communicate, listen, solve problems, make decisions, lead teams, and manage stress. 

Additional reading on how our brain structure and hormonal differences influence our thoughts and actions can be found in 
Leadership and the Sexes, by Michael Gurian and Barbara Annis, (2008), and Work with Me, the 8 Blind Spots between Men and 
Women in Business, by Barbara Annis and John Gray (2013). 

Supplemental readings can also be found in the numerous sources at the end of this document. 

BRAIN DIFFERENCES 

CORPUS CALLOSUM 

Where men tend to use both hemispheres of their brain sequentially, women tend to engage in right-brain and left-brain activities 
simultaneously.  

The corpus callosum, a bundle of nerves connecting the right and left hemispheres of the brain, is 25 percent larger in women’s 
brains than that of men’s and contains nine times more white matter—nerve fibers that enable women to transfer data between the 
right and left hemisphere more efficiently than men.  

Women having more white matter and men more gray matter related to intellectual skill, revealing that no single neuroanatomical 
structure determines general intelligence and that different types of brain designs are capable of producing equivalent intellectual 
performance. 

http://www.news-medical.net/health/Human-Brain-Structure.aspx
http://www.news-medical.net/health/The-Human-Brain.aspx
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In general, men have approximately 6.5 times the amount of gray matter related to general intelligence than women, and women 
have nearly 10 times the amount of white matter related to intelligence than men. Gray matter represents information processing 
centers in the brain, and white matter represents the networking of – or connections between – these processing centers. 

This may help to explain why men tend to excel in tasks requiring more local processing (like mathematics), while women tend to 
excel at integrating and assimilating information from distributed gray-matter regions in the brain, such as required for language 
facility. These two very different neurological pathways and activity centers, however, result in equivalent overall performance on 
broad measures of cognitive ability, such as those found on intelligence tests. 

As a result, women engage in web-like thinking. They tend to take in a broader, more inclusive perspective of situations and view the 
elements of a problem or task as interconnected and interdependent. And because women have so much white matter, they may 
take a longer time to answer a question because they’re filtering it through the article they read this morning or what their boss said 
two days ago. Think of it like sorting in a computer. They’re doing a huge sort through the entire database to arrive at an answer. 

INFERIOR PARIETAL LOBULE 

The IPL is the part of the brain that receives signals representing the sensation of touch, self-perception, and vision, and integrates 
these signals, enabling an individual to determine identity, direction, and meaning.  

The IPL is larger on the left—or logical, analytical, objective—side of the brain in men, prompting them to be action-oriented with 
high focus on task and achievement. They feel great comfort and stimulation when solving problems in isolation, and respond well 
when acknowledged for their performance.  

In women, the IPL is larger on the right—or intuitive, thoughtful, subjective—side of the brain. They feel greater comfort and 
stimulation in engaging with others, and respond better when acknowledged for their skill in collaborating and creating meaningful 
and productive alliances. 
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LIMBIC SYSTEM 

The limbic system is a set of evolutionarily primitive brain structures located on top of the brainstem and buried under the cortex. 
Limbic system structures are involved in many of our emotions and motivations, particularly those that are related to survival. 
Certain structures of the limbic system are involved in memory as well. Two large limbic system structures, the hippocampus and 
amygdala play important roles in memory. Women, compared to men, have a larger, deeper limbic system. 

HIPPOCAMPUS 

The hippocampus is where long-term memory is stored and although it’s less active in men, it’s twice as large and far more active in 
women, which explains why women are usually better at expressing emotions and recalling intricate physical details. Women’s 
brains are wired in such a way that they can access and freely express their emotions, all of which helps women cope with stress. It 
also explains why women benefit so much from talking about their problems (tend and befriend). 

Women also have more connections to the emotional side of their brain (via corpus callosum), and are more effective at processing 
and coding emotional experiences into their long-term memory and recalling and linking past experiences. As a result, women tend 
to have richer, more intense memories of emotional events than men and are able to make instantaneous memory connections to 
events in the past than do men.  

Under moderate stress, women will have eight times the blood flow to the hippocampus, while only under extreme stress will a man 
experience greater blood flow to his limbic system—though primarily to his amygdala, where he will process his emotions and either 
deal with the stressful problem, if he’s able to, or ignore it (fight or flight). 
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AMYGDALA 

The amygdala in a man’s brain is significantly larger than that of a woman’s. The amygdala’s direct neural connections to other 
response areas in the brain allows men to respond rapidly to sensory input, focus on external factors, and take immediately action. 

While women tend to internalize, men tend to externalize, not recall past events, and concentrate on the situation at hand. They 
respond to their environment more quickly than women do because men thoughts are not as filled with emotional connections to 
past occurrences.  

The differences in the limbic systems of women and men have enabled each gender to instinctively protect and defend themselves 
and others for thousands of years. Women protect through reflection, connection, and cultivation; men defend through quick 
decision, singular focus, and immediate action—uninhibited by thought or emotion. 

PREFRONTAL CORTEX 

The prefrontal cortex is the decision-making and consequential thinking center of the brain. It oversees emotional information and 
controls the amygdala. The prefrontal cortex is larger in women and matures faster in women than in men. This difference, 
combined with the fact that women have less testosterone and more estrogen flowing through their brains, enables women to look 
for solutions to conflict, even if it means they might give up more themselves to resolve the situation. 

ANTERIOR CORTEX 

The anterior cingulate cortex (ACC) is the frontal part of the cingulate cortex and resembles a collar around the corpus callosum. Like 
the prefrontal cortex, the ACC is twice as large in women than in men and plays a role in a wide variety of autonomic functions, such 
as regulating blood pressure and heart rate, as well as rational cognitive functions, such as anticipation, decision-making, empathy, 
and emotion. As a result, women tend to weigh options, reflect (ruminate) and feel and express concern more than men.   
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INSULAR CORTEX 

The insular cortex, often called the Insula, is a portion of the cerebral cortex. The insula is believed to be involved in consciousness 
and plays a role in the diverse functions usually linked to emotion or the regulation of the body's homeostasis. These functions 
include perception, motor control, self-awareness, cognitive functioning, and interpersonal experience. 

The interrelationship of the corpus callosum, the prefrontal cortex, the anterior cortex, and the insular cortex in women tend to 
heighten their perception and intuition. 

PERCEPTION 

From birth, male and females show different environmental scanning abilities—females spend more time scanning the faces around 
them while males focus on their environment. A woman’s careful scanning of another’s face sees micro-expressions apparent in the 
facial muscles, mouth, rate, and depth of breathing. Micro-expressions are revealed for a split second but are important to genuinely 
communicate and understand each other. Research shows that men are not as adept at reading facial expressions and emotional 
nuance. 

This ability also enables women to mimic and feel the feeling that the other person is experiencing through a process called 
“mirroring.” Women, it turns out, have special neurons, which enable them to be human emotion detectors. Brain scans show that 
women can more effectively mirror the feelings of another person than men typically can. 

INTUITION 

A woman senses information around her based on her gut instincts. Brain scan studies indicate that the female brain has larger 
areas of sensitivity to track gut feelings, specifically the insula and anterior cingulated cortex. Scientists conclude that women’s 
intuition is grounded in biology because the female brain is gifted at quickly assessing the thoughts, beliefs, and intentions of others 
based on the smallest hints, intuitive gut feelings and hunches. 
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CEREBELLUM 

Next to the cerebrum, the cerebellum (Latin for little brain) is the second largest part of the brain and is located at the back of the 
brain behind the brain stem, underlying the occipital and temporal lobes of the cerebral cortex. It’s the region of the brain that plays 
an important role in movement-related functions that control the actions of muscles. The cerebellum does not initiate movement, 
but it contributes to coordination, precision, and accurate timing.  

The cerebellum is larger in men, which influences men’s reaction time and tendency to communicate more nonverbally with more 
emphasis on movement and physicality than women’s emphasis on words. 

HORMONES IN MEN AND WOMEN 

TESTOSTERONE 

Testosterone, the principle male sex hormone, is one of the key elements in determining the sexual characteristics in men including 
emotional and physical strength, body shape, deep voice, and sexual performance. The hormone also plays an important role in 
assertiveness and drive, competitiveness, creativity, intellect, and the ability to develop and execute new ideas. Women also 
produce testosterone, but adult males produce 20 to 30 times more than women.  

Having the right level of testosterone also helps men cope with stress. Normal levels of testosterone are linked to feelings of success 
in men. When a man doesn’t feel successful, his testosterone levels will begin to drop and he will have lowered spirits until his levels 
are up again. This dynamic is a reason why men will often back off from a difficult problem and forget it for a while, giving him time 
to reproduce his testosterone, then tackle the problem. 

Though women produce testosterone, the hormone in women has little to do with stress reduction. Just as testosterone reduces 
stress in men, oxytocin reduces stress in women. 
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OXYTOCIN 

Ocytocin, also known as a social attachment hormone, is produced in great quantities during childbirth and during orgasm in both 
women and men. In women, oxytocin levels can rise during a relaxing conversation and fall in response to feeling ignored or 
abandoned. The hormone affects social recognition and bonding as well as the formation of trust between people. For women, 
oxytocin reduces blood pressure, fear, and cortisol (a hormone produced by the adrenal glands and tends to increase stress in men 
and women).  

Oxytocin lowers stress in women but not in men. Stimulating too much oxytocin in men can actually reduce his testosterone levels. 
Likewise, too much testosterone in women can reduce the effectiveness with which her oxytocin lowers her stress. 

DOPAMINE AND SEROTONIN 

Dopamine is a neuro-transmitting chemical in the brain that gives men and women energy and motivation. Serotonin is another 
brain chemical that relaxes us. Both chemical substances transmit nerve impulses across the space between nerve cells. 

Most men tend to be deficient in dopamine and will naturally seek out the behaviors that stimulate the production of dopamine, 
such as sports, action movies. Whenever men have an opportunity to protect, serve, or make a difference to their environment, 
dopamine is stimulated in his brain. 

The comfort and stimulation of relationships stimulate the production of serotonin. Men tend not to think of relationships as much 
as women do because men typically have an abundance of serotonin. Studies reveal that the male brain synthesizes serotonin 52 
percent faster than the female brain and can store twice as much at any time.  

Most women are deficient in serotonin. Low levels of serotonin are associated with over-giving in relationships, food cravings, and 
depression. With more serotonin, the woman’s limbic system relaxes and the symptoms of depression are alleviated. The result is 
greater calm, comfort, and fulfillment. 
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APPENDIX 

Attached is a streamlined version of the PowerPoint deck used in your presentation.  
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About Barbara Annis & Associates

Barbara Annis is a world-renowned expert on gender intelligence and inclusive
leadership, advocating the value and practice of gender intelligence in Fortune 500
companies and numerous organizations across the globe.

Her insights and achievements have pioneered a transformational shift in cultural
attitudes on the importance of gender unity to personal and organizational success.

Over the past 20 years, Barbara
Annis and her associates have
facilitated over 8,000 corporate
workshops globally and have
introduced breakthrough research
on the practice of gender diversity
and inclusive leadership.
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Assertions

• There is equal learning for men and 
women

• The learning is mutually beneficial 
• This is not about blame but 

understanding

“Understanding means there is 
nothing to forgive.”

– Mother Teresa 



Workshop Objectives
SAP People Managers | Impact Through Diversity
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1. To create “aha!” moments that will lead to greater Gender
Intelligence.

2. To transform mindsets by shifting opinions and
assumptions toward deeper, more informed insights.

3. To inspire the immediate practice of the Gender
Intelligence principles taught in this Gender Intelligence
workshop.

4. To stimulate and encourage a commitment to continuous
learning.

The Objectives of the Gender Intelligence Workshop
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Promises and Requests for the Workshop

• We promise to invite you to 
examine assumptions which 
may limit your thinking, and 
restrict your actions.

• We promise to introduce new 
ways of  listening that 
accelerate Gender Intelligence.

• We request that you remain 
engaged and listen generously: 
that you consider other’s 
comments as a possibility.

• We request you exercise a 
non-judgmental awareness in 
your listening and speaking… 
evaluate later to see what 
works for you.

Our Promises Our Requests



Gender Intelligence 
CONTINUUM
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The Gender Intelligence Continuum

Where are we today?

“Think we 
are a 5” 

“We have to” “It’s a good 
thing to do”

“We have 
business 
reasons”

“Transition” “Authentic 
inclusive   
employer”

0 1 2 3 4 5

Sources: BAA/IBM 1998



Making the Case for a

Gender Intelligent 
Organization
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The Economics of Gender Intelligence

Companies that practice Gender Intelligence will encourage and sustain
a culture open to gender balance and inclusiveness and will grow in their
global competitiveness.

They will secure and retain the best talent, make better strategic
decisions, produce more relevant products and services, and as a result,
achieve superior financial results.

Making the Case for a Gender-Intelligent Organization
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Dispelling The Myths

Myth #1 – “Women can’t survive in business”
Men point to the one or two women in executive positions as proof that even 
though 60% of their graduating class were women and more than 50% of 
middle management are women, “only a few are competitive enough to 
make it to the top. “

The Work Itself Is Not the Issue 

Desired to work with people they respect

Wanted freedom to “be themselves” at work

Didn’t receive recognition for their unique strengths

Found the work too demanding

82%

64%

80%

6%

Harvard University 2009 Study: The Exodus of Women
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Dispelling The Myths

Myth #2 – “Women are leaving because of work-life issues ”
Post-exit interviews with 2,400 women who left corporate executive positions 
disclosed the top five reasons for their departure, the least of which was for 
personal reasons. 

The Real Reason Women Leave

Not valued in the workplace

Feeling excluded from teams / decisions

Male-dominated work environment

Lack of opportunity for advancement
Work-Life issues

68%

65%

64%

55%
40%

Barbara Annis & Associates 2009 Survey: Women in Business
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PERCENT WITH FLEXIBLE WORKING PRACTICES

85

23

Nordic North America EU Global Asia 
Pacific

Latin
America 

24

65

18

62

21

52 42

24

49

23

PERCENT WITH WOMEN IN SENIOR MANAGEMENT

Myth #3 – “Flexible working practices facilitate advancement”
Even in the most advanced countries in the world, whose companies have the most 
flexible working programs, women are still not a greater percentage of senior 
management.

Dispelling the Myths

Grant Thornton, International Business Report, 2012
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Benefits of Leading in Gender Intelligence:
A Magnet for Talent

Advancing middle-management women and attracting top graduates creates a
competitive advantage for organizations that value and reward women’s diverse
talents and skills in unity with men’s.

Creative, Productive Teams

Product and marketing teams with a better balance of men and women are far
more likely to make better decisions, produce more innovation solutions, and
achieve substantially greater market results.

Market Responsiveness

The more a company mirrors consumers by gender, the better positioned it is to
increase satisfaction among current markets and capture future markets.

Executive Summary
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Significant Shifts in Higher Education

 Women over 50% of college graduates since 1982

 2010 — Women received 60% of all masters degrees and 45% of MBAs 
compared to only 25% in 1999

Women dominated higher education in the U.S.

PhDs Awarded in 2009 % 
Women

Health Sciences 70%
Education 67%

Social & Behavioral Sciences 53%
Business 47%

Math & Computer Science 27%
Engineering 22%

 2009 — First year women
acquire more PhDs than men 
— Up from 44% in 2000

U.S. Department of Education, 2011 / Council on Graduate Schools, 2010
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2009 1990

United States 58% 56%

Canada 56% 53%

Brazil 56% 53%

Peru 51% 39%

Mexico 50% 47%

Chile 50% 46%

Women as a Percent of University Enrollment – Americas1

Significant Shifts in Higher Education

1UNESCO Institute for Statics, Percent of Women in Education, 2010
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2009 1990
Norway 61% 55%
Sweden 60% 55%
Denmark 58% 55%

United Kingdom 57% 51%
Italy 57% 53%

France 55% 55%
Finland 54% 53%
Spain 54% 53%

Germany 52% 45%
Greece 50% 48%

Significant Shifts in Higher Education

Women as a Percent of University Enrollment – Europe1

1UNESCO Institute for Statics, Percent of Women in Education, 2010
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1.  UNESCO Institute for Statistics, Percent of Women in Education, 2010

2009 1990
United Arab Emirates 60% N/A

Poland 58% 57%
Hungary 58% 53%
Russia 57% 56%
Israel 56% N/A

Saudi Arabia 55% 47%
Iran 51% 36%

Turkey 43% 38%
Egypt 43% N/A
Iraq 36% N/A

Central African 
Republic 31% 15%

Women as a Percent of University Enrollment – EE/ME/A1

Significant Shifts in Higher Education

1UNESCO Institute for Statics, Percent of Women in Education, 2010
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2009 1990
New Zealand 58% 56%

Australia 55% 51%
Philippines 54% N/A
Hong Kong 50% 43%

Mainland China 49% N/A
Vietnam 49% N/A
Japan 46% 44%

Pakistan 45% N/A
India 39% 36%

South Korea 38% 37%

Women as a Percent of University Enrollment – Asia/Pacific1

Significant Shifts in Higher Education

1UNESCO Institute for Statics, Percent of Women in Education, 2010
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Majority of Middle Management for 30 Years 
Since the 1980s, women have held 50% of all middle
management positions in Fortune 500 companies.2

Yet, over the past 30 years, the percent of women advancing
to senior management has remained low:3

 In 2010, only 15% of senior executives were women, an
insignificant change from 14% in 1996.

 In 2009, less than 3% of CEOs were women, with no
change since 1996.

Degreed Women Are Not Advancing

2U.S. Department of Labor & Statistics, 2009
3Grant Thornton International Business Report, 2010
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Representation of Women at SAP
Women at SAP represent 30% of the entire SAP workforce globally.

 In 2010, women represented 17.8% of SAP’s leadership

 In 2011, women represented 18.6% of SAP’s leadership

Women in Leadership at SAP
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After 40 years of pursuing gender equality through government, education,
and social programs, the U.S. and European countries fall far behind Asia’s
five-year effort to advance women into senior management .3

PERCENT OF WOMEN IN SENIOR MANAGEMENT (GLOBAL AVERAGE IS 20%)

Percent of Women in Senior Management

Between 2000 and 2010, women filled 75% of the 8 million new jobs created in
Europe, but still show far less representation in senior management.4

Thailand  45 Poland  31 Brazil  24 Netherlands  16

Georgia  40 Greece  30 United Kingdom  23 United States  15

Russia  36 Singapore  30 Spain  22 Switzerland  12

Hong Kong  35 Canada  28 Italy  22 Denmark  12

Philippines  35 South Africa  27 France 21 Germany  11

Mainland China  34 Sweden  27 Ireland  19 India  9

New Zealand  32 Finland  25 Belgium  19 Japan  8

3Grant Thornton International Business Report, 2010
4Goldman Sachs 2010 Survey: Women in Senior Management
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Women Representation on Corporate Boards

Percent

Percent of Women Serving on Boards of Directors

Norway
Sweden

United States
France

Germany

United Kingdom
Spain

Russia
Brazil

India
China

Denmark

Gender diversity on boards remains
generally higher in Northern Europe and
lower in BRIC nations.5

However, even leaders like Norway and
Sweden have not achieved gender parity.

5Women Matter, McKinsey & Company, 2010

32%
27%

15%
15%

13%

12%
10%

8%
7%

6%
5%

13%
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WOMEN’S GLOBAL REPRESENTATION AT VARIOUS CORPORATE LEVELS61

PERCENT

The Pink Ghetto 

HR Director

CFO

COO

CEO
Head of Sales

CIO

General Manager

Partner

Head of Marketing

6Grant Thornton International Business Report, 2012

21%

13%

12%

9%

8%

5%

3%

8%

5%
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1. CEO driven
2. Led by a powerful coalition
3. See the problem systemically
4. Are in it for the long run
5. Learn how to be Gender Intelligent

—are genuinely inclusive

Companies That Get It
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5. Not seeing that the problem is lack of Gender Intelligence

6. Unaware of the impact of a dominant masculine culture

7. Expect HR/CDO to get it done

Companies That Lack Progress 

1. Window dressing

2. Economic pressure for a quick fix

3. Not connected to bottom line 

4. Treating it as a numbers game
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Gender-intelligent organizations will be the market leaders 

There are five reasons why

The Undeniable Realities… 
Women in unity with men is a powerful strategic combination available
to every business today.

To have that much ambition and talent within an organization and not
value and advance that talent is a waste of resources and competitive
advantage.

Blending diversity of thought, leadership, and decision making will foster
creativity, maximize productivity, and sustain corporate growth.

Seizing the Competitive Advantage
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The five advantages of men and women working together!

The five advantages of a gender-intelligent organization:

1. Improved decision making and innovativeness

2. Responsiveness to customers and markets

3. Balanced leadership

4. Minimized risks and costs

5. Superior financial performance

Seizing the Competitive Advantage
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1. Improved Decision Making and Innovativeness

Five Advantages of a Gender-Intelligent 
Organization

• Male/female balance in teams encourages innovation, not because one
gender is more clever or better, but because gender blending adds a richer
collection of viewpoints and perspectives to the decision-making process.7

• Men’s management style is transactional, risk-accepting, and solutions-
driven.

• Women’s management style is contextual and relationship-based,
encouraging and empowering greater discussion and ideation.

• Collaboration in teams is linked directly to the better balance of men and
women.8

• Teams containing a better balance of men and women demonstrate greater
emotional perception, collective intelligence, and encouragement of ideas

7Study conducted by the London School of Business, 2008
8Study conducted by MIT/Carnegie Mellon University/Union College, 2010
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2.  Responsiveness to Customers and Markets

Five Advantages of a Gender-Intelligent 
Organization

93% of OTC Pharmaceuticals
93% of Groceries
92% of Vacations
91% of New Homes
90% of Home Improvements

89% of Bank Accounts
80% of Healthcare
70% of Small Business Loans
66% of Personal Computers
65% of New Cars

The 80% minority!
9Alliance of Communication Agencies 2010 Study; sponsored by the Marketing to Women Conference

The more a company mirrors its markets demographically, the better
positioned it is to sense and respond to evolving market needs.

Today, women spend more than U.S. $5 trillion annually (half the U.S. GDP)
and account for 83% of all consumer spending decisions, including:9
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3. Balanced Leadership

Five Advantages of a Gender-Intelligent 
Organization

Women Apply More

Women Apply Slightly More

Women and Men Apply Equally

Men Apply More 

People Development
Expectations and Rewards
Role Modeling

Inspiration
Participative Decision Making

Intellectual Stimulation
Efficient Communication

Individualistic Decision Making
Control and Corrective Action

A global survey of 9,000 leaders measuring the nine leadership behaviors
that tend to improve organizational performance reveals that the frequency of
use of these behaviors by women and men show different though
complementary strengths:10

10McKinsey & Company’s 2009 Study; Female Leadership, A Competitive Edge for the Future
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4. Minimized Risks and Costs

Five Advantages of a Gender-Intelligent 
Organization

Gender discrimination and discrimination against mothers have risen by 400%
in the last decade with the vast majority related to motherhood.11

• The average verdict amounted to U.S. $500,000.

• More than half of those cases were decided in favor of the employee.

Apart from direct costs including legal fees and potential fines, there are
significant indirect costs such as bad publicity, loss of market share, and
damage to the trademark.

• Companies that are good employers for women add to their credibility with
key stakeholders (employees, investors, consumer groups, regulators).

• Companies that are bad employers for women risk a crisis of confidence
for their brand name and their survival in an increasingly competitive
global economy.

11University of California’s Hastings College of Law, Center for Work Life Law, 2010
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5. Superior Financial Performance

Five Advantages of a Gender-Intelligent 
Organization

An 19-year study of 215 Fortune 500 companies showed strong
correlations between a better balance of men and women in leadership
positions and high profitability.12

The 25 best firms for women outperformed the industry medians on all
three measures of profitability:

• 34% higher profit margin

• 18% higher asset value

• 69% higher stockholder equity

The 10 firms with the very best balance of men and women showed
greater profit results than the firms that were merely very good.

12Adler, Roy D (2001). Women in the Executive Suite Correlate to High Profits, Glass Ceiling Research Center
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5. Superior Financial Performance

Five Advantages of a Gender-Intelligent 
Organization

Average ROE
2003-2005

11.4%

10.3%

+ 10%

Average EBIT
2003-2005

11.1%

5.8%

+ 48%

Stock Price Growth 03-05
compared to Eurostoxx 600

sectorial indexes

64%

47%

x 1.7

Bottom line: The greater the balance, the greater the profitability!

13McKinsey & Company 2010 Study of the Amazone Euro Fund Database

Financial performance of European companies with most diverse gender
management teams compared to industry average.13



Top Challenges
For Men and Women
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Standing in Each Other’s ShoesStanding in Each Other’s Shoes

“You have to look at things from two points of view, a
physicist explained, to really understand…not to say that
one way is right and the other wrong; not to drive a wedge
further between the sexes; but to help us all understand
the conversation we find ourselves in.”

– Dr. Deborah Tannen, Linguist
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What challenges do you experience working with the other gender?

Question
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Top Challenges for Women

1. Excluded

2. Dismissed

3. Forced to fit in

4. Devalued
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Top Challenges for Men

1. Confused

2. Careful

3. Dealing with emotions

4. Blamed
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1. Lack of gender balance at the top

2. Faulty assumptions

3. Incongruence between intention and behavior

4. Equality is based on sameness

5. Increased turnover of women

6. Recruiting women results in window dressing

7. Gaps in perspectives between genders

Top Corporate Challenges



The Science of Gender 
Diversity
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Brain-Based Differences

• How we perceive 

• How we solve problems

• How we communicate 

• How we lead 

Brain-based research has covered over one
million people in thirty countries and from all
continents.

Scientific Facts of Gender Differences
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“Gender differences stubbornly emerged like 
dandelions on a chemically treated lawn.”

 Dr. Marianne Legato

The Science of Gender Diversity

“I nearly fell off my chair when I discovered the 
depth and the consistency of gender differences 
in the brain.”

 Dr. Ruben Gur 

“Scientific evidence of sex differences in the brain is 
emerging now at record speed”  Jürgen Kratzsch, MD
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Do your own self‐test at 
http://www.bbc.co.uk |   Search: Sex ID

Brain-Based Differences

Up to 20% of us have bridge brains
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Brain-Based Differences

There are no known differences between men and women in terms of IQ

1. Corpus Callosum
2. Anterior Cortex
3. Prefrontal Cortex
4. Insula
5. Amygdala
6. Hippocampus
7. Cerebellum

BRAIN REGIONSBRAIN REGIONS
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Brain-Based Differences

• Is more connected in women; 
move between left and right brain 
functions more easily

• Is the interconnecting highway to 
contextual web-like thinking, 
understanding the unspoken 
components

• Tone of voice

• Facial expression

1. Corpus Callosum1. Corpus Callosum
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Brain-Based Differences

• The anterior cortex is larger in 
women

• Weighs options

• Increases collaboration

• Worries more

• Female rumination

2. Anterior Cortex2. Anterior Cortex
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Brain-Based Differences

• The Prefrontal Cortex develops 
earlier in women

• Consequential thinking 

• Decision making

• Oversees emotional information

• Manages the amygdala 

3. Prefrontal Cortex3. Prefrontal Cortex
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Brain-Based Differences

• The Insula is more connected in 
women

• Processes intuition

• Provides that “gut feeling”

• Picks up the “mood”, the 
“ambiance” 

4. Insula4. Insula
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Brain-Based Differences

• The amygdala is larger in men

• Triggers action and aggression

• Fight or flight versus tend and 
befriend

5. Amygdala5. Amygdala
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Brain-Based Differences

• The hippocampus is less active 
in men

• Women store more detailed 
memory

• Able to identify patterns

• Women make instantaneous 
connections to things from the 
past

6. Hippocampus6. Hippocampus
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Brain-Based Differences

• The cerebellum is larger in men

• Directs action and physical 
movement

• Greater tendency to focus on 
short term

• Action is imperative

7. Cerebellum7. Cerebellum



Gender Intelligence Quiz
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Gender Quiz

What percentage of men
believe that both genders 
have an equal chance to 
advance up the corporate 

ladder?

a) 10 %
b) 25 %
c) 35%
d) Over 50 %
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Gender Quiz

of men say that 
both genders have an 

equal chance to advance

1. Barbara Annis & Associates Global Data Base of 100,000 male/female respondents
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Gender Quiz

What percentage of 
women believe that both 
genders have an equal 

chance to advance?

a) 10 %
b) 25 %
c) 35%
d) Over 50 %
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Gender Quiz

of women say that 
both genders have an 

equal chance to advance

1. Barbara Annis & Associates Global Data Base of 100,000 male/female respondents
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Gender Quiz

What is the top reason 
why men leave their 

company?

a) Better opportunity   
elsewhere

b) Work/life balance issues
c) Not feeling valued
d) New work experience
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Gender Quiz

Better 
opportunity 
elsewhere

1. Barbara Annis & Associates Global Data Base of 100,000 male/female respondents
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Gender Quiz

a) Lack of opportunity for 
advancement

b) Male-dominated work 
environment

c) Work/life balance 
issues

d) Not feeling valued

What is the top reason 
why women leave 

their company?
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Gender Quiz

Not
feeling
valued

1. Barbara Annis & Associates Global Data Base of 100,000 male/female respondents
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Gender Quiz

In conflict, men and 
women have different 

emotional needs.

True or False?
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Gender Quiz

Men seek 
space

Women seek 
understanding

(true)
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Gender Quiz

How many people do 
men tell of a negative 

experience?
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Gender Quiz

Up to 
people, and 

only if it is relevant
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Gender Quiz

How many people do 
women tell of a 

negative experience?
QUESTION:
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Gender Quiz

Up to 
people, even 

if it is not relevant
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Gender Quiz

Who asks more 
questions:

men or women?QUESTION:
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Gender Quiz

Women
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Gender Quiz

Men and women 
are just as sensitive 

to non-verbal 
communication.

True or False?

QUESTION:
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Gender Quiz

Women tend to read 
the meta message and 

include facial 
expression and tone

(false)
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Gender Quiz

What percentage of 
men age 25-35 say 

they understand 
women?

a) 10 % or less
b) 35 %
c) 50 % or more
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Gender Quiz

Only
of men say they 

understand women
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Gender Quiz

What percentage of      
women age 25-35 say 
they understand men?

a) 10 % or less
b) 35 %
c) 50 % or more
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Gender Quiz

of women say they 
understand men
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Gender Quiz

Both men and women 
feel they need to 

improve their 
interpersonal 

communication.

True or False?
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Gender Quiz

of men and women 
say they could improve 

their interpersonal 
communication

(true)



Common Assumptions
Self-Perpetuating Myth Cycle
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• Time will take care of it
• Women leave for 

work/life reasons
• Women don’t travel, 

relocate
• We can’t find qualified 

candidates

Self-Perpetuating Myth Cycle

Faulty Assumptions
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Self-Perpetuating Myth Cycle

LEADS TO

PRODUCES

REINFORCES
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This is often not a matter of skill but of practice 

Tools for Breaking the Assumption Cycle

LEADS TO

PRODUCES

REINFORCES



Communication and Gender
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Gender and Communication

“The biggest problem 
with communication is 
the illusion that it has 

occurred.”

– George Bernard Shaw 
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To understand how 
men and women 

listen differently, how 
we can misinterpret 
these differences, 

and what to do 
about it. 

How Men and Women Listen

Learning Objective: 
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• 220 statements used
• Tested in 2,000 workshops

• Over 100,000 people

How Men and Women Listen
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NODDING WHILE LISTENING MEANS…

“I am following you, I understand 
what you are saying”

“I agree with what is being said”(he)

(she)

How Men and Women Listen
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BRINGING UP AN IDEA AT A MEETING…

Makes a suggestion and 
asks for input from others; 

dialog starter

Directly states the idea;
bottom line

(she)

(he)

How Men and Women Listen
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“WHAT DO YOU THINK?” MEANS…

This is an opening to a 
conversation or exploration 
of my thoughts and feelings 

I am being asked for closure;  
to give an opinion or make 

a decision

(she)

(he)

How Men and Women Listen
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A COLLEAGUE IS EXPERIENCING 
A PERSONAL PROBLEM, SO…

Asks for details and discusses 
the problem to show her 

concern and support

Focuses on solving the issue or avoids 
the subject to demonstrate respect for the 

colleague’s independence and privacy

(she)

(he)

How Men and Women Listen
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ARGUMENTS ARE BEST SUPPORTED BY…

Personal experiences and the 
experiences of others

Facts, surveys, careful logic

(she)

(he)

How Men and Women Listen
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A GOOD, EFFECTIVE LEADER…

Is inclusive, influential, and able to get 
others to work well together

Is in control, concise, and able to get 
others to buy into his vision

(she)

(he)

How Men and Women Listen



© 2013 SAP AG.  | Content © 2013 Barbara Annis & Associates, Inc. All rights reserved 94

SUCCESS MEANS…

Being valued while accomplishing 

Winning

(she)

(he)

How Men and Women Listen
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SUMMARY COMMENT:

What Women Want:
Understanding 

before Action

What Men Want: 

Action

(she)

(he)

How Men and Women Listen
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Tools to Use to Avoid Misinterpretation

DECLARE your intention 
FRAME your listening
CHECK in with the other person



Gender Differences
Conflict Resolution
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Conflict is inevitable no matter how you try to avoid it. The 
smart way to think about conflict is to see it as a positive 
opportunity for change.

Gender Differences in Conflict
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Blame Frame versus Outcome Frame

Blame Frame 

• You or Me
• Right/Wrong
• Attached to Opinion
• Reactive
• Fault Finding
• Gossip

Outcome Frame

• You and Me
• Win/Win
• Unattached to Opinion
• Reflective
• Zero Judgment
• Takes Responsibility
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Surprise

Anger

Rejection

Acceptance

Five minutes or five years…

S.A.R.A.

“What matters most is how we respond to what we experience in life.”
-- Gandhi



© 2013 SAP AG.  | Content © 2013 Barbara Annis & Associates, Inc. All rights reserved 101

Take a 
break

Seek a 
“committed 

listener”

Get clear 
on your 

long term 
intention

Identify 
the cost 

of conflict 

Detach 
yourself 

from your 
opinion 

Tools to Move From
Blame Frame to Outcome Frame
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Frame the 
conversation

Explore 
other’s 

viewpoint
Explain your 

viewpoint
Create 

resolution

Tools to Create
Win-Win Conflict Resolution
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1. Does not act on assumptions, but instead, tests them.
2. Understands how to take advantage of the strengths men and women

bring.
3. Actively encourages collaboration and different perspectives in

meetings and decision making.
4. Is aware of his/her impact on others and has the ability to self correct.

Demonstrates congruence between intention and behavior.
5. Treats Gender Intelligence as a high priority and seeks to learn more

and encourages others to do the same.
6. Is highly self-reflective, actively seeking to learn about his/her impact

on others and seeks feedback to be more self-aware.
7. Actively promotes the presence of both men and women in all

situations.

The Gender Intelligent Leader…



Commitment  to  Action
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Key Learning

My “aha!” 
moment from 

this workshop!
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Declaration of PERSONAL Commitment

What is the one thing you will do differently after 
leaving this workshop?
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Moving from “I” to “We”

“Treat others as they want to be treated”

Make No Assumptions

Practice with Intention

Commit to Ongoing Learning 
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Workshop Follow-Ups

Post Workshop Toolkit
• Available online: http://www.baainc.com/GIToolkit.htm

• Workshop Highlights / Key Takeaways 
• Streamlined Version of Workshop Slides
• 5 Gender Intelligence Articles

Diversity @ SAP
• Join the Diversity Community Site: Diversity @ SAP
• Provide your workshop feedback on the testimonial blog
• Corporate Portal: /go/diversity

Become a Diversity & Inclusion Champion
• Diversity Champions are points of contact for diversity 

efforts in local regions and act as a close liaison to the 
Global Diversity & Inclusion Office

• Get the toolkit on the Diversity @ SAP Community or e-mail 
diversity@sap.com for more info



Barbara Annis & Associates, Inc.

Barbara Annis & Associates, Inc.
245 Park Avenue, 39th Floor
New York, NY 10167
(212) 672-1710
www.baainc.com



© 2013 SAP AG.  | Content © 2013 Barbara Annis & Associates, Inc. All rights reserved 110

© 2012 SAP AG. All rights reserved.

No part of this publication may be reproduced or transmitted in any form or for any purpose 
without the express permission of SAP AG. The information contained herein may be 
changed without prior notice.

Some software products marketed by SAP AG and its distributors contain proprietary 
software components of other software vendors.

Microsoft, Windows, Excel, Outlook, PowerPoint, Silverlight, and Visual Studio are 
registered trademarks of Microsoft Corporation. 

IBM, DB2, DB2 Universal Database, System i, System i5, System p, System p5, System x, 
System z, System z10, z10, z/VM, z/OS, OS/390, zEnterprise, PowerVM, Power 
Architecture, Power Systems, POWER7, POWER6+, POWER6, POWER, PowerHA, 
pureScale, PowerPC, BladeCenter, System Storage, Storwize, XIV, GPFS, HACMP, 
RETAIN, DB2 Connect, RACF, Redbooks, OS/2, AIX, Intelligent Miner, WebSphere, Tivoli, 
Informix, and Smarter Planet are trademarks or registered trademarks of IBM Corporation.

Linux is the registered trademark of Linus Torvalds in the United States and other countries.

Adobe, the Adobe logo, Acrobat, PostScript, and Reader are trademarks or registered 
trademarks of Adobe Systems Incorporated in the United States and other countries.

Oracle and Java are registered trademarks of Oracle and its affiliates.

UNIX, X/Open, OSF/1, and Motif are registered trademarks of the Open Group.

Citrix, ICA, Program Neighborhood, MetaFrame, WinFrame, VideoFrame, and MultiWin 
are trademarks or registered trademarks of Citrix Systems Inc.

HTML, XML, XHTML, and W3C are trademarks or registered trademarks of W3C®, 
World Wide Web Consortium, Massachusetts Institute of Technology. 

Apple, App Store, iBooks, iPad, iPhone, iPhoto, iPod, iTunes, Multi-Touch, Objective-C, 
Retina, Safari, Siri, and Xcode are trademarks or registered trademarks of Apple Inc.

IOS is a registered trademark of Cisco Systems Inc.

RIM, BlackBerry, BBM, BlackBerry Curve, BlackBerry Bold, BlackBerry Pearl, BlackBerry 
Torch, BlackBerry Storm, BlackBerry Storm2, BlackBerry PlayBook, and BlackBerry App 
World are trademarks or registered trademarks of Research in Motion Limited.

Google App Engine, Google Apps, Google Checkout, Google Data API, Google Maps, 
Google Mobile Ads, Google Mobile Updater, Google Mobile, Google Store, Google Sync, 
Google Updater, Google Voice, Google Mail, Gmail, YouTube, Dalvik and Android are 
trademarks or registered trademarks of Google Inc.

INTERMEC is a registered trademark of Intermec Technologies Corporation.

Wi-Fi is a registered trademark of Wi-Fi Alliance.

Bluetooth is a registered trademark of Bluetooth SIG Inc.

Motorola is a registered trademark of Motorola Trademark Holdings LLC. 

Computop is a registered trademark of Computop Wirtschaftsinformatik GmbH.

SAP, R/3, SAP NetWeaver, Duet, PartnerEdge, ByDesign, SAP BusinessObjects Explorer, 
StreamWork, SAP HANA, and other SAP products and services mentioned herein as well 
as their respective logos are trademarks or registered trademarks of SAP AG in Germany 
and other countries.

Business Objects and the Business Objects logo, BusinessObjects, Crystal Reports, Crystal 
Decisions, Web Intelligence, Xcelsius, and other Business Objects products and services 
mentioned herein as well as their respective logos are trademarks or registered trademarks 
of Business Objects Software Ltd. Business Objects is an SAP company.

Sybase and Adaptive Server, iAnywhere, Sybase 365, SQL Anywhere, and other Sybase 
products and services mentioned herein as well as their respective logos are trademarks or 
registered trademarks of Sybase Inc. Sybase is an SAP company.

Crossgate, m@gic EDDY, B2B 360°, and B2B 360° Services are registered trademarks 
of Crossgate AG in Germany and other countries. Crossgate is an SAP company.

All other product and service names mentioned are the trademarks of their respective 
companies. Data contained in this document serves informational purposes only. National 
product specifications may vary.

The information in this document is proprietary to SAP. No part of this document may be 
reproduced, copied, or transmitted in any form or for any purpose without the express prior 
written permission of SAP AG.


