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McKinsey & Company is an international
management consulting rm that helps leading
corporations and organisations make distinctive,
lasting and substantial improvements in their
performance. Over the past eight decades, the
Firm’s primary objective has remained constant:
to serve as an organisation’s most trusted
external advisor on critical issues facing senior
management. With over 7,500 consultants
deployed from some 90 of ces in about
50 countries, McKinsey advises companies
on strategic, operational, organisational and
technological issues. The Firm has extensive
experience in all major industry sectors and
primary functional areas, as well as in-depth
expertise in high-priority areas for today’s business
leaders. McKinsey & Company also helps a
diverse range of government institutions, public
administrations and non-pro t organisations with
their management challenges.
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Conclusion:

Going
further?

Our interviews with senior civil servants,
politicians, and the men and women at the
forefront of business have revealed areas
that our study does not cover but that need
to be properly addressed if we really want
to achieve the mindset revolution needed to
speed up change. Two main areas require
consideration.

The first is education. In some fields —
engineering and management in particular
— women are under-represented and are
therefore deprived of a large number
of potential jobs, especially in top
management. We must look at how to
give career advice greater prominence in
secondary schools, so as to improve access
to these fields at tertiary level (especially
European MBAs and engineering schools)
and also to the jobs they lead to. It
might also be appropriate to redesign
top executive profiles in order to enable
corporate leadership positions to be
reached via other career tracks than those
currently in favour. Finally, a challenge
even further upstream would be to change
the binary perception of “men’s jobs” and
“women’s jobs” at a very early stage of
childhood.
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“Very few women study engineering so very
few apply for the engineering positions |
offer and therefore | hire very few women”

— CEO of a company in the transport
industry

The second area for consideration relates to
models of family balance. The traditional
social pressures on men to be breadwinners
are not so strong in the younger generation,
which has greater freedom of choice and a
more balanced distribution of roles within
the household. Nevertheless, some work
remains “women’s work” for which women
are totally responsible and face all related
constraints. For example, motherhood
makes mothers vital to the well-being of
their babies and, as we have shown, this
limits their career choices and prospects.
Men enjoy greater freedom. In seeking to
create a balance in the work environment,
should we not also encourage and enable a
different, more equal balance at home?

In conclusion, it is only fair to acknowledge
that we have come a long way in the
quest for gender diversity in business. But
business cannot meet this challenge alone.
That will require concerted, concrete,
repeated action upstream of working life at
all levels of society and in all institutions,
by individuals and by groups. Slowly this
will create the cultural and organisational
basis for change.

“If you let things happen naturally,
women may not rise in the organisation ...
It's not an easy task but it can be done and
we can change the proportion of women
and men in the organisation if we really
want to do it. It takes time to get it right.
You are bound to have the strategy and
the commitment. You can never let go!”

— Vice-President Europe of a leading global
healthcare company

“Everyone  makes the decisions in
his or her own life. What they have to
decide is: What do | want to accomplish
with my life, my time and my career?
What do | feel comfortable with? This is the
one life that | have. How am | going to spend
it?”

— Ex-president of a European country
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