
 
 

Executive summary- Gentour II 
 1 

Introduction 
This document is a summary of the activities and main conclusions developed within the R&D Project PTDC/CS-
SOC/119524/2010, “Does gender equality have a say in the boost of innovative forms of economic growth? Reviving the econo-
my through networks and internationalisation in the tourism sector”, developed in the Research Unit of Governance, Competi-
tiveness and Public Policies (GOVCOPP) at the University of Aveiro. The study was developed in collaboration with three Partici-
pating Institutions – the Commission for Equality in Labour and Employment (CITE), the Commission for Citizenship and Gender 
Equality (CIG) and the Portuguese Tourism Confederation (CTP) – and three additional Research Units (CEAUL/FL/Ul, CEEAplA 
Açores/UAçores and CICS/ICS/UM). This project began in April 1

st
 2012 with an expected duration of 36 months. Having benefit-

ed of an extension, the new date of completion was defined as September 30
th

 2015 and the total duration of the project was 
eventually 42 months. The project has been promoted under the code name GENTOUR II. It builds upon a previous FCT R&D 
Project entitled “Towards the improvement of women’s skills in the tourism sector. Profiting from the vertical mobility for ethic 
and economic purposes” (PIHM/GC/0073/2008), known as GENTOUR I.  

 

Executive summary 
The central objective of the project 
Gentour II is to evaluate the role of 
gender within tourism labour struc-
tures and to investigate the poten-
tial played by networks and interna-
tionalisation to promote forms of 
gender equality and to introduce 
innovative forms of economic 
growth.  

Gender equality is perceived as a 
globally important goal, with social, 
economic and environmental bene-
fits, and has been the focus of Euro-
pean Union Directives and national 
policies over the last decades (Bos, 
Koukoulis-Spiliotopoulos, & Masse-
Dessen, 2014). However, the over-
arching discourse of “think manager-
think male”, persists and continues 
to be a barrier to women’s progress 
in management (Gherardi & Murgia, 
2014, p. 691). Despite women be-
coming more qualified than men, as 
seen in studies on Portuguese tour-
ism graduates (Costa, Caçador, 
Breda, & Malek, 2013; Costa., 
Carvalho, Caçador, & Breda, 2012), 
the numbers of women in executive 
positions is still very low. In Portugal, 
only 7.3% of stock indexed compa-
nies were led by women in 2014, 
which is one of the lowest percent-
ages in Europe (Catalyst, 2015). 
Creating gender analyses of tourism 
processes is essential for a more 
holistic representation of today’s 
reality (Ferguson & Alarcón, 2014). 
This is because gender roles and 
relations silently order social dynam-

ics, thus invisibly influencing eco-
nomic structures. The performance 
of stereotypical gender roles are 
particularly evident within tourism, 
that is a highly gendered area with 
strong horizontal segregation of 
occupations (e.g. women are cham-
bermaids, men are bus drivers), a 
prevalence of men in top-level man-
agement positions and the use of 
sexualised images of young, attrac-
tive women to advertise holiday 
destinations (Baum, 2013; Jordan, 
1997).  

 

This study investigates contempo-
rary gender relations within the 
Portuguese labour market by using 
both quantitative and qualitative 
research methods. In order to select 
the target population for the ques-
tionnaires, it was necessary to com-
pile in a single database several 
bases previously assembled by dif-
ferent official bodies

1
. After prepar-

ing the database for analysis, a total 
of 20,500 businesses from all seven 
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 INE (European System of Integrated Eco-

nomic Accounts), Turismo de Portugal (Tour-
ism national Register), Ministry of Culture - 
GPEARI Observatory of Cultural Activities 
(BdMuseus), ICNF, IPTM and DGEG. 

administrative regions in Portugal 
(Norte, Centro, Lisbon, Alentejo, 
Algarve, Madeira and Azores) and all 
sectors of activity (according to the 
Tourism Satellite Account) were 
identified. After a pre-test phase, 
the questionnaire was distributed 
through the webPlatform specially 
designed for this purpose and 401 
valid responses were obtained. 
Quantitative data was analysed 
using SPSS. 

Qualitative research was in the form 
of focus groups and interviews. The 
participants/interviewees were se-
lected according to their representa-
tiveness, job creation capacity, level 
of connectivity with other agents 
(within the regional tourism net-
work) and their role in the definition 
and implementation of regional and 
local policies for the tourism sector. 
Seventy-nine regional key-
stakeholders, in positions of leader-
ship within their organization, both 
from the public and private tourism 
sectors, participated in the focus 
groups. Twenty-four complementary 
interviews were also applied. Quali-
tative data was analysed using soft-
ware webQDA. 

Seven main themes emerged from 
the data collected, each of which 
was analysed through a feminist 
economics lens, focusing on the 
ways in which gender permeates 
economic discourse. 
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1.1 Gender and managerial dis-
course 

Whilst both men and women are 
subjected to similar gendered eco-
nomic discourses within the work-
place, this analysis highlights how 
male and female leaders express 
what makes a good leader, the diffi-
culties faced by leaders and the 
effect of the managers’ gender on 
leadership abilities, in slightly differ-
ent ways. The masculine norm in 
managerial discourse is confirmed by 
various participants who mobilise 
stereotypes relating to hegemonic 
masculinity by stating that men are 
more ‘naturally’ perceived as man-
agers than women are. Despite gen-
der disparity being very much pre-
sent, participants often attribute it 
to individual deficiency, rather than 
to socio-cultural and politico-
economic structures which maintain 
masculine advantage. The perceived 
invisibility of gender within manage-
rial discourse highlights not only the 
ambiguity of the concept of gender 
but also the ambivalent and multi-
faceted nature of economic reality 
which cannot be reduced to dichot-
omous categories (Gherardi & 
Poggio, 2001). 

Looking at the ways in which man-
agers decide, decisiveness is con-
nected with masculinity, however 
recent research illustrates little cor-
relation between gender and the 
propensity to make decisions, rather 
pointing to the tendency for differ-
ences in the type of decisions wom-
en and men take. For example, 
women are more likely to make 
decisions that increase social sus-
tainability than men (Apesteguia, 
Azmat, & Iriberri, 2011). Indeed, 
participants in the present study also 
noted that female managers had a 
different way of taking decisions, 
which involves a more social com-
ponent of trying to get consensus. 
Furthermore, we find that female 
managers’ decision-making style 
favours the concept of power as 
control not over the group but with 
the group. Female managers’ pref-
erence for collaborative working 
(gaining ‘consensus’) and enhanced 

capacity for emotional awareness, 
hence puts them at an advantage in 
comparison to their male colleagues. 
Despite this, participants concur 
with the stereotype that decision-
making and negotiating are mascu-
line traits, with female managers 
lacking the confidence to make ef-
fective negotiations. However, look-
ing to the subtexts that the partici-
pants mention when talking about 
female leadership negotiation quali-
ties, two details can be observed: 1) 
women are good negotiators be-
cause they are attentive to ‘non-
verbal communication’ and 2) wom-
en are good negotiators because 
they ‘have more common sense’. 

Looking at how managerial charac-
teristics are gendered, participants 
associate discipline, having tact, 
ability to empathise, multitasking, 
being discreet and being able to deal 
with employees’ ‘emotionality’, with 
good female management charac-
teristics. As women are often re-
sponsible for family well-being and 
are expected to be at home to cook, 
receive the children and their hus-
band and complete general caring 
activities, these gender roles have 
transferred into their conceptualisa-
tion of management. Hegemonic 
masculinity within managerial dis-
course is mobilised within partici-
pant descriptors of managers’ atti-
tudes and appearance. Whilst male 
managers are expected to dress in a 
regimented style with a standard 
suit, women are expected to meld 
this with a ‘feminine touch’ appeal-
ing to the male gaze, otherwise risk 
being labelled as ‘butch’. 

On the whole, our findings illustrate 
how participants construct a third 
positioning for managerial activities, 
less tied to gender stereotypes, with 
managerial discourse gradually be-
coming disassociated from masculin-
ity. 
 

1.2 Vertical and horizontal seg-
regation 

Participants express how ‘nature’ 
defines what kind of work men and 
women do. They express how tour-

ism is highly segregated with regards 
to what positions can be occupied 
according to gender and indeed one 
participant mentions how ΨǘƘŜǊŜ ŀǊŜ 
ŀǊŜŀǎ ǘƘŀǘ ŀǊŜ ŦƻǊōƛŘŘŜƴ ǘƻ ǿƻƳŜƴΩ 
(P31). Comparative advantage ex-
plains how gendered caring norms 
encourage occupational segregation, 
as women are perceived as being 
‘better’ at caring occupations such 
as cooking and cleaning because 
they have been trained in these 
whilst growing up, being socialized 
as women. We find that travel agen-
cies, flight attendance and event 
organising, are all female dominated 
occupations in tourism, as are tour-
ism services targeted mainly at a 
female clientele, such as spas and 
wedding planning services. One of 
the reasons horizontal segregation 
exists within tourism employment, is 
because expectations regarding 
what constitutes gender-suitable 
employment are created at universi-
ties and schools. However, various 
participants did mention that these 
strict segregations in gender-
appropriate occupations within 
tourism, were dissolving. Partici-
pants say how women are moving 
into the male-dominated field of 
wine tourism and that of transport, 
with women becoming employed as 
drivers. Men are also entering what 
are perceived of as feminine occupa-
tions such as housekeeping, cleaning 
and flight attendance. 

 

Gendered vertical segregation, de-
scribes the unequal opportunities for 
progression to higher hierarchical 
levels based on gender. Cross-
regionally the overarching partici-
pant perception regarding vertical 
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segregation, is that this very much 
exists, with more men occupying 
managerial positions than women. 
We find that women’s representa-
tiveness declines the higher up the 
hierarchy one goes, whereas men’s 
representativeness increases. A 
correlation between the gender of 
the company CEO and the percent-
age of women in top-level manage-
ment is also observed, illustrating 
how vertical segregation is main-
tained within gender groups.  

 

Participants who do report the ex-
istence of more female than male 
managers, perceive this as an ΨŀǘȅǇi-
cal situatƛƻƴΩ (P8), illustrating how 
deeply embedded the connection 
between management and mascu-
linity is, that it has been normalised 
at the exclusion of femininity and 
management discourse. According 
to participants, the inhibitory ele-
ments for women’s vertical ascen-
sion on the career ladder are: the 
connection between femininity and 
family care; the ΨŜȄƛǎǘƛƴƎ ǎȅǎǘŜƳ ƻŦ 
interests which are predominantly 
male and offer few opportunities for 
ǿƻƳŜƴ ǘƻ ŜƴǘŜǊΩ (P63); and personal 
choice. However, it is important to 
look at the politico-economic condi-
tions in which vertical segregation 
occurs in order to explain why it 
happens. Portugal has a low level of 
public expenditure on family bene-
fits – 1.243% GDP in comparison to 
EU average of 2.235% (OECD, 2015), 
which could explain why women 
who work in tourism often choose 
family at the expense of reaching 
management positions, or just work 
and not have a family. Culture also 
plays a role as strong family values 
that discourage outsourcing caring 
are present in Portugal, influencing 
women’s abilities to prioritise work. 

We find that there is regional varia-
tion regarding vertical segregation, 
with geographically isolated areas 
such as Madeira, experiencing high 
vertical segregation despite receiv-
ing high numbers of international 
tourists every year. Past research 
shows that international tourists 
influence tourism communities, in 
making them more open-minded, 
however in some cases, such as in 
Madeira, the indication is that tour-
ism communities try to preserve 
stereotypic gender roles. Since in 
Azores, which are also island com-
munities, there are more and more 
women in management positions 
and participants observe a domino 
effect in terms of the women who 
are already in management acting to 
ΨŘƛǎǇŜƭ ǘƘŜ ǎǘƛƎƳŀ ǘƘŀǘ ǿƻƳŜƴ Řƻ 
ƴƻǘ ƘŀǾŜ ŀǾŀƛƭŀōƛƭƛǘȅΩΣ it is important 
to bear in mind that gender research 
is context specific. 
 

1.3 Gender and recruitment of 
human resources 

In terms of cognitive skills and abili-
ties, women and men are on a simi-
lar level. However, the representa-
tion of women in male-dominated 
fields is very low. One of the reasons 
for this gendered inequality is the 
way in which human resources are 
recruited and selected, that is, there 
is gender bias in evaluation which 
prevents women and men from 
entering certain positions (Heilman, 
Manzi, & Braun, 2015). We find that 
as business is a masculinized dis-
course, recruiters prefer male candi-
dates that resemble the proven 
masculine success model. An em-
phasis on masculine attributes in 
recruitment, as opposed to the 'soft' 
attributes of communication and 
conflict resolution skills, influence 
recruitment decisions. Tourism 
managers in this study expanded on 
main themes relating to gender and 
recruitment. They defined ‘availabil-
ity’ as a particularly significant em-
ployee characteristic; talked about 
the way in which the introduction of 
gender quotas influences recruit-
ment decisions; and the perception 
that gender does not play any role in 

the selection procedure of candi-
dates. It was interesting how the 
majority of managers spoke about 
what are the desirable characteris-
tics of female employees, but did 
not mention specifically male char-
acteristics. By making this distinction 
between female characteristics and 
equating male characteristics with 
‘general’ good employee character-
istics, the masculine discourse sur-
rounding what constitutes a good 
employee is normalised.  

Managers stressed that when re-
cruiting there is no discrimination as 
they assess the candidate’s profile 
based on their skills, qualifications 
and attitudes. However, women 
often ‘lack the fit’ because of mascu-
line discourses surrounding expecta-
tion of workers, either in terms of 
personality traits (e.g. agency, inde-
pendence) that are associated with 
masculinity or in terms of availabil-
ity. The “lack of fit” occurs because 
of the perceived mismatch between 
what women are thought to be like 
and what people believe it takes to 
survive in a labour market governed 
by masculine discourses 
(Broadbridge & Simpson, 2011, p. 
93). This ‘lack of fit’ has important 
consequences for women’s entry 
into tourism employment as it sub-
consciously influences recruitment 
decisions. 

Participants present women as bet-
ter workers than men because 
women are increasingly better edu-
cated than men, give more attention 
to detail, are more stable workers, 
are more responsible and fit more 
with the organisational spirit and are 
less likely to overstate or falsify their 
true abilities during interviews than 
men. However there is an odd para-
dox between women’s skills and 
corresponding job fit. One of the 
reasons for this is the lack of availa-
bility that women are often per-
ceived to have. Willingness to work 
overtime was perceived as very 
important by 62.5% of managers 
who answered the questionnaire, 
also highlighting how tourism labour 
is characterised by long and antiso-
cial hours. So when applying for a 



 
 

Executive summary- Gentour II 
 4 

job, women are at an ‘a priori’ dis-
advantage as they are perceived to 
have limited ‘availability’ as society 
expects them to be primarily re-
sponsible for childcare and to priori-
tise it over working. What is interest-
ing is that men are rarely confronted 
with the issue of whether they are 
available, despite men being less 
‘available’. One participant narrates 
that when he invites staff members 
on trade-show journeys, more wom-
en show availability to attend than 
men. 

Most participants are aware that 
mixed teams produce better results, 
as they are more productive and so 
try to recruit with this in mind as 
well as to conform to legal require-
ments regarding quotas. However 
participants stress how although 
many female candidates have better 
skills than male ones, they are 
obliged to hire some men as well, 
just in order to keep the balance. 
This is an interesting observation, as 
quotas have been put into place 
largely to ease the entry of women 
into positions made unavailable to 
them by hierarchical patriarchy, 
however sometimes, the opposite 
happens. 

Women are considered as being a 
cost to the company at some point, 
more specifically when a woman 
wants to take maternity leave, which 
is one reason for women not being 
promoted as managers. This is de-
spite research showing that it is 
actually more economically efficient 
to keep a woman who goes on ma-
ternity leave employed, as that is 
estimated to be approximately 80% 
of the total cost of hiring a new 
employee due to the initial ineffi-
ciency of a new employee. Hence 
paying for maternity leave far out-
weighs the direct costs of replacing 
an employee (Coulson, Skouteris, & 
Dissanayake, 2012).  

We also observe that recruitment is 
characterised by a certain amount of 
gendered ageism, with younger 
aspiring female managers being 
discriminated against due to their 

young age, in comparison to similar 
skilled young male managers. 
 

1.4 The influence of gender on 
managerial relationships 

The way in which managers are 
perceived by others influences 
workplace relationships. Participants 
reveal how female managers are 
perceived to be guided by emotions. 
The perception of women being 
‘emotional’ influences how their 
abilities to manage are perceived, as 
emotionality is a feminine character-
istic and a sign of weakness. Weak-
ness does not fit within the mascu-
line discourse of management where 
power through aggression and asser-
tion is equated with good manage-
ment characteristics. Indeed, being 
‘emotional’, instead of being an 
asset, as it means that women can 
sympathise with employees and 
better understand their problems 
and hence respond to them more 
efficiently, is often perceived as a 
negative managerial attribute. How-
ever, some participants note how 
caring roles associated with feminin-
ity can have a positive effect on 
management outcomes. As one 
participant says: Ψ ²ƻƳŜƴ ƘŀǾŜ ƳƻǊŜ 
ŎŀǇŀōƛƭƛǘƛŜǎ ƻŦ ǳƴŘŜǊǎǘŀƴŘƛƴƎΩ (P55), 
illustrating how female managers 
are better at recognising employee 
issues and hence more effective at 
addressing them. Male co-workers 
on the other hand are perceived as 
insensitive to work-family balance 
issues, but this seems to be accepta-
ble behaviour as economic discourse 
talks to the separation between 
work and family, where the ideal 
worker is perceived as a rational 
independent self, separate from 
relationships.  

Female managers are also perceived 
as more competitive than male 
managers which is surprising as past 
literature supports a connection 
between competitiveness and mas-
culinity (Bönte & Piegeler, 2013). A 
reason for women seeming more 
competitive is because in order to 
survive in an economic environment 
that favours men, women often feel 
they have to prove their worth. 

Other participants comment on the 
role of gender in their preferences 
on working with men or women. We 
find that the underlying problem of 
sexual harassment at work, means 
that women prefer to work with 
people of their own sex. Another 
reason for same-sex work relation-
ships prevailing is that women’s 
relationships focus more on friend-
ship and support than job-related 
gains. Many participants note that 
mixed-sex work environments are 
more formal and more challenging 
than same-sex work environments. 
Recent research finds that it is both 
the formal and the informal organi-
zational elements that generate 
patterns of interactions through 
which organizational actors coordi-
nate effort, share goals, exchange 
information, and access resources 
that affect performance (Soda & 
Zaheer, 2012). This illustrates the 
importance of gender in workplace 
relationships as gender influences 
the formation of informal relation-
ships and hence influences perfor-
mance. 

 

Participants reveal a change in men-
tality by commenting on how the 
workplace relationship between 
manager and employee is changing. 
Whilst older members of staff find it 
harder to deal with having a female 
boss, illustrating how entrenched 
gender roles connecting femininity 
to primary responsibility for caring 
are, for most participants and it is 
becoming more acceptable for a 
woman to be the boss of men. 
 

1.5 Company strategies to pro-
mote gender equality 

The level of tourism organizations’ 
knowledge of the existence of gen-
der equality issues within their com-
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pany, was explored looking at man-
agers’ perceptions regarding the 
concept of gender equality in tour-
ism labour, what measures compa-
nies have in place to promote gen-
der equality and how external bod-
ies influence the implementation of 
tourism labour-related gender 
equality measures.  

With regards to managers’ percep-
tions of gender equality, we find that 
managers agree that:  a) promoting 
gender equality provides social and 
economic benefits for society as a 
whole (76.6%);  b) promoting gender 
equality leads to the decrease of 
countries’ discrimination, violence 
and poverty (74.3%); c) organisa-
tions with gender-balanced hierar-
chies at the highest levels are more 
profitable (60.5%); and d) person-
al/family life interferes predomi-
nantly with the professional perfor-
mance of female workers (48.7%).  

Turning to the qualitative analysis, it 
is evident that the majority of partic-
ipants refer to gender equality as 
being an issue of women maintain-
ing a work-life balance. A large ma-
jority of tourism leaders in Portugal 
also expressed the idea that the goal 
of achieving gender equality at work 
was in fact a non-goal, as they saw 
little influence of gender on business 
processes. As participants are them-
selves embedded in gendered dis-
courses, it is difficult for them to 
distinguish discrimination based on 
gender roles which also means that 
the organization itself faces difficulty 
in being ‘gender-aware’. 

Whilst gender permeates all aspects 
of personal and economic life, de-
termining who makes what choices 
in life, few participants developed 
the topic further than mentioning 
whether their company had policies 
in place to ‘help’ women with child-
care arrangements. However, deal-
ing with the symptoms of the prob-
lem, i.e. giving women more flexibil-
ity regarding working hours than 
men, is a superficial treatment for 
gender equality. In order for more 
gender equal work environments to 
exist, we suggest that policies af-

fording parental care leave or flexi-
bility at work be extended to both 
parents. 

 

Regarding the gender equality 
measures that tourism companies 
put into place in Portugal, only 1 out 
of every 12 companies has protocols 
with family support services (e.g. 
nurseries and kindergartens, home 
and family care services, nursing 
homes and care centres for the el-
derly) and only 1 out of every 25 
companies has its own child care 
facilities for workers’ children (e.g. 
kindergarten, recreational activities, 
holiday camps, or others). Other 
common measures applied by com-
panies to ensure gender equality 
were the following: remuneration 
according to objective criteria and 
equal for men and women (60.8%), 
flexible working schedules (53.4%), 
performance evaluation primarily 
based on the fulfilment of objectives 
and behavioural criteria (49.4%), and 
open-mindedness in hiring men or 
women for job positions not tradi-
tionally associated to their gender 
(46.9%). Indeed, gender plays a role 
in the adoption of such policies as 
we find that female-led companies 
have more measures (4.77 
measures), than in male-led compa-
nies (3.79 measures).  

 

Gender equality measures within 
tourism companies are a recent 
development, as one participant 
mentions how this has only started 
to occur in the last 6-7 years, partly 
because of the lack of recognition of 
the economic value in increasing 
gender equality at work. We find 
that many of the measures that do 
exist are influenced by changing 
family structures, since recent years 

have seen divorce rates in Portugal 
rise dramatically and the number of 
mothers who work has also in-
creased. As what is perceived as an 
exclusively feminine occupation is 
progressively being masculinised by 
men taking on child-caring roles, 
companies are realising the im-
portance of providing employees 
with childcare options. However, 
many participants point out that 
there is a difference between the 
measures that companies can apply, 
depending on their size. SMEs have 
specificities when considering their 
labour-force, which need to be taken 
into consideration when creating 
policies that aim at increasing gen-
der equality within tourism labour. 
Looking at SMEs in the US that im-
plement policies that aid social and 
environmental goals, it is evident 
that social equality measures such as 
those that aim at offering equal 
opportunities for men and women 
within the workplace, are feasible to 
implement and simultaneously re-
main profitable (Arend, 2014). 

Whilst most participants feel that 
measures to increase the provision 
of equal opportunities for both men 
and women are the employer’s re-
sponsibility, some participants did 
not think it should be the company’s 
responsibility, but rather the state’s 
responsibility or the employees’ 
responsibility. External measures 
aiming at more gender equality 
mentioned by participants are: 1) 
quota system; 2) state provision of 
childcare facilities 3) definition of 
parental leave period and 4) EU 
tourism development projects that 
encourage the inclusion of women 
within tourism businesses. State 
measures mentioned by participants 
for increasing gender equality within 
the tourism workplace include offer-
ing activities for workers’ children in 
the summer in the Algarve; allowing 
new parents to have more flexible 
working hours; encouraging new 
forms of teleworking and optimizing 
parental leave systems. Finally, we 
find that as Portuguese tourism 
development depends heavily on EU 
funds, EU directives as to what crite-
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ria funding proposals are judged on, 
directly influence prioritization of 
gender equality goals within tourism 
in Portugal. 

 

1.6 Gendered organisational 
growth strategies 

Organisational strategies are defined 
as the actions an organization needs 
to take in order to achieve long-term 
organisational growth goals. We 
focus on three main strategies, 
those related to innovation, interna-
tionalization and networking. 

 

Innovation 

Since currently the ultimate resource 
is novelty, innovative strategies are 
very important, especially in tourism 
which is an industry historically 
characterised by immense innova-
tiveness. Within tourism, innovation 
is often linked to government poli-
cies, an example of which is the 
proliferation of low-budget airlines 
after air-traffic regulations were 
modified. Tourist needs also stimu-
late innovation to take place, often 
impacting upon complex supply 
chains, an example of which is the 
merging of cosmetic manufacturers 
with wellness centres (Mair, 2005).  

Questionnaire results show that 
about half of the managers (50.9%) 
confirmed that their companies have 
been involved in product innovation 
actions over the past three years, 
31.7% of managers confirmed the 
existence of process innovation initi-
atives in their companies, 34.9% of 
the managers state that their com-
panies have implemented marketing 
innovation and 22.9% of the manag-
ers promoted organisational innova-
tion. Regarding the reasons why 

companies do not innovate, many 
(56.0%) managers mentioned that is 
was not possible to innovate due to 
unfavourable conditions of the mar-
kets. Market conditions translate 
into the lack of funding (39% of 
managers who do not innovate) and 
high costs of innovation (43% of 
managers who do not innovate).  

Regarding the people responsible for 
innovative measures, 27.2% partici-
pants state that it is mainly men and 
22.0% participants state that it is 
mainly women. 50% of participants 
state that innovation is stimulated 
equally by men as by women. How-
ever, the existence of a statistical 
association between the gender of 
the respondent and the representa-
tiveness of men in the innovation-
responsible groups in tourism com-
panies, illustrates how innovation is 
gendered. Indeed, qualitative analy-
sis reveals that the majority of par-
ticipants consider women not to be 
very well represented or recognised 
within the innovative process be-
cause of various barriers. One of 
these barriers relates to women not 
occupying higher hierarchical levels 
and hence not having the opportuni-
ty to get their ideas heard. This is 
despite participants saying that 
women have more creativity, inno-
vativeness and persistence than 
men, which are all characteristics of 
successful innovators. However, 
participants note that women are 
perceived as less credible than men 
and as exhibiting less risk-taking 
behaviour, which influences their 
contribution to innovative organisa-
tional growth strategies. Whilst the 
connection between femininity and 
a lack of risk-taking has not been 
proven (Nelson, 2014), perceptions 
surrounding this connection domi-
nate managerial discourse, illustrat-
ing how gender influences growth 
strategies. 

However, a change in the associa-
tion of masculinity and innovation is 
occurring as we find that a number 
of tourism companies have strate-
gies in place to encourage greater 
gender equality within the innova-
tion process, such as creating a plat-

form where both men and women 
can contribute innovative ideas. 

Internationalisation 

Internationalisation is defined in this 
study as: ‘the process of becoming 
aware of the importance of interna-
tional transactions for the future 
development of the firm, as well as 
the process of investing in and un-
dertaking business transactions in 
other countries’ (Calof & Beamish, 
1995, p. 119). We find that only 1 
out of every 4 managers says that 
their companies are international-
ised, with a higher proportion of 
women answering affirmatively in 
comparison to men (27.9% versus 
22.2%). Joint-ventures (22.9%) were 
the most common way of interna-
tionalising. When analysing these 
results based on the gender of the 
respondent, it is observed that a 
higher proportion of women men-
tion Management Contracts (25.9% 
women versus 9.3% men). Regarding 
the location where Portuguese com-
panies internationalise, these are 
the European Union (81.8%) and 
America (59.1%). Internationalisa-
tion is gendered as the people who 
are responsible for driving this pro-
cess are mainly composed of men 
(41.0% of managers believe this). A 
large majority of tourism companies 
in Portugal do not internationalise 
for these predominant reasons: the 
business/company is too small to be 
internationalised (42.0%); a lack of 
financial resources (39.0%); the high 
risk of pursing an international oper-
ation (24.2%); not enough business 
opportunities in the national market 
(14.9%); and not enough govern-
mental incentives (10.4%). 

Drawing on the network approach to 
internationalization, the majority of 
participants in the current study 
express how women are un-
derrepresented in networks that 
facilitate internationalization of 
tourism, largely because of gender 
roles that associate femininity with 
primary carer positions. Many partic-
ipants express this gendered limita-
tion as being because women have 
limited ‘availability to travel’ to trade 



 
 

Executive summary- Gentour II 
 7 

fairs and international meetings. 
Indeed, trade exhibitions which are 
perceived by most participants as 
almost a synonym to internationali-
zation, are considered, as one partic-
ipant puts it as ΨƳŀƭŜ ǘŜǊǊƛǘƻǊȅΩ (P70). 
Hence gender roles plays a big part 
in women’s exclusion from interna-
tionalization. One of the reasons 
women are excluded is because of 
men acting in groups against the 
‘invasion of women’ into a domain 
they feel belongs to them. Another 
way in which women are excluded 
from internationalisation is through 
gendered ideals of ‘good’ women 
staying at home, which consequently 
limits their ability to travel to trade-
fair shows. Feminine ideals of re-
maining within the private sphere 
are common in patriarchal countries 
of Southern Europe, such as Greece 
(Bakas, 2014) and prominent in 
Muslim countries such as Turkey 
(Tucker, 2007). 

Networking 

Both formal and informal types of 
networking are important to grow 
tourism businesses. Indeed, formal 
networking is a common practice 
with the overwhelming majority of 
respondents (87.1%) confirming that 
over the last three years formal 
networking has been undertaken by 
their company. Looking more specif-
ically to why these formal con-
tacts/partnerships are established, 
respondents highlight those related 
with increasing business opportuni-
ties in the tourism sector (56.5%), 
achieving the company's goals 
(49.7%) and improving customer 
service (44.1%). Regarding the fre-
quency with which networking takes 
place, the majority of respondents 
(43.1%) contact their networks a 
couple of times a year. However, we 
find that formal networking fre-
quency is gendered, with a higher 
proportion of women (37.9%) than 
men (25.8%) keeping contact with 
other companies and organisations 
at least once a week, with these 
differences being statistically signifi-
cant.  

Informal networking, according to 
participants, is one of the most sig-
nificant types of networking for 
progressing one’s career. Informal 
networking is also the type of net-
working most influenced by gender 
roles according to the qualitative 
results. Informal networking, which 
occurs mainly outside work hours, is 
highly gendered as women are often 
held responsible for caring and 
household work. Participants reveal 
that there is often strict segregation 
between men and women’s informal 
networks in tourism. Indeed, partici-
pants express how an exclusion of 
women from informal networks is 
common and used to be on a formal 
basis, with men’s clubs having up 
until very recently, regulations pro-
hibiting the acceptance of female 
members. Women’s informal net-
works do exist and are very influen-
tial, but they are often devalued as 
ΨƎƻǎǎƛǇ ƎǊƻǳǇǎΩ (P52). A sexist per-
ception that women fight each other 
when in groups is prevalent in patri-
archal societies, but the plethora of 
women’s groups ranging from hand-
icraft societies to new parents 
groups, makes it obvious that wom-
en are efficient at operating within 
groups.  

 

Networking requirements can come 
at odds with perceptions of what the 
‘ideal’ woman should be like, caus-
ing working women’s partners to 
restrict women’s time spent net-
working. One participant expresses 
this by saying: ΨǘƘŜ ƘǳǎōŀƴŘ ŀǘ home 
does not accept very well that the 
woman goes out at 3am to have a 
drink with 2 male direc-
ǘƻǊǎκŎƻƭƭŜŀƎǳŜǎΩ. When women do 
find the time for networking, they 

face additional problems, as a partic-
ipant highlights how women going 
out late at night are at increased 
chance of being sexually harassed by 
work colleagues. Although associat-
ed with positive career benefits and 
outcomes, this research illustrates 
how not all networks are accessible 
to women. 

 

1.7 Gender and tourism entre-
preneurship 

This study had a high number of 
entrepreneurs with 46.9% respond-
ents having created their current 
job. The majority (86.7%) are micro-
enterprises (consisting of less than 
10 employees), reflecting global 
trends of a predominance of SMEs in 
the tourism industry. When analys-
ing entrepreneurial propensity ac-
cording to the gender of the re-
spondent, men play a more signifi-
cant role in new business creation 
(53.3%) in comparison to women 
(36.9%). As far as sub-sectors are 
concerned, most entrepreneurs are 
in the area of food and beverages 
(40.4%), accommodation (24.5%), 
and sports and recreation (20.2%). 
The majority of entrepreneurs are 
located in the regions Centro 
(26.6%), Norte (19.7%) and Lisbon 
(19.7%), while the regions of Alente-
jo (9.0%) and Madeira (4.3%) are 
those with lower numbers of entre-
preneurs. We also find that entre-
preneurs are not as well educated as 
non-entrepreneur managers with 
76.5% of non-entrepreneurs having 
a high education level versus 59.6% 
of entrepreneurs having a high edu-
cation level. Looking at the way 
gender influences entrepreneurship, 
female entrepreneurs prevail at the 
higher academic levels: only 51.0% 
of men have a higher education 
degree while the proportion of 
women with the same level of quali-
fications is 71.1%. Female entrepre-
neurs also tend to be younger than 
male entrepreneurs, as the average 
age of women (M=41.43, SE=1.216) 
is lower than the average age of men 
(M=46.02, SE=0.940). Only 10% of 
the female entrepreneurs are more 
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than 54 years old, while the equiva-
lent proportion of men is 25%. 

Horizontal segregation is prominent 
amongst entrepreneurs with events 
organising and tour guiding compa-
nies being mainly owned by women. 
What is interesting is that although 
the area of events is linked to per-
ceptions of women being good at 
caring for others, making the execu-
tion of events efficient, the events 
sector is very demanding in terms of 
hours worked hence coming into 
conflict with feminine caring roles. 
Regarding the motivation to enter 
entrepreneurship, female entrepre-
neurs are often ‘pushed’ into creat-
ing their own business as power 
structures prevented them from 
realising their potential within the 
company they were employed in. 
The ability to combine productive 
and reproductive roles is another 

reason why women become entre-
preneurs in tourism, despite some 
participants noting that engaging in 
entrepreneurship gave them more 
of a workload than being employed 
for a company. It is interesting to 
observe, that gender-related priori-
ties are altering, with female entre-
preneurs prioritizing work over hav-
ing a family. Indeed, as productive 
requirements increase due to the 
elevated contemporary need for two 
incomes to support a family, more 
women are choosing to have chil-
dren later or not at all, as illustrated 
in the increased age of mother at 
first birth and decreasing fertility 
rates in Europe (Bloom, Canning, 
Fink, & Finlay, 2009; Torres, 2008). 

The barriers to entrepreneurship 
participants faced most were the 
excess and complexity of public 
policies (58.9%), the complexity of 

labour laws (46.2%) and the difficul-
ties in having access to funding 
(41.2%). Barriers are also gendered 
with women considering different 
barriers as more influential to men. 
Women found the following barriers 
more important than men did: not 
knowing the right people (44.8% 
versus 25.9%), lack of experience in 
top-management positions (26.4% 
versus 17.3%), lack of experience/of 
professional status (26.3% versus 
16.0%), lack of training/of specific 
abilities and skills in this field (23.7% 
versus 8.6%), lack of self-confidence 
(21.1% versus 7.4%). Reconciling 
work and family was a significant 
barrier for women, and a statistically 
significant relationship between 
male entrepreneurs and working at 
night was found, illustrating how 
male entrepreneurs are less limited 
by family obligations. 

 

For a list of the publications produced from the GENTOUR II project please click here.  
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