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Abstract 



While  being  gender  equal,  the  Danish  workforce  has  still  high  levels  of  both  vertical  and  horizontal  segregation.  This  lack  of  gender  diversity  could  be  justified  through  the  lens  of  gender blindness. Gender blindness explains how people that live in a privileged environment  and are not affected by negative gender bias, can consequently disregard the existence of gender  barriers. 



Diversity is a fundamental stimulus of creativity and innovation and the cultural and creative  industries heavily rely on them. Therefore, this research will focus on women in the creative  and  cultural  industries  of  Copenhagen.  Only  women  in  leadership  positions  were  hence  interviewed  to  assess  whether  or  not  they  were  gender  blind  and  if  they  organised  their  companies  as  a  reflection  of  it.  The  purpose  is  to  understand  on  a  practical  level,  if  gender  blindness  affects  women  that  have  the  power  to  disrupt  the  perpetuation  of  lack  of  gender  diversity and in what way. 



The eight women in leadership positions that we interviewed spread across fields of the cultural  and creative industries of Copenhagen such as music, fashion, design and publishing. All eight  interviews provided extensive qualitative data on the interviewees’ perception of the following  subjects: the lack of gender diversity in Denmark and the creative and cultural industries of  Copenhagen,  perceived  gender  barriers,  the  way  they  value  gender  diversity,  the  way  they  organise their companies form a gender perspective, their sense of responsibility as role models  and  their  feeling  towards  forced  implementation  of  gender  diversity.  Each  of  these  sub- categories contributed in different ways to evaluating whether our research sample was subject  to gender blindness and if they organised their companies accordingly. 



It was revealed that women that were gender blind had apparent gender equal companies but  were  in  fact  likely  to  perpetuate  gender  barriers.  The  women  that  were  not  gender  blind  appeared  to  organize  their  companies  in  a  non-diverse  way,  creating  incubators  for  female  talent.  This  behavior  was  however  justified  as  a  coping  mechanism  against  a  system  that  advantages men in the workplace. Findings on women’s practical perceptions of diversity were  also unveiled. 


Keywords: gender diversity, gender segregation, gender blindness, homosocial reproduction, 
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1.  INTRODUCTION 



1.1  Problem Formulation 



As it will be elaborated below, Denmark has the reputation of being a gender equal country,  ranking  as  one  of  the  most  gender  equal  countries  in  the  world.  This  claim  is  based  on  the  principle that both men and women can profit from equal opportunities and that the number of  women in the Danish workforce is approximately the same as the number of men. However,  when looking at it from a diversity perspective, Denmark quickly falls down the ranks as it  highly  lacks  representation  of  women  in  leadership  positions,  and  is  both  vertically  and  horizontally  segregated.  This  research  claims  that  this  inconsistency  is  symptomatic  of  Denmark  being  overall  a  gender  blind  country.  Gender  blindness  refers  to  an  incapacity  to  identify the fact that the roles and responsibilities of men and women are assigned to them  based  on  their  gender  as  a  result  of  deeply  seeded  social,  cultural  and  economic  norms  (Caldeirinha & Hörst, 2017, p.180). Due to Denmark’s gender equality and its provision of  equal opportunities for both genders, one could be led to believe that women and men had equal  chances at attaining leadership positions. However, this is not the case as numbers show that  certain gender barriers are still in place and prevent women from rising to leadership positions. 



In this research, diversity is studied within the creative and cultural industries (CCI), as creative  and innovative processes rely heavily on diversity. 



1.2  Research Purpose



It is therefore the aim of this research to understand whether or not women that made it into  leadership  positions  in  the  CCI  of  Copenhagen  (CCIC)  are  gender  blind,  and  if  it  has  implications in the way they organise their companies from a diversity perspective. 



In order to answer this question, it will first be assessed whether or not these women are gender 

blind by asking them if they perceive the lack of gender diversity in their surroundings and in 

what  way.  Consequently,  an  analysis  of  how  they  organise  their  company  from  a  gender 



(10)
1.3  Context and Background



1.3.1  Gender Inequality in Denmark 



The conversation surrounding gender inequality has been relevant for over a century now. The  issue of gender inequality has evolved over the years, one steady step at a time, from women  gaining the right to vote in Denmark in 1915 to the #MeToo movement of today (Nielsen, J.,  2015). Although, in Denmark, men and women now share basic fundamental rights towards  education, health care and justice, there are still some gaps in this so called “gender equal” 



country when it comes to work opportunities. 



Contrary to popular belief, Denmark is far from the gender equal utopia it is assumed to be. 



This  belief  that  Denmark  is  an  overall  gender  equal  country  stems  from  the  high  female  employment rate, 47.4% in 2017 (Data Worldbank). High female employment rate, however,  is not synonymous with gender equality.  



According to the World Economic Forum’s global gender raking (2017), Denmark ranked 14th  globally  on  the  gender  equality  index  (p.11),  and  36th  for  economic  participation  and  opportunity (p.12). Although these rankings are not catastrophic and Denmark is among the  most gender equal countries in the world, when compared to the other Nordic nations (Iceland,  Finland, Norway and Sweden) who are all in the top 5 of the global gender equality index,  Denmark trails far behind (World Economic Forum, 2017). 



Furthermore, Denmark ranks 80th globally when it comes to women in leadership positions  (World Economic Forum, 2017). According to the Danish Institute for Human Rights, it will  take 129 years for the gender gap to be bridged in Denmark (Institute for Human Rights, 2018). 



1.3.2  Gender Segregation in Denmark 



Much like many other Scandinavian countries, Denmark has a highly gender segregated labour  market (Bloksgaard, 2011, p.5). Although the labour participation appears equal from afar, the  Danish  labour  market  is  one  of  the  EU’s  most  highly  segregated.  It  is  segregated  not  only  vertically, whereby men dominate the leadership positions, but also horizontally, whereby men  and women are employed in within different sectors, professional fields and tasks (Bloksgaard,  2011, p.5). Indeed, men dominate the private sectors whereas women dominate the public (80% 



of  all  men  are  employed  in  the  private  sector  whereas  40%  of  all  women  are  employed  in 



(11)
regional/municipal  sector)  (Bloksgaard,  2011,  p.6).  When  considering  this  welfare  state’s  commitment  to  gender  equality  and  advancement  in  other  areas  (maternity/paternity  leave; 



access to childcare), the level of segregation appears somewhat paradoxical (Ellingsæter, 2013,  p 502). “Horizontal segregation is generated by gender essentialism”, (Ellingsæter, 2013, p  503), hence based on the presumption that men and women are fundamentally different, and  therefore have different skills and abilities, thus making them more suited for different ‘gender  specific’  types  of  work,  and  sometimes,  even  within  the  same  workplace  or  profession  (Bloksgaard, 2011, p.6). Gender segregation therefore results in considerable shortcomings in  regard to gender diversity on the labour market as in the workplace. 



1.3.3  Gender Segregation in the Cultural and Creative Industries 



Although there may be a strong female participation in the cultural industries, just below 50% 



(Reeves, 2017, p.22), they are not exempt of gender segregation, be it horizontal or vertical. 



Very little of the research on gender segregation has been directed towards the CCI, and very  little data describing the segregation in the Danish CCI is available. Indeed, to the best of our  knowledge, the last study done into the Danish CCI was conducted in the year 2000. The little  research that has been conducted points in the same direction as it does in other industries. In  the creative and cultural industries, the role of women is often reduced to working in public  relations (PR) and marketing (Hesmondhalgh & Baker, 2015, p.27). Furthermore, women also  tend  to  occupy  coordination  and  production  facilitation  roles  rather  than  the  creative  jobs  (Hesmondhalgh & Baker, 2015, p.27). In the film industry for example, women dominate in  wardrobe  and  make-up,  yet  only  15%  participate  in  key  creative  roles  such  as  directors,  screenwriters, and cinematographers (Gill, 2014, p.513). Furthermore, the roles that are most  often  associated  with  women,  such  as  costume  design  and  production  co-ordination,  are  generally  undervalued  and  unrecognised,  and  are  viewed  as  far  less  prestigious  within  the  industry as the creative roles (Hesmondhalgh & Baker, 2015, p.28). 



1.3.4  Gender Blindness 



According  to  gender  scholarship,  gender  blindness  is  one  of  the  reasons  behind  the  lack  of 

gender diversity within different industries and occupations.  
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people refuse to distinguish each other by gender, gender blindness understands an inability to  recognise that the roles and responsibilities of men and women are assigned to them in regards  to deeply seeded social, cultural and economic norms (Caldeirinha & Hörst, 2017, p.180), and  that gender, therefore, has no impact on a person’s career. Research which explores individuals’ 



perceptions of inequality, indicates that people tend to underestimate gender inequality (Lewis,  2006, p. 460). 



Such failure to recognise how gender can be a considerable barrier for women in the workplace  might be understandable from the male perspective, as research shows that part of the privilege  of being a man is the ability not to think about gender and the potential barriers it presents  (Lewis, 2006, p. 454). Having only experienced positive bias in regards to their gender, some  men might struggle to even consider the existence of the issue out of simple ignorance. 



Gender  blindness  is  not  exclusive  to  men.  Female  entrepreneurs  are  no  exception  to  this  trend.  Research shows that female entrepreneurs have a tendency to identify the business world  as having a gender neutral environment (Lewis, 2006, p. 460). Through implying that the notion  of gender is not an issue of any relevance, these female entrepreneurs support claims that gender  barriers do not exist and if they do, they can be overcome (Lewis, 2006, p. 460). It is however  conceivable that some women have either never experienced negative bias, or have only ever  experience positive bias, which they fail to see as such in their career based on their gender,  and therefore fail to see it as a parameter for failure.  But this nihilist view of gender as not  being a barrier in the business world from the female perspective can have seriously negative  repercussions on other women. Indeed, by perpetrating such narratives, the legitimacy of the  gender barrier is put into question, resulting in the reinforcement of the “conventional view that  gender is not in any way inherent or embedded in the business world” (Lewis, 2006, p. 460). 



As a result, some women may refuse to see their role as gendered actors and instead, refuse to  take on an active gender identity and refuse to react to gender inequality (Lewis, 2006, p. 460). 



Such oblivion to the possibility of gender as being a barrier or obstacle that women have to 

constantly  overcome  in  a  business  world,  may  otherwise  appear  to  be  progressive,  actually 

obscures  women’s  sustained  disadvantages,  and  neutralises  gendered  experiences  which 

privilege men (Lewis, 2006, p. 460). 
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1.3.5  Diversity for Competitive Advantage 



Diversity is often regarded as an all-inclusive term that incorporates individuals from various  classifications (gender, ethnic, religious, sexual orientation, etc.), and refers to policies aiming  to create inclusive cultures for people from these classifications (Herring, 2009, p.209). Herring  suggests that diversity yields better results over homogeneity because “progress and innovation 

 depend less on lone thinkers with high intelligence than on diverse groups working together 
 and capitalizing on their individuality” (2009, p.210). Furthermore, Herring also argues that 

“diversity increases the opportunity for creativity and the quality of the product of group work” 



(2009, p.210). Beyond the creative opportunities that come with diversity, gender diversity is  also  closely  associated  with  increased  sales  revenue,  more  customers,  and  greater  relative  profits (Herring, 2009, p.208). 



Creativity is a fundamental part of all businesses - not in the sense of painting or songwriting,  but in the sense of execution of work – and even more so in the creative and cultural industries. 



These industries need to be creative and innovative in the way they approach their business in  order  to  keep  in  line  with  their  products  that  often  require  high  levels  of  creativity.  The  underlying argument by which diversity stimulates creativity is the belief that the variety of  perspectives  and  experiences  represented  in  a  heterogeneous  team  results  not  only  in  the  production of higher quality ideas, but also stimulates further idea production from within a  team (McLeod, Lobel & Cox, 1996, p.250). 



The understanding of the benefits of diversity in the workplace reaches back to the 1960’s. 



Hoffman  and  Maier  (1961)  found  that  groups  with  higher  personality  and  gender  diversity  produced better solutions to problems than groups with low diversity (in McLeod, Lobel & 



Cox, 1996, p.250). Here lies, however, a considerable paradox. On the one hand, diversity, be  it  ethnic,  gendered  or  religious,  is  an  undeniable  source  of  creativity  and  innovation  which  provides the foundation for competitive advantage. But on the other, diversity in the workplace  can potentially be a source of conflict, miscommunication which could result in the loss of a  competitive  edge  (Bassett-Jones,  2005,  p.169).  Diversity  leads  to  the  formation  of  different  ideas, to more creativity, and to superior problem solving. In contrast, homogeneity may lead  to superior group cohesion at the expense of adaptability and innovation (Herring, 2009, p.219). 



The decision of whether or not to embrace diversity at an organisational level understandably 
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risks are somewhat understandably avoided (Caves, 2000). Managers therefore have to balance  the advantages and disadvantages of implementing diversity. 



In sum, it can be argued that diversity has a positive impact on a company’s performance. One  would therefore assume that the logical step would be for companies to implement diversity for  their own benefit. This however, is generally not the case and many parameters stand in the  way of diversity. 



This research aims to uncover whether women in leadership position in CCI of Copenhagen,  perpetuate the lack of diversity because of gender blindness. 



1.4  Research Question 



In  order  to  fulfil  the  purpose  of  our  research,  the  following  research  question  was  formulated:  
Are women in leadership position in the cultural and creative industries of 
 Copenhagen gender blind? And is the way they organise their company a reflection of it? 


To help us answering such broad question four main sub-questions where extrapolated: 


1.   How do the women in leadership positions in the cultural and creative industries 
 of Copenhagen perceive gender equality and gender diversity in their surroundings? 



The purpose of this question is to evaluate whether our research sample is aware of the lack of  diversity in Denmark and in the CCI of Copenhagen and if they are able to recognize reasons  that stop women getting leadership positions. 



Our findings will ultimately allow us to assess whether or not our research sample is gender  blind. 


2.  What do they value gender equality and gender diversity for? 



It  is  important  to  understand  what  our  research  sample  values  diversity  for,  in  order  to  understand the way in which they organise their company from a diversity perspective. 


3.  How do they implement gender equality and gender diversity in their company? 



This question is introduced to assess whether or not women in leadership positions implement 

gender diversity in their organizations, how, and to what extent. This will allow us to analyse 

if gender blindness has an impact on the way they organise their companies from a diversity 



(15)4.  How  would  they  feel  about  contributing  as  role  models  and  forced 
 implementation of diversity? 



This question is a last attempt at analysing how women in leadership positions in the CCI of  Copenhagen value diversity firstly through a discourse of responsibility and secondly through  the prospect of forced implementation. The latter introduces gender quotas since data show it  has been proven to be successful in other Scandinavian countries where the level of diversity is  much higher than the Danish one. What is expected of this question is to further investigate to  what extent our interviewees value gender diversity, and whether they perceive themselves as  active agents and producers of gender equality in the industry. 



1.5  Research Gap



The research focus is supported by a current research gap. While the field of gender inequality  and the lack of gender diversity has been investigated to a considerable extent, research from a  female entrepreneur perspective is lacking. Indeed, much of the current research focuses on the  importance of implementing diversity within large corporations, and are often directed towards  industries that are dominated by men. The same can not be said of small or medium enterprises  that are female led. To the best of our knowledge, there are too few investigations into the ways  in which female entrepreneurs perceive gender as a barrier, the importance of gender diversity  and their implementations of such diversity. 



1.6  Delimitation of Research



This research is limited to the perception of the founders or the CEOs who form the research 

subjects and provide the data pool of the research. All investigated companies are micro, small 

or  medium-sized  companies  led  or  founded  by  women  and  all  operate  within  the  CCI  of 

Copenhagen. Hence, it is not possible to generalize to other types of companies or to different 

industries. With regards to the investigation of diversity, it should be noted that the focus of the 

study is on gender diversity and does not take other forms of diversity, such as ethnic, racial, 

religious, age, or sexual orientation into account. 
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1.7  Further Contextualisation


Relevance of Topic: Importance of the Cultural and Creative Industries 



The creative industries influence the way we see the world. Media such as film, TV, music,  video games provide a representation of the world and act as a sort of reporting (Hesmondhalgh,  2007, p.4). This representation contributes to the shaping of our private and public lives, as our  cultural intake determines our emotions, identities and fantasies (Hesmondhalgh, 2007, p.4). 



The idea that ‘we are what we eat’ rings evermore true in regards to the culture and forms of  entertainment  we  consume,  and  as  a  result,  society  is  divided  by  subcultures.  Undeniably  therefore, the creative industries help design social landscapes. The products of the CCI are  more than simple ways to pass the time, they can have much deeper impacts on the self and  society as a whole (Hesmondhalgh, 2007, p.5). Beyond their impact on individuals, the creative  industries are “agents of economic, social and cultural change” (Hesmondhalgh, 2007, p.8). 



1.8  Terminology Clarification: Diversity and Equality



In  order  to  achieve  clarity,  it  is  important  to  distinguish  the  terms 
diversity and 
equality. 


Although frequently grouped together, equality is about ensuring everybody experiences equal 

opportunity,  and  is  not  treated  differently  or  discriminated  against  because  of  their 

characteristics, race, gender, ethnicity, sexual orientation or age. Whereas diversity is about 

taking account of the differences between people and groups of people, and placing a positive 

value on those differences (Ben-Galim, Campbell, & Lewis, 2007, p.19).  
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2.  Theory



The following section introduces the important theoretical concepts relevant to this thesis. The  theoretical contextualisation provided, offers insight on both research on gender inequality and  structures and mechanisms that contribute to it.  



2.1  Gender Inequality 



When  navigating  the  troubled  waters  of  gender  inequality,  understanding  the  cultural  and  historical implications of the subject is paramount as it offers a contextual perspective to the  topic as well as highlighting how the issue of gender inequality has evolved over time. Studying  the theories put forward over the last years offers a frame of reference to the evolution of the  female plight. Therefore, for the sake of perspective, one must first delve into the intricacies  that is gender inequality. 



Gender  inequality  comes  under  many  forms.  All  these  inequalities  stem  from  societal  preconceptions of the gender roles. These gender narratives, impact the way society perceives  the roles of men and women as partners, employees and parents. As a result, women continue  to be regarded through the scope of this narrative and therefore as having the domestic roles of  mothers, housewives and carers (Maddock, 1999, p.111). Not only do men regard female roles  as such, women also do (Maddock, 1999, p.111). Indeed, these gender roles dictate that women  should  not  seek  out  careers,  as  all  their  responsibilities  are  at  home.  Having  such  socially  ingrained gender roles results in considerable barriers that women have to overcome in order  to reach leadership positions. These gender roles contribute to perpetuating these barriers and  increase the difficulties for men and women to establish new practices within old frameworks. 



2.1.1  Token Women  



Female tokenism sparks from the idea that because some women have achieved success, then 

all  women  can  achieve  success.  Using  such  logic  is  a  symptom  of  gender  blindness  as  it 

disregards the existence of gender barriers. It is therefore important to consider this theory when 

both conducting the research and analysing the collected data, in order to understand if this 



(18)Historical Background 



In 1977, Rosabeth Moss Kanter, introduced the concept of token women. These women were  a representation of the absolute minority. In her book, 
Men and Women of the Corporation 
 (1977), she brings forward the example of Indsco (Industrial Supply Corporation), whose three  hundred  strong  sales  force  was  only  made  up  of  twenty  women  (p.207).  In  this  department  therefore, women represented less than 10% of the workforce. Hence the referring to them as  tokens. They became the symbols of how well women could do, as well as being stand-ins for  all women. The results of being so few implied either a facility to stand out but also an immense  sense of alienation and loneliness (p.207). Regardless, the turnover and failure rates for women  were  considerably  higher  than  for  men.  In  the  case  of  sales  functions,  turnover  rates  were  actually twice as high for women (p.207).  


Symbolic Value of Token Women and its Double Standard  



Beyond their roles as saleswomen, these token women had symbolic value. In some instances,  they would be informed that their performances would have direct impacts on the prospects of  other  women  in  the  company  (p.214).  In  others  they  would  be  brought  in  to  provide  the  women’s  point  of  view  or  perspective  on  the  matter  at  hand,  as  opposed  to  their  expertise  (p.215).  Furthermore, the tokenism brought forward by Kanter, highlights the glaring double  standard  women  were  confronted  with.  Indeed,  women  had  to  do  very  little  to  have  their  presence noticed, but having their achievements noticed was a different matter entirely, as they  had to “work twice as hard to prove their competences” (p.216). This, it can be argued, shapes  a truly toxic environment for women in which they unwillingly attract attention for the wrong  reasons. 


Contemporary Token Women   



The  concept  of  token  women  is  still  alive  and  well  today,  but  their  roles  have  however 

considerably  shifted.  This  tokenism  has  now  moved  up  to  the  boardrooms  and  positions  of 

leadership, where women still represent an unfortunate minority (Muhr, 2011, p.337). It can be 

argued that the concept of tokenism has evolved from women being symbols for what other 

women  can  achieve  to  now  being  “proof”  that  gender  inequality  has  been  fixed.  Much  of 

today’s  conversation  surrounding  gender  inequality  seems  to  revolve  around  the  following 
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commonly used statement: “How can there be gender inequality, my boss is a woman?” The  glorious  naivety  of  this  statement  implies  that  if  one  man’s  boss  is  a  woman,  that  she  is  a  reflection of the widespread gender equality. For many it is therefore difficult to fathom that  women in a positions of power may not be synonymous to gender equality. The reality of it  however is that very few women succeed in top management careers (Muhr, 2011, p.337). 



The theory behind women being tokens proves relevant to this thesis as it emphasises the idea  that  women  can  have  symbolic  value,  be  it  positive  or  negative.  From  a  negative  symbolic  perspective, on the one hand, token women in positions of power, regardless of the minimal  numbers,  somehow  reflect  the  idea  that  gender  is  not  an  issue,  that  they  represent  the  aforementioned “stand ins” for all women in the workplace (Kanter, 1977, p.216). It is this  symbolic value that is perpetrated through gender blindness. On the other hand, from a positive  symbolic  perspective,  these  women  have  the  potential  to  symbolise  the  full  extent  of  what  women  can  achieve  in  the  business  world.  Hence,  viewing  the  issue  of  gender  from  the  perspective of token female entrepreneurs is essential to this thesis. 



2.1.2  Glass Ceiling  



Culturally, feminine associated traits are incompatible with the high demands that are typically  required  to  advance  into  leadership  positions.  As  a  result,  women  seem  to  have  distanced  themselves  from  careers  in  top  management,  which  they  believe  are  driven  by  competitive  masculinity (Muhr, 2011, p.338). It is this phenomenon that is identified as the glass ceiling,  the  metaphorical  barrier  holding  women  back  from  climbing  the  hierarchical  ladder  (Muhr,  2011, p.338). Kanter’s statement in which she says women have to 
“work twice as hard to 
 prove  their  competences”  (Kanter,  1977,  p.216)  still  rings  true  three  decades  later  as  Muhr 
 confirms: “It is thus well known that women often have to work twice as hard as men to gain 

 the same respect as leaders” (Muhr, 2011, p.338). Thus highlighting the fact that, although 
 working conditions for women have dramatically improved, the precarious nature of a woman’s  career will remain the same even once she has reached a leadership position (Czarniawska,  2008).  This is what Ryan et al refer to as the “glass cliff” (Ryan, Haslam & Postmes, 2007). 



This metaphor implies that in order for women to remain in positions of power, they have to 

take more risks than their male counterparts, which result in higher chances of failure. The irony 
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being granted leadership roles, women are also faced with having to prove they are worthy of  keeping leadership roles.  



2.1.3  Gender Barriers in Denmark 



Research provides many reasons as for why women are not able to rise to leadership positions  at the same rate as men in the Danish labour. Two articles mainly provide knowledge on the  barriers that women have to overcome when aspiring to higher decision making positions. 



Here are listed, in no particular order, some of the more considerable barriers preventing gender  equality and diversity. 


Gender differences in career choices and allocation of time early in life 



This explores the notion that women still remain exposed to family responsibilities (childcare  and housework) more than men and how maternity leave still has repercussions on the gender  pay gap (Nielsen et al., 2004 in Smith & Smith, 2015, p. 31). Indeed, due to the fact that, Danish  women, even highly skilled women in higher positions, still tend to undertake the more time- inflexible housework activities (picking up children from kindergarten), whereas men tend to  do the more time-flexible activities (garden work or carwash during weekends) (Smith & Smith,  2015, p. 32), and the fact that that outsourcing housework activities is relatively expensive,  make it increasingly hard for women to balance high level work and family life. 


Classic discrimination and old-boys’ network 



Is  the  assumption  that  lies  on  Becker’s  (1957,  in  Smith  &  Smith,  2015,  p.32)  classic  discrimination theories that see “discrimination as a result of preference against the minority 

 (women) among employers, colleagues and consumers”. The authors argue that although this 
 blatant discrimination does not enjoy much support today, there are still systems in place that  prevent equally qualified women from receiving the same favourable treatment as men (Smith 



& Smith, 2015, p. 32). 


Gender stereotyping and statistical discrimination against women 



This acknowledges that since the majority of people in charge of making promotion decisions 

is already male, they will be more likely to hire more men as they might be more likely to be 



(21)
culturally attuned with the applicants of their own gender. They might require higher standards  for validating women’s abilities, and choose men over women for fear of childbirth absences. 



Gender stereotyping can also trigger the ‘Think Manager - Think Male’ hypothesis (idem, p.33)  which  recognizes  that  contemporary  social  norms,  associate  male  attributes  with  good  leadership skills, hence alienating women which arguably have different leadership attributes  and might leave way for the difficulties of enacting such role and still raise a family. 


Do women shy away from competition and are they different from men? 



Niederle and Vesterlund (2007, in Smith & Smith, 2015, p.33), found that their research led to  conclude that women do tend to disengage from competition more than men, in games where  men and women were equally competent. Another result showed that women had lower self- confidence in regards to their own abilities. This in a way explains the reason for there being  fewer women in leadership positions; seeing as VP and CEO positions imply environments of  high competitiveness (Smith & Smith, 2015, p. 34).  


Misperceptions About Women’s Ambition 



The research conducted by the BCG (Boston Consultancy Group) demonstrated that two thirds  of HR executives they spoke to (both male and female) believed women had limited interest in  leadership and executive positions. This belief was thoroughly demystified as numbers also  show that in fact, 73% of the women already in leadership positions they spoke to, were actively  seeking a promotion or had recently been promoted. Their explanation for this phenomenon  lied in the different ways that male and female externalise and communicate their ambitions; 



men  being  less  modest  of  their  accomplishments  then  their  female  counterparts  who  often  believe good work alone to be sufficient externalisation of their ambitions (Poulsen, et al., 2016,  p.6). 


A Perceived Lack of Natural Next Steps 



The BCG discovered that 39% of the female candidates surveyed felt the lack of natural next 

steps to advance in their career (Poulsen, et al., 2016, p.7); especially female dominated fields 

such as communication, marketing and HR. The reality behind the lack of next step can be 
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unlikely the department heads of HR or marketing will ever be promoted to executive levels or  upper  management.  By  occupying  these  roles,  women  are  unlikely  to  have  the  necessary  financial  management  credentials  required  for  such  promotions  (Reeves,  2017,  p.29). 



Furthermore, 35% felt obstructed by a lack of female role models (Poulsen, et al., 2016, p.8). 


A Failure to Provide Enough Flexibility (Maternity) 



One third of the respondents to the BCG’s survey testified that family responsibilities weighed  against  the  travel  obligations  that  accompany  some  top  level  jobs  represented  considerable  obstacles to career advancements (Poulsen, et al., 2016, p.8). Furthermore, in Denmark men  only  take  on  average  11%  of  the  parental  leave  allowed  by  their  companies,  resulting  in  burdening mothers with almost all of the care. It should also be noted that Denmark is the only  country without a formal policy granting paid paternity leave (Poulsen, et al., 2016, p.8). 


 A Failure to Recruit and Develop Female talent 



The lack of pipelines for female talent at lower levels and middle management is commonplace  (Poulsen, et al., 2016, p.8). A result of hiring few women at lower levels of management is a  considerable lack of parity between men and women. Such low numbers of women in the lower  levels of a company, translate to fewer women in line for executive positions (Poulsen, et al.,  2016, p.8). 


Conclusion to Gender Barriers 



However, all the barriers mentioned above have been issued in relevance to gender diversity in  big private companies and corporations; for the sake of our research, that encompasses SMEs  in the creative industries with only women as CEOs, we will group and explore these barriers  into a way that is more resonant with our focus. This regrouping of barriers will be dictated by  the fist coding of our data in respect to the barriers perceived by our sample group of female  entrepreneurs in the CCI of Copenhagen. 



2.1.4  Women and Leadership  



It is important to take leadership into further account as our research sample has been selected 

on the criteria of them being women in leadership. Therefore, background theory on women in 
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leadership is provided as further insight on the difficulties experienced by women when in a  leadership  position.  Furthermore,  applying  this  perspective,  highlights  how  these  women  balance their leadership ‘identity’ with the way they portray themselves and their expectations  as women
.


It seems as though that in order for women to overcome these barriers to leadership they must  somewhat forgo their female identity and take on leadership traits more associated with those  of men; Or as Sarah Louise Muhr puts it: “management and femininity are notions perceived 

 by many as conflicting, and management as well as leadership thus emerges as an inherently 
 masculine  business”  (Muhr,  2011,  p.337).  This  cultural  norm  implies  that  because  of  their 

‘female passivity’, women struggle to make strong demands in order to move forward in their 
 
careers  and  achieve  legitimacy  as  leaders.  In  order  therefore  to  overcome  this  so  called  passivity, women are having to forgo their female identity and take on male attributes. Women  do not succeed as leaders by being caring, nurturing maternal figures, but rather by being cold,  rational and intelligent machines (Muhr, 2011, p.338). Furthermore, it is commonplace for top  female managers to ungender themselves. In this sense, they try to dress and behave in a more  masculine  way  in  order  to  gain  acceptance  (Muhr,  2011,  p.  349).  This  behaviour,  it  can  be  argued, is in no way contributing to breaking down these social barriers and the cliché that  women aren’t fit to lead. Instead, the behaviour of women “ungendering’ themselves leads to  consolidating these narratives. 



Compromising one’s gender identity seems somewhat excessive to justify success, as many  women  therefore  chose  to  distance  themselves  from  careers  in  management  (2011,  p.  337). 



However,  ungendering  oneself  is  not  always  a  necessity.  Muhr  introduces  the  concept  of 

Cyborgs, women that are able to ascend to positions of power without having to compromise 

their  gender.  They  can  remain  feminine,  can  still  have  families,  raise  children  while 

simultaneously being strong and demanding leaders. The argument here however, lies in the 

fact that these women having somehow managed to transcend their own gender, and as a result 

appear to be both female and male, and by doing so, lose their humanity. These women are 

more easily identifiable with machines and robots than they are to humans (2011, p. 339).  
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2.2  Gender Segregation  



2.2.1  Horizontal Gender Segregation 



Horizontal  segregation  is  when  women  are  employed  in  different  categories  from  men. 



Historically, women have occupied, at higher rates than men, specific segments of the labour  market. These segments include administrative labour (secretaries, assistants), service sector  work and retail (Reeves, 2017, p.21).  Each profession appears to have its own “gender tag”. 



Medicine is male, nursing is women. Pilots are male, hostesses are female (Maddock, 1999,  p.93). Of course, it has been observed that these professions have considerably shifted towards  better gender balance. There is an undeniable fact that professions have a tendency to have their  own gendered nature (Acker, 1992). For women the nature of their professions require higher  levels of interpersonal or nurturing characteristics. Hence women tend to be concentrated in  professional sectors such as childcare, teaching or hospital work, jobs,  which are perceived to  not require high technical skills and therefore not valued, which results in these professions not  being as highly compensated (Reeves, 2017, p.21). The ever growing number of women being  concentrated  into  these  professions  has  now  become  the  norm,  and  women  are  now  the 


“legitimate primary occupier of these positions” (Reeves, 2017, p.21). 



Such segregation is already installed and perpetuated in the educational system. In the EU, only  26.2 % of women in higher education choose math, science, engineering against 43.6% for  men. On the other hand, for subjects such as art, languages or humanities, 64.4% of women  follow these courses against 28.9% for men (Trinczek, 2008, in Reeves, 2017, p.23).   



2.2.2  Vertical Gender Segregation 



Vertical  segregation  refers  to  the  phenomenon  of  disproportionate  occupational  roles  and  positions within the same general field. This type of segregation is often referred to as the direct  result of the 
“glass ceiling” (Reeves, 2017, p.25). This invisible barrier holds women back 
 from reaching certain levels of authority, responsibility and pay, in jobs that are not horizontally  segregated  (Reeves,  2017,  p.25).  This  is  the  strengthening  of  the  belief  that  women  are  not  suited for top level roles and should instead remain in low level authority positions.   



Indeed, in sectors such as education, medicine and business, men are more frequently chosen 

to  be  managers  than  women,  women  therefore  tend  to  fall  back  into  human  resources  and 
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marketing positions, which offer very few upward trajectories (Reeves, 2017, p.25). Vertical  segregation is a result of the cultural belief that women aren’t as well equipped as men to lead,  and that therefore men are more likely to receive a managerial promotion. This explains the  reason behind the underrepresentation of women CEOs and women in the boardroom. 



The requirements for “board membership” represent substantial barriers for women. In order to  reach the boardroom, high level of managerial experience, often even experiences as a CEO,  and past board room experience are expected. In the current labour ecosystem, very few women  qualify  for  such  roles.  Therefore,  very  few  women  even  make  it  to  the  selection  process  (Reeves, 2017, p.29). 



Ironically enough however, even in female dominated industries men seem to receive special  treatment. This is what theorists refer to as the “glass escalator” theory, which explains the  acceleration of men’s careers, especially in female professions (Williams, 1992, in Muhr, 2011,  p.338).  This  phenomenon  falls  under  the  scope  of  both  horizontal  and  vertical  segregation,  highlighting the unfair advantage that men have in regards to career progressions. It can be  argued that all these barriers have the faculty to discourage women in pursuing a career, because  no matter their level of skill or expertise, women seem to be generally overlooked as potential  leaders, and lower incentives for women to pursuit a managerial career. Why even play if you  know you are going to lose?  



2.3  Homosocial Reproduction 



The  theory  of  homosocial  reproduction  is  pivotal  to  this  thesis  as  it  offers  insight  on 

mechanisms that contribute to the perpetuation of lack of diversity. Homosocial reproduction 

theory offers an explanation to gender segregation and lack of gender diversity, or any diversity 

for that matter. The idea behind homosocial reproduction is the fact that social groups have a 

tendency  to  recruit  individuals  with  similar  characteristics  (gender,  sexuality,  nationality, 

ethnicity, social status). The business world is no exception. Managers tend to carefully guard 

the power and privilege for those who they see as ‘their kind’, and reproduce themselves in 

their own image (Kanter, 1977, p.48). By this definition, homosocial reproduction is the leading 

cause of lack of diversity in the workplace. 
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positions. In order to combat this uncertainty, managerial positions become out of reach for  anyone who is different (Kanter, 1977, p.63). In other words, homosocial reproduction acts as  a defence mechanism against the unknown, and, it can be argued, is a thoroughly subconscious  behaviour.  From  a  management  perspective,  homosocial  reproduction  creates  a  very  closed  circle,  making  it  all  the  more  difficult  for  outsiders  to  penetrate  (Kanter,  1977,  p.68).  The  subsequent narrative used to excuse such behaviour implies that the difficulty to enter these  circles is a result of incompetence of potential breachers and that therefore the exclusivity of  the  managerial  circle  is  justified  (Kanter,  1977,  p.68).  Homosocial  reproduction,  from  a  managerial  standpoint  explains,  without  justifying,  to  some  extent  the  reasons  for  vertical  gender  segregation,  and  presents  itself  as  a  considerable  barrier  for  women,  or  any  other 



‘outsider’ to overcome. However, this phenomenon is not unique to leadership positions. 



Indeed,  homosocial  reproduction  is  a  common  phenomenon  that  occurs  across  entire  organisations.  It  has  regularly  been  observed,  that  organisations  engage  in  homosocial  reproduction  by  filling  ranks  by  new  employees  who  resemble  the  old  ones  (Gruenfeld  & 



Tiedens, 2010, p.1258). The authors also suggest that organisation gatekeepers tend to evaluate  potential  employees  based  on  their  demographic  similarity  to  the  rest  of  the  organisation  (Gruenfeld  &  Tiedens,  2010,  p.1258).  They  also  emphasise  on  the  fact  that  homosocial  reproduction as also common among minorities. Indeed, the presence of a female CEO resulted  in hiring significantly higher numbers of women in all kinds of positions in startups. The same  applied  to  companies  who  owners  and  managers  were  Black,  as  they  would 



“disproportionately” hire black workers (Gruenfeld & Tiedens, 2010, p.1258). 



2.4  Further Consideration: Gender Equality through Quotas



Theories  on  the  implementation  of  gender  quotas  is  introduced  to  help  further  analyse  how  women  in  leadership  positions  value  gender  diversity.  It  is  important  to  investigate  gender  diversity  through  the  scope  of  gender  quotas  as  it  offers  understanding  as  to  how  female  entrepreneurs could fall into the perpetuation of gender inequality in the name of an ideal of  meritocracy, and how that could stand in the way of gender diversity in the workplace.  



A  popular  way  to  battle  lack  of  gender  diversity  in  the  workplace  is  the  implementation  of 

quotas. Gender quotas are a form of “harmless discrimination with purpose to correct labour 
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poorly received in Denmark, they do have the ability to instigate change (CBS Wire, 2018). 



The very existence of quotas is an appreciation that women and men are not playing on a level  field,  and  that  in  order  for  gender  equality  to  be  achieved,  existing  restrictions  must  be  acknowledged and the necessary measures implemented to overcome them (Sacchet, 2008, p. 



381).  Adopting  gender  quotas,  prescribes  a  certain  (generally  minimum)  level  of  the  underrepresented gender across an organisation, in any types of positions, or a board (Kirsch & 



Blaschke, 2014, p.201). Quotas, whether they are mandatory or voluntary, can be applied to all  decision-making bodies and types of positions (Kirsch & Blaschke, 2014, p.202). Implementing  such quotas works towards balancing out the numerical differences between men and women  in the workplace. 



Beyond enforcing numerical balance between men and women, quotas, despite being a formal  measure, have the ability to set in motion changes on both a social and cultural level (Sacchet,  2008,  p.381).  In  the  immediate  aftermath  of  a  quota  implementation,  numbers  of  the  underrepresented gender can be expected to increase, but this research shows that the long term  effect of gender quotas is a shift in social and culture constructs. The author therefore argues  that quotas go well and truly beyond a simple quantitative equality, and have the power to create  new norms of gender equality (Sacchet, 2008, p.370).   



Although gender quotas have the potential to instigate social and cultural changes, they are  increasingly  perceived  as  a  “fast  track”  way  of  rectifying  gender  inequality  (Murray,  2010,  p.94). It would therefore appear as though women are being hired because of their gender as  opposed to merit. The very nature of quotas therefore seems to compromise the principles of a  meritocracy. Indeed, the mere fact that women are not able to make it on their own merit and  instead require quotas, puts into question whether or not they should even be in such positions  (Murray, 2010, p.94). The perpetuation of such narrative work to undermine the legitimacy of 


“quota women”, and as such, might do more harm than good (Murray, 2010, p.94). There is 
 
very little credible evidence that suggests that quotas undermine meritocracy. 



The evidence however points towards the fact that merit is a concept in itself that may be gender 

biased (Murray, 2010, p.94). The author argues that “women’s exclusion is not an indication of 

their  inferior  ability,  but  rather  a  result  of  institutional,  structural,  and/or  psychological 
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meritocracy  may  not  be  all  fair  after  all,  and  that  quotas  may  help  level  the  playing  field.  Indeed, quota women do appear to be “up to the job,” with no distinguishable differences  between them and their male counterparts (Murray, 2010, p.116). It cannot be said therefore,  that quota women are less qualified for the tasks at hand and were only granted their position  based on their gender. 



In sum, there are many misconceptions about the efficiency of quotas. Murray argues that quota 

diminish  the  accomplishments  of  women  by  implying  that  their  success  is  a  result  of  their 

gender and not merit. Others argue that quotas compromise the integrity of meritocracy entirely 

(2010, p.94). It can be argued however, that none of these arguments are true. Quotas do not 

pose  a  threat  against  merit,  but  rather  bring  societies  and  cultures  closer  to  being  actual 

meritocracies. Indeed, as mentioned above, there were no visible differences between quota 

women and their male counterparts (Murray, 2010, p.116). 
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3.  Methodology



3.1  Research Setting



3.1.1  Research approach 



 In order to answer the research question and all its sub questions, the research focused on a  qualitative  approach.  The  data  were  collected  through  nine  semi  structured  interviews  with  women  in  leadership  positions  within  the  cultural  and  creative  industries  (record  labels,  magazines, fashion production companies). One interviewee was interviewed twice, the first  time for an exploratory interview and the second time during our data collection process. A  qualitative interview is usually semi-structured; it has a sequence of themes to be covered, as  well as some prepared questions. Yet at the same time there is openness to changes of sequence  and  question  forms  in  order  to  follow  up  the  answers  given  and  the  stories  told  by  the  interviewees (Kvale, 2007, p. 17).  In addition to the main interviews, an exploratory interview  was conducted to help ascertain the direction of the research. The purpose of these interviews  was to gain in-depth information in regards to the founders, the barriers they faced during their  careers in the CCI, and their approach to gender inequality. By conducting qualitative research,  each interview provides “qualitative knowledge as expressed in normal language, it does not 

 aim at quantification” (Kvale, 2007, p. 3). 


The best way to conduct the interviews was from an external perspective. Being external to the  CCI it was deemed to be more appropriate to conduct ‘Informed basic research’ (Van de Ven,  2007,  p.  27).  Indeed,  as  researchers,  we  were  detached  outsiders  soliciting  the  insights  and  feedbacks from ‘key stakeholders’ of the CCI. 



In order to conduct this qualitative ethnography, inductive reasoning with elements of deductive 

reasoning was applied. Indeed, the focus of this study was to investigate the social phenomenon 

of gender diversity in the CCI rather than focusing on proving theory. The process of induction 

involves drawing generalizable deductions out of observations (Bryman et al., 2011, p. 57). The 

inductive approach to research offers far more flexibility to the structure of the research than 

the  deductive  approach.  Induction  allows  changes  in  the  research  emphasis  as  the  research 
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the researcher must be willing to change direction depending on the results of the data collected,  and the inductive approach offers such flexibility (Saunders, Lewis & Thornhill, 2016, p.134). 



However, the inductive process is likely to entail a degree of deduction (Bryman et al., 2011,  p.58). Indeed, an element of deduction was applied to the research process, as theory in regards  to  gender  segregation  (Ellingsæter,  2013,  p.503),  gender  blindness  (Lewis,  2006,  p.  454),  diversity and creativity (McLeod, Lobel & Cox, 1996, p.250), helped determine the interview  questions, which shaped the overall research. 



3.1.2  Research Philosophy 



All  research  methods  are  closely  related  to  research  philosophies.  In  order  to  gain  proper  understanding of what can be achieved with methods in research, researchers should be at least  somewhat familiar with the basic philosophical concepts (Eriksson & Kovalainen, 2008, p.11). 



Beyond  using  ‘inductive  reasoning’,  this  research  takes  on  both  an  ontological  and  an  epistemological philosophy. Ontology focuses on the nature of things, whereas epistemology  deals with how we gain knowledge about these things (Campbell (1988) in Van de Ven, 2007,  p.3). Considering qualitative research relies on human action and understanding, interpretation  is almost as important as the data itself. For this reason, this research will be perceived through  the lenses of social constructionism and interpretivism, as both these philosophical views are  focused on “how people, as individuals or as a group, interpret and understand social events 

 and settings” (Eriksson & Kovalainen, 2008, p.21). 


Interpretive and constructionist research does have predetermined dependent and independent  variables,  but  rather  focuses  on  the  complexities  of  human  sense  making  as  the  situations  emerge. It is also presumed that there are numerous conceivable interpretations of the same  data, all of which are hypothetically meaningful (Eriksson & Kovalainen, 2008, p.21). 



More specifically, social constructionism seeks to “understand how the seemingly ‘objective’ 



features,  such  as  industries,  organizations  and  technologies,  are  constituted  by  subjective  meanings  of  individuals  and  intersubjective  processes  such  as  discourses”  (Eriksson  & 



Kovalainen,  2008,  p.22).  Furthermore,  social  constructionism  offers  a  critical  view  against 



“taken for granted” knowledge, in an attempt to “open it up for discussion”. Through the lens 

of social constructionism, researchers assume that the world does not present itself accurately, 

but can be understood through human experience (Eriksson & Kovalainen, 2008, p.22). This is 
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evermore  true  for  the  CCI  in  regards  to  gender  equality.  Through  conversation  and  interpretation,  we  aspired  to  uncover  the  true  nature  of  these  industries  and  understand  the  barriers and challenges that women face as well as understanding how female entrepreneurs  perceive it. 



3.2  Data Collection Process



Beyond reviewing the existing literature, we performed a well planned data collection to gain  primary data on our case and conduct our study. The following section will give an overview  of the data collection and data analysis methods which were used in our research, as well as an  outline of the research design. 



3.2.1  Research design 


Idea Generation 



The initial idea for this thesis was formulated in light of the current environment surrounding  gender inequality. The initial idea was to investigate into the different methods of leadership  by  comparing  men  and  women.  Research  and  literature  showed  that  women’s  methods  of  leadership best reflected the organisational structures of the cultural industries. This idea was  forfeited for two reasons. The first being, that investigations into female leadership methods  had  already  been  extensively  conducted,  and  secondly,  during  an  exploratory  interview,  it  became clear, that the interviewee had very little knowledge of the subject. Furthermore, this  research would have required a deductive approach, and considering the extent of the existing  literature, this research would not have yielded notable results. 



Instead of focusing on the methods of leadership, our research turned towards understanding 

the reasons for gender inequality and lack of gender diversity within the cultural industries, 

while also investigating the barriers women have to overcome to succeed. Basing our inductive 

investigation on literature about gender segregation, gender blindness, and diversity, we hoped 

to formulate a grounded theory in regards to gender inequality from the perspective of women. 



(32)Choice of Companies 



In regards to the choice of companies, as mentioned above, it was important for the data to be  collected from women. Therefore, all companies had to be founded or managed by women. The  gender distribution was irrelevant in regards to the selection of the company. All companies  were based in Copenhagen and had to have 50 or less employees. 



The importance of focusing female led companies was to determine what kind of barriers they  had to overcome to start their own companies and position themselves in the cultural industries. 


Anonymity 



Due to the sensitive nature of the topic at hand, it was deemed that for the purpose of this study,  all interviews should be conducted anonymously. Gender inequality is a complex subject, and  is  often  the  cause  of  many  debates.  Furthermore,  some  of  the  questions  asked  during  the  interviews were directed towards participants’ personal experiences and relationships. Indeed,  regardless of how the questionnaire is presented (face-to-face, telephone, computer mediated)  or  of  the  presence  of  another  person  during  the  interview  (partner/spouse),  whenever  the  anonymity of an interview is increased, people tend to give more honest answers or disclose  more  embarrassing  information  about  themselves  than  in  a  less  anonymous  setting  (Mühlenfeld, 2005, p. 994). Therefore, in order to avoid participant self censoring, anonymity  was paramount. 



Before each interview, the participants were told, that unless they gave consent, the interview  would  be  conducted  anonymously.  Surprisingly,  only  two  of  our  8  interviewees  requested  anonymity. 


The research sample  


Anne Sofie Jeremiassen - Managing Director of ArtPeople Music, one of Denmark's leading 
 
independent  labels.  They  publish  and  distribute  music  both  nationally  and  internationally. 



Besides her, the company employs 3 other people, Rune, who is head of A&R and Product  Manager and two project managers, Caroline and Louis.  


Veronica D’Souza -  founder and CEO of CARCEL.  CARCEL is a Copenhagen based fashion 

brand. Founded 2016, CARCEL gives women in prison new skills and good wages so they can 
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support  themselves,  send  their  children  to  school,  save  up  for  a  crime-free  beginning  and  ultimately, break the cycle of poverty. CARCEL is the Spanish word for prison. Their first  collection was made from 100% Baby Alpaca wool and produced in Cusco’s women’s prison  in Peru. heir next collection will be made from 100% silk, manufactured by women in prisons  in Thailand. CARCEL has nine employees here in Copenhagen all of which are women.  


Hazel Evans - founder and CEO of Mad About Copenhagen (MAC). MAC is a company that 
 
makes personalised foodie guides and occasionally hosts events. They are also currently in the  process of writing a book. Founded in 2014, MAC focuses on the food scene of the Danish  capital. Hazel has a team of eight, seven of which are women.  


Anna Waller Andrés - 
Founder and CEO of  Pechuga and Pura Utz, two Copenhagen based  fashion brands. Pechuga Tees’ brand centres around “feminism, positive vibes, and freeing the  nipple” whereas Pura Utz, seeks to empower women in Guatemala through employing them to  develop  high  quality  designs  using  unique  indigenous  expression  of  the  colourful  Mayan  culture. Both brands express strong feminine values but their products are unisex. Anna runs  both companies from the office in her living room, where she employs mostly women.  


Carla Camilla Hjort - Founder and CEO of SPACE 10, a future thinking laboratory. SPACE 
 
10 was founded by Carla and IKEA as a research hub and exhibition space in Copenhagen to  test product prototypes to enable a better, more meaningful and sustainable life for the many  people. As they put it on their website: “We are on a mission to explore and design new ways 

 of living”. SPACE 10 is led by a woman, Carla, and employs 25 people, 11 of which are female.  

Emma Jenny Pedersen - editor in chief of VINK, a Copenhagen based digital cultural magazine 
 
and a public awareness society. It is the platform for the budding and lean cultural initiatives in  Copenhagen that pave the way for and with cultural creators. It gathers in an ambitious and  social  community  of  100  volunteer  enthusiasts  who  both  convey  culture  through  writing,  images and podcasts and even create culture through pop-up events. 


Anonymous #1 - CEO and founder of Record Label #1, a record label and creative agency based 

in Copenhagen.  
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INTERVIEW 


REFERENCE  COMPANY  FOUNDER  PRODUCT  COUNTRY INDUSTRY  DATE 


# 1  Record Label #1  Anonymous #1  Record Label, Creative Agency  Denmark  Music  06.04.2018 


# 2  ArtPeople  Anne Sofie Jeremiassen  Record Label  Denmark  Music  23.04.2018 


# 3  Pechuga Tee / 


PURA UTZ  Anna Waller Andérs  Sustainable Fashion Line  Denmark  Fashion  23.04.2018 


# 4  SPACE 10  Carla Camilla Hjort  Social Innovative Design  Denmark  Design  18.04.2018 


# 5  VINK  Emma Pedersen  Cultural Magazine  Denmark  Publishing  18.04.2018 


# 6  Mad About 


Copenhagen  Hazel Evans  Food Blog, Food Books  England  Publishing  15.04.2018 


# 7  Magazine #1  Anonymous #2  Cultural Magazine  Denmark  Publishing  13.04.2018 


# 8  CARCEL  Veronica D'Souza  Sustainable Fashion Line  Denmark  Fashion  26.04.2018 
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3.3  Interviews 



Interviews were the main source of data and were all conducted with female company leaders. 



As a qualitative method, interviews allowed us to collect at first hand in depth insights through  these women’s experiences, emotions and perceptions of gender inequality within the cultural  and creative industries. “The qualitative interview seeks qualitative knowledge as expressed in  normal  language,  it  does  not  aim  at  quantification”  (Kvale,  2007,  p.12).  The  interview  objectives are to collect “nuanced accounts of different aspects of the interviewee's life world” 



(Kvale, 2007, p. 12). In a qualitative interview, accuracy in description and rigor in meaning  interpretation  are  paramount  to  the  efficiency  of  the  interview,  for  they  correspond  to 



“exactness in quantitative measurements” (Kvale, 2007, p. 12). Each interview is conducted  with the same meticulousness and determination. No interview was allocated more importance,  regardless of size or revenue of each company. Each opinion expressed during these interviews  weighs as much as the next. For the sake of eliminating biases therefore, each interview was  regarded as equally important as the previous in terms of qualitative informational value. 



3.3.1  Interview Process 



The interview process took a total of four weeks to complete and consisted of one exploratory  interview and 8 main interviews. As agreed upon with all interviewees, all interviews were  conducted  in  English  and  recorded  using  a  mobile  phone.  The  interviews  lasted  60  to  80  minutes on average, depending on the availability of each interviewee. Interview using general,  open-ended questions were selected as the best means of collecting empirical data (Cobbledick,  1996, p.347). The semi structure nature of the interviews allowed us more freedom to navigate  the interview as a social interaction (Warren, in Gubrium et al., 2012, p.129). 



Conducting semi-structured interviews offers a skeletal structure to the interview questions,  made us more adaptable to the interview, and allowed us to ask additional questions to help  direct the conversation. Adaptability is key during qualitative research. 



With semi structured interviews however, navigating the discussion can be challenging. It is 

therefore important to make sure the additional questions do not disrupt the natural progression 
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