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Chapter 1

infographic
For every woman that 
has stopped running a 
business in the previous 
year (before summer 
2012) there were:

Figure 8
Reasons for 
Discontinuing 
Businesses for 
Females and Males, 
in Percentage of Total 
Discontinuing,  
by Region

Source: Global  
Entrepreneurship Monitor, 2012
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Sold Business, Pursued Other Opportunity, 
Planned Exit in Advance or Retirement (% of Total)  

Female Male 
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Not Profitable or Problems Getting Financing 

Female Male 

Relative to the reasons for discontinuing, women in Developed Europe are slightly more likely to have a higher proportion 
of exits due to lack of profitability than men, with nearly half the women discontinuing for this reason, as Figure 8 shows. 
For women exiting businesses in the U.S. and Israel, nearly one-third and one-fourth, respectively, cite problems with 
finance, a much higher proportion than men.

Rates and Profile of Women Entrepreneurs

.4  women starting and running new businesses in MENA/Mid-Asia 

3.2 
women starting and running 
new businesses in the United States

6.2 women starting and running 
new businesses in Developing Asia

Business Profile:  Industry and Team

Industry

On average in every region, at least half the women entrepreneurs operate in the consumer sector—accounting for as much 
as four-fifths of the women entrepreneurs in Sub-Saharan Africa, reaching close to 90% in Angola, Uganda and Ethiopia. 
Businesses in this sector sell to consumers directly: for example, retail businesses and customer services. Although consumer 
businesses can represent high potential, this is generally less often the case compared with the typically capital-intensive 
transforming sector or knowledge-dependent business services. 

Male entrepreneurs are more likely to show more emphasis on the other sectors. Women were 50% more likely than men 
to have consumer businesses in Developed Asia and in both Developing and Developed Europe. For the most part, men 
were more likely to compete in the transforming sector in every region, with some also emphasizing the extractive sector 
(Sub-Saharan Africa and MENA/Mid-Asia), and others also emphasizing business services (Developed Asia and Europe, 
U.S. and Israel).

While an emphasis on the consumer sector tends to characterize many factor-driven economies, the developed world sees 
more business services activity, as Figure 9 displays. No women entrepreneurs were found in the business service sector in 
Pakistan, Malawi and Ghana. In contrast, over 35% of the women entrepreneurs in France, Sweden, Poland and Slovenia 
competed in this sector.




