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Developing Europe and Israel showed the highest level of internationalization among women entrepreneurs. A notable 
exception in the developed world is the United States, where the rate of internationalization is, along with Latin America/
Caribbean, the second lowest among the regions. American males show the lowest rate of internationalization among the 
developed economies, but at still twice the level of women. The American market is large and diverse, but also highly 
competitive and with innovations that may be adapted to markets outside U.S. borders. At the same time, conditions in 
other regions can make expansion unfamiliar or less attractive: for example, variations in intellectual property protection 
and differing market readiness and requirements. Despite the apparent opportunities, American entrepreneurs mostly 
conduct their businesses in the U.S. 

Strikingly, the developing regions show smaller average differences between female and male business owners in the 
percentage who are engaged internationally (see Figure 23). Where internationalization is either low or high in these 
particular regions, it seems to be the case for both sexes.

The developed economies, on the other hand, show much greater gaps. In Israel, men entrepreneurs are less likely to 
sell outside their national borders than women entrepreneurs. But in the U.S. and Developed Asia and Europe, male 
entrepreneurs show much higher rates of international trade. At the individual economy level, this includes Finland, 
where the percentage of international male entrepreneurs was ten times that of females (29% versus 3%) and the Republic 
of Korea, where men were six times as likely (27% versus 5%). Conversely, female entrepreneurs in Belgium were twice as 
likely as their male peers to have more than 25% international customers. 

Small internal markets and cultural similarities with other economies may facilitate cross-national trade. Belgium is a 
member of the European Union, which facilitates the movement of people, goods and services amongst its member states. 
Yet so is Finland. What we might assume facilitates international trade for Belgian women does not seem to account for 
the international trade practices of Finnish women. Perhaps geographic location, the degree of adoption of the languages 
of neighboring countries and other factors can better explain some of these differences. Additionally, the Republic of Korea 
has a small internal market, which should compel entrepreneurs of equal gender to sell outward. A range of reasons may 
therefore weigh on, not only level of internationalization, but also gender differences revealed in this indicator.
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a history and Culture of equality

The 2012 GEM results showed slightly higher entrepreneurship levels among women compared to men in Thailand. The 
valuation of women as important partners has a long tradition in Thailand. Celebrating women as heroines is emphasized 
in Thai history in metaphors of women who can demonstrate their strength (fighting with a sword) as well as showing honor, 
obedience, love and respect, enabling them to blend mastery and femininity in business. Starting and owning a business is 
a socially acceptable and highly appreciated career option for women. There are no obvious women’s entrepreneurship issues 
in Thai society; both genders act in the same ecosystem with similar constraints and enablers. 
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