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1. Introduction: Going into the Problem 

Globalization phenomenon took European companies to all different places around the 

world. One of their main markets for their produced goods is Latin America, where 

Brazil plays a special role with a large middle class consumer market. As an example of 

a Scandinavian country, Sweden employs more than 70.000 people in Brazil, in more 

than 200 Swedish subsidiaries and Sweden-related companies
1
. As Brazilian previous 

president Lula once said “São Paulo really is Sweden's best factory after Sweden itself". 

Another example would be Norwegian companies, which are largely owned by the 

State, with their growing interest in the areas of oil and agriculture, thus also growing 

presence in Brazil: “Five years ago, there were around 65 Norwegian companies in 

Brazil. Now there are more than a hundred and another fifty Norwegian businesses 

work through an agent”, informed Norwegian diplomacy to The Rio Times
2
. Norwegian 

national largest company, Statoil, is very interested in the future of deep oil extraction 

in Brazil, while Norwegian Yara, world leader in fertilizer, has in Brazil its largest and 

most important operations. According to its HR Director in Brazil, 40% of the global 

business of Yara is in Brazil
3
. 

One of the main ways in which Europe is present in the wider world is not necessarily 

through soft diplomacy, academic exchanges, or formal diplomatic integration events. 

Their corporations carry the Europeanness abroad, which makes one wonder whether 

their practices and reproduction of, for instance, the so called ‘Norwegian corporate 

values’ could be the most common representations of Europe in the world. Not only 

employees of these corporations are exposed to such cultural reproductions, but also 

whole communities that include suppliers, families of employees, customers, etc. The 

images and feelings of the wider world toward Europe, and in this case Norway, will be 

much shaped by the experiences and contact that these people will have with these 

corporations, which in the end might reach a much broader ‘audience’ than any other 

specific initiative or medium. Norway and Brazil both belong to the West, with similar 

                                                           
1 Speech given by Luis Inácio da Silva’s at the Swedish-Brazilian Chamber of Commerce, 2015. 

Accessed July 2, 2015. http://www.government.se/sb/d/17126/a/252256 
2 Patrícia Maresch, Norway Business in Brazil Grows. The Rio Times, May 17, 2011.  

Accessed July 2, 2015. http://riotimesonline.com/brazil-news/rio-business/norway-business-in-brazil-

grows/#sthash.x50sErRl.dpuf 
3 
Vídeo Trainees Yara Brasil, published on Yara Brasil Facebook Page, Oct 9, 2014. Accessed on July 2, 

2015. https://www.youtube.com/watch?v=mYKd6Q95j-4&feature=youtu.be 

http://riotimesonline.com/brazil-news/rio-business/norway-business-in-brazil-grows/#sthash.x50sErRl.dpuf
http://riotimesonline.com/brazil-news/rio-business/norway-business-in-brazil-grows/#sthash.x50sErRl.dpuf
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political systems born out of European liberalism. While some may argue that both 

represent the North-South divide, others may say Brazil is not part of the global South 

anymore. What can be said for sure is that some basic different characteristics from 

Norway and Brazil definitely set a wider distance between them than the Atlantic 

Ocean, especially if considering that Norway has fairly homogeneous ethnic and 

religious background, while Brazil is considered a very diverse society
4
. The main 

difference highlighted in this thesis is the fact that Norway is placed 1
st
 in the Gender 

Inequality Index
5
, as the most gender equal country in the world, while Brazil is 79

th
. 

When Norwegian companies go international, especially to Brazil, do they consider 

such difference in their strategic internationalization plan? If gender equality is 

perceived by Brazilians as a European or Norwegian value, given indexes like this, are 

these companies then seen as having Brazilian or Norwegian culture when it comes to 

gender issues? There is danger in approaching European values as normative and 

inherently more valuable, thus a possible idea of importing European gender equality 

values abroad cannot be considered without encompassing many other considerations. It 

is important to remember what Gilberto Freyre, Brazilian anthropologist, wrote in the 

Manifesto Regionalista, that Ruben Oliven describes and I translate as follows:  

The reorganizing of Brazil – first central theme of the Regionalist Manifest 

and constant concern of thinkers/intellectuals of the end of the 19th century 

and beginning of the 20
th

 – comes from the fact that Brazil has suffered, 

since it became a Nation, the malign consequences of foreign models that 

are imposed to it without taking into account its peculiarities and social and 

physical diversity.
6
 

Another Brazilian anthropologist, Roberto DaMatta, who has questioned the perspective 

of observers from developed Western countries, also argues that they often project their 

own categories onto Brazilian society, and instead he suggests that Latin Americans and 

other peoples develop their own theories rooted in their own unique experiences. This 

paper does not claim that the best way of promoting gender equality in Brazil is by 

importing Norwegian values through their companies, a practice that history has shown 

not to work, not if Brazilian reality is not considered.  

                                                           
4 James D. Fearon, “Ethnic and Cultural Diversity by Country”, Journal of Economic Growth, Vol. 8, No. 

2 (2003), pp. 195-222. doi:10.1023/A:1024419522867. 
5 

Gender Inequality Index 2013. United Nations Development Program. Accessed on July 2, 2015. 

http://hdr.undp.org/en/content/table-4-gender-inequality-index 
6 
Ruben George Oliven, “Cultura e Modernidade no Brasil”, São Paulo em Perspectiva, vol. 15, No. 2 

(2001) http://dx.doi.org/10.1590/S0102-88392001000200002  
 

https://en.wikipedia.org/wiki/Digital_object_identifier
https://dx.doi.org/10.1023%2FA%3A1024419522867
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Moreover, some claims about Brazilian society in gender studies might be problematic. 

When studying international sexual harassment, Janet Sigal mentions the study of Pryor 

et all (1997): 

In three westernized countries (Australia, Germany and the US), students 

generally held negative attitudes toward sexual harassment and 

characterized the behavior as definitely unwelcome, while Brazilian 

students expressed less negative attitudes and tended to view sexually 

harassing behavior as less of an abuse of power, less related to gender 

discrimination and more likely to be a relatively harmless sexual behavior 

than did U.S. students (...) DeSouza and Hutz
7
 postulated that Brazil is a 

more ‘eroticized’ society than the United States, and that sexual behavior 

was expected and seen as normal rather than unwelcome in Brazil.
8
 

Not only is it questionable for Sigal and the authors she mentions not to include Brazil 

in the concept of what is ‘western’, but also to explain such difference with ‘eroticism’. 

It seems that Sigal and the authors she refers to as explanation are doing what Roberto 

Damatta describes, projecting their own cultural categories onto Brazilian society. It is 

problematic to explain cultural differences in such a way, since culture is very nuanced 

and much about perspective. For instance, Brazilian people, in general, might touch 

each other much more than people from the other societies they mention, and that would 

not necessarily be sexual or eroticized behavior. But if touching is defined as sexual 

harassment, Brazilian students might have a different understanding of it. Working for 

Disney World in Florida in 2000, I have realized that large U.S companies have been 

training their employees and defining what harassment is for longer than ten years, 

while in Brazil such trainings are still not very common. In other words, there might be 

several explanations to the difference of definition of harassment, which might not only 

or at all be related to the ‘eroticism’ of Brazilian society. This is one example of how 

problematic it might be to approach Brazilian reality and draw conclusion on gender 

inequality using outside lenses.  

However, the idea of possible double-standards within European companies might also 

be striking. Examples to double-standards would be companies that have carbon neutral 

plants in European soil, but not abroad, or that train their employees in gender and 

diversity issues in Europe, but not abroad. The idea of using one standard at home, and 

another outside is important to be analyzed too.  

                                                           
7
 Ibid, pp. 358. 

8 Janet Sigal. “International Sexual Harassment”, Annals of the New York Academy of Science. Vol 1087 

(2006), pp 356. Accessed 02 July 2015. doi: 10.1196/annals.1385.008 
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Given the issues above, the decision of carrying out a case study with Yara Brasil, a 

Norwegian company in Brazil, could help understand gender constructions in 

multicultural environments. One example of what could be seen as double-standards in 

the Norwegian company decision making regarding gender equality is the maternity 

leave. In Norway, national law establishes around 8.5 months of parental leave, out of 

which 10 weeks are father-only and 10 are mother-only, and the remaining weeks being 

allotted according to parents’ choice
9
. In Brazil, the law guarantees 4 months of leave 

for the mother and 5 days to the father, which is less than half the Norwegian leave. 

However, in 2008, the Brazilian Government enacted new law with the option of 

extending the leave in 2 more months, which would give a total of 6 months to mothers 

and 15 days to fathers. Companies can opt to adhere to this program, and in return of 

offering longer leaves to their employees, they receive the benefit from the Government 

of tax deduction in the total amount spent with the extension
10

. Information from the 

company HR on April 16 this year affirms that the company did not adhere to the 

programme, since ‘it is not mandatory’. Moreover, aware that childcare is essential in 

the promotion of gender equality at work, and that public and free day care is not 

always offered or good in Brazil, the company offers to women a child care benefit, 

helping them pay for private day care from the time the child is 3 months old. The fact 

that the mother can count with the benefit since the baby is 3 months old, even before 

the end of the leave of 4 months, could also be interpreted as pressure on the female 

employee to return to work after 3 months. The offering of the benefit, though, which 

might be essential for women who work there, shows that the company does want to 

have women in the labor force. But at the same time, maternity might still be seen as 

problematic.  

Another issue would be gender pay gap. It was 8.1% in Norway in 2010
11

 and 38.5% in 

Brazil in 2007-08
12

. According to the HR information on April 23 this year, the pay gap 

                                                           
9
 Accessed on April 23, 2015. 

https://www.nav.no/en/Home/Benefits+and+services/Relatert+informasjon/Parental+benefit.353588.cms.  
10

 Brazilian Presidency Webpage. Decree No. 7052 of Dec, 23, 2009. Accessed on July 2, 2015. 

http://www.planalto.gov.br/ccivil_03/_ato2007-2010/2009/Decreto/D7052.htm 
11 

The Gender Wage Gap in OECD Countries, CESifo DICE Report 1/2013 (March). Accessed on July 2, 

2015. 

http://www.cesifo-group.de/ifoHome/facts/DICE/Labour-Market-and-Migration/Labour-Market/Anti-

discrimination-Gender/Gender-wage-gap-report/fileBinary/Gender-Wage-Gap_dicereport113- 
12 

Brazil – An Overview on Women’s work, Minimum Wages and Employment, Wage Indicator.Org. 

Accessed on July 2, 2015. 

http://www.wageindicator.org/main/Wageindicatorfoundation/wageindicatorcountries/country-report-

brazil 
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at the company is closer to the Norwegian reality (See Appendix 7.3). Moreover, in 

2000, only 5% of Norway's public board members were women, so in 2004 Norway 

decided that affirmative action was necessary and passed a law that required public 

company boards to fill 40% of its seats with women. Although there was significant 

resistance to this reform (384 of the 563 publicly traded companies went private to 

avoid complying) by 2007 this goal was reached
13

. A similar proposal for the private 

sector in Norway has been delayed
14

. In Brazil, women are not even 20% both in the 

higher hierarchies of public institutions or in private companies
15

.  

Attempts to promote more equality in the company in the past, like the Women 

Project
16

, were directed only to training women, and would, for instance, deal with dress 

code issues. Now, in 2015, the issue of gender equality is found in the institutional 

communication of Yara International, for example with a message in the website:  

At Yara we have an ambitious goal of increasing the proportion of women 

employed in the company to 23% by 2017.
17

  

In the message there is expression of real concern of having a more gender balanced 

global work force, but it might seem that the goal of 23% in 2017, given that it was 20% 

2013 and 22% 2014, would follow a natural trend in the world, since in Brazil, for 

instance, in the 2000s female employment continued to grow more rapidly than male
18

. 

Yara International website is also celebrating “The first woman plant manager outside 

Norway”
19

. Goals and celebrations like these might be expressions of real concern with 

the situation of female employees, meaning that the company is eager to address the 

gender inequality issue its units worldwide. However, the concept created by Elisabeth 

Moss Kanter, tokenism, might also apply to examples of rare female leaders. Tokenism 

                                                           
13

 Jordi Roth, Norway’s gender quotas dispel some myths about token appointments. Women’s Agenda, 

on July 4, 2014. Accessed on July 2, 2015. 
 http://www.womensagenda.com.au/talking-about/world-of-women/norway-s-gender-quotas-dispel-

some-myths-about-token-appointments/201407034274#.VTfLKSGqqkp 
14 Hearn, Jeff and Pringle, Keith, ed., European Perspectives on Men and Masculinities: National and 

Transnational Approaches. New York: Palgrave Macmillan, 2006. pp. 133 
15 

Observatório Brasil de Igualdade de Gênero. Relatório Anual 2009/2010. Accessed on July 2, 2015. 

file:///C:/Users/Magdalena/Downloads/Relat%C3%B3rio%20Anual%202009-10%20(1).pdf 
16 

Lecture given by Lúcia Pesca, Brazilian Sexologist, as part of the Woman Project, carried out by the 

company in 2005, which I attended as employee at the time.  
17 Yara International Website. Accessed on April 4, 2015.  

http://www.yara.com/media/news_archive/Yaras_first_woman_plant_manager_outside_Norway.aspx 
18 Wage Indicator.Org. Accessed on July 2, 2015. 

http://www.wageindicator.org/main/Wageindicatorfoundation/wageindicatorcountries/country-report-

brazil 
19 Yara International Website. Accessed on April 4, 2015. 

 http://www.yara.com/media/news_archive/Yaras_first_woman_plant_manager_outside_Norway.aspx 

http://www.nytimes.com/2014/06/20/upshot/women-on-the-board-quotas-have-limited-success.html?_r=1
http://www.nytimes.com/2014/06/20/upshot/women-on-the-board-quotas-have-limited-success.html?_r=1
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is defined as the practice of including one or a few members of a minority in a group, 

without their having authority or power equal to that of the other group members. 

Nowadays, publications like these could as well reflect a necessary public expression of 

concern, as large corporations in general are more pressured to have a positive social 

responsible image before stakeholders – governments, creditors, directors, employees, 

government (and its agencies), owners (shareholders), suppliers, unions, and the 

community from which the business draws its resources.  

1.1 The Aim of the Study and Questions 

In this study I aim at casting light on possible double-standards regarding gender 

equality in global European companies and I intend to do that through the sample of 

Yara Brasil. Most of the empirical studies or case-studies that have been carried out so 

far are in public organizations, in the academic and even sports organizations, more 

recently. There is not so much recent research carried out in private organizations, 

especially in multinational large corporations. By learning about this company, one 

could wonder if the same might be happening in other organizations similar to this one. 

As Kanter compares, already back in 1974: 

The most distinguished advocate of modern capitalism, Adam Smith, and 

the most distinguished critic of modern capitalism, Karl Marx, were in 

agreement in one essential point: the job makes the person. If jobs ‘create’ 

people, the corporation is the quintessential contemporary people-producer, 

as its practices serve as models for the organization of other systems.
20

 

Therefore, jobs could be perpetuating inequality regimes, which Joan Acker defines as: 

The interlocked practices and processes that result in continuing inequalities 

in all work organizations.
21

  

This study will analyze public material of the company as well as analyze employees’ 

responses to questionnaire, trying to answer the following question: 

Can we consider the existence of double-standards in the way global European 

companies work with gender equality in other countries?  

                                                           
20 

Rosabeth Moss Kanter. Men and Women of the Corporation. New York: Basic Books, Inc., Publishers, 

1977. pp. 3. 
21 Joan Acker. “Inequality Regimes Gender, Class, and Race in Organizations”, Gender and Society, vol. 

20, No. 4 (2006), pp. 441. 
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I will use the three subordinate questions below applied to Yara Brasil to answer the 

main question above. 

How do men and women express their perception of how the company is dealing with 

the gender equality issue? 

What do public images and publications of the company express about gender? 

Do employees consider that gender equality is more a characteristic of Europe, Norway 

or Brazil? What is the value of gender equality in the multicultural company then? 

1.1.1 Structure of the Paper 

The following chapters were all designed to better answer these research questions. The 

situations and problems identified above were framed in theory, mainly from the field 

of Gender Studies, in the following Chapter 2. The Method and Material used to answer 

these questions are also described in Chapter 3, hoping that analysis in Chapter 4, 

Results and Discussion, provide this work with the appropriate answers to the chosen 

questions, in the Conclusion. 
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2. Theoretical Framework 

Since the 70s, but mainly from the 80s on, researchers of Women’s Studies/ Gender 

Studies, Organization Studies and Sociology have investigated Organization Theory 

regarding gender roles. One of the reasons for such interest is because organizational 

theory has been considered implicitly gendered, as described by Jeff Hearn & Wendy 

Parkin:  

Organizational Theory has generally and traditionally been constructed as 

non-gendered. Written through a male perspective, culture and discourse, it 

has espoused theories of empiricism, rationality, hierarchy and other 

masculinized concepts. 
22

 

Another reason for such questioning is the fact that organizations, private or public, are 

the central economic and social institutions (for example work-place, schools, 

universities, social and help services, etc.) and therefore where most people are in daily 

contact.  

Kanter is a pioneer in this sort of organizational research, and one of the first to address 

the gender issue in private organizations, back in 1977, when she developed the study of 

the ‘tokenism’. In Men and Women of the Corporation, she starts to discuss gender in 

large corporations, in the direction of Critical Management Studies. In the end of the 

80s and beginning of the 90s, Cynthia Cockburn indentified the attempts organizations 

were making in Britain to respond to pressures from anti-racist and feminist 

movements, calling themselves ‘equal opportunity’ employers. Cockburn investigated 

the Equal Opportunity movement, which claimed to hire and promote ‘regardless of 

sex, marital status, race, religion or sexual orientation and for people with disabilities’. 

Acker created the concept of ‘gendered organizations’ in 1990, showing that 

hierarchical organizations are not gender neutral. In 2006, she also used the ‘inequality 

regimes’ term to address intersectional analysis, including class and race in the study of 

persisting inequalities in organizations.  

Acker explains that feminist social scientists started from theorizing class and women, 

then changing their focus to empirical studies of gender and work at the end of the 70s. 

In the 80s, she argues that in a response to Third World feminists and women of color, 

                                                           
22

 Hearn and Parkin (1993, 149) in Regine Bendl, Gendering Organizations Studies: A guide to reading 

gender Subtexts in Organizational Theories. Lta 3/00, pp. 373-393.  

http://lta.hse.fi/2000/3/lta_2000_03_a4.pdf 
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theoretical attention was directed to the intersections of gender, race and class. Finally, 

she argues that postmodern/poststructuralist feminism turned to issues of representation, 

culture and identity
23

.  

According to Anne Marie Champagne, Acker adopts a more structural view of gendered 

organizations, while other researchers after her have been developing a strictly 

discursive view, by applying performativity theory, in the case of Lester, in 2004, or 

with focus on communication, in the case of Ashcraft and Mumby. Attention is also 

brought by Forbes, in 2002, to the importance of analyzing masculinities, and the fact 

that ‘women’s performance of gender in the workplace is companion to the masculine 

gendering of human organizations’. Pringle, in 2008, adds to this idea of masculinities 

the fact that the dominant masculinity (re)produced is within organizational discourse is 

hetero-masculinity
24

.  

From the body of knowledge researchers like these above built, many were the case 

studies carried out and some names I chose are only a few examples: Liisa Husu studied 

gender discrimination in Finish academia in 2005, Ingrid Pincus studied the Problem of 

Gender Equality Policy Implementation in public organizations in Sweden in 2004; 

Patricia Yacey Martin observed multinational corporations and their gender practices in 

the US in 2003; Bendl and Schmidt revisited feminist activism at Austrian managerial 

universities in 2012; Healy, Bradley and Forson used the framework of inequality 

regimes to study Bangladeshi, Caribbean and Pakistani women working in three parts of 

the public sector: health, local government and higher education, in 2001; and Nagy and 

Vicsek researched on Gender Culture at a Telecommunications Company, in Hungary 

in 2014.  

There is growing trend and need of this kind of analysis, through different cultural and 

disciplinary lenses. This chapter presents the theoretical choices made, considering that 

they are the most suited to the analysis’ needs of this case-study. The backbone of the 

theoretical choices is Acker’s structural theory, but other authors selected and specific 

law and policies add to it essential basis for analysis.  

                                                           
23

 Acker, “Rewriting Class, Race and Gender: Problems in Feminist Rethinking”. In Revisioning Gender, 

ed. Ferre, Myra Marx, Lorber, Judith and Hess, Beth B. (Boston: Altamira Press, 2000) pg 44. 
24

 Anne Marie Champagne, Doing Gender: Theories of Gendered Discourse. Accessed on July 2, 2015. 

http://www.academia.edu/3737064/Doing_Gender_Theories_of_Gendered_Discourse_and_the_Social_C

onstruction_of_the_Gendered_Organization 

http://www.academia.edu/3737064/Doing_Gender_Theories_of_Gendered_Discourse_and_the_Social_Construction_of_the_Gendered_Organization
http://www.academia.edu/3737064/Doing_Gender_Theories_of_Gendered_Discourse_and_the_Social_Construction_of_the_Gendered_Organization
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2.1 Inequality regimes 

The theoretical framework chosen for this work derives from conceptualizing 

multinational large companies, like the company studied, as gendered organizations. 

From the different theoretical approaches seen above, Acker’s structural view is the one 

that best suits the sort of material and analysis of this paper. According to Acker, 

organizational structure is not gender-neutral, and it is built upon a deeply embedded 

substructure of gender difference. Here the word gender is not applied as another word 

for sex or for women, rather as “patterning of difference and domination through 

distinctions between women and men that is integral to many societal processes”
25

. And 

by societal processes, Acker is mainly referring to institutions, where women and men 

are active agents, doing gender in their everyday activities. With the exception of the 

family, all institutions have been defined with the absence of women, and this 

perspective recognizes the asymmetric gender order: women’s usual subordination 

either concretely or symbolically.  

Acker argues for the need of mapping the gendered history of institutions and charting 

their gendered patterns
26

, and in her work she mentions what its final aim would be, that 

large-scale organizations can become more democratic and supportive of humane 

goals
27

. It is a mistake to think that organizations have gender neutral discourse and 

processes, since, according to Kanter, the ‘masculine ethic’ is present, “while 

organizations were being defined as sex-neutral machines, masculine principles were 

dominating their authority structures”
28

. Therefore, research on organizations could help 

tackle issues such as the cultural images of gender, segregation of work, income and 

status inequality, and even aspects of gender identity, mainly of masculinity, which is 

also production of organizational processes and pressures. For example, in the issue of 

status inequality, it would help understand why women are always concentrated at the 

bottom of organizational structures, like the example of the survey carried out in the 

                                                           
25

 Joan Acker, “Gendered Institutions: From Sex Roles to Gendered Institutions”, Contemporary 

Sociology, vol 21, No. 5 (1992), pp. 565. 
26

 Ibid, pp. 568. 
27

 Acker. “Hierarchies, Jobs, Bodies: A Theory of Gendered Organizations”, pp. 140. 
28

 Kanter. Men and Women of the Corporation, pp. 46. 
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U.S and published at the New York Times, finding out that “Fewer large companies are 

run by women than by men named John”
29

.  

Inequality regimes is a term created by Acker to address two feminist issues: how to 

conceptualize intersectionality, the mutual reproduction of class, gender and racial 

relations of inequality and how to indentify barriers to creating equality in work 

organizations. The first issue is very important in current studies on gender equality, 

because aspects like class, race, sexuality, disabilities, etc. are always present together, 

and when included in inequality analysis, they interrelate. The matters of race and class 

certainly play an important part when analyzing European organizations going abroad, 

because they usually go to developing countries, where the economic power of the 

people is already lower, as well as social welfare, in general, thus their highest 

dependency on the job. Ethnical differences might also play a role in the power relations 

of this study, as Norwegians are mainly white, which is not necessarily the case in 

Brazil. Moreover, the issue of sexual orientation is still delicate to be discussed openly 

in Brazil, and is a discussion that is more recent, if compared to Scandinavian countries. 

However, this paper has to limit its scope to the aspect of gender inequality, given time 

and resources. 

When Acker formulated a way to identify barriers to creating gender equality in work 

organizations, she explained how women ended up in the lower level positions. She 

argued that it is expected from the employee a separation of his/her domestic/private life 

from the job, and that certain tasks are understood as requiring more responsibility or 

complexity, thus not only placed in hierarchical higher positions but also with better 

points (also payment) than others. Skills more often found in men, like managing 

money, receive more points than skills more often found in women, like human 

relations skills. Therefore, she concluded that “the concept of a universal worker 

excludes and marginalizes women who cannot, almost by definition, achieve the 

qualities of a real worker because to do so is to become like a man”
30

. She also argues 

that the bodiless worker, who occupies the abstract gender neutral job has no sexuality, 

emotions and does not procreate. The abstract worker is actually a man, with minimal 
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responsibility on procreation and conventional control of emotions. Finally, Acker 

explains that many are the controls used to keep the gendered hierarchy:  

The maintenance of gendered hierarchy is achieved partly through such 

often-tacit controls based on arguments about women's reproduction, 

emotionality, and sexuality, helping to legitimate the organizational 

structures created through abstract, intellectualized techniques. More overt 

controls, such as sexual harassment, relegating childbearing women to 

lower-level mobility tracks, and penalizing (or rewarding) their emotion 

management also conform to and reinforce hierarchy.
31

 

Her arguments explain the importance of analyzing harassment too, since it is 

considered another form of control, together with maternity-related discrimination and 

emotions-related discrimination. Such controls exist for a reason, she argues: “if the 

mass of female clerical workers (office workers) were able to compete with men in such 

work, promotion probabilities for men would be drastically reduced”
32

. 

The theoretical framework Acker offers to identify barriers to equality in social 

organizations is one that suits perfectly the aim of this work. Acker understands gender 

organizations in four types of processes that will be used in structuring the questionnaire 

and the analysis of this study:  

1. Production of gender divisions: gender patterning of jobs, wages, hierarchies, power 

and subordination; 

2. Creation of gendered symbols, images and forms of consciousness; 

3. Interaction between women and men, women and women, men and men that take 

multiple forms that ‘‘enact dominance and subordination, and create alliances and 

exclusions’’ and are sites in which divisions are developed and gender images created 

and affirmed;  

4. The internal mental work of individuals making sense of their place and opportunities 

in the gendered organization.  

                                                           
31

 Ibid., pp. 151. 
32

 Ibid., pp. 154. 



17 
 

 

2.2 Token women  

Token woman is the term created by Kanter to explain the position of “those women 

who were few in number among male peers and often had ‘only woman’ status’, 

symbols of how-women-can-do, stand-ins for all women”. The example from Yara 

International website exemplifies a token woman “The first woman plant manager 

outside Norway”
33

. Kanter concluded in her case study that tokens’ turnover and 

‘failure rate’ was much higher, being twice that of men, in sales functions
34

. She 

suggests that in groups where proportions of gender representation have ration 85:15, 

which is the situation of the case-study for leadership positions between men and 

woman in the headquarters, and for all positions in the company as a whole, the few in 

the group can be called tokens, being more often treated as symbols and representatives 

of their category than individuals. Kanter argues that tokens get more visibility in the 

group, which tends to develop the following: more performance pressures on them; 

contrast to the rest of the group, a trend to exaggerate differences between the token and 

the dominants, strengthening dominant culture boundaries and creating isolation for the 

token; assimilation, when the token can more easily find their identity by conforming to 

existing stereotypes about their social type, being encapsulated in a role. Given these 

special situations faced above, tokens perform their jobs under public and symbolic 

conditions different from those of dominants. 

Acker adds that, in contrast to the token woman, white men in women-dominated 

workplaces are likely to be positively evaluated and to be rapidly promoted to positions 

of greater authority
35

, which could maybe serve as explanation to the few men who 

work in support departments in the company where majority is women and who are not 

in a position of subordination.  
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2.3 Masculinities 

To be able to speak of gender equality, the question of power of men and women need 

to be analyzed and what men do needs to change as well, if we are to reduce male 

dominance in organizations. By referring to masculinity rather than men, I am making a 

distinction “between the category of sexed bodies (men) and the social constitution of 

gender difference that is colloquially or commonsensically designated as masculine”
36

. 

Debora Kefort and David Knights explain masculinity as a definition that pertains to the 

socially generated consensus of what it means to be a man, to be ‘manly’ or to display 

such behavior at any one time. Thus, it is important to mention that women can display 

such behavior as well. According to Beverly Alimo-Metcalfe, management and what is 

often understood as effective business management have often been assumed to be 

consistent with characteristics traditionally valued in men
37

. In this sense, many studies 

are carried out to understand the power perspective on men, masculinities and men’s 

practices. Therefore, Critical Studies on Men and Masculinities (CSMM) are now part 

of the broader project of Women’s Studies and Gender Research.  

When Jeff Hearn and Keith Pringle
38 

do comparative studies on masculinities in Europe, 

they argue that such studies have often underestimated or even neglected the 

significance of work and organizations as sites for the reproduction of men’s power and 

masculinities. Wendy Hollway
39

, in her psychoanalytic theory, adds an important point 

in the studies of masculinities, by mentioning that neither woman nor men are entirely 

captured by gender differences, and by keeping in view the variability of women and 

men, it is possible to avoid the danger of a simplistic dualism which is characteristic of 

dominant culture
40

. However, she casts light on the fact that some organizations more 

than others allow men to reproduce their defensive psychic structures when they feel 

insecure about their (masculine) identity, “giving rise to splittings based on gender 
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difference as a defense against anxiety”. The consequence is women’s relegation to the 

status of other, beyond the bounds of men’s worlds, relations and dynamics, and men’s 

denial (and lack of awareness) that such relegation is occurring or is related to gender. 

Since (some) men hold nearly all the powerful and high status positions in 

organizations, which is the case in the studied company, their behavior is highly 

consequential for women. David Morgan
41

 adds that examinations of managerial styles 

or careers may point to different ways of doing masculinity within the context of such 

organization, suggesting a more varied range of masculinities.
42

  

Some of the practices of masculinities mentioned are noteworthy: homosocial bonding, 

which is excluding of women – i.e. men inviting other men from work for social 

gatherings
43

 or hierarchic heterosexuality
44

 – i.e. using sexualized discourse to 

disadvantage women; or less involvement of men in domestic work or parental activity, 

as well as pressures to be the breadwinners. These practices might affect not only 

women’s professional chances, but also men’s health and consequently their family and 

subordinates’ health. 

Hearn and Pringle point out that key workplace issues such as organizational power, 

decision-making, remuneration, cultures and structure crucially reflect and reinforce 

masculine material discursive praxis in complex ways.
45

 A ‘fresh-start’, they argue, 

might involve seeing men in terms of family, friends, health, the body, emotions, 

sexuality, violence and so on. In the same study, they also discuss that home and work 

are sites for increasing or decreasing men’s health, and especially those in positions of 

power or with access to power, who are the least studied
46

, are able to affect the health 

of women, children and other men in their realm of power
47

. In their words, “to affirm 

that the number of children may have a negative career effect for mothers but not for 
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fathers is to show that home and work is directly connected and that fathers have been 

less involved”
48

. Hearn and Pringle analyze the relationship between home and work for 

men, not only bringing up women as directly affected but also other men. It also appears 

that father’s work patterns are influenced by the employment status and earnings of 

their partners, i.e., fathers whose partners are working outside the home spend fewer 

hours at work than fathers whose partners are not working. A typical practice of 

hegemonic masculinity regarding home is to appropriate wife’s emotional and home 

labor in the interest of husband’s career development.  

Patricia Martin
49

 gives one example of what might be another construction of masculine 

hegemony: in the perspective of a male employee, asking for his boss’ help (another 

man) might be equated with loss of autonomy and respect relative to his boss. In the 

perspective of a woman, it is equated with a pragmatic strategy for solving a problem. 

In this example of distinctive gendered approaches to a ‘common situation’ one can 

observe that autonomy is usually regarded as a good value both in corporations or, for 

instance and from experience, in academic work. However, autonomy might not be 

always good and pragmatic, but still so much value is given to it that people might feel 

pressured to act this way. As asking for guidance or help is not the way man would 

behave, then it is what women who want to be successful ‘shouldn’t’ do either. Women 

may enact masculinities as well, for example by behaving in a more autocratic and 

directive way (‘leadership’ styles normatively associated with men but not women
50

), 

and men at the same time that would acknowledge that such woman ‘acts as men’ they 

also acknowledge her violation of norms associated with ‘emphasized femininity’ and 

her status as woman
51

.  

Finally, Martin presents Weiss argument that middle-class men are obsessively 

concerned with how they compare to other men at work, and demonstrate a ‘pervasive 

anxiety’ about their ‘place in the community of work’
52

. It may reflect a fear of losing 

out security of employment, of manhood. These understandings are very important in 

this case-study. They are all applicable to the Norwegian context, as well as the 
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Brazilian one. However, the fact the Brazilian society is socially more unequal and 

economically more instable than the Norwegian one might generate even more anxiety 

in bread-winner men (and even in a breadwinner woman, although less common). Such 

anxiety for maintaining a social status, which is not easy task in Brazil if you don’t 

come from a rich family, generates more insecurity in men and might put more pressure 

in everyone to display their masculinities, thus affecting their own health and that of the 

people around them.  

2.4 Discrimination in the law 

As this study is analyzing perception on discrimination, it is important to understand a 

little bit more about discrimination itself. In the last years, more attention is being given 

to discrimination, and some countries have enacted new legislation and policies. 

Brazilian legislation was largely changed regarding the rights of women in 1988, in the 

new Civil Code and Constitution, when Brazilian women were finally put in a position 

of more equality with men, regarding work, family and citizenship. In 2001, sexual 

harassment and moral harassment were typified in specific law, defined as crime. 

Norway has had an Act related to Gender Equality since 1978. From 2005/06 on, new 

changes have been made so that national law complied both with the relevant European 

Union law and The UN Convention on the Elimination of All Forms of Discrimination 

against Women (CEDAW). In other words, even though Norway is not a member of the 

European Union, its law is representative of it, which allows us to consider our material 

European. One of the main differences between Brazil and Norway, though, is that 

Norway has special enforcement bodies, the Equality and Anti-Discrimination Ombud
53

 

and the Equality and Anti-Discrimination Tribunal, whereas in Brazil those cases would 

be dealt with in the sphere of Labour Courts. The fact that women in Brazil would have 

to claim their equality rights before public servants that are not necessarily trained in 

discrimination and harassment could create a bigger obstacle for complaints, if 

compared to Norway. 
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2.5 Hidden inequalities 

As a consequence of the above mentioned legislation, discrimination has become more 

subtle everywhere, and hidden
54

. Liisa Husu points to the fact that some discrimination 

experiences are understood as such only in a later phase of informants’ career, not when 

they actually happen
55

. Nijole Benokraitis and Joe Feagin define subtle discrimination: 

“unequal and harmful treatment of women that is typically less visible and obvious than 

blatant discrimination”
56

. Sexist behavior has been internalized as ‘normal’, ‘natural’ 

and ‘acceptable’ and goes unnoticed, therefore not as easy to ‘prove’, in an illusion of 

gender equality. But what would be the effects of awareness of gender issues in 

organizations? Acker argues that top male executives, who are secure in their multiple 

advantages and privileges, may be more supportive of reducing inequalities than male 

middle managers who may lose proportionately more through equality organizing
57

. 

Therefore, awareness may be not everyone’s interest. Husu calls attention to the 

complexity of perceiving, ‘naming’ and recognizing gender inequality and 

discrimination, using the example of the male academic who is clearly less merited by 

commonly accepted academic criteria, and is recruited to an academic post instead of a 

more merited female candidate. This, she argues, may be fairly easily perceived as 

discriminatory. The more subtle forms of discrimination and sexism are less easily 

recognized and questioned, partly because they are often taken for granted as part of the 

organizational culture and practices, ‘the way things are done here’.
58

  

In the U.S. Access Study
59

, three out of four academic women had experienced gender 

discrimination in their career, but they seldom volunteered to bring up their 

discrimination in the interview situation that concerned broadly their academic career, 

unless specifically asked to do so
60

. Even though the company studied is not an 

academic environment, it is important to consider that the same behavior might take 
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place, as female employees might lack trust in HR staff secrecy, have fear of negative 

exposure to top management or peers (to become the labeled as trouble-maker), go 

through self denial/discrediting of own experience, by holding themselves responsible 

for what happened, and/or fear of isolation from the group, which would cause 

professional loss. Milliken, Morrison and Hewling
61

 argue that the decision of 

employees to remain silent, in general issues, is because they conclude that the context 

in unfavorable. Researchers of the gender studies, like Anneli Andersson
62

, name it 

‘awareness of resistance’, when women are consciously (not intuitively) aware of the 

resistance in the organization to deal with inequality issues.  

Seemingly gender-neutral interactions or processes can have biasing consequences and 

it is hoped that by analyzing the system it is possible to unveil the hidden mechanisms 

underlying inequality. 

2.6 Sexual Harassment 

The UN reports that in the European Union, 75% of women in management and higher 

professional positions have experienced some sort of sexual harassment in the 

workplace in their lifetimes
63

. According to Stands de Haas, a male dominant place 

offers higher risk of harassment: 

Numerically male dominated workplaces propagate male dominated cultural 

norms, such as tolerance of sexual harassment, the denigration of women 

and of non-masculine behavior, the exclusion of women and sexism, which 

in turn increase the risk of unwanted sexual attention and advances.
 64

  

The sample of this study, the headquarters of the company, is balanced numerically, but 

not in terms of power/leadership. It is said that any organization that does not have at 

least 40-60 representation is not gender balanced/equal. Since the company as a whole 

is not gender numerically balanced, it is most probable that it has a normative male 

dominance in the headquarters as well. Normative male dominance is an aspect of 

organizational climate, which can be viewed as: “shared perception that co-workers 
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have about the kinds of behavior that are tolerated, extenuated or accepted in their 

workgroup”
65

. Therefore, the importance of analyzing any anti-harassment education in 

the company’s Ethic’s Manual
66

, since according to Haas the quality of the policy is 

what provides changes in harassment numbers
67

. Louise Fitzgerald
68

 adds to this that 

conditions where there is support for harassment or at least where individuals are not 

punished for sexually harassing behaviors, and victims are discouraged to report on 

them, sexual harassment is likely to occur.  

There is no universally accepted definition of sexual harassment, which is named 

harassment, discrimination, bullying, violence, gender harassment, intimidation, etc, 

depending on the author. The definition made by Gelfand, Fitzgerald and Drasgow
69

 

might be useful to work with. They identified three categories of sexual harassment:  

(1)Gender Harassment: hostile attitudes and putdowns of women such as 

insulting sexist jokes or comments, obscene or pornographic materials 

displayed in the workplace, and other acts designed to make women 

uncomfortable.  

In 1999, Fitzgerald expanded this category to include both sexist hostility, a term related 

to discrimination based on gender and sexual hostility, which is illustrated by persistent 

telling of sexually related jokes designed to make victims uncomfortable.  

(2)Unwanted sexual attention: a category related to behaviors such as 

pressuring for dates and sexually related comments about appearance but 

there are no consequences of failure to comply. 

(3) Sexual coercion, associated with both sexual bribery (sex for favors) and 

sexual intimidation (threats if the victim does not comply with the demands 

for sexual favors). 
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According to Acker, any sort of sexual harassment is another form of subordination 

used to keep women powerless in the organization. It is the consequence and the cause 

of gender hierarchy: 

The maintenance of gendered hierarchy is achieved partly through such 

often-tacit controls based on arguments about women's reproduction, 

emotionality, and sexuality, helping to legitimate the organizational 

structures created through abstract, intellectualized techniques. More overt 

controls, such as sexual harassment, relegating childbearing women to 

lower-level mobility tracks, and penalizing (or rewarding) their emotion 

management also conform to and reinforce hierarchy.
70

  

The perspective on sexual harassment explained above casts light on the reason why the 

discussion on sexual harassment has to be included in a study about gender equality at 

work, since it is directly related to power control. According to Fitzgerald’s model, and 

other theorists on harassment, sexual harassment experiences can lead to negative 

consequences including psychological and physical effects as well as job related 

reactions (e.g. dissatisfaction, increased absences from work). The degree of hazard also 

shows how important the existence of clear national laws is and, in the level of 

organizations, of corporate policies and good training. 

2.6.1. Harassment in the Brazilian Law  

“Sexual harassment is the approach, unwanted by the other, with sexual intent or 

inopportune insistence of someone in a privileged position who uses this advantage to 

get sexual favors from subordinate or dependent people. For a perfect characterization 

of such crime, the constraint must be caused by those who prevail from their condition 

of hierarchical superiority or of ascendance inherent to the exercise of the employment, 

position or function.”
71

 

“Moral harassment is any abusive conduct (gesture, word, text, behavior, attitude, etc.), 

performed intentionally and often, hurting the dignity and the physical or psychological 

integrity of a person, threatening his/her employment or degrading the working 
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environment. Some examples are: confusing and inaccurate instructions to worker; 

hindering the work; assigning imaginary mistakes to the worker; demanding urgency 

when urgency is not needed; overwork; making inappropriate comments or jokes to the 

worker in public, etc.”
72

  

2.6.2. Harassment in the Norwegian Law  

“Prohibition against harassment: Harassment on the basis of gender and sexual 

harassment shall be prohibited. ‘Harassment on the basis of gender’ shall mean acts, 

omissions or statements that have the effect or purpose of being offensive, frightening, 

hostile, degrading or humiliating. ‘Sexual harassment’ shall mean unwanted sexual 

attention that is troublesome to the person receiving the attention.”
73 

2.6.3 Harassment in the Ethics Manual of the company 

“This company has committed to providing us with a harassment-free environment. 

Although legal definitions may vary from one location to another in this company 

‘harassment’ includes any form of conduct not well received in relation to another 

person, whether verbal, physical or visual, that: Has the purpose or effect of creating a 

work environment that is intimidating, hostile or offensive to the person; Has the 

purpose or effect of interfering or disturbing the work of someone or their professional 

performance without reasonable cause; or Somehow affects employment opportunities 

of a person. This company does not tolerate discrimination or harassment, immediately 

dealing with complaints on such conduct through its investigative process. We 

encourage any suspected situation of discrimination or harassment you have witnessed 

or acknowledged to be denounced and addressed. Remember, this company will not 

tolerate retaliation against those who raise doubts, questions or complaints in good 

faith.”
74

  

2.6.4 Considerations  

It is noteworthy that for sexual harassment to be legally recognized in Brazil it should 

be necessarily from boss to subordinate, whereas in Norway such limitation is not given 

in the law. It means that if a colleague harasses other, before Brazilian law it is not 
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considered sexual harassment, but maybe moral harassment. Moreover, omission itself 

is also included as a way of general harassment in the Norwegian law, while in the 

Brazilian law it is more restricted, when it says it has to be intentional, which is hard to 

prove, and often, which would mean that the victim would have to be through a long 

enduring situation before reporting. These aspects might generate great interpretation 

difficulties and limitation of application. It is also noteworthy the fact that the company 

acknowledged in its Ethic’s Manual that in different countries legislation is different, 

and then chooses not to mention sexual harassment in its Manual in a clear way. 

Moreover, its Manual or the Brazilian Law does not mention omission as an offence, 

like the Norwegian law does. Finally, the definition of moral harassment, in the 

Brazilian Law, is very similar to what is understood as gender harassment.  

Conclusion  

Understanding the theoretical framework of Inequality Regimes developed by Acker 

and what involves the Studies of Masculinities; considering the possibilities of 

Tokenism and Hidden Inequalities; and comparing the contexts of current laws/policies 

and definitions of Discrimination and Harassment in difference instances were 

necessary steps for the development of the study and fulfillment of its aim. This 

framework and theoretical suppositions were chosen as the most suitable to the 

development of the analysis of the material, aiming at answering the subordinate and 

main questions of this work. The method applied in the study is explained in the 

following chapter. 
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3. Method 

This chapter gives a presentation of the methodological tools that have been applied in 

this work to collect and analyze data. It starts with an explanation of the method, to then 

describe in details the collection process, with the choices and challenges involved, as 

well as ethical considerations.  

I have decided to do a case study. According to Robert Yin, case studies are useful tools 

for much of the hypothesis testing research on social phenomena that has gradually 

moved out of the laboratory into the field
75

. He defines it as “An empirical inquiry 

about a contemporary phenomenon (e.g., a “case”), set within its real-worldcontext—

especially when the boundaries between phenomenon and context are not clearly 

evident”
76

. Case studies are appropriate when you are asking “how” or “why’ questions, 

which is an explanatory question; (b) there is little control over behavioral events; and 

(c) there is a focus on contemporary events, all of which apply to this work. 

The case of this work, or single unit of analysis, is the organization chosen (Yara 

Brasil). It has two embedded units of analysis, which are the population of the 

headquarters of the organization and the public material of the organization, since case 

studies benefit from having multiple sources of evidence
77

. Moreover, this case study 

combines qualitative (non-numeric) and quantitative (numeric) data, gathered through 

the technique of the survey in conjunction with document and image analysis. It uses a 

mixed-method design, with a survey being carried out through the use of a 

questionnaire, which will allow quantitative and qualitative analysis. The design work 

was carried out based on the chosen theoretical propositions, presented in the previous 

Chapter 2, which will allow an interpretative process aiming at building explanation for 

the research questions in the final Conclusion. The theoretical propositions are those set 

by Acker’s concept of Inequality Regimes, and the model she built to identify barriers 

to equality, dividing the analysis into processes from 1 to 4.  
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For the analysis of Acker’s processes, both content and statistical methodologies were 

applied for procedure and measures. The overall goal of the analysis’ methodology was 

to provide a richer view and understanding of gender equality in the company both in 

the way employees see and understand it, through the content and statistical analysis of 

survey data, and in the way the company chooses to show and describe itself, through 

the content analysis of company’s public documents. The study design has been guided 

by the following criterions: validy (accurate data), reliability (consistency of 

measurements and possibility to replicate the study) and trustworthiness (honest, 

meaningful and empirically supported picture of the phenomenon under study)
78

.  

Finally, it is important to remember this is a cross-sectional study, in the sense that its 

conclusions may be limited to one period of time, since the data is collected from 

January to June 2015. So conclusions are not representative, i.e, of the time when Yara 

acquired the first company in Brazil, neither of the future.  

3.1 Material Collection 

3.1.1 Who I am in this case-study 

A short account of my past relationship with the studied company not only explains 

why I chose it as material, or how I got the approval of the company to run the survey, 

but it also explains the fact that I might have preconceived ideas of what working for 

such company is, especially in the headquarters, which are possibly present somehow in 

this study. It might be an impact for the neutrality of it, since there is likely to be 

influence of my personal perspective in such work, which might be identified in the way 

I write, or possibly an implicit influence on my theoretical choices and questions 

proposed. I am from Brazil, born in Porto Alegre. Porto Alegre is the city where I have 

always lived before the two years of Euroculture Master Course, and where the 

headquarters of the company is in Brazil. People from the south of Brazil are named 

gauchos, a very specific Brazilian regional culture, with a lot of European heritage, if 

compared to other regions of Brazil. I worked for the company from 2004 to 2008. I had 

three different job positions during these four years, being first an assistant of the board, 

when the current chairman was director and my internal client, and then moved to a 

support area as analyst, and finally promoted to consultant for support activities, which 
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gave me wide exposition to different areas and hierarchies in the company, mainly in 

the headquarters. I started working for it right after the Norwegian company acquired a 

local South-Brazilian family-run fertilizer company, and therefore needed assistants 

who could speak good English, for the transition, while expatriate executives were still 

a presence. I participated in the activities of acquisition of the second Brazilian 

company bought by the Norwegian company, this time in São Paulo, travelling there 

often to integrate support activities. At that time, it is important to mention, there was 

no Ethics Department, or Ethics Manual. The first Code of Conduct I have seen in the 

office translated the word harassment to Portuguese from Portugal acosso, which does 

not mean anything in Brazil, and made me believe it was not targeting Brazilian 

employees. Moreover, one might consider that even the return rate and answers to the 

questionnaire might suffer influence from my experience with the company, since my 

name sign the survey, and some of the employees still working there have been my co-

workers in the past. One example is the HR employee who was chosen by HR director 

to be my contact in the company for this study, with whom I had already worked seven 

years ago, even if not with so much close contact at the time. After leaving the 

company, I worked for other three multinational large corporations in this same city, a 

German and two American ones, and two other Brazilian companies. In none of these 

organizations I was trained on the issues of behavior or ethics, or even gender equality. 

Finally, the fact that I am a certified translator of English x Portuguese in Brazil is 

helpful to this study, considering that translation was a constant in this work, when 

reading written material (Brazilian law, Brazilian theorists, company’s documents and 

questionnaire, emails) and analyzing it in English here. 

3.1.2 Contact with the company 

I have asked about the company’s interest and approval for the study in 

January/February 2015, by sending an email to the CEO of the Brazilian branch. Using 

a simple step-by-step plan, I received an ok from the chairman, who put me in contact 

with HR director asking him for full support. HR director made it clear that the project 

had to focus only on the Brazilian branch, not including any request of material from 

Norway’s office, and he put me in contact with an HR analyst who would give me 

support. The main concern of the company was that the project took the least time 

possible from people involved. Always by email, since it was the company’s choice of 

communication with me, the material requested by me and received from HR was:  



31 
 

Material Requested to HR Material Sent by HR Obs. 

Excel Worksheet with 

Company Population: Unit, 

Position, Gender, Age and 

Salary of the employees. 

Excel Worksheet with 

Company Population: Unit, 

Position, Gender, Age of the 

employees sent by email 

The company could not 

inform salaries individually, 

but sent me in clusters (See 

Appendix 7.3) 

Information on 

Maternity/Paternity leave 

Info sent by email 

 

120 days for mothers and 5 

days for fathers. HR analyst 

replied “It is not mandatory” 

for the company to adhere to 

the more recent law that 

offers leave extension. 

Information on Day Care 

Benefit 

 

Info sent by email 

 

Offered for mothers (babies 3 

months-old to 6 years) up to a 

limited amount. 

Email addresses of the 

population of the company 

headquarter (approx. 200) for 

my direct submission of 

questionnaire’s link 

Not sent 

Communications Department 

sent the link of the 

questionnaire internally to the 

sample of 201 people (104 

women and 97 men) on June 

15/2015. 

Company Public Material Collected from Different Media Material 

Company’s Website 

Images, Code of Conduct, 

Ethics’ Manual, Company’s 

History (About Yara Brasil) 

Company’s Facebook Official Page Images, Videos 

Company’s International Website 

Publications about Women 

referring to Global 

Initiatives/Examples 

 

3.1.3 Material: Choices and Obstacles 

A survey, through the use of a questionnaire, was chosen as method of material 

gathering, as company executives highlighted the time limitations of resources in the 

company, added to the physical distance from the researcher and the material. There 

was no possibility of, in this case-study, dealing with interviews, observations or other 

methods. The data of the study is not only the one collected in the surveys distributed by 
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email to the sample chosen, but also review and observation of information on 

company’s public media and some information requested to HR, which was essential 

for designing the questionnaire and defining the sample. Below, there is discussion and 

explanation of the considerations taken in this study, including choices, obstacles and 

uncertainties encountered.  

a. Email Text (See Appendix 7.1) 

According to Babbie
79

, response rate is usually lower than 70%. However, many other 

more up-to-date sources claim that in organizations it is around 50% nowadays, with 

great deviations of around 20%. In order to try highest response rate possible, the text of 

the email sent with the link of the questionnaire to respondents had to be written 

concisely, while still indicating the aim of the survey, the fact that the sample was 

especially chosen by the researcher, the time for completion, together with the deadline 

for responding. This communication had to be negotiated with the Communication 

Department of the company, so that they could send it without changing it too much, 

rather keeping the information requested by social survey, and not necessarily according 

to the guidelines of internal corporate communication. There was also negotiation to 

whether my name should sign the request for participating, which I explained it should, 

since it was independent research, and not company internal research. The cooperation 

of the Communication Department in sending the text with the link was essential. A 

reminder email was not possible since, according to the Communication Department, 

the company already had too many communication emails scheduled, and could only 

send one internal email for the survey. However, two employees, both women, decided 

to do some word-of-mouth, dividing the 4 floors of the office between them, and 

reminding people personally, which did generate some more responses. A reminder is 

defined as essential for adhesion, but this obstacle had to be respected, and the analysis 

had to be done with 43% adhesion, a total of 87 responses, out of 201.  

b. Questionnaire (See Appendix 7.2) 

The sample chosen to respond questions was the population of the headquarters of the 

organization, in Porto Alegre, which was 201 people on June 15
th

, when the 

questionnaire was submitted. The employees who are placed in the headquarters in 
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terms of budget or structure but who actually work externally – sales people working in 

the region of Porto Alegre – are not included. The sample choice has several reasons:  

a) The totality of employees in Brazil, around 3.000, was not covered, not only due 

to time and resources constraints, but also because no research would get a total, 

since it is rather always desirable to have a sample; 

b) The number of possible respondents from the headquarters was a good number 

for this case-study analysis; 

c) The headquarters in Porto Alegre is where main decisions are made, and where 

most of the top leaders work, which means the centre of policies and HR, if 

Norway is not to be considered, but only Brazil; 

d) The headquarters are gender balanced in number (at least 40:60), thus providing 

a greater chance of having more female answers, given that the female numbers 

in the other units and in the sales teams are much lower (85:15);  

e) Some of the employees in the production plants do not have access to computer 

to be able to answer the survey;  

f) Finally, this study is more focused on the office in south Brazil rather than 

production plants or on the external sales team across the country on purpose. 

There is awareness of the very different gender realities and interactions from 

the headquarters if compared to the production and distribution plants and sales 

force all around the country. A gender equality study of the manufacturing and 

sales realities would require very different and separated approach, specific for 

each case and considering different local cultures. If the headquarter is a male 

dominated place when it comes to leadership, manufacturing and sales are male 

dominated in all aspects. 

The structure for the creation and analysis of the questionnaire was based on Acker’s 

methodology of the four processes and the questions on situations from the theoretical 

framework presented. Questions are divided into sections from Introduction to 5, which 

also helped to separate them in pages, avoiding the scrolling down while answering, 

which is not recommended. The questionnaire was composed of 38 close-ended 

multiple-choice questions, starting with introductory questions, moving to more 

sensitive ones, and then finishing with one 39th open-ended question, for general 

comments. They were designed to take respondents 10 minutes average or 15 minutes at 

most.  
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Thus, the questionnaire was divided into the following sections/pages, and its creation 

involved the choices described below: 

  Introduction 

1- Organization of Work 

2- Interactions at Work 

3- Discrimination 

4- Family and Work 

5- Final Part on Men and Women 

Introduction was the only section where answers were required and could not be 

skipped. Knowing the gender, hierarchical position and the family status of the 

respondent was essential to the analysis of the further questions. Analyses of answers 

were made by filtering them according to these 3 questions. The main concern in this 

section was asking what was necessary for the analysis without identifying respondents 

individually, since anonymity was an important aspect for the quality of answers. In this 

sense, the questionnaire limits the analysis of what the few female managers (higher 

hierarchical level with few women) would have to say, since it is not possible to 

identify their answers individually, but rather in a wider group of female managers, 

supervisors and coordinators. Also, when asking whether the respondent was ‘woman’ 

or ‘man’, the option of including ‘other’ was initially considered, but the decision was 

that it would be too sensitive and become provocative for the start of the questionnaire. 

Such option is still not much heard of, especially not in Brazil, and therefore could 

hinder results, more than help them. Moreover, right now there is polemic discussion 

about transgender rights in this region of the country, and some people are naming such 

rights or education ‘gender ideology’. As I did not want the questionnaire to be 

understood as ‘ideological’, only two options of answer were offered: “I am a woman” 

and “I am a man”. One question, though, asks employees whether they suffer any other 

sort of discrimination, trying to give some room for expression of other issues of 

inequality too.  

Organization of Work was a section that referred to Acker’s Process 1, trying to cast 

light on the production of gender divisions, more specifically on the gender patterning 

of jobs (segregation of work), wages (pay gap and salary transparency), power 

(information sharing).  
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Interactions at Work was a section that referred to Acker’s Process 3, trying to cast light 

on possible interactions between women and men, women and women, men and men 

that take multiple forms that ‘enact dominance and subordination, and create alliances 

and exclusions’ and are sites in which divisions are developed and gender images 

created and affirmed. Even though some might place language use and clothing in 

Process 4, I decided that they are also interaction choices, and aspects that create and 

affirm gender images, thus including them in this section. 

Discrimination was the section that could be interpreted as the most sensitive of the 

questionnaire, and referred to Acker’s Process 1, more specifically with the aim of 

casting light on subordination, related to sexism, gender harassment, sexual harassment, 

sexual hostility and gave room for employees to report other kinds of discrimination as 

well.  

Family and Work was the section designed to understand the issue of 

maternity/paternity and the relationship of work with domestic life, or to family-related 

discrimination. There is discussion on how to understand Acker’s Process 4, ‘the 

internal mental work of individuals making sense of their place and opportunities in the 

gendered organization’. I understand this Process as how people see that they have a 

place in the organization. Its aim was to understand how much domestic life and 

maternity/paternity is, in the mental work of the individuals working there, accepted and 

supported by the company, or if they thought it hindered their opportunities. Above all, 

it aims at understanding if by ‘seeing myself as a mother’ I cannot ‘see myself as a 

successful professional in this organization’. Are they conflicting identities, that of 

maternity and of a successful employee? 

Final Part on Men and Women also referred to Acker’s Process 4, trying to access 

individual’s internal mental work of their place and opportunities in the organization, as 

well as in society in general. This section finishes with an open question.  

The language of the questionnaire sent to the sample was Brazilian Portuguese, as that 

this is the native language of all the employees of the headquarters of the company, and 

also mine, thus also the language of contact with me and the company. The words 

choice in the questionnaire, especially having to work with two languages, is a delicate 

task, mainly in the questions that could be interpreted as more sensitive. Moreover, the 

exercise of thinking about the level/lack of awareness or gender equality knowledge 
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from the part of the respondents is an exercise that permeated all the process of creation 

of the questions and answers. Putting myself in their shoes, forgetting my gender studies 

background, trying not to be based on my past experiences in order to be able to choose 

the best words/meanings to convey and get what I wanted from the questions. Also, 

Babbie argues, careful working of the questions can also significantly reduce the 

subject’s own unreliability
80

. Consistent wording, plain/simple language was the 

recommendation. The translation/language choices that are the most important to be 

mentioned are:  

a) ‘Gender equality’ was translated to Portuguese as ‘Equality between Men and 

Women’, given the problems of understanding and interpretation that the word 

‘gender’ might still have in Brazil. The word ‘gênero’ in Portuguese might still 

refer mainly to movies’ type and to ‘male and female sexes’ only by those who 

study in a related area, or are interested in the issue. It is still a word/area of 

study that is not so popular/common, if compared to Scandinavia. More recently, 

when the Brazilian Federal Government started to try to pass new laws in the 

area, in the South of Brazil an expression like ‘gender ideology’ started 

spreading, as a way of criticizing equality measures; 

b) ‘Sexism’ is a word with no translation to Portuguese. ‘Sexismo’ could maybe be 

used, but would be received with suspicion and not be well understood. The 

closest choice ‘machismo’ did not mean exactly the same, since ‘sexism’ does 

not define explicitly that it is from men towards women, and it can be the other 

way round too. ‘Machismo’ is strictly related to the treatment of men towards 

women, and as the question had this specific meaning, ‘machismo’ was the 

choice.  

The concerns of the company with the questionnaire were expressed on email 

exchanges with the HR analysis and director. The company decided not to share 

employee’s professional emails, and rather chose to send the link, checking in advance 

what was going to be sent. Thus, a sort of review from the part of the company on the 

questionnaire eventually happened. HR director explained that they did not want 

questions to promote regression in the developments that were taking place since some 

sensitive questions “could raise thoughts/feelings/annoyances that so far did not exist”, 

reminding me also about “the specificities of the gaucho culture (regarding sexism, 
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women and men, etc), the strictness and coldness of the Norwegian influences, added to 

still present characteristics of a former family-run-company”. Some contributions, both 

from the HR Analyst and HR Director ended up being expressed in the following 

changes: a) change of the word ‘boss’ to ‘leader’; b) change of the title from section 3 

from ‘Machismo’ to ‘Discrimination’; c) insertion of the verb ‘I imagine’, when asking 

employees about European or Norwegian society’s gender equality value (since they 

might never been to those places) and ‘I think’ for all the societies asked, and the 

company; d) change of the question ‘I feel uncomfortable with the way people touch 

me’, for “I feel uncomfortable with the way people approach me”, considering that the 

verb ‘approach’, in Portuguese, is much more related to physical proximity than in 

English, it still worked; e) the company expressed concern with the question ‘At this 

company women and men make the same salary, considering same positions’, justifying 

that, since salaries were not divulged, respondents could not know for sure. This 

question was taken out. It is understandable that most private organizations do not 

divulge salaries. The initial idea of the question was to understand the access to salary 

tables, where, ideally, steps for each job title and salaries in each step are defined, and 

which some companies decide to show to their employees, regarding only their specific 

job title. However, another question on salary was kept in the questionnaire, and it 

might assess how transparent the issue of salary can be; f) another aspect that concerned 

the company was the section entitled ‘Discrimination’, which initially could be 

considered ‘Sexism’. The HR Analyst thought that the word in Portuguese ‘machismo’ 

was too strong. Considering that translation was an issue with this word, as mentioned 

above, the suggestion of the company was accepted and the title of the section changed 

to ‘Discrimination’, but the discussion on ‘benevolent and hostile sexism’ had to be 

kept in the questionnaire, since it was crucial for the study; g) finally, it was requested 

that questions about flexible time and overtime should be put together, thus both were 

put in section 1. After these adaptations, the company approved the submission of the 

questionnaire. 

The tool chosen plays an important part in how well the questionnaire is received. 

Initially, the choice was Google Forms, but it presented problems: there was no choice 

of Portuguese language in the tool, so words like ‘submit’ would still appear in English 

and it did not run in the network environment of the company. Company’s IT informed 

that only Survey Monkey would open and run smoothly. Even if it is not a free tool, it is 
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more professional: Portuguese is a choice, it offers options of not tracking respondents’ 

IP and it cryptographs information. This information was passed to respondents, so that 

they would rely more on the anonymity of their answers. Criptography and no IP 

identification raise the reliability of the survey, as respondents are informed about it. 

Finally, previous tests were carried out, to avoid that any problem would come up with 

the link after it was sent to the sample. 

The time span offered for respondents to participate was of 5 working days and a 

weekend. It was sent on a Monday (June 15) and closed on a Sunday (June 21). The 

idea was to give them enough time to answer it. HR Director had already informed that 

employees were very busy, thus the inclusion of the weekend as an attempt to get more 

answers, which the graph below has proven not to happen. Even if a reminder email was 

not possible, the word-of-mouth of two employees involved with sending the link might 

have been the reason for some more answers on days 18 and 19. Days 13 and 14 were 

used for tests only, and the link was sent on day 15, when there was the highest 

adhesion. See in the graph below the number of responses per day. 

  

Inherent challenges of questionnaires cannot be completely avoided while working with 

survey research. When designing questions that will be at least minimally appropriate to 

all respondents, I tried to avoid missing what is most appropriate to many respondents, 

and sometimes it was only possible by inserting the option ‘other – specify’ with some 

open space for writing, but aware that it might not be enough to avoid the issue. There is 
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awareness that this kind of survey might miss what Babbie calls a ‘participant 

observer’
81

 would get, being unable to measure, for instance, the context of social life or 

the variables operating in the gender constructions in the company. Another measure to 

reduce such limitation, being aware that eliminating it is impossible, was to include the 

open-ended question in the end. Babbie explains that ‘surveys cannot measure social 

action; they can only collect self-reports of recalled past action or of prospective or 

hypothetical action’. A good example from this case-study is a survey respondent who 

may have given no thought to whether the company is concerned or not with gender 

equality until asked for his or her opinion by the questionnaire, as expressed in the 

concern of HR Director. The respondent might, at that point, form an opinion on the 

matter. Moreover, the responses of questionnaires like this one must be regarded as 

valid only if understood as approximate indicators of what I had in mind when I framed 

the question. Regarding reliability, Babbie argues that by presenting all subjects with a 

standardized stimulus, survey research goes a long way toward eliminating unreliability 

in observations made by the researcher. 

c. Information provided by HR  

I received all the necessary support from the company HR, which provided me at first 

with a worksheet informing the population of the company in Brazil, allowing the 

calculation of representations and leadership positions of men and women, in different 

areas. The information was also essential in order to define the final sample of the 

questionnaire. Since HR replied that salaries could not be informed individually, but 

rather in clusters, I asked for different salary clusters for each job level. The aim was to 

analyze gender pay gap, and as there were no women as directors, the salary cluster for 

this level was not asked. Therefore, I received the clusters requested (See Appendix 

7.3). I also considered that Parental Leave and Day Care Benefit were essential items to 

be analyzed, since both might impact gender equality at work, as discussed theoretically 

in 2.3, on hegemonic masculinities. Both pieces of information were sent to me by 

email. The information provided by HR was not only part of the problematization of 

this work, but used in the creation of the questionnaire.  

d. Public Material of the Company 
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It was part of the study to access institutional material that is made public by the 

company, not only used in the problematization and creation of the questionnaires, but 

also to carry out analysis according to Acker’s Process 2, which is to understand the 

creation of gendered symbols, images and forms of consciousness, thorough the 

analysis of images. The following media were accessed and data collected: 

Company International Website: Data regarding women in the company worldwide, 

used in the problematization. 

Company National Website: Data regarding the company’s history and regarding 

importance/representation of the Brazilian unit to the Norwegian business, for 

contextualization; Code of Conduct, for analysis of images; Ethics Manual, for creation 

of questionnaires and analysis of images. 

Company National Facebook Page: Images and publications, for analysis. 

3.1.4 Ethical considerations 

Ethical considerations permeated the process of material gathering and later on the 

process of analysis and writing. Firstly, the survey informed participants of its aim and 

required time, making it clear it was a voluntary participation (the option of skipping 

questions also gave them freedom in the format of their participation). Since it was a 

web-survey, the respondents’ consent to participate was considered to be equal to the 

fact that they chose to answer the questionnaire. Secondly, the anonymity promised to 

respondents was respected: no IP identification, no publication that reveals people 

individually, no access to responses from anyone else than me, and the cryptography of 

answers, in a world of online insecurity and competitors’ espionage, also gave another 

layer of protection to respondents and to the company itself. Thirdly, some information 

the company shared with me wasn’t made public in this paper, for example salary 

averages, which were taken out of the table in Appendix 7.3. Finally, this project is 

intellectually independent and morally free, since is it is a self-subsidized project, thus 

with independence from the part of the researcher and integrity of the project totally 

intact.  
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3.2 Material  

The first part of Chapter 3 explained the study design. This second part is presenting the 

material of this study.  

3.2.1 Context 

Yara Brasil is part of Yara International ASA, a Norwegian chemical company whose 

largest business area is the production of nitrogen fertilizer; however, it also 

encompasses the production of dry ice, nitrates, ammonia, urea and other nitrogen-based 

chemicals. The company was established as Norsk Hydro – today the second largest 

company of Norway and the world's first producer of mineral nitrogen fertilizers – in 

1905 and demerged as Yara International ASA on March 25, 2004. Yara is listed on the 

Oslo Stock Exchange, 36,2% of its stakes belong to the State
82

, and its headquarters are 

in Oslo. The company has almost 10,000 employees, production sites in 17 countries, 

operations in more than 50 countries and sales to about 150 countries.
83

 

The history of the company began in 1977, as Norsk Hydro, with offices in Rio de 

Janeiro (RJ). The business prospered in 2000 with the acquisition of a Brazilian 

fertilizer family-run company, Adubos Trevo, and the headquarters in Porto Alegre 

(RS). In 2006, Yara also acquired the Brazilian Fertibrás and took the second position in 

the domestic market. In 2013, Yara consolidated its leadership in Brazil with the 

acquisition of Bunge's fertilizer business, doubling the number of employees in the 

country and accounting for about 30% of the world operation, according to information 

on the website (40% according to HR Director
84

). Headquartered in Porto Alegre (RS) 

and office in São Paulo (SP), Yara has two factories in Rio Grande (RS), a plant in 

Ponta Grossa (PR), 32 mixing units and distribution centers located in 9 different states 

in Brazil. Brazil has emerged as a world agricultural power and is the main producer in 

South America, and Brazil is the largest single Yara market, where Yara is the leading 

supplier of fertilizers.
85

 

Brazilian farm business is still a male dominated sector. While women are also some of 

the main workers, influencing most of the processes, men are the main decision makers 
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and farm owners in the country. Since daughters of farmers are also entitled to inherit 

land, such situation might start to change in the country, with the probability of more 

women to start running the farm business too, but not without male resistance, given 

Brazilian general gender roles in agriculture. The population of the sample is mostly 

from the south of Brazil, which is generally considered a more closed regional culture, 

where traditions and family are much valued, if compared to the big centers of São 

Paulo or Rio de Janeiro, for instance. People, ideas or values from other Brazilian 

regions might find it hard to penetrate the South culture, where much of its regional 

proud comes from European heritage, mainly Italian and German heritage. Thus, the 

stereotypical image of someone from the South is a white person. Other than German 

and Italian dialects, people from the South have a very local accent, which is not the 

accent of the Brazilian main media, thus not considered ‘standard’. Moreover, the 

‘gaucho’s masculinity’, the image of the strong and rough men who lives in the farm, is 

often joked about by other parts of the country, with comments about gauchos sexual 

orientation. The company’s headquarter is imbedded in such local culture/context, and 

the company as a whole is still spread in all different regions of the country, with all its 

local variations of gender perspectives and social representation. This is important to be 

described, since Acker and Houten claims what follows: 

It is expected that women who come from fairly traditional families with 

patriarchal arrangements would experience as employees the power 

multiplier, and respond with greater conformity than women from less 

traditional families…organizations with occupational segregation by sex 

and embedded in traditional societal contexts may exhibit less intergroup 

conflict.
86

  

3.2.2 Gender Imbalance 

The company employs 3,282 people in Brazil (February 2015) and, according to the 

worksheet sent by the company, 83% of its employees are men (age average 35), while 

17% of employees are women (age average 31,6). It has a chairman and 4 directors (all 

men), 86 managers (83,7% men and 16,3% women), 132 coordinators (83,3% men and 

16,7% women). Therefore, it is a male dominant environment.  
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The headquarters in Porto Alegre have 201 employees, where almost 50% are women. 

Besides the male board who works there, managers in the headquarters are 

predominantly men (70%). Male coordinators are almost the same number as female 

(55% men), and the same with specialists (56% men). It is only in the positions of 

analysts and assistants that women become majority in the headquarters, with 71% of 

female analysts and 63% of female assistants. One of the reasons for this larger amount 

of women in the headquarters could be that the sales’ support is mostly placed there, as 

well as other support activities, like HR. This would mean that the sales force and 

production, male dominated, is supported mainly by women. The sales force, those who 

work externally, is composed of 196 employees, and only 7% of these are women.  

Those numbers above confirm Acker’s argument that at lower level positions are made 

of jobs filled predominately by women, as seen in 2.1. She explains that complexity and 

responsibility are defined in terms of managerial and professional tasks: 

(…) the child-care worker’s responsibility for other human beings or the 

complexity facing the secretary who serves six different, temperamental 

bosses can only be minimally counted if the congruence between position 

level, responsibility and complexity is to be preserved.
87

  

3.2.3 Gender Pay Gap  

According to what the company informed, the lowest difference was of 1,52% more 

payment for men for manager level in Brazil and the highest difference among the 

coordinators of the headquarter, with 10,78% more payment for men. The average 

difference, according to the information from the company, was of 6,3% of more 

payment for men. The general rule that men earn more seems to be true, with the only 

exception in the lowest level of assistant, in which women seem to earn 7,93% more. It 

is also the only position where women are more numerous. This difference might be 

explained because executive bilingual assistants, those who assist high level executive, 

might have been included in the cluster, since they usually earn more than other 

assistants, thus creating a deviation in the average. Moreover, it seems that analyzing 

only the average has its limitations, since a mean number would provide clearer view of 

differences. Regardless of the limitation of averages, the information provided by the 
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company confirms that men do earn more in the company, not 38.5% more like the 

Brazilian gap of 2007-08, but closer to the Norwegian gap of 8.1% in 2010. 

3.2.4 Responses to the Questionnaire 

There were 87 respondents to a sample of 201, in a total of 43% adhesion. There were 

51 women and 36 men. It means that 43 women and 68 men chose not to participate in 

the survey. See proportion of respondents in the graph below (Eu Sou/I am), where 

women are represented in green/Mulher and men in blue/Homem: 

 

Out of the 86 formal leaders in the headquarters, 23 participated in the survey (13 men 

and 10 women). It means that 7 female formal leaders and 56 male formal leaders 

chose not to participate in the survey. Secondly, out of the people who participated and 

chose to insert themselves in the category of informal leadership (13 people) 7 were 

women and 6 were men. Both formal and informal leaders will be addressed as leaders 

in the analysis of Chapter 4, considering that the responsibility they have. Participants 

who are not involved in leadership were 51. See in the graph below (Minha posição na 

YB/My position at YB) proportions of formal leaders in green/É de liderança formal, 

informal leaders in blue/É de liderança informal and no leaders in orange/Não envolve 

liderança: 
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Finally, out of the 87 participants, 55% of respondents are married or cohabiting, while 

45% are single or divorced. 35% have children, while 65% do not have children. 

Percentages of male and female leaders with children are very similar. See in the graph 

below (Meu status/My status) proportions of married or cohabiting with children in 

green/Casado(a) ou coabitanto c. and without children in blue/Casado(a) ou 

coabitando s.; Separated or divorced with children in 

orange/Separado(a)/Divorciado(a) c.; Single with children in dark blue/Solteiro(a) com 

filhos and single without children in grey/Solteiro(a) sem filhos; Respondent who chose 

Other/Outro is actually married or cohabiting without children: 
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With the exception of the Introduction page, summarized above, respondents could 

choose to skip questions in all the other parts. In other words, there was no mandatory 

question from Part 1 to 5. Out of the 87 respondents, 4 women with either informal 

leadership or no leadership left an incomplete questionnaire, answering the introduction 

but stopping later on (one of them after Part 1, two after Part 2, one after Part 3 and 

another after Part 4). Some questions had a fifth skipper, and only one question was 

skipped by 6 people altogether. All in all, respondents skipped very little. The last open-

ended question was answered by 8 respondents, 3 men and 5 women.  
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3.2.5 Company’s Public Images  

In order to observe the symbolisms in the public communication of the company, some 

images were selected to be analyzed according to Acker’s Process 2. In this chapter I 

decide to present only the images, separated from the analysis, which is done in the next 

chapter. This way, the reader has the chance to observe them and draw his/her own 

interpretations, and the analysis into processes becomes clearer, in the next chapter.  

 

 

Image 1 

Website Homepage in June, 2015 

Image 2 

 

Facebook Page Celebration for the Farmers’ Day on July 28, 2014. 
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Image 3 

Facebook Cover Photo on Aug 10, 2012. 

Image 4  

Facebook Publication on Oct 13, 2013. 
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Image 5 

Yara Internatonal Facebook Page of Marketing Seminar Photo from on April 28, 2015.  

Image 6 

Ethics’ Manual, page 19.  
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Conclusion 

This chapter entitled Method has explained both the methodology used in choosing and 

collecting the material and the material collected itself. By explaining the choices made, 

the contact established with the company studied and the writer’s perspective, 

considering the ethical issues related to it, it casts light on how this study ended up with 

this specific material. The results of the survey, together with analysis are presented in 

the Chapter 4 that follows, entitled Results and discussions. 
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4. Results and discussions 

The aim of this chapter is to present a summary of the main findings from the material 

gathered, with a discussion on them. They are structured according to Acker’s 

processes, which are: (1) production of gender divisions (gender patterning of jobs, 

wages, hierarchies, power, subordination); (2) creation of gendered symbols, images 

and forms of consciousness; (3) interaction between women and men, women and 

women, men and men that take multiple forms that ‘‘enact dominance and 

subordination, and create alliances and exclusions’’ and are sites in which divisions are 

developed and gender images created and affirmed and (4) the internal mental work of 

individuals making sense of their place and opportunities in the gendered organization. 

When leadership is mentioned in the analysis, I am referring to both formal and 

informal leaders, given that informal leaders have leadership responsibility. All the 

material shall be analyzed into these four processes, as below: 

4.1 Process 1 

This process discusses the production of gender divisions: gender patterning of jobs, 

wages, hierarchies, power, subordination, etc.  

Patterning of jobs and hierarchies 

Part 1 of the questionnaire focuses on the Organization of Work. Acker and Houten 

argue that the sex structuring of organizations consist of differentiation of female and 

male jobs and a hierarchical ordering of those jobs so that males are higher than 

females
88

. Around half respondents express that they don’t think that at the company 

there are jobs of women and jobs of men, while 17% of respondents say that ‘yes’, 

there is gender patterning of jobs, and 24% say that ‘maybe’ there is. Even though only 

15 respondents answered that there is segregation, more than this number, 19, gave 

examples of gender patterning of jobs, which is contradictory and shows that even 

respondents who answer ‘no’ to job segregation can think of jobs that are gender 

patterned. Moreover, the percentage of women who answered ‘no’ to job segregation 

(46%) is lower than the percentage of men (58%). The only job exemplified as female is 

the role of ‘support’, mentioned by one respondent. Support careers are usually less paid 
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than sales or finance areas. Many respondents exemplified jobs that are only for men, 

and the most quoted one is the production/manufacturing area, those who work in the 

production plants. Respondents gave greater emphasis/justification to physical 

strength/carrying weight (bags of products inside trucks, for instance) and another 

example was the operation of machines (driving trucks, for instance). The second most 

quoted example was the job of Director. Finally, two respondents also express that the 

sales team (commercial) is also an area “traditionally of men”. One interesting comment 

is made about the finance and controlling department, not only saying that it “is a male 

dominated department at the headquarters, that only hires men, but also that from an 

external observer, the only woman in there seems to be subjugated”. The respondent 

also affirms that “there are few women in leadership positions, but enough competent 

women in the company who could be exercising leadership, but that they end up not 

being seen”. It seems from the answers that respondents are confused about their 

perception of gender patterning of jobs. Even though some people can think of 

examples, they still do not want to say that there are jobs of men and jobs of women. 

More men are sure that there is no segregation, while more women are not sure, 

expressing a ‘maybe’. The explanation of segregation in terms of physical capabilities 

(biology), like strength, or any other, might seem more a perception of men than of 

women. Respondents do not seem to be aware that explanations are more related to 

structural factors, such as differential recruitment and sex-linked control mechanisms
89

. 

When asked about it later on, 36% of women express men and women have different 

traits, and 55% of men. Only 19% of women expressed that men are more suited for 

some jobs, while women more suited to other jobs, comparing to 42% of men.  

The open ended final question had two important answers, one from a man who “thinks 

that the higher in the hierarchy, the less equality there is in the company”. The other is 

from a woman, who “has already seen women competing with men for positions in the 

company and not being chosen, even though they were better qualified, adding to the 

fact that there are so few women in positions of manager, director or even market 

coordination, there is margin to think of discrimination”. The male dominance of higher 

hierarchies is recognized by employees, and this one even explains that it is not due to 

lack of prepared women to take on such positions.  
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Pay Gap 

Pay gap is one of the most objective and easy ways of women to identify inequality. 

Other aspects might be of easier unawareness, while salary difference at same level is 

difficult not to be understood as inequality, given its mathematical clear/objective 

difference. After having one question about equal payment removed from the 

questionnaire, and being informed that the company did not divulge salaries, the 

questionnaire asked whether employees could discuss their salaries with their 

supervisors or HR, to which the majority of respondents (87%) answered ‘yes’, 2 

respondents said ‘no’, 7 expressed they ‘didn’t know’, and other 2 mentioned that it 

could be discussed, but that there were barriers to discussing it transparently. The 

answers to this question alone were not enough to understand the perception of 

employees on the issue of equality of payment between male and female employees. 

Not only because 2 respondents mentioned that “being able to discuss” is different 

from “discussing it transparently”, but also because of the example of the last open-end 

answer of a woman, who affirmed that “the salary inequality between women and men 

is the main aspect of inequality in my department”. Even though she perceives a gender 

pay gap, when asked whether she ‘could discuss her salary with her superior or with 

HR’, she answered ‘yes’, like the great majority. Therefore, this question might not be 

enough to understand if employees in the headquarters in general perceive that there is 

gender pay gap, if this gap is close to the gap informed by the company (See Appendix 

7.3), or if it is lower or higher. They affirm that they can talk to their superior or HR 

about their own salary, but they might have no parameters of comparison and no access 

to salary tables. There is the possibility that employees perceive the gap wider than it 

really is, or the other way round.  

Information sharing 

47% of men expressed that they are sure they receive the same amount of important 

information of the opposite sex peers in the same level, by choosing ‘yes’, while 30% 

of women are sure. A majority of women are less sure, since 50% of them expressed it 

is ‘probable’ that they receive the same amount of important information as their peers, 

while 30% of men. Around 20% of both women and men chose together ‘probably not’, 

‘no’ and ‘I don’t know’. From the numbers, one might imply that more men are sure 

about it, while the majority of women express it as a ‘probably yes’. In terms of 
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leadership, it also seems male leaders are more sure, with 8 answering ‘yes’, and only 2 

female leaders answering ‘yes’. The answer ‘no’ is chosen by 3 female leaders, and 1 

male leader. 

Working time 

Out of all female respondents, 18% do overtime ‘always’ and ‘often’, and 30% of men. 

48% of women do overtime ‘sometimes’, and 58% of men. Leadership involves 

working overtime at least ‘sometimes’, both for women and for men, with exception of 

2 female leaders that do it ‘rarely’, and again in leadership positions men still do 

overtime more often than women. Flexible time is a possibility that most employees 

seem to have, and most of them, 81%, expressed it as a positive aspect ‘I have flexible 

time and it is good for me’. Only 2 male leaders express it is not good for them to have 

flexible time (it could be implied that more flexible time involves more overtime) and 4 

female leaders complained about flexible time in different ways. Overtime and Flexible 

time were asked because it directly impacts domestic life. The percentages show that 

working for the company usually involves being able to do overtime, especially in 

leading positions. More hours of involvement with the company can be understood as 

less involved in domestic responsibilities or less free time. Men seem to be able to do 

overtime more often, and might count on their spouses’ support for that. Moreover, 

overtime habit might be understood as a performance or masculinity, or male 

competitiveness, and women then, for their domestic life, would have less chances of 

competing this way, or they could choose not to have kids. 

Part 3 of the questionnaire is entitled Discrimination, which is also part of Acker’s 

Process 1, since discrimination is a form of subordination, and power maintenance. 

Even though the entire questionnaire addresses discrimination, not only this part, it is 

known that discrimination takes place in different ways. The most avert forms of 

control to maintain power and women subjugated are present in this section, and 

therefore the title, which was also a request of change from the part of the company. 

Sexism  

Respondents were given the definition of hostile sexism and benevolent sexism, and 

asked to answer if they had seen attitudes like that happening to someone next to 

them at work, or even to themselves. Hostile sexism – “Antipathy to women, trying to 



55 
 

justify men’s power through dominance and derogation of women”
 90

 – was identified 

as happening to themselves or to people next to them by 8% of respondents. The 

majority (67% of respondents) answered that there aren’t any attitudes of hostile sexism 

happening next to them or to them at the company. 25% expressed they ‘didn’t know’. 

The answers to benevolent sexism – “chivalrous and subjectively positive view of 

women (idealized), when women are portrayed as pure and warm yet helpless and 

incompetent beings who require cherished protection from men, asserting men’s power 

through paternalistic affection”
 91

 – were quite different. While ‘no’ was the choice of 

41% of respondents, the ‘I don’t know’ option was much higher than in hostile sexism, 

like the ‘yes’ option, with both adding to 55% of responses. Numbers show that for both 

hostile and benevolent sexism, the percentages of men and women who ‘don’t know’ 

are quite similar. However, percentages are different in ‘yes’ and ‘no’ if answers from 

men and women are analyzed, with more women perceiving the existence of hostile 

(12%) and benevolent (32%) sexism, if compared to men (3% and 25%, respectively). 

Responses of leaders are similar to these, with slightly higher percentage for ‘yes’, 

especially in male leaders’ perception of benevolent sexism (31%). It is important to 

mention that research shows that benevolent sexism is a more covert and hard to resist 

form of sexism, having greater influence in fostering gender inequality beliefs in 

women than hostile sexism, promoting increased support of the status quo.
92

 

Gender harassment  

Asking if respondents feel uncomfortable while interacting at work might be another 

way of asking if people feel intimidated, abused, disrespected or bullied, which is 

asking them if they suffer harassment, indirectly. Being too straightforward and using 

more sensitive words could generate resistance, both from the company and from 

respondents. 83% of men and 36% of women expressed they ‘never’ feel 

uncomfortable when the opposite sex talks to them. 38% of women expressed they 

feel like this ‘rarely’ or ‘sometimes’, if compared to 8% of men. Other 4 women, 2 of 

them leaders, expressed that they don’t feel uncomfortable, but that they know of other 

co-workers who do. 10 women expressed that they had never thought about it/noticed. 

When asked if people feel uncomfortable with the way the opposite sex approaches 
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them, 91% of men express that they never do, compared to 51% of women. 27% of 

women express they feel uncomfortable ‘rarely’ or ‘sometimes’, if compared to 5% of 

men. Other 3 women, 2 of them leaders, expressed that they don’t feel uncomfortable, 

but that they know of other co-workers who do. 8 women expressed that they had never 

thought about it/noticed. There is a male leader that expresses that he ‘often’ feels 

uncomfortable with the way the opposite sex talks to him, and ‘sometimes’ feels 

uncomfortable with the way they approach him. Could this be an example of women 

performing masculinities? It is noteworthy the fact that female leaders know about 

female co-workers feeling uncomfortable, what makes one wonder if this is seen by 

these leaders as the ‘way things are/work here’ or as situations that should be addressed 

properly, especially considering their responsibility, as leaders, for the well being of 

their co-workers. 64% of women chose not to express they ‘never’ feel uncomfortable 

with the way men talk to them and 49% of women chose not to express they ‘never’ feel 

uncomfortable with the way men approach them, which could be an indication that what 

is defined in the company’s Ethics Manual might not be followed: “in this company 

‘harassment’ includes any form of conduct not well received in relation to another 

person, whether verbal, physical or visual, that have the purpose or effect of creating a 

work environment that is intimidating, hostile or offensive to the person”. In the open-

end question there was also a respondent that mentioned he “had already seen a man 

being fired for sexually harassing people”, which gives an idea to the reader that the 

fired men had many different victims, “but that there is still much to be done in terms of 

moral harassment, referring to superior and subordinate, regardless of sex”. Even if he 

mentions most harassment issues might be “regardless of sex”, it is important to keep in 

mind most superiors at the company are men, and most of the people who feel 

uncomfortable, according to numbers above, are women. 

Harassment Policy and Training 

66% of respondents affirm they ‘know and understand’ the definition of harassment 

from the company’s Ethics Manual, with similar percentages between men and 

women. It is noteworthy that 34% of employees chose different options of answers that 

is not ‘know and understand it’, which can be problematic, especially if considering this 

is in the headquarters, closer to HR and to leadership. One might wonder about the 

knowledge of the Manual in other branches/units. Also, 33% of female leaders and 20% 

of male leaders express either that they ‘know some of it’ or ‘don’t remember it’. 
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Additionally, there are respondents who express they ‘know and understand it’, but still 

answer in the next question that they ‘don’t know what they would do’ in a situation of 

harassment, or ‘don’t know who to report to in HR’, including a female leader. 

According to the guidelines of the Manual, in case an employee does not feel at ease to 

report something to his/her superior (which could be because the behavior comes from 

the superior or because of trust issues), the person is encouraged to contact HR or the 

Ethics Department. 81% of respondents would report it to their superior, some of them 

also reporting to HR. More than 10% of respondents wouldn’t know what to do. 

Respondents had the option ‘Other’, where they could specify the Ethics Chanel of the 

company. Only 8 people did so, being 6 of them leaders, which is a very low amount. 

There were three people who expressed “I wouldn’t know who to report to in HR” and 

another one, not a leader, expressed he would not contact HR because this man “does 

not believe they would proceed with it in the correct way (given past experiences)”. 

Numbers show that there is still a considerable amount of people who does not ‘know 

and understand’ the definition of harassment of the company, including leaders, and that 

very few people would remember the Ethics Chanel, even if as a last option.  

Sexual hostility 

Gelfand, Fitzgerald and Drasgow define sexualized jokes as ‘sexual hostility’, as seen in 

2.6. 66% of men express sexualized comments/jokes happen in the office, by either 

choosing ‘often’ (8%) or ‘sometimes’ (58%). 36% of women express they happen, 

either ‘often’ (4%) or ‘sometimes’ (32%). Around 15% of both men and women express 

that ‘they are made by men’, while fewer people, around 5% of the total of 83 

respondents, express ‘they are made by women’. 10% of the total respondents of 

women express that they ‘don’t know/haven’t paid attention’ compared to 5% of men. 

Few people chose to say if they are told by men or women, and only one third of 

respondents chose to say whether they are problematic or not, with 2 thirds not 

expressing an opinion. 30% of male leaders and 40% of female leaders express ‘they are 

not problematic’ and no male leader and 1 female leader express ‘they are problematic’, 

while more than 80% of leaders express they happen. It is noteworthy that 14 

respondents answered they ‘had never thought about it/noticed’, including a female 

leader. The only 3 respondents who expressed such behavior as being problematic are 

women. Such lack of opinion from most of the employees might be a sign that sexual 

hostility is in the level of unawareness, as a hidden inequality. Moreover, it might be 
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problematic per se that leaders do not understand the effects of such behavior, not only 

for women, who become objectified and thus disempowered, but of anyone with 

different sexual orientation, that might find in the jokes the discrimination against their 

choice. 

Finally, 77% of people express they do not feel discriminated against at the company. 

2 women express they feel discriminated because they are women, and 11 people (9 

women and 2 men) don’t know. 6 respondents chose the option ‘Other’. Among their 

answers, there are feelings of discrimination due to sexual orientation, both from men 

and from women. Also, there are women that mention they felt discriminated against in 

the past, or that they feel discriminated against in the production plants, especially as 

leaders. There is one male respondent that complains about the female manager lack of 

attention to him, if compared to his female co-workers. Finally, racial discrimination is 

also mentioned as an answer to the open question, with a respondent suggesting 

research on such topic as well. Open questions show that diversity, in general, seems to 

be an issue. One male leader mentioned that someone’s superior “might feel threatened 

by his subordinate’s standing out”, which is a clear statement of resistance to equality. 

From the 5 women respondents, a leader mentioned that “the main source of 

work/material for this sort of research is in the manufacture area, mainly when a 

woman is leader. For being a male environment, there are many obstacles”, therefore 

presenting another instance for further research. There is one person who feels 

“humiliated with jokes about her accent, especially when people insist on it”, which is 

explained by the already mentioned regional competition in Brazil, and a much closed 

south culture, another aspect of diversity problems. 

4.2 Process 2 

This process discusses the creation of gendered symbols, images and forms of 

consciousness. 

As a producer of fertilizer, company’s customers are farmers. Farming in Brazil is a 

male dominant activity. Even though there are women in the production, they are not 

valued, viewed or understood as the decision makers
93

. The marketing decisions of the 
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company seem to follow this idea, and therefore the images reproduce this reality. As 

Acker contend, “images of men’s bodies and masculinity pervade organizational 

processes, marginalizing women and contributing to the maintenance of gender 

segregation in organizations”
 94

. The language in Brazil is usually not gender neutral 

either. Words have either male or female form, and plurals use the male form. 

Neutrality is usually targeted in singular forms with the male words’ ending in ‘o’ 

receiving an ‘a’ addition to the end, for example, ‘agrônomo(a)’. The company chose to 

keep the plural in its Ethics Manual translation and website (os colaboradores,os 

gestores, nossos funcionários) and the male singular in specific situations, as described 

below.  

Website: Female image is still very rare in the website of the Brazilian branch. Very few 

faces and people are shown, in general. Whenever there are images of potential 

customers with company’s representatives, they are male. Image 1, shown in the 

previous chapter, is the image of the homepage of the Brazilian website. Female image 

comes under the heading of ‘Nutrition of Plants’. On the opposite side of the same 

Image 1, it shows two men under the heading ‘Reduction of NOx’. The woman in the 

image is harvesting lettuce, with her own hands, and it implies she works in the 

harvesting, doing manual work, not necessarily that she owns all the lettuces. She is on 

the floor, sitting on her legs, close to the plants, and looking down. She is white, blonde, 

and thin. Her image is linked to the word ‘nutrition’ and she is treating the lettuces in a 

dear way. She is not part of the company, but she might not even be the one who 

decided to buy plant nutrition from the company, since she does not look like the 

owner/the company’s final customer. The men are in a plant, but a plant surrounded by 

green. One is dressed in a uniform of the company, and the other with a tie. They are 

both looking up, looking ahead. The one with the tie is pointing ahead, as if they have a 

‘vision’ in front of them. Under the title ‘Reduction of NOx’, it seems that they are the 

ones finding the solutions to develop the industry, and to help the environment. They 

are part of the company. The woman is not the one with the vision; she is not finding 

solutions; she does not have grey hair, of experience, or a suit and tie, of professional 

expertise. She is there to look down, to take care of the lettuce, to provide nutrition. 

Following this logic, most of the main products for plant nutrition have female names, 

like YaraMila, YaraVita, YaraBela, YaraRega, YaraVera. Mila, Bela and Vera are real 
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names in Brazil, and the other two are female words. There is conscious choice of the 

company with associating ‘nutrition’ to the feminine, and ‘expertise and experience’ to 

the masculine.  

Facebook Page: 

Image 2 is in honor of the ‘farmer day’ in Brazil, showing a man and a little boy, both 

white and blond, who are understood as the farmer and his son, the one who will inherit 

the farm. Even though women also inherit and own farms in Brazil, or participate in the 

‘production of food’, the marketing message is clear ‘thank for the food of everyday, 

but also remember who helped produce it’. Congratulations, friend farmer’. Both words 

friend and farmer are not gender neutral in Brazil, the choice of ‘amigo’ instead of the 

plural ‘amigos’ or ‘agricultor’ instead of the plural ‘agricultores’ makes the addressing 

even more specific to men only. Thus, it implies that only men are the ones responsible 

for food production.  

Image 3, two white men in the field, seems to portray a situation of the company’s sale 

representative with his customer, both blondish. It was used for a while as cover photo 

of the page. Even though the company also has women in the sales force, the choice of 

image is very clear. 

Image 4 is an example of the company being more neutral, if compared to Image 3, 

about both its employees and customers. It is honoring the ‘Day of the agronomist’, 

which is a profession pursued by both men and women. Agronomists could be either 

customers or employees. This time, the company chose not to use a male image, and to 

show only the field and the machine harvesting, but still the word agronomist is 

gendered in the masculine, ‘agronomo’. The image is not gendered, but the language is. 

Image 5 reproduces gender systems in its internal labor division, with clear gender 

distinction between areas. Image 5 is mainly composed of employees of the sales and 

marketing teams, since it is a marketing event. Even though there are some women in 

the front, there can be seen very few women in total.  

In the Ethics Manual, there are around 15 images of men, and 6 of women. Positions of 

women portrayed are either operational (on the microphone/telephone of a plant or 

office, in the laboratory), or they are showing women in social occasions (party and 

restaurant). Activities portrayed by men include production, training, dealing with 
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money, driving, shaking hands when closing deals, portraying fusions and acquisitions, 

signing papers, doing or relating to politics. Image 6 is the only image in the Manual 

that is an exception of the above, and could be portraying a female leader. However, one 

might still affirm that this image is enacting masculinity, and its analysis will be 

presented in the next Process, when discussing dressing and appearance. 

Finally, the company’s website homepage only portrays women as related to nutrition, 

using the symbolism of the female care/maternity. Even if present in the fields, women 

are not portrayed as the decision maker customer, but as manual worker. Facebook Page 

and the website homepage leave women completely outside the company. As a final 

observation, videos on Facebook only portray male leaders speaking and are narrated 

only with male voices.  

4.3 Process 3 

This process discusses interaction between women and men, women and women, men 

and men that take multiple forms that “enact dominance and subordination, and create 

alliances and exclusions” and are sites in which divisions are developed and gender 

images created and affirmed. 

Part 2 of the questionnaire, Interactions at Work, tries to cast light on power struggles in 

communication, appearance and gender preferences (both for work and for social life). 

At a first glance, this section might seem to ask about trivial experiences, but it is 

known that such experiences cumulate and have substantial impact
95

. 

Respondents are asked whether they are given less attention by their co-workers 

while in meetings than their opposite sex peers. Even though 43% of the respondents 

say that it ‘never’ happens that they get less attention than the opposite sex co-workers, 

40% of respondents say they ‘have never observed/thought about it’. Since both 

answers share almost the same amount, it might indicate that some sorts of interactions 

might be in the level of unawareness. For women, these two answers have exact same 

percentage of 32%, while for men ‘never’ has 50% and ‘have never observed/thought 

about it’ 41%. 25% of women responded with either ‘often’, ‘sometimes’ or ‘rarely’, 

expressing that it does happen in different frequencies, if compared to only 8% of men. 

For leadership, 58% of male leaders express ‘never’, while only 25% of female leaders 
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do so. Half of female leaders express they are not aware ‘have never observed/thought 

about it’. There is a clear difference between the numbers of women and men, both for 

leaders and non leaders. 

When respondents are asked whether they prefer to work with male or female in 

subordinate or leadership positions, even though the majority expresses ‘no 

preference’, it is important to notice that for ‘superior to me’ men are still more 

preferred than women, 9,5 % against 4%, while in the position of ‘subordinate to me’ 

women are still slightly more preferred than men, 6% against 4%. No male respondent 

chose women for neither superior or subordinate, either choosing ‘no preference’ or 

‘men’, with around 5% only, and the same with male leaders. It is women who express 

more options in the issue other than ‘no preference’, with 12% of women choosing 

‘male superior’ against 6% to ‘female superior’. Female respondents also chose 10% for 

‘female subordinate’ and 2% for ‘male subordinate’, and such division in opinion is also 

seen in female leaders. The difference of preferences, even if small, represents the 

hierarchy system of the company, with more women as subordinates and less as 

superior. It also shows women express their gender preferences in the hierarchies, while 

men do not, or in the very few times they do, women are not a choice. 

Half of respondents feel that their natural way of communicating does not fit the 

corporate environment they are inserted, and both men (51%) and women (45%) 

express they ‘end up adapting their natural way of communicating (change tone of 

voice, choice of words, formality level, amount of information, etc), and even higher 

percentages for leaders (58% male and 60% female). As percentages rise for leadership, 

one could wonder if those closer to the Brazilian board or to the Norwegian 

headquarters are the ones who have to adapt the most, and therefore that such adaption 

is a cultural adaptation. It cannot be said for sure. More men (17%) than women (8%) 

‘are interrupted while speaking’, and the same goes for male and female leaders. It is 

not clear who interrupts them. Since the question this time did not ask about the 

opposite sex, it could be other men or other women.  

When analyzing the socialization of respondents with their superiors, there are some 

noteworthy differences in choices expressed between men and women, leaders and non 

leaders. The main situations in which respondents, both men and women, socialize with 

their superiors are both the Work Party and Lunch. More informal social gatherings 
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with superiors, and in the evening, start having more differences between men and 

women. 50% of female respondents and 78% of male respondents go to Happy Hours 

(gathering in a bar after work). 30% of female respondents and 42% or male go for 

Dinner with their superior. 6% of female respondents and 20% of male respondents go 

to Other Parties. Family Events with the superior are less common, with 10% of women 

and 16% of men. However, it is in Sports (Watching or Playing) that men socialize 

more with their superiors 33%, if compared to women 6%. Barbecues (not specified 

when, what time or day) is also a social occasion for men to socialize with their 

superior, with 66% for men and 30% for women. If the number of social occasions 

chosen is divided by the total number of male and female respondents, male 

respondents end up with a rate of 4.2 for socialization with their superior, compared to 

2.8 for women. Homosocial bonding between men, as seen in 2.3, seems to be a reality 

according to what respondents express, either as cause or consequence of the fact that 

most leadership in the company is male. Leadership numbers are similar, with slightly 

more Family Events and Dinner involved both for male and female leaders. Male 

leaders express that they go to Happy Hour (73%) and Barbecue (79%) more than any 

other men or women. Male leaders’ socialization rate is 4.3, and female leaders’ is 3.5. 

There is still more socialization for men in leadership positions with compared to 

women in leadership positions, but it seems that these women socialize more with their 

superiors than other women. Other two women mentioned that they can see their 

“superior having a very close friendship relationship to a subordinate in the team, 

which generates favoritism, exchange of information and activities, with no chance 

being given to the other people in the team”, as a clear sign of the existence of the 

opportunities that homosocial bonding offer to men.  

In Brazil, the way people address you can be interesting in terms of gender. The 

former president of the largest national state company, Petrobrás, was always known in 

the media as Graça Foster, by her first and last names, while her successor is only 

known as Bendine, his last name. Why are women and men in the same position 

addressed differently? Is the use of the last name if compared to the first a symbol of 

more respect? Moreover, calling someone ‘boy/girl/sweetheart’ or using a diminutive 

name as nickname might be understood as a symbol of an interaction in which someone 
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is being patronized or manipulated
96

, or of possibility of informality, in the case of 

nicknames. These situations above explain why it might be interesting to see the 

different ways men and women are addressed in the company, since they might reflect 

power struggles, which are also expressed in formal x informal treatment. Respondents 

could express more than one option, and most respondents are addressed by their ‘first 

name’, both for men (83%) and women (78%). Only 4% of women are addressed by 

their last names, if compared to 33% of men. 40% of women, if compared to 30% of 

men are addressed by nicknames. 15% of women are addressed either as ‘girl’ or 

‘sweetheart’, if compared to 3% of men, who are addressed only as ‘sweetheart’. The 

same proportions are representative of how leaders are addressed too, with only a bit 

less use of nicknames than other people, both for men and women, which could be a 

sign/confirmation that name choices are related to power.  

Choosing the way you dress before going to work means also choosing how you want to 

relate to the people around you, how you want people to see you, thus to identity. In the 

studied company, there is no formal dress code, but rather, as many expressed, ‘formal 

but comfortable’, ‘office like’, ‘casual’, ‘social’, ‘according to the convention observed’ 

dressing way. However, what might seem easily understood by men could still be 

complicated to women, since organizations were firstly created and populated by men. 

Thus, the idea of this part of the questionnaire was to understand the perceptions of 

dressing for both men and women, and their level of comfort with it. Another 

reason for this question is the analysis of the company public material. In the Ethics’ 

Manual, images of men are portrayed 15 times, while images of women 6 times. 

Considering the times women are portrayed at work (not in a bar or a restaurant), they 

are in either lab aprons or factory uniforms, in operational positions. Image 6, shown in 

previous chapter, is the only image that could be of a woman in the office, and in a 

leadership position, but she is dressed in a very male manner: black suit, white shirt, no 

earrings or any kind of accessory, no makeup or very neutral make up, short or very tied 

up natural colored hair, neutral or no nail color. One wonders if, even without a dress 

code, the choice of images of the company are sending a message of, as some 

respondents mention above, what it is the ‘conventional dressing’ of a successful female 

employee in the company. While 68% of respondents express they ‘feel comfortable 
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with the way they dress’, proportionally women (64%) are less comfortable than men 

(72%). 17% percent of women express that ‘women have more problems with the 

choice of what to wear than men’ and 8% that ‘women should dress discretely’. All men 

decide to remain silent on the issue of female dressing possible problems. Even if some 

women chose the option ‘I have nothing to say about my appearance or of that of my 

colleagues in the company’ (19%), it is important to consider that 36% of women (and 

28% of men) did not choose to express they ‘dress as they feel comfortable’. Moreover, 

92% of women did not choose to express that ‘women should dress discretely’, which is 

a large indication that respondents in the headquarter do not identify with the dressing 

way portrayed in the Ethic’s Manual, for example, which is very discrete and even male 

like, in some senses. For leaders, the proportion of respondents who do not ‘feel 

comfortable’ are the same for men, but it rises to 50% for women, who chose not to 

express they ‘feel comfortable with the way they dress’. From those who chose the 

option ‘Other’, men were merely describing what they wear, while two women would 

like to have a dress code. One of them expresses a certain concern with “dressing 

decently”, and a female leader expresses the need of a dress code: “a dress code that 

should take into account how short skirts are or how deep cleavages are”. Female 

leaders seem to be more divided in the subject, like women in general, if compared to 

men. Women express more concern with that to wear, less comfort, and maybe a few 

see in a possible dress code a solution to dressing problems, even if it seems that women 

at the company do not identify to the idea that ‘women have to dress discretely’, as 

portrayed in company’s material.  

Performance is usually commented by superior, usually positive, for both men and 

women. The only difference is that more men (50%) than women (31%) receive 

performance comments from their colleagues, and such numbers repeat for leaders. 

There seems to be very few joking, discomfort or negative comments when it comes to 

performance, for men and women, leaders or non leaders in the company’s 

headquarters. Still, it can’t be forgotten that there are people who think that “there is 

still much to be done in terms of moral harassment, referring to superior and 

subordinate, regardless of sex”. If this is true, then it might be related to performance 

comments’ too. 
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4.4 Process 4 

This process discusses the internal mental work of individuals making sense of their 

place and opportunities in the gendered organization. 

Part 4 of the questionnaire is about Family and Work, aiming at casting light on this 

relationship, and how respondents feel about it. It is placed under the analysis of 

Process 4 because maternity, paternity and domestic life might be understood as 

conflictive with the job, since we are all supposed to consider both life spheres as 

separated, as Acker argues that “Too many obligations outside the boundaries of the job 

would make a worker unsuited for the position.” She claims that “jobs are abstract and 

workers to fit such jobs are supposed to be disembodied, but the closest to a real worker 

is the male worker whose life centers on his full-time, life-long job, while his wife or 

another woman takes care of his personal needs and his children (…) The women 

worker, assumed to have legitimate obligations other than those required by the job, did 

not fit with the abstract job”
97

. She adds that “those who are committed to paid 

employment are ‘naturally’ more suited to responsibility and authority; those who must 

divide their commitments are in the lower ranks”
98

. Thus, this part shows how 

respondents express their understanding of their own paternity/maternity relationship 

with work in the organization, and how it might affect their chances.  

Family and Work 

The degree or amount of concern with parental leave expressed might be understood as 

the degree of involvement in domestic life and child care. Most respondents (56%) 

‘would like to have longer parental leave’. 70% of women ‘would like to have longer 

parental leave’ compared to 39% of men. More than half of men (53%) ‘have never 

thought about it’, compared to only 20% of women. These numbers are similar for all 

women and single women with no kids, which means that women in general tend to 

think and worry about their maternity, even when single. 82% of single men with no 

kids express they ‘have never thought about it’, and only 20% express they ‘would like 

to have longer parental leave’, which shows paternity it is not a concern for most single 

men. Male leaders’ answers are similar to all men, as those of female leaders, with 

slightly more choices of ‘no’ for both male leaders (10%) and female leaders (13%). 
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Also, only 6% of female leaders ‘have never thought about it’. Numbers show that the 

concern with the leave is mostly female, which may be an expression, from the part of 

men, of lack of involvement in the kid’s care. Moreover, one female leader clearly 

stated that “the company should consider extending the leave to 180 days’ (which is a 

possibility, as already discussed) “and to fathers in the first weeks too, since the mother 

really needs help in the first month”. Most male respondents do not seem to be 

necessarily worried with the help they could provide with longer leave in the first 

month.  

When asked whether their maternity/paternity is an obstacle for their growth at the 

company’, 3% men and 19% women answered ‘yes’, which was also the choice for 

20% of female leaders, and 0% of male leaders. ‘No’ was the choice of 72% of men and 

27% of women. Female leaders repeat the percentage, while male leaders ‘no’ represent 

84%. ‘I have never thought about it’ and ‘I don’t know’ was the choice of 25% of men 

and 40% of women. Moreover, this was the question with more qualitative answers 

from women in general and from female leaders. They chose ‘other’ either because they 

“don’t intend to have kids”, “don’t know exactly how it will affect the career, but sure it 

will affect the path and speed of it” or to express “it has already been an obstacle”. A 

female leader expresses that she “has not decided yet whether to have kids, taking into 

account her career growth and impacts”. It is noteworthy that another female leader 

chooses ‘other’ to explain that “it can be an obstacle due to my leadership style”, in an 

attempt to justify by putting the responsibility for such obstacle on her own attitude. 

Numbers show that maternity and paternity is more of an obstacle to women, and much 

less to male leadership, which might be receiving total support from their wives to 

develop their careers. In the qualitative answers, women and mostly leaders express 

some level of lack of awareness regarding how these obstacles take place, what the 

effects are and the real reasons/causes for them, even if they still express that they exist. 

Even though the majority of respondents would like to have longer parental leave than 

the company offers (56%), mostly women, and representative amounts of respondents 

express that maternity/paternity is an obstacle (73% of women did not chose ‘no’ for 

maternity as career obstacle), no respondent expressed that they ‘rarely’ and ‘never’ feel 

supported by the company regarding their family life and/or maternity/paternity. 

Most men express either ‘always’ or ‘often’ (25% and 25%). Most women express 

‘often’ or ‘sometimes’ (29% and 25%). Percentages change a lot for leadership. Male 
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leaders’ most chosen expression was ‘always’ (42%) and female leaders’ highest 

expression was ‘sometimes’ (40%). Again, women feel less supported than men, 

especially as leaders. No female leader express they ‘have never thought about it’, while 

21% of male leaders express that.  

Following the same line of analysis, when respondents were asked when my kids are 

sick, I feel that the company is understanding of my problem, the majority answered 

‘it does not apply to me’, probably because they don’t have kids, but it could also be a 

dissociation between the job and family matters. Men expressed 33% ‘always’ and 3% 

‘often’, while women expressed 20% ‘always’ and 11% ‘often’. Male leaders express 

52% ‘always’ and all the others but one respondent expressed ‘it does not apply to me’ 

(considering paternity is ‘not an obstacle’ to 84% of them), while female leaders 

expressions are more divided in all the options ‘always’ (20%), ‘often’ (26%), ‘rarely’ 

(7%), ‘I don’t know’ (7%) and ‘it does not apply to me’ (40%). Confirming the 

assumption above, a female leader and also a mother thinks that this question “does not 

apply to her”, which would either mean that her kid(s) never get sick, or that she 

believes that the company and her children’s sickness is not related, which might mean 

that one should not affect the other, being totally separate, thus ‘it does not apply’ to 

consider this question.  

Part 5 of the questionnaire, Final Part about Men and Women, is also part of Acker’s 

process 4, since it investigates the perceptions of respondents regarding their 

opportunities, recognition, differences to the other sex people, perceptions of equality in 

different societies, and in the company. By seeing what is expressed, it tries to 

understand also what the internal mental work is, and how they place themselves in the 

organization.  

When asked whether they ‘have the same chances of promotion than the opposite sex 

peers at the company’, numbers between women and men show big differences. First of 

all, both half of men (50%) and women (45%) express a ‘probably yes’, showing 

uncertainty regarding their chances. The large difference is that ‘yes’ was the choice of 

25% of women, compared to 47% of men. Also, 30% of women chose either ‘probably 

not’, ‘no’ or ‘I don’t know’, compared to only 3% of men. Leaders’ answers were 

similar to this, but with even fewer female leaders expressing ‘yes’ (20%) and more a 

‘probably yes’ (53%), while more male men express a ‘yes’ (58%), and less a ‘probably 
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yes’ (42%). 0% of male leaders express either ‘probably not’, ‘no’ or ‘I don’t know’, 

compared to 27% of female leaders. When it comes to leadership, uncertainty of 

promotion for women is even higher, as well as certainty for men.  

Numbers become somewhat contradictory when respondents are asked whether they 

‘feel that their skills are recognized at the company’. Even though more women in the 

previous question express uncertainty of promotion chances, if compared to men, 

numbers for women and men about skill’s recognition are more similar, with 64% of 

women and 70% of men saying ‘yes’, and 34% of women and 28% of men saying 

‘partially’. Still, men seem to feel more recognized, but the difference is smaller than in 

the previous questions. Is this a sign that women might believe they don’t have the same 

chances of promotion because they don’t have the same/necessary skills? How can they 

answer they feel recognized if a good amount of them do not express ‘belief’ in 

promotion? Again, in leadership positions, women feel less recognized than men, with 

53% women choosing ‘partially’, compared to 32% of men. 63% of men chose ‘yes’, 

compared to 47% of women. Even though differences between men and women still 

exist, especially in leadership positions, it is curious to compare these answers to the 

previous question. Out of those 75% of women (80% of female leaders) who do not 

express ‘yes’ to same chances of promotion than men, many of them still say ‘yes’ to 

skills recognition. Isn’t promotion a final and more practical/objective sign of 

recognition? If it is, is it then women’s awareness of the glass ceiling, in the fact that 

their skills do not bring them promotion? 

The following table shows respondents choice to different affirmations related to 

gender roles and differences, asking them to ‘mark the sentences they believe to be 

true about people at the company’: 
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*Numbers are in percentages 

All 

women 

All 

men 

Female 

leaders 

Male 

leaders 

1. Men and women have different traits 36 55 20 68 

2. Men are more suited for some jobs, while women to 

other jobs 
19 41 20 42 

3. Men and women should have the same authority, for 

instance, exercising strategic leadership 
59 72 60 73 

4. Mistakes made my women are more visible than those 

made my men 
10 0 13 0 

5. Mistakes made my men are more visible than those 

made my women 
0 0 0 0 

6. Men promote men 21 3 26 5 

7. Women promote women 0 5 0 5 

8. Ideas of women are sometimes attributed to men 8 0 13 0 

9. Ideas of men are sometimes attributed to women 0 0 0 0 

10. None of the above 4 14 0 10 

 

Men seem to express, more than women, that the job segregation at the company has a 

reason to exist, according to sentences 1 and 2. Even more male leaders agree with that. 

Curiously, or even contradictory, since it is not the case in the company, men also 

express agreement with sentence 3, more than women. One might wonder if more 

women do not agree with sentence 3 or if they don’t agree with sentence 3 for the case 

of the company, which is what it asks. The sentence also has the modal verb 

‘should/must’, which is the same verb in Portuguese. Even though a large amount of 

women express they ‘should/must exercise leadership in the company’, there is a 

considerable amount of women who does not mark that, and it might be important, in 

further studies, to understand why. Is it the internal mental work of women saying that 

‘in this company, they should not/must not’? And why would that be? Because in their 

internal mental work they cannot see themselves doing that? Nobody seems to agree 

with sentences 5 and 9, while sentence 6 gets a considerable about of agreement from 

women. Moreover, there is a considerable about of men that do not agree with any of 

the sentences.  

The following table shows respondents’ choice of values, from 1 (less equality) to 5 

(more equality), to gender equality in different societies and in the company. For 
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Europe and Norway, they are supposed to attribute a value according to what they 

‘think or imagine’, while for Brazil and the company, according to what they ‘think’, 

regarding gender equality. 

 

 
All 

women 

All 

men 

Female 

leaders 

Male 

leaders 

All 

respondents 

Europe 3.74 3.94 3.87 4.00 3.83 

Norway 3.87 4.03 4.00 4.11 3.94 

Brazil 2.45 2.64 2.27 2.63 2.53 

The Company 3.23 3.94 2.87 3.95 3.54 

 

A first general analysis of the table should consider the following results: a) that for all 

respondents, both men and women, leaders or non-leaders, Norway is the most gender 

equal society, with Europe having a very close second place; b) all respondents, 

regardless of gender or leadership, also seem to agree that gender equality in Brazilian 

society is the lowest; c) gender equality in The Company is somewhere between the 

value for Brazil and for Norway, which was one of the assumptions, since the The 

Company has a combination of both cultures. However, the main point of disagreement 

expressed is regarding how much closer to Brazilian gender equality The Company is, 

or to Norwegian gender equality. Men express almost no gap between the value of the 

The Company and Norwegian society, while women, above all the female leaders, place 

The Company much closer to the value they give to Brazilian society than men do. Men 

and women have a very different perception, in this sense. 

When asked whether ‘This is a company with equality between men and women’, 

respondents expressed the following:  

 

  

 

 

 

Most men, leaders and non-leaders, in the previous questions (when they gave values 

around 4 out of 5 for both Norway and The Company) chose not to define Norway or 

The Company as gender equal, otherwise they would have attributed value 5, of ‘more 

*Numbers are in percentages All women All men Female leaders Male leaders 

Yes 46 85 43 83 

No 28 6 28.5 6 

I don’t know 26 9 28.5 11 
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equality’. However, when asked specifically about the company, this time without 

numeric values, the vast majority chose ‘yes’. The majority of women do not express 

‘yes’, but rather a division of ‘no’ or ‘I don’t know’. Even though women express 3,23 

or 2,87 (leaders) for gender equality in the company, thus not 5 for equal, when asked 

specifically about it still a great amount who do not express ‘no’. There seems to be an 

issue, for everyone but especially to men, to express that the company is not gender 

equal, even when they have just said so, in a different way. One respondent mentioned 

that the choice of ‘no’ for equality in the company is the lack of female director. One 

wonders how hard it might be to express that the company is not gender equal, with a 

‘no’, while expressing in numeric values is easier. There is resistance to naming it. 

Finally, the last table below shows how respondents express their willingness to 

participate in training on gender equality (with men and women together):  

 

*Numbers are in percentages 

All  

women 

All  

men 

Female  

leaders 

Male  

leaders 

Strong 28 22 20 32 

Ok 42 58 53 53 

Weak 13 8.5 7 5 

None 11 8.5 13 5 

I don’t know 6 3 7 5 

 

Curiously, those who identify the company as having more gender inequality might also 

be those who express more resistance to learning more about it, and the other way 

around too. Also, a respondent who expresses ‘strong’ willingness to participate in 

training but affirms that the company is gender equal, and very close to Norwegian 

society, is not necessarily interested in ‘walking the walk’ of gender equality. There is 

one female leader who expressed that the company is not equal, choosing ‘no’, but has 

‘none’ willingness to participate in a training. Another female leader also expressed that 

the company is ‘not equal’ and has ‘weak’ willingness to participate in a mixed training. 

Female leadership behavior is noteworthy, because it might require further research to 

understand the causes for training resistance. Acker and Houten
99

 argue that “when 
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there are no alternative experiences with different distributions of male and female 

influence and power, there is little experimental basis for questioning the legitimacy of 

the existing status hierarchy”, thus an idea that ‘the way things are done here’ cannot be 

changed. 

Conclusion 

All the material analyzed above into the four processes proposed by Acker points to the 

existence of barriers to equality that are better explained and summarized in the final 

chapter that follows, the Conclusion. The processes’ analysis enable the fulfillment of 

the aim of this work, with the answering of the research subordinate questions and the 

main question, besides suggestions for further studies.  
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5. Conclusion  

As Acker points out, the four processes used to analyze the material indentified that 

there are barriers to gender equality in the company. Process 1 shows that most 

discrimination is in the level of unawareness, given the fact that most respondents 

answer they ‘do not feel discriminated against’, but in other questions express the 

existence of discrimination, in different ways: job and hierarchical segregation; pay gap 

existence – even if numbers informed by the company show a low difference, one 

wonders why it still exists, since it would be easy to eliminate, financially speaking; 

existence of sexism and discomfort of women with the way men talk and approach them 

and of sexualized comments and jokes, but unawareness of these issues as sexual 

hostility and harassment; and women less sure they receive the same amount of 

important information. Also, Process 1 indentified there might be a certain level of 

problem in respondents’ access and understanding of HR and the Ethics’ Chanel for 

support in issues of discrimination, something that should be further investigated. 

Process 2 identifies barriers to equality in the images and symbolism used in the 

company’s public communication. The forms of consciousness reinforce gender 

stereotypes when associating femininity to nutrition and masculinity to leadership, and 

to the company, contributing to the male dominance of the organization. Many of the 

images that the Brazilian company uses in its public communication are images also 

used in the company international website, which might not represent well the diversity 

of the local people. 

The clearest and most direct result from Process 3 was the difference of social 

interaction for men and women, indicating existence of stronger homosocial bonding 

between men, creating men’s alliances and women’s exclusion. There is a great lack of 

expression regarding gender preferences for who respondents want to work with or 

regarding attention in meetings. There seems to be unawareness of preferences, and of 

interactions. Still, there are more women than men that think they receive less attention, 

and a sign that the preferences of gender for leader and subordinate would repeat the 

hierarchical system of the company: men as leaders, women as subordinate. The 

dressing issue is a female one. Not only men do not express opinion on that, but they 

seem more comfortable with the issue, while women still express more difficulty and 

lack of comfort, and possible lack of identification with the images of women in 
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company’s material. Additionally, it seems that the structure requires people in general, 

both genders, to adapt their communication, which might be explained by the 

multicultural aspect, since even more adaptation takes place in leadership positions, thus 

those who interact with Norwegian culture or to the performance of masculinities, since 

management communication, to be considered effective, has to be rational and 

objective. Process 3 might seem to be asking about trivial interaction experiences, but 

since we saw that they cumulate and have substantial impact, it is important to try to 

cast light on them. This Process certainly shows divisions, like the difference in the way 

women and men are addressed, or the issue with dressing. It shows barriers to equality 

when it demonstrates unawareness in interactions, possible hidden gender preferences, 

and still differences in the topics that women consider an issue, while men don’t, or in 

the social bonding between men. In an environment where male and female experiences 

are so different, divisions are more and more developed, and gender images created and 

affirmed: the experience of a woman who should not call attention in her appearance, or 

that is called ‘sweetheart’ or with a diminutive of her name, or the woman who should 

not go out drink with her peers in the evening is very different from the experience of 

her male peer, who is mostly worrying about communicating effectively to his leaders. 

Process 4 also shows very clear barriers to equality. The first one is that in the mental 

work of the employee, maternity/paternity is separated from their professional life, and 

the company should not be involved or ‘made responsible’ for it. The concern of being 

a mother and still a successful employee is not the same as being a father and still a 

successful employee. Most men have never considered the need for them to be longer 

time at home when their child is born, or that the birth of the child could become an 

obstacle to their career. The opposite happens to women. Even if it can be seen that 

women are concerned with having longer leave and that they know that the company 

does not offer this possibility, women and men would still not say they don’t feel 

supported by the company, maybe as an expression that their job and their domestic life 

must be totally dissociated. Still, women feel less supported than men, and most men, 

especially leaders, do not express to have issues between their careers and domestic 

lives. In has been seen that the company offers some working time flexibility, which 

might explain in part why employees do not say they don’t feel supported. However, 

there is also indication that overtime is a constant, especially for leadership, which 

explains the concern of women in general. As Husu points out, women who want to 
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have children and exercise leadership might be seen as ‘wanting to have it all’, when it 

is men in the same position that already ‘have it all’. Even though family support is 

important, in the form of a partner or relatives who help with the childcare and domestic 

chores, the company awareness and support to maternity is a necessary way through 

which equality can be developed.  

Moreover, Process 4 identified that women do not believe that they have the same 

promotion chances as men, but still feel that their skills are recognized (even if less than 

men). They find it harder to picture themselves as strategic leaders. These results are 

striking, in the sense that they might identify an awareness of glass ceiling, from the 

part of women, or a belief that they do not have skills for strategic leadership, or for 

promotion. It was also mostly men who agreed that women should/must exercise 

strategic leadership in the company, while men also affirm that men and women have 

different traits, and therefore suited to different jobs. Is the job of strategic leadership 

one of these, since there is no female director at the company? If so, men’s answer is 

contradictory. Process 4 also showed that, in the internal mental work of employees, 

Norway and Europe have very similar gender equality values, demonstrating that 

regional or national differences of European countries are not seen as much in the 

Brazilian perspective, with the word Europe still being more equated to gender equality, 

very close to Norway. It has demonstrated that men believe or express that the gender 

equality values are imported from Norway within the company, while women do not 

necessarily agree with that, identifying the company closer to Brazilian gender equality 

values than men. Both for men and women, attributing a numeric value for the company 

gender equality seems to be easier than to simply say ‘no, the company is not gender 

equal’, and therefore the contradiction in answers. Everyone seems to have difficulty in 

naming the organization ‘gender unequal’. Naming and recognizing inequality is the 

first step to promote equality. Most men, and some women, in the company do not 

recognize the existing inequality, which might explain why even those women who say 

‘no’ to equality are not willing to participate in a mixed training on the issue. They 

might be aware that ‘the way things are done here’ is a difficult one to change. 

Finally, all four processes showed some level of women’s subordination, concretely and 

symbolically. An answer to the first subordinate question ‘How do men and women 

express their perception of how the company is dealing with the gender equality issue?’ 

would be that there might be still much discrimination in the level of unawareness, 
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expressed in the difficulty of people to name that the structure they are inserted into is 

not gender equal, or of resistance, from the part of men. Perceptions of men in the 

headquarters regarding gender equality in the company are different from those of 

women, for most of the questions, which demonstrate both genders have very different 

experiences with and perceptions of the company gender equality. An answer to the 

second subordinate question ‘What do public images and publications of the company 

express about gender?’ is that such images reinforce the idea that the organization is a 

male environment, either populated by very few women, who should ‘look like men’ in 

the position of leaders, or who provide ‘nutrition’ in the form of support positions. The 

third subordinate question ‘Do employees consider that gender equality is more a 

characteristic of Europe, Norway or Brazil?’ What is the value of gender equality in the 

multicultural company then? casts light again on two important issues. First, in the 

imaginary of Brazilians, Europe has very close gender equality values to Norway. It 

seems that the word ‘Europe’ does not encompass the entire national and regional 

differences that might be present today in terms of gender equality, and it is still an ideal 

reality to Brazilians, if compared to their own country. It is important to say most of 

respondents might have never actually been to ‘Europe’, and one might wonder what 

their idea of what consists of ‘Europe’ is. Secondly, men and women have very 

different perceptions of the gender equality value of the company. The fact that men 

seem to think that Norwegian values of gender equality are much more present in the 

company than Brazilian values, while women do not share the exact same view 

provides us with a big hint to answering the main question of this study, the issue of 

double-standards: ‘Can we consider the existence of double-standards in the way global 

European companies work with gender equality in other countries?’. According to 

women’s perspective, the standard used in society in Norway is not the same standard 

used in the company in Brazil. However, one cannot affirm for sure that the standards in 

the Norwegian company are much better than those in the Brazilian one. Firstly, the 

Norwegian leadership might be as male dominated as the Brazilian one, as well as 

gender imbalanced. Secondly, all the leaders in the Brazilian company are now 

Brazilian themselves, not Norwegian, thus making more sense that they would enact 

Brazilian gender values. Thirdly, even with indexes per country for gender equality, one 

cannot say that in the Norwegian company gender equality is much better that in the 

Brazilian one, or that Norwegian organizations as a whole ‘walk the talk’ heard of in the 

political and social level. Thus, the issue of double-standards within the global 
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organization is not as easy to answer as I had presumed. This research had a limitation 

in its scope, creating an impossibility to generalize or compare the results about this 

company to the Norwegian one, or even to other European global companies. 

Confidence in the hypothesis of double-standards can be built with new studies that 

allow a different scope, based on the same theoretical propositions.  

One might wonder if similar structural gender inequalities also take place in other 

European companies abroad, since it is assumed that they all use global manuals, codes 

and trainings, proceeding with their internationalization strategies and plans in similar 

ways as the studied company. This study ended up raising other questions that should be 

tackled in further research, such as the studies of interesectionalities in organizations, 

since issues of both race and sexual orientation appeared in the material, and other 

might arise if diversity in general is investigated. Also, further studies on the resistance 

for change should also be carried out, since in the answer of ‘willingness for gender 

training’, responses were curious, and should be better understood, like why a female 

leader that says ‘no’ to gender equality in the company is not willing to participate in 

training. It would be helpful to understand why a considerable amount of women do not 

agree that women should exercise strategic leadership in the company, or why women 

recognize that they have less chances of promotion, but still feel that their skills are 

recognized. Additionally, it would also be important to better understand the role of HR 

and Ethic’s channel and how close they are to people who need to report on issues, and 

what kind of answer they provide.  

In order to promote equality, leaders should become gender competent, and behave as 

equality agents. The first step for that is the recognition and naming of inequalities, so 

that the need for training is of leaders’ awareness and, most importantly, interest. If 

companies in general, including the European ones abroad, do not investigate and work 

on such issue, then societal inequalities shall keep originating from the organizations 

themselves. The idea of importing gender equality values is just an idea, that takes 

much more to take place, and one wonders how much European global companies are 

really willing to walk the talk and face the challenge of gender equality in their 

globalization processes. The least of harms that can be generated, in case organizations 

and business leaders and academics are not interested in including the gender issue in 

strategic internationalization plans, is that female employees, when facing inequalities, 
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will become cynical and eventually leave the company, an alternative very few of them 

have. 
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7. Appendices 

7.1 Email text 

Dear all 

The office of Yara Brasil in Porto Alegre was selected to participate in an academic 

research on equality between men and women at work. It is part of an independent work 

of end of course - Master's Thesis to the University of Uppsala, Sweden, and Udine, 

Italy. 

Your participation is very important because the study results are of great interest of the 

company and can contribute to everyone's well-being. 

Participation is anonymous and the answers do not identify individually the 

professional. When answering the questionnaire, which takes only 10 minutes, we 

recommend that you think about your experience in Yara Brasil (YB), avoiding to relate 

your answers with other companies or society in general. 

Click here to reply. You have until 21/06 to participate. 

Thank you. 

Magdalena Cortese Coelho – Master Student 
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7.2 Questionnaire 

* Your answers will be sent directly to the researcher of Uppsala and Udine 

Universities. 

* Your answers do not individually identify you or identify your IP. Any voluntary 

identification will not be disclosed or published in the final thesis. 

* Your answers are encrypted, so safe in the online environment. 

 

Introduction 

*Required 

1. * I am: 

o  Woman 

o  Man 

2. * My position at YB: 

o  Is of fomal leadership 

o  Is of informal leadership (no title, but with leadership responsibility) 

o  Does not include leadership 

3. * My status: 

o  Married or cohabiting with children 

o  Married or cohabiting without children 

o  Separated/Divorced with children 

o  Separated/Divorced without children 

o  Single with children 

o  Single without children 

o  Other 

Part 1 of 5 – Organization of Work 

Comment the sentences by choosing an answer. 

4. At YB, there are jobs that are only for women or only for men. 

o Yes 

o  Maybe 

o  No 

o  I don’t know 

5. If you’ve answered “Yes” for the question above, give a/a few example(s): 
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6. I can discuss my salary with my leadership or HR at YB. 

o  Yes 

o  No 

o  I don’t know 

7. I have access to/receive the same amount of important information as my other 

colleagues at the same level or team as me at YB  

o  Yes 

o  Probably yes 

o  Probably no 

o  No 

o  I don’t know 

8. I work overtime on evenings and weekends for YB.  

o  Always 

o  Often 

o  Sometimes 

o  Rarely 

o  Never 

9. I have working time flexibility at YB.  

o  Yes, and it is good for me 

o  Yes, but it is not good for me 

o  No, but I would like to 

o  No, and I would not like to 

o  I don’t know 

o  It does not apply to me 

 

Part 2 of 5 – Interactions at work 

10. I get less attention than my opposite sex colleagues in meetings at YB. 

o  Always 
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o  Often 

o  Sometimes 

o  Rarely 

o  Never 

o  I have never noticed/thought about it 

11. I prefer to work for a boss at YB who is: 

o  Woman 

o  Man 

o  I have no preference 

o  I don’t know 

o  It does not apply to me 

12. I prefer to have as my subordinate at YB: 

o  Woman 

o  Man 

o  I have no preference 

o  I don’t know 

o  It does not apply to me 

13. When interacting with people in YB. 

More than one answer is possible. 

o  I am interrupted when I am speaking 

o  People finish my sentences for me 

o  I end upt adapting my natural way of communicating (ex. chaning 

tone of voice, words choice, formality, amount of information, etc) 

o  None of the above 

14. I participate in social informal gatherings with my boss/superior such as: 

More than one answer is possible. 

o  Sports (playing or watching) 

o  Barbecues 

o  Happy hours 

o  Family events 

o  Work lunchAlmoço de trabalho 

o  Jantar de trabalho 

o  Festa de trabalho 

o  Outra festa 
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o  Nenhum 

o  Other:  

15. At YB, I am addressed by: 

More than one answer is possible. 

o  My first name 

o  My family name 

o  My nickname 

o  Boy/Girl 

o  Sweetheart 

o  Other:  

16. About my appearance or that of my co-workers at YB: 

More than one answer is possible. 

o  I have to follow a dress code 

o  It is better for me to dress similarly to my superior 

o  I dress myself as I feel comfortable 

o  Women have more problems with the choice of what to wear than 

men 

o  Women should dress discretely 

o  I have nothing to say about it 

o  Other:  

17. Comments on my performance at YB: 

More than one answer is possible. 

o  Are made by my superior to me 

o  Are made by my co-workers to me 

o Are usually positive 

o  Are usually negative 

o Make me feel uncomfortable 

o Are sometimes made in the form of a joke 

o  I think that, in general, I get more negative criticism than my other 

co-workers 

o  None above 

Part 3 of 5: Discrimination 

Read the definition of sexism below and answer if you've seen attitudes like that 

happening to someone next to you at work, maybe even to you. 
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Hostile Sexism: Antipathy to women, trying to justify men’s power through 

dominance and derogation of women. 

Benevolent Sexism: Chivalrous and subjectively positive view of women 

(idealized). Women are portrayed as pure and warm yet helpless and 

incompetent beings who require cherished protection from men. Benevolent 

sexism asserts men’s power through paternalistic affection. 

 

Reference: Glick, P., & Fiske, S. T. (1996). The Ambivalent Sexism Inventory: 

Differentiating hostile and benevolent sexism. Journal of Personality and Social 

Psychology, 70, 491–512. 

18. There is hostile sexism at YB. 

o  Yes 

o  No 

o  I don’t understand the question/definition 

o  I don’t know 

19. There benevolente sexism atYB. 

o  Yes 

o  No 

o I don’t understand the question/definition. 

o  I don’t know 

20. I feel uncomfortable with the way the opposite sex has talked to me at YB. 

o  Always 

o  Often 

o  Sometimes 

o  Rarely 

o  Never 

o  I never do, but I know of co-workers who feel uncomfortable 

o  I have never noticed/thought about it 

21. I feel uncomfortable with the way the opposite has approached me at YB.  

 

  Always 

o  Often 

o  Sometimes 

o  Rarely 

o  Never 

o  I never do, but I know of co-workers who feel uncomfortable 
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o  I have never noticed/thought about it 

22. About the definition of harassment in the Ethics Manual of YB. 

o  I know and understand 

o  I know more or less 

o  I don’t remember 

o  I don’t know/have never read it 

o  I don’t know 

o  Other:  

23. If a situation of harassment happened to me or to a co-worker at YB, I would:  

More than one answer is possible. 

o  Report to my superior 

o  Tell a co-worker 

o  Report to HR 

o  I wouldn’t know who to report in HR 

o  I wouldn’t tell anyone 

o  I don’t know what I would do 

o  I would know for sure if it is harassment  

o  I don’t know what harassment is 

o  Other:  

24. About sexualized comments/jokes around the office at YB: 

More than one answer is possible. 

o  They are often 

o  They happen sometimes 

o  They don’t happen at all 

o  They are made by men 

o  They are made by women 

o  They are a problem 

o  They are not a problem 

o  I don’t know/haven’t paid attention 

25. About discrimination at YB: 

o  I feel discriminated because I am a woman 

o  I feel discriminated because I am a man 

o  I don’t feel discriminated 

o  I don’t know 
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o  Other:  

Part 4 of 5 – Family and Work 

 

26. I would like to have longer parental leave. 

*Parental leave at YB today is 120 days for mothers and 5 days for fathers. 

o  Yes 

o  No 

o  I have never thought about it 

o  I don’t know 

o  Other:  

27. My current or future maternity/paternity is an obstacle for my growth at YB. 

o  Yes 

o  No 

o  I have never thought about it 

o  I don’t know 

o  Other:  

28. I feel supported by YB in relation to my family life and my maternity/paternity.  

o  Always 

o  Often 

o  Sometimes 

o  Rarely 

o  Never 

o  I have never thought about it 

o  I don’t know 

o  Other:  

29. When my children are sick, I feel that YB is understanding of my problem. 

o  Always 

o  Often 

o  Sometimes 

o  Rarely 

o  Never 

o  I have never thought about it 

o  I don’t know 

o  It does not apply to me 
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Part 5 of 5 – Final Part about Men and Women 

30. I have the same chances of promotion as my co-workers of the opposite sex at 

YB. 

o  Yes 

o  Probably yes 

o  Probably no 

o  No 

o  I don’t know 

31. I feel that my skills and expertise are recognized at YB. 

o  Yes 

o  Partially 

o  No 

o  I don’t know 

32. Mark the sentences that you believe to be truth about people at YB. 

o  Men and women have different traits 

o  Men are more suited for some jobs, while women are more suited 

for other jobs 

o  Women should have the same authority as men, for example being 

both strategic leaders 

o  Women’s mistakes are more visible than men’s 

o  Men’s mistakes are more visible than women’s 

o  Men promote each other 

o Women promote each other 

o  Women’s ideas are, sometimes, attributed to men 

o  Men’s ideas are, sometimes, attributed to women 

o  None of the above 

33. Between 1 and 5, choose a value that you think or imagine that corresponds to 

equality between men and women in society in Europe: 

 
1 2 3 4 5 

 

Less equality 
     

More equality 

34. Between 1 and 5, choose a value that you think or imagine that corresponds to 

equality between men and women in society in Norway:  

 
1 2 3 4 5 
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Less equality 
     

More equality 

35. Between 1 and 5, choose a value that you think that corresponds to equality 

between men and women in society in Brazil. 

 
1 2 3 4 5 

 

Less equality 
     

More equality 

36. Between 1 and 5, choose a value that you think that corresponds to equality 

between men and women at YB. 

 
1 2 3 4 5 

 

Less equality 
     

More equality 

 

37. My desire to participate in a training (men and women together) to discuss 

equality between men and women at work is: 

o  Strong 

o  Ok 

o  Weak 

o  None 

o  I don’t know 

38. YB is a company with equality between men and women. 

o  Yes 

o  No 

o  I don’t know 

39. Do you have any other comment to share about the questions above, or about 

any other issue regarding your work environment? You can also give examples of 

events that you perceive as gender discrimination at YB, or obstacles/support for 

your growth. 
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7.3 Pay Gap Calculation 

 

Managers YB Percentual difference 

14 women 
1,52% (more to men) 

72 men 

Managers Headquarter Percentual difference 

7 women 
5,73% (more to men) 

16 men 

Coordinators YB Percentual difference 

22 women 
10,17% (more to men) 

110 men 

Coord. Headquarter Percentual difference 

12 women 
10,78% (more to men) 

10 men 

Specialist Headquarter Percentual difference 

14 women 
5,61% (more to men) 

18 men 

Analyst Headquarter Percentual difference 

37 women 
4,08% (more to men) 

15 men 

Assistant Headquarter Percentual difference 

17 women 
7,93% (more to women) 

10 men 

 

 


