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with mentoring and networking. Most respondents were in the 
professional/technical ranks (51 percent), with the remainder at the level 
of manager/supervisor (25 percent), or director and above (24 percent). 
Representation was balanced across women with less than 10 years of 
experience, 10 to 19 years of experience, and 20 or more years.  

The CIO interviews were an opportunity to discern the “typical 
career path” and best advice of women in pinnacle positions. Ten 
questions covered education and positions held, pivotal career moments, 
success traits and behaviors, defi nitions and profi les of power, and 
the challenges of attracting and retaining women in IT. Collectively, 
the CIO interviewees hold positions in mid-size companies, Fortune 
500s in multiple industries, government agencies and institutions of 
higher education. 

WHAT DID WE FIND? 
The good news is how apparent it is that women in technology enjoy 

their work. An eye-popping 75 percent of respondents said they would 
encourage young women beginning their careers to pursue a technology-
related fi eld, a sentiment loudly echoed by the CIOs. There’s a consistent 
view that IT is a good place to learn, be creative and make a difference. 

Yet, all is defi nitely not rosy. Mixed feelings abound regarding 
whether a level playing fi eld exists for men and women, as well as the 
extent to which women feel “in control” of their careers. There is also 
an omnipresent frustration that women’s views and perspectives are not 
truly heard and appreciated.     

So, read on and react! We welcome your comments. E-mail us at: 
wholeworldatwork@corp.witi.com. 

T
he fi rst female name in recorded technical history is 
En Hedu’ Anna (circa 2354 BCE). She was a king’s 
daughter who worked among renowned priests and 
other priestesses, establishing practices that evolved 
into astronomy and mathematics.  

Fast forward. More than four thousand years after 
En Hedu’ Anna lived, what can we say about the public power and 
prestige of women in technical fi elds? 

According to the Michelle R. Clayman Institute for Gender 
Research at Stanford University, women comprise one-fi fth of science 
and engineering managers. Women as a percentage of the IT workforce 
declined from 41 percent in 1996 to 32 percent in 2004. They are 9 
percent of the Boards of Directors at Fortune 500 high-tech companies. 
And a study published by the University of California, Davis Graduate 
School of Management in 2006 described the “paucity” of women 
CIOs, “especially in Silicon Valley.”      

With this as background, WITI and the research and consulting 
fi rm Compel Ltd. recently collaborated on a large-scale research project: 
“Women in Technology 2007.” From December 2006-January 2007, 
we received 1,985 responses to an online survey distributed to WITI 
members, and completed phone interviews with 16 women who have CIO 
titles, and/or equivalent responsibilities. Our goal was to seek opinions, 
sift through fi ndings, and shed light on how women in technology think 
about power, infl uence, leadership, and their work overall. 

The online survey, comprised of 34 multiple-choice and three open-
ended questions, explored women’s abilities to “get things done," job 
satisfaction, gender differences, organizational climates, and experiences 
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Consistent with other surveys of women in the workplace, women 
in technology are more likely to say they use power to develop and 
promote subordinates (44 percent) than to move up the organizational 
ladder themselves (20 percent).

The question that arises is whether this aversion to self-promotion 
is a good thing or not. According to a 2005 national job satisfaction 
survey conducted by the Tickle Research Group, 47 percent of men 
feel best when they are in jobs of higher social status and authority; 
only 35 percent of women report the same attitude. Yet, as one of the 
women CIO interviewees commented: “I see this happen with women 
in technology. They think it’s just a matter of working hard and doing 
good work.”

ENERGIZING FIELD, DAILY DOWNERS 
Half of the women surveyed say they are satisfi ed in their current job, 

but one-quarter are neutral, and another one-quarter are not satisfi ed.  
They also have decidedly mixed feelings about whether women can 
succeed and prosper in their organizations. About half (52 percent) 
describe their organizations as having “favorable climates” for women, 
while 21 percent responded “unfavorable,” and 27 percent abstained 
from commenting – leaving us wondering: What’s driving this?  

One driver of the “unfavorability” rating may be the perception 
of gender inequality. Online respondents and CIOs generally framed 
IT, science and engineering as professions that operate with natural 
gender blindness early on in careers. But the online respondents, in 
particular, believe that inequalities are more common than not later 
in one’s career.

Regarding pay and promotion, roughly half of the women perceive 
inequality favoring men, and almost no one suggested inequality 
favoring women. In terms of invitations to participate in and lead  key 
initiatives, women’s views are more evenly divided, with just over 40 
percent sensing inequality favoring men versus as a similar percentage 
sensing gender equality.   

The survey also offered a measure of the degree to which women 
feel their “voices are heard” in the workplace. Nearly 50 percent of 
respondents believe that their views are not as acknowledged and 
welcome as those of men. 

ADDITIONAL SOURCES OF STRESS
What “other events” take a toll? They are the stressors and critical 

variables of work/life imbalance and voids in visible support.  Over 46 
percent of respondents indicated that they struggle to manage career 
and family. More than 57 percent said they do not have or are unsure 
about having successful women role models. 

As one woman speculated, “I imagine there’s a point at which 
women in technology ‘weed themselves out.’ It’s mid-career, when 
you’ve started a family. That’s about the same time you would be offered 
a big, important, all-consuming assignment. You have to decide, can I 
do this, is there a future, and is it worth it?”   

I
f the world were to use FORTUNE magazine’s 2006 ranking of 
the 50 Most Powerful Women as barometer, last year appears a 
watershed for women in technology. Nine of the profi led women 
held executive positions in companies associated with technology 
advancements, names like HP, IBM and Xerox. And the woman 
who topped the list, Indra Nooyi, president and chief executive 

offi cer of PepsiCo, who once oversaw PepsiCo’s IT systems.  
Moreover, three of the four women identifi ed as “rising stars” are 

easily classifi ed as women in technology: Padmasree Warrior, EVP & 
CIO, Motorola; Shona Brown, SVP – Business Operations, Google; 
and Beth Comstock, President, NBC Universal Digital Media. The 
fourth is Adriane Brown, President and CEO of Transportation 
Systems for Honeywell, a company known for avionics and aerospace 
technologies.

Despite reports of women fi nding IT, science and engineering 
quintessentially unappealing, are they actually forging new frontiers? 
Are these signs that the game is changing radically - and for better?

For some of the answers, WITI and Compel Ltd. turned to none 
other than women working in technology.

Perhaps the greatest surprise of the “Women in Technology 2007” 
Report is the degree to which women in technology enjoy the nature 
of their work. More than 75 percent of respondents said they would 
recommend a technology-related career. And women in our survey 
think that IT, in particular, is increasingly appealing as it becomes what 
they described as: “less driven by techies” and “more in need of ideas 
and solutions.”

That’s quite a different image from the one that emerged in an MIT 
study released in the late 90s that concluded girls and women hate IT 
because it’s “tedious, sedentary and anti-social.”

Indeed, one could argue that women in technology are quite 
empowered, when empowerment is defi ned as feeling competent, 
having a sense of choice, and fi nding meaning in one’s work. Just over 
72 percent of the survey participants indicate they are benefi ting from 
opportunities to develop new skills; almost 71 percent report having 
freedom and fl exibility to choose the best approaches for tasks at hand; 
and nearly 73 percent think their work makes a difference. In addition, 
women in the survey feel they can “get things done.”  

EMPOWERED VS. POWERFUL
While women in technology may feel empowered with regard to 

their immediate responsibilities, they don’t necessarily feel powerful – at 
least not in the traditional sense of having authority, a signifi cant span 
of infl uence, or the ability to cause people outside their sphere of direct 
infl uence to respond.

Seventy-three percent of women say they can infl uence their bosses, 
signifi cantly fewer (53 percent) consider themselves more broadly 
infl uential. In a similar vein, 55 percent feel “in control” of their 
careers, but just over 25 percent do not, and at least 18 percent are 
non-committal.  

Do Women Prosper 
in Technology?

20 WITISAVVY www.witi.com



WITISAVVY 21

W O M E N  I N  T E C H N O L O G Y  2 0 0 7  R E P O R T  

Global Work suggested that technology is essential to bridging distance, 
culture and time – IT makes “getting it all together” possible. 

The “Women in Technology 2007” research  suggest that women 
enjoy the relationship-building and problem-solving aspects of 
technology much more than the fi ne points of programming. Women 
seeking “power” may want to use their natural inclinations to reach out 
in order to build bridges between technology and other parts of the 
organization, ensuring that IT takes a place on managers’ agendas right 
next to Sales, Product Development, Marketing and Finance. 

Perspectives on Power

In your job, how frequently do you use your personal 
power and infl uence to facilitate the work of teams you 
participate in / support / lead?

NEVER
RARELY

6% 

 OCCASIONALLY 
27%

FREQUENTLY
ALWAYS

67%

NEVER
RARELY

8% 

 OCCASIONALLY 
26%

FREQUENTLY
ALWAYS

66%

In your job, how frequently do you use your personal 
power and infl uence to get work done for customers?

NEVER
RARELY

9% 

 OCCASIONALLY 
30%

FREQUENTLY
ALWAYS

61%

In your job, how frequently do you use your personal power 
and infl uence to help subordinates get access to information / 
resources / tools to do their jobs better/easier?

NEVER
RARELY

11% 

 OCCASIONALLY 
34%

FREQUENTLY
ALWAYS

55%

In your job, how frequently do you use your personal 
power and infl uence to make positive change within 
your organization?

T
he pursuit of power has been a subject of debate in 
modern organizations. Who has power. Who doesn’t. 
What people do with it. Whether power is good or bad. 
And the results of our “Women in Technology 2007” 
research initiative may add fuel to the proverbial fi re. 
When asked to choose from a list of situations that 

make them feel powerful, women’s selections were wide-ranging.
The one thing that women in technology clearly agree on is how 

much they don’t like the word “power.”  Invited to provide defi nitions 
of power and examples of powerful people in their organizations, 
women described people who “infl uence” rather than command, 
demand or force an outcome. 

They applauded people who lead by example and are able to 
articulate a vision and then work with and through others to get 
things done. And when asked how they use power, 69 percent of survey 
respondents perceive themselves as always or frequently using power 
to facilitate teams, achieve on behalf of customers (66 percent), help 
subordinates access information/resources/tools (61 percent), and to 
make positive organizational changes in (55 percent).    

Said one respondent, “[Women] almost always talk about making 
the world a better place – some bigger meaning that the power is being 
used for.”    

RESULTS AND RELATIONSHIPS
The fi ndings parallel of a 2004 survey of women conducted by the 

Simmons School of Management and HP concluding that business 
women like and pursue power but with an emphasis on what worthy 
goals can be accomplished. 

The litmus test seems to be the human cost of achieving a goal. “Do 
you get there, but leave 10 bodies by the side of the road?” one CIO 
asked rhetorically. 

Asked to describe people who aren’t powerful, they showed little 
tolerance for people who don’t drive for results. A powerless person, 
they say, is someone who struggles to make a decision. Can’t execute. 
Relies on gut feel, not facts. Can’t see beyond his or her foxhole.  No 
ambition. Ignores politics altogether.

TECHNOLOGY ISOLATED
An unexpected fi nding of the research is an intense frustration 

that technology as a function doesn’t wield much power in 
organizations. Participants described “technology” as generally 
misunderstood and having second-class status versus other business 
functions. One CIO told a humorous story about her annual 
evaluation. “I was brought in to transform our delivery mechanisms 
and processes.  In 18 months, there’s tons of achievement, and the 
group is so pleased.  But the CEO did a little survey and asked if the 
executives felt their computers and video conferencing work. That’s 
what he wants to base my evaluation on.”

On the surface, this could be viewed as a depressing state of affairs 
for the technology professional. Or, alternatively, an opportunity for 
women in technology to leverage their own concepts of power used 
for positive change and connection. In 1994, the authors of the book 

NEVER
RARELY

24% 

 OCCASIONALLY 
42%

FREQUENTLY
ALWAYS

34%

In your job, how frequently do you use your personal 
power and infl uence to gain access to decision-makers / 
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In your job, how frequently do you use your personal power 
and infl uence to move up the organizational ladder?
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E
ach year CIO magazine surveys more than 500 heads 
of IT, asking them about their roles, responsibilities 
and the career path they followed. In 2007, the 
magazine analyzed responses and identifi ed skill sets 
that create a “winning edge” – identifying them as four 
archetypes: the business leader, the innovation agent, 

the operational expert and the turnaround artist. The editors don’t 
suggest that any single person can or should be only one archetype. All 
four seem to come into play at different times. 

There’s one obvious issue, though. Women have attained only a 
small percentage of positions. This means the magazine’s fi ndings are 
inherently skewed toward men’s experiences and views. We wondered 
what could be learned by looking at the role of CIO through the eyes 
of women.

To complement the online survey of WITI members, the authors 
of the Women in Technology 2007 Report, consultants and researchers 
Patricia Shafer and Barbara Trautlein, interviewed 16 women by phone. 
All of the women have CIO titles or CIO-equivalent responsibilities. 
As a group, they tend to have 20 or more years of IT exposure in a 
variety of industries and sectors, are in their mid 40s to early 50s, and 
are married with children. 

From the conversations, Shafer and Trautlein analyzed nearly 200 
pages of transcripts, distilling key words, phrases, patterns and themes 
that paint a picture of choices made and wisdom gained. The women’s 
and their companies’ names remain confi dential, a commitment made 
to help ensure open, fl owing discussion.

So . . . what about those previously mentioned archetypes? Do they 
apply? The answer in a nutshell is “yes.”  Based on the interviews, all of 
these women exhibit know-how and can-do in the realms of business 
leadership, innovation, operational expertise, and turnarounds. But 
there’s something else – a set of factors that goes beyond getting results 
to include a pronounced focus on people. Through a combination 
of natural instincts and catalytic career moments, these women have 
emerged as Optimistic Bridgebuilders.  They are able and willing to step 
into complex situations, crystallize a plan, articulate what’s possible, 
guide a new level of communication and cooperation.

Asked about personal traits and behaviors that led to their success, 
a common response sounded like this: “I tended to get assigned to 
projects and organizations in diffi culty where other people had been 
unable to bring things to successful conclusion. I was able to marshal 
cross-functional groups toward a common objective . . . ”

According to these CIOs, this style of leadership will be increasingly 
valued in the future, and the trend bodes well for women. These CIOs 
predict that there is a looming tectonic shift away from the “techie” view 
of IT as infrastructure, computers, and bits and bytes. They see things 
moving toward a more human focus of helping people do what they 
need to do better. 

For women (and men) seeking to chart their futures in technology 
with these women role models in mind, we delved into the CIO 
interviews and surfaced seven themes of lessons learned.

   Expand your frame of reference. Many of today’s women 
CIOs began their careers in programming or systems analysis 
but became “management” in order to have greater impact. They 
pursued MBAs, participated in personal development programs, 
and sought experiences in sales, marketing and customer 
service. “At some point you have to become someone with a 
strategic focus, rather than someone who just has a technology 
background,” explained one interviewee. 

   Work for standouts. Some interviewees had ambitions to 
be CIOs, or even, the CIO of a billion-dollar-plus company. 
For many, their paths evolved as they sought positions that 
offered new challenges. Yet, all have a pattern of changing 
roles, companies and industries to enrich their knowledge and 
experiences.

   Choose projects with weight. According to these CIO’s, 
an “operations role” is often a critical career milestone, especially 
if it involves an overhaul and putting new standards in place.  

   Speak clearly and with integrity. According to our 
interviewees, the nuances of technology decisions remain a 
mystery to most managers and executives. You need to explain 
complexities in simple, non-tech terms. Just as important is 
having the confi dence to say “why are we doing this?” and “let’s 
do that.”

   Smooth the edges. Women in a predominantly male 
environment can feel pressure to be hard-nosed and keep an 
emotional distance in the workplace. The interviewees advise 
against trying to be “one of the guys.”  

   Raise your own flag. One capsulated it this way: “Once 
you implement a technology, after 30 days people blink their 
eyes and forget that it couldn’t be done before.” What to do? 
Don’t expect to get a lot of high fi ves and accolades, and practice 
promoting your short-term accomplishments.  

   Reflect on yourself, your values, and what makes 
you happy. Do you have to work round the clock? You could 
but shouldn’t, they say. It’s more important to be self-aware 
and prioritize. Identify your passions, aspirations, strengths and 
limitations. And don’t underestimate the importance of using 
assessments tools, coaching, mentoring and networks to do so. 

Becoming a Woman CIO: 
Lessons from IT Leaders
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T he respondents and CIOs were surveyed to tell us how they 
connect with other people, especially women. Nearly 50 percent 
said they make it a point to connect with other women outside 
of their immediate work group and on a professional basis. 

Survey respondents’ written comments did much to illuminate who 
has a knack for networking, as well as who doesn’t. The active networkers 
say they get a continuous read on their skills, being able to bring new 
ideas back to their organizations, and the benefi ts of seeking advice in 
tough situations. They use multi-dimensional approaches: professional 
associations including men and women; what some call the “Chicks in 
Charge” format; and list-serves, e-mails and speaking opportunities.  

Women who categorize networking as a more of a nuisance are 
concerned with the time it takes from work, family or personal interests. 
And others think they’re just not nimble. “I wish I was better at it,” 
lamented many. 

Indeed, there was a resounding theme of women wanting more access 
to thoughtfully designed approaches to networking and mentoring. 
The overwhelming majority (70 percent) say that men and women in 
technology have equal access to general skills training and development. 
Yet, only 48 percent believe that men and women have equal access to 
mentors/mentoring, and a mere 27 percent report that formal women’s 
mentoring and networking programs exist in their organizations. 
This, despite what mentoring researcher Dr. Stacy Blake-Beard calls 
the “inextricable link between mentoring and leadership,” as well as 
numerous studies that show mentoring is one of the most signifi cant 
enablers of professional advancement.

Only one CIO pointed to her company as an example of how to 
shepherd women in a technology environment, “Occasionally, we have 
joint meetings with customer organizations, and there is not a single 
woman on their IT leadership team. They’re shocked because they walk 
in and my team is 50% women . . . I’m serious about mentoring and 
developing women, and so is my company.”

Here’s a useful networking and mentoring checklist:

NETWORKING
   Do you belong to a professional association and attend a meeting at 
least once a quarter?

   Inside your organization, do you engage a colleague, customer or 
leader at least once a week? 

MENTORING
   Is there at least one person you consider your mentor? 
   If you have a mentor (or are thinking of someone you would like to 
approach), can he or she be straightforward about your strengths and 
weaknesses, as well as how they relate to your future? Is this person 
really interested in you, your brain and talents in a way that goes 
beyond tactical succession planning?

   Have you looked beyond the traditional mentor model of “older, 
wiser godfather fi gure” and the presumption that “a woman must 
be mentored by a woman?” Do you seek a variety of mentors with 
different perspectives?   

Making More of 
Networking and Mentoring




