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Abstract 

In this chapter, we propose that gendered portrayals of entrepreneurs in mass media contribute to 

gender differences in entrepreneurship via two well-established, social psychological 

mechanisms: self-efficacy and stereotype threat. Our thematic analysis 

of Entrepreneur magazine covers featuring women or men entrepreneurs showed that, in general, 

women are underrepresented on covers and, when they are shown, the accompanying textual and 

visual messaging is rather saturated with gender stereotypes. We urge for an increase in the 

quantity and quality of women representation in the media that is attentive to the role of the 

media in shaping the types of ventures women establish and operate. The aim is to encourage 

more women to enter into entrepreneurship with greater entrepreneurial self-efficacy or 

aspirations that are more ambitious. Media narratives populated with greater numbers of 

successful women entrepreneurs across a diverse range of business types and across industries 



beyond those traditionally associated with ‘feminine pastimes’, could lead to positive feelings 

that increase the wellbeing of women. 
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Introduction 
 It is widely accepted that men are normative actors on the entrepreneurship stage. A stage 

lit by the glow of television and film messaging, and set to the backdrop of newspaper headlines, 

magazine copy and social discourse-inspired folklore. A woman walking into the lobby of this 

theatre is likely to be struck by the notable absence of self-representation. 

 In this chapter, we argue that gender-based inequality in entrepreneurship is symptomatic 

of stereotyped narratives of women entrepreneurs. In particular, stereotypes presented in the 

media. We further argue that a lack of female representation, and the form that representation 

takes, has implications for women’s entrepreneurial self-efficacy and wellbeing.  

 We present findings from an analysis of representations of women and men entrepreneurs 

in a globally distributed entrepreneurship publication, Entrepreneur magazine that claims to be a 

voice for entrepreneurship around the world (Entrepreneur, 2018). 

 Our decision to focus on the gendered entrepreneurship discourse in Entrepreneur 

magazine is due to the publication’s global reach. This is one of the most widely-distributed and 

long-established (since 1977) entrepreneurship-specific magazines.  

 The publication disseminates articles about startups, founders, small business 

management and entrepreneurship to global audiences across print and digital channels, 

producing the following editions: United States, Europe, Middle East, India, Asia Pacific, 

Español, Philippines, South Africa, and China. 

 According to Entrepreneur magazine’s media kit (Entrepreneur, 2018), millions of 

readers are exposed to the publication each month. As an example of the magazine’s reach, the 

magazine’s United States edition has 3.1 million print-based readers, 14 million unique monthly 

views to its website (www.entrepreneur.com), and 13 million followers on social media. 

 Previous research has investigated gendered narratives in media at a national level. For 

example, a study of articles published in German newspapers (Achtenhagen & Welter, 2011) 

found journalists to favour stereotyped views when reporting on women business ownership. 

Another study (Bobrowska & Conrad, 2017) found that messaging in the Japanese business press 

tended to portray women entrepreneurs in a less positive light than men entrepreneurs. Our 

analysis aims to go beyond previous ‘national’ perspectives by advancing a more global 

approach. 

 In what follows, we outline trends relating to female entrepreneurship participation and 

venture type, illustrating how gendered discourse plays a role in shaping female entrepreneurs’ 

self-efficacy, performance and identification, and hence wellbeing.  

 We propose that gendered portrayals of entrepreneurs in mass media contribute to gender 

differences in entrepreneurship via two well-established social psychological mechanisms: self-

efficacy and stereotype threat. Based on these mechanisms, we adopt the theoretical perspective 

that ‘you can become what you see’. Following this, we present findings from a thematic 

analysis of Entrepreneur magazine covers, concluding that depictions of women entrepreneurs 

do little to dismantle propagation of gender-biased narratives of global women entrepreneurship. 



Trends in female entrepreneurship participation and venture characteristics 
 According to findings from the Global Entrepreneurship Monitor (GEM; Kelley et al., 

2017), in 2016-2017, there were approximately 274 million female entrepreneurs in the world, 

including 163 million nascent entrepreneurs or owner-managers of a new business plus 111 

million owner-managers of an established business (i.e. businesses older than 3.5 years).  

 Despite healthy representation of women in early-stage entrepreneurship, as ventures 

grow, men fare better than women on metrics such as investment funding, number of employees, 

and revenue generation (see Aidis & Schillo, 2016; Eddleston, Ladge, Mitteness, & Balachandra, 

2016; Malmström, Johansson, & Wincent, 2017; Poczter & Shapsis, 2018). 

 Compared to men, the overall rate of business ownership is lower for women, and exit 

rates are higher. Necessity entrepreneurship is 20 percent higher among women entrepreneurs 

compared to men entrepreneurs. However, women are 3.5 times more likely than men to cite 

opportunity than necessity motives in developed nations with innovation-driven economies. 

GEM reports that the gender gap in opportunity perception is narrowing with women reaching 90 

percent equivalence to men (Kelley et al., 2017). 

 At a regional level, GEM (Kelley et al., 2017) data shows that Middle East and North 

African nations have the lowest women entrepreneurship rates compared to men, with women 

businesses being one third the rate of male businesses. Jordan has one of the widest gender gaps, 

with average women entrepreneurship rates about one quarter of men rates. Although Indonesia, 

Thailand and Vietnam have women entrepreneurship rates that are equal to, or higher, than men 

rates, such findings should be interpreted in the context of growth indicators that vary 

dramatically across countries. For example, more than three quarters of women entrepreneurs in 

the United Arab Emirates have sales in international markets but in countries such as Malaysia, 

Thailand and Vietnam. International sales by women entrepreneurs are less than 1 percent 

compared with men and even 0 percent in some cases. Approximately 27 million (10 percent) 

women businesses have no intention of hiring employees in the next five years (Kelley et al., 

2017). These findings indicate that women’s entrepreneurship activity is underdeveloped in 

comparison to men’s. And women-owned ventures do not reach the growth capacity of men-

owned ventures (Kepler & Shane, 2007; Klapper & Parker, 2011; Poggesi, Mari, & De Vita, 

2016). 

 When women attempt to grow their ventures through seeking capital investment, they 

typically encounter greater barriers than men entrepreneurs. Take for example the success rates 

of women versus men entrepreneur pitches aimed at securing venture funding. McKinley (2016) 

found that men’s pitches were more likely to be selected for capital investment than women’s 

pitches. Poczter and Shapsis (2018) reported that angel investors made larger investments for 

lower equity stakes in men-led entrepreneurial teams than woman-led teams. In addition, female 

entrepreneurs are less likely to be granted business loans in the traditional banking sector and 

receive less favourable terms for approved loans compared to men (Poczter & Shapsis, 2018). 

 Historically, entrepreneurship has been represented as a domain for boys and men 

(Goktan & Gupta, 2015; Lim & Envick, 2013; Mueller & Dato-on, 2013). It is therefore of little 

wonder – as reflected in the previously mentioned GEM data (Kelley et al., 2017) – that fewer 

women than men rapidly grow entrepreneurial ventures (e.g. ‘gazelles’) and reap the associated 

rewards. 



Gendered discourse and entrepreneurial self-efficacy and stereotype threat 
In this section, we propose that gendered portrayals of entrepreneurs in mass media 

contribute to gender differences in entrepreneurship via two well-established social 

psychological mechanisms: self-efficacy and stereotype threat. 

Based on Bandura’s (1986) influential social cognitive theory, Lent, Brown and 

Hackett’s (1994) social cognitive career theory (SCCT) proposes three socio-cognitive 

determinants of career choice and development: (1) self-efficacy – personal beliefs about one’s 

ability in a performance domain; (2) outcome expectancies – personal beliefs about the 

consequences of a particular behaviour; and (3) goals – determination to engage in particular 

behaviour or effect a particular future outcome.  

According to SCCT, self-efficacy beliefs and positive outcome expectancies facilitate the 

path from career interests, to career choice goals/subgoals to performance attainment. In 

addition, person and contextual variables interact to influence personal beliefs and career choice 

and development. For example, Lent et al. (1994) describe a gender-elaborated SCCT model, in 

which they acknowledge gender role stereotypes and role model exposure as influential variables 

for women’s career interests and development.  

Consistent with SCCT, BarNir, Watson and Hutchins (2011) found that entrepreneurial 

self-efficacy (ESE), a belief in one’s ability to succeed in an entrepreneurial career, mediated 

between entrepreneurial role model exposure and entrepreneurial career intention. In addition, 

ESE mediated the effect of role model exposure on entrepreneurial career intention more 

strongly for women than for men, suggesting that role models are more important for women.  

An examination of the effect of entrepreneurial role model exposure on entrepreneurial 

career intentions in women (Austin & Nauta, 2016) found that entrepreneurial self-efficacy 

mediated the relationship between role model exposure (number of role models, intensity of role 

model exposure) and entrepreneurial career intention but having a same-sex role model as one’s 

most influential role model did not influence entrepreneurial intention. However, the authors did 

not consider the effect of role model exposure on entrepreneurial career intention tied to 

particular sectors.  

In addition to influencing self-efficacy beliefs, gendered or negative stereotypes of 

women entrepreneurs may influence their career trajectories via stereotype threat, “the social-

psychological threat that arises when one is in a situation or doing something for which a 

negative stereotype about one's group applies” (Steele, 1997, p. 614). Here, the ‘threat’ is one of 

being negatively stereotyped, evaluated/treated stereotypically, or conforming to the stereotype.  

Steele argued that stereotype threat could affect the members of any negatively 

stereotyped group (e.g. women entrepreneurs) and, for those who identify with the domain to 

which the stereotype is related (e.g. entrepreneurship), the threat is self-threatening. Stereotype 

threat causes members of stereotyped groups to underperform, but only under conditions of 

stereotype threat. 

Chronic underperformance can lead to ‘dis-identification’, “a re-conceptualization of the 

self and of one's values so as to remove the domain as a self-identity, as a basis of self-

evaluation” (Steel, 1997, p. 614).  

Steele cited example of women who spend considerable time in a competitive, male-

oriented field, arguing that those who have ‘de-identified’ are likely to underperform and give 

up, even when stereotype threat is removed.  



 To the extent that entrepreneurship is represented as a masculine domain, stereotype 

threat may deter women from entrepreneurial activity or from particular sectors of activity, or 

affect their persistence in such domains.  

 Importantly, Steele noted that susceptibility to stereotype threat does not stem from self-

doubt, but rather from identification with the domain coupled with concern about being 

stereotyped in the domain. Thus, stereotype threat reflects the interaction between a group's 

social identity and social psychological context rather than being essential to the group itself. 

 Citing mixed support for stereotype threat theory, Appel and Weber (2017) conducted a 

meta-analytical review on media-generated stereotype threat (newspaper articles, ads, and TV 

series), focusing on the negatively portrayed group’s identification with the stereotyped domain 

(task choice, career preference) and performance in the stereotyped domain. The analysis, which 

included women and other devalued groups, revealed a moderate average effect size (-.38) in 

support of the stereotype threat hypothesis. A second meta-analysis, revealed a small average 

effect size (0.17) consistent with a ‘stereotype lift’ effect, such that those who did not belong to 

the negatively portrayed group showed an increase in identification and performance.  

 Walton and Cohen (2003) described stereotype lift as a performance boost that occurs 

when members of a non-stereotyped group make a downward social comparison with an 

outgroup whose ability/worth has been explicitly denigrated by a negative stereotype. They 

suggested that the ‘stereotype-inspired’ social comparison might alleviate factors that would 

otherwise interfere with cognitive performance. Thus, negative stereotypes of entrepreneurial 

women may afford an advantage for men entrepreneurs in some domains. 

 A further implication of gender stereotypes is on women’s psychological wellbeing. For 

example, a series of daily diary studies (Swim, Hyers, Cohen, & Ferguson, 2001) showed that 

traditional gender role stereotypes and prejudice, demeaning and degrading comments and 

behaviors, and sexual objectification affected women’s psychological wellbeing including anger, 

depression and self-esteem. 

 In the next section, we present the methodological approach used to investigate the 

representations of women in Entrepreneur magazine, and how this differs from representations 

of men. 

Methodology 
 We use a thematic analysis approach (Braun & Clarke, 2006) to conduct a qualitative 

analysis of representations of women entrepreneurs in the globally distributed entrepreneurship 

publication, Entrepreneur magazine. 

 English language print-based editions of Entrepreneur magazine, published between July 

2017 and June 2018, were selected for analysis. The design of print-based issues was common 

across United States and Europe editions (10 issues per annum per region), and across India and 

Asia Pacific editions (10 issues per annum per region). The Middle East edition consists of 12 

issues per annum. As such, analysis included 32 unique cover designs. The following editions 

were excluded from analysis due to being published in a language other than English or being 

inaccessible through internet search: Español, Philippines, South Africa and China. Using an 

Australian-based Google Image search tool (https://images.google.com.au/), keywords (e.g. 

‘Entrepreneur Magazine’, ‘US’, ‘India’, ‘2018’) were used to locate images of the 32 covers and 

these were subsequently downloaded and exported to .jpg format for analysis. 

 After viewing all the magazine covers, the researchers agreed upon coding themes, 

including the frequency, timing and composition (i.e. sole or group image) of women appearing 

on the cover, text and image-based messaging, and the industries in which the profiled female 



entrepreneur is running their venture. Analysis was conducted using NVivo software. We took a 

prima facie approach to coding, such that ‘what we saw’ was what we coded. Findings from the 

analysis are reported below. 

Findings  

Frequency, timing and composition: female depictions on Entrepreneur magazine 
covers 
 Of the 32 Entrepreneur magazine covers analyzed in this study, gender representation 

was dominantly male:  five covers featured a sole woman, one cover featured multiple women, 

18 covers featured a sole man, six covers featured multiple men, one cover featured a man and a 

woman, and one cover was image based (i.e. absence of woman and men entrepreneurs).  

 Men were more likely than women to be represented as part of a team/group. The only 

cover to feature both a woman and a man (India and Asia Pacific June 2018) depicts a daughter 

and her father, Nidhi and Tulsi Tanti. The female is shown somewhat foregrounded in that her 

arm is masked by her father’s suit, and her hand is resting on his shoulder. 

 From a regional standpoint, women were shown on the covers of four of the 10 published 

issues of the United States and Europe editions (September and December 2017, and January and 

April 2018 issues), one time of 12 published issues in the Middle East edition (March 2018 

issue), and two covers, one shared with a man, of the 10 published issues in India and Asia 

Pacific editions (March and June 2108 issues). 

 If we consider the timing of the issues featuring female entrepreneurs, it is evident that 

across all editions considered in this study, women are more likely to appear on the cover of 

Entrepreneur magazine around the time of International Women’s Day, celebrated annually in 

March.  

 Investigation of issues outside the time period analysed in this study revealed that the text 

on the India and Asia Pacific edition released in March 2018, ‘Shepreneurs Women to Watch’, is 

an annual occurrence.  

 Noticeably, Entrepreneur magazine does not release an annual ‘Hepreneurs Men to 

Watch’ issue. Overall, Entrepreneur magazine provides fewer same-sex role models for women. 

In addition, use of the term Shepreneurs sets up an in group/outgroup division between male and 

female entrepreneurs; men and women are divided into separate sub-groups of entrepreneurs on 

gender lines. 

Text and image-based messaging 
 Messaging on covers featuring men favoured language use relating to: innovation and 

creativity e.g. ‘Paradigm Shift’ (Middle East February 2017), money or value creation e.g. 

‘Money Men’ (India and Asia Pacific December 2017), ‘Billionaires’ (India and Asia Pacific 

July 2017), and ‘Build an Empire’ (United States and Europe October 2017), perfectionism e.g. 

‘Mr. Perfect’ (India and Asia Pacific January 2018) and ‘Attention to Detail’ (Middle East May 

2018), power and risk taking or daring behaviours e.g. ‘Powering the Future’ (Middle East 

January 2018), ‘Batting it out of the Park’ (Middle East October 2017), and ‘Most Daring 

Entrepreneurs’ (United States and Europe, and India and Asia Pacific November 2017).  

 By contrast, covers featuring women mentioned themes including youth e.g. ‘Young 

Millionaires’ (United States and Europe September 2017), humanity e.g. ‘Infusing the Human 

Element’ (Middle East March 2018), or reference gender e.g. ‘Shepreneur’ (India and Asia 

Pacific March 2018).  



Thus, men are represented as competent, successful and financially flourishing, while 

women are represented in line with gender role stereotypes of caring and nurturing. 

Other gendered differences related to textual messaging included the temporal nature of 

phrasing; language on covers featuring women tended to be aspirational e.g. ‘Make 2018 Your 

Year’ (United States and Europe January 2018), or ‘How to Succeed in 2018’ (United States and 

Europe December 2017). In contrast, covers featuring men reported the entrepreneur’s past 

successes e.g. ‘How I did it’ (India and Asia Pacific September 2017) rather than how you could 

do it. 

A notable difference in the design of covers featuring men and women entrepreneurs was 

text-density. Covers featuring women contained less text – in the United States and Europe April 

2018 issue there was a complete absence of text surrounding the woman’s face, hence increasing 

image dominance.  

From the subjective standpoint of the authors, women on the covers of Entrepreneur 

magazine tended to have a more youthful appearance than did the profiled men.  

Furthermore, the image of the woman chosen for the cover could be considered more 

‘beautiful’ by social standards, than the selected images of the male entrepreneurs. This perhaps 

suggests that when hoping to sell magazines featuring women on the cover, editors place greater 

emphasis on visual imagery than substantive content. 

Another difference in gender-portrayal related to the origins of the profiled 

entrepreneurs’ notoriety. Of the covers profiling women, nearly half featured women 

entrepreneurs who are better known for their on-screen celebrity rather than their entrepreneurial 

achievements. For example, profiled entrepreneurs included Sarah Michelle Gellar (of Buffy the 

Vampire Slayer fame), Venus Williams (better known for her sporting accomplishments), and 

one female who straddled both entrepreneurship and screen celebrity: Barbara Corcoran from the 

popular television show Shark Tank. 

Images of men were more likely juxtaposed with a corporate colour palette (i.e. black and 

white), while women and marginalised groups were more likely to be set against colourful 

backgrounds (e.g. bright red, or green). Colour choice may allude to men being a better fit in the 

corporate landscape. 

Industry representation 
There is a clear trend in Entrepreneur magazine towards profiling women on the cover 

who are engaged in entrepreneurship activities in industries that are traditionally associated with 

feminine pastimes. For example, the industries in which the profiled female entrepreneurs were 

operating included: Beauty (United States and Europe September 2017), Fashion (United States 

and Europe December 2017), Real Estate (United States and Europe January 2017), Food 

(United States and Europe April 2018), and Healthcare (Middle East March 2018). There were 

few, if any females in non-traditional industries. 

Discussion 
Perhaps the most noticeable gendered-difference in the covers of Entrepreneur magazine 

relates to the frequency with which women are profiled. Most strikingly, only one cover in the 

Middle East edition featured a female. This may be somewhat indicative of low levels of women 

entrepreneurship in the region: Middle East and North African nations are reported to have the 

lowest levels of female entrepreneurship globally, with women’s engagement in 

entrepreneurship being one third that of men’s (Kelley et al., 2017).  



 Of the 10 issues making up the United States and Europe editions, 40 percent featured 

women. This percentage aligns with US Department of Labor data (McManus, 2017), which 

reports women-owned businesses to make up 36 percent of business ownership in the United 

States. In European Union countries, female entrepreneur participation rates are estimated at 31 

percent (European Commission, 2014). 

 By contrast, two covers in the India and Asia Pacific edition featured women (and one of 

those was a cover featuring a woman and a man). This percentage is markedly different from 

participation in ‘real life’: India is first in a list of countries with high percentages of successful 

women entrepreneurs, representing half of the eight million entrepreneurs in India (Sunil, Parray, 

Chatwal, Bharti, & Dwivedi, 2017).  

 In terms of women representation by industry sector, there was a noticeable lack of 

women entrepreneurs running businesses in the technology sector, as compared to the profiled 

men entrepreneurs. Kelley et al. (2017) emphasise the lack of women entrepreneurs in 

Information and Communications Technology, with ‘fewer than two percent starting businesses’ 

in this sector. In developed countries with innovation-driven economies, women 

entrepreneurship engagement favours the services sector (e.g. education, government, health, 

social services), with women dominating the service industry relative to men. 

 A subtler gendered difference in Entrepreneur magazine’s graphical choices relates to the 

text which accompanies the profiled entrepreneur(s) image. As highlighted in the findings 

presented earlier, language use accompanying images of men entrepreneurs was noticeably 

slanted towards themes of power, innovation, risk taking and daring behaviours. This is perhaps 

reflective of research by Dawson and Henley (2015) that reports avoiding risk has benefits for 

women entrepreneurs as it can reduce the danger of over-committing resources and increase the 

likelihood of putting appropriate safeguards in place. However, a more cautious approach to risk-

taking can have its downside due to missed opportunities and losing out to competitors. 

 Images of women had greater focus on a woman’s face than on a man’s and were 

juxtaposed with language that could be considered as associated with ‘femininity’ e.g. nurturing, 

health, beauty and fashion. 

  

Conclusion and Recommendations  
 In this chapter, we argued that there are existing gender inequalities in entrepreneurship, 

and that media representations of entrepreneurs are gender-role stereotyped, which may have 

implications for women’s self-efficacy and wellbeing, with potential to perpetuate gender 

differences.  

 We took a global perspective through a thematic analysis of magazine covers in 

Entrepreneur magazine, which is one of the most wide-reaching entrepreneurship-specific 

magazines worldwide. We acknowledge that our analysis focuses on a single outlet and is not an 

exhaustive examination of media content. Other portrayals of women entrepreneurs can be seen 

in publications including: news.fabfempreneurship.com, lionessmagazine.com, and 

womanentrepreneur.co. 

 Our qualitative analysis showed that, in general, women are underrepresented on the 

cover of Entrepreneur magazine, and that when they are shown on the cover, the accompanying 

textual and visual messaging is rather saturated with gender stereotypes. This is somewhat 

concerning given that the quantity of entrepreneurship-related media is positively related to 

entrepreneurship engagement rates, particularly among younger generations (Hindle & Klyver, 

2007). It thus follows that increasing the quantity of positive portrayals of women 



entrepreneurship activity in the media can enhance the rate of women participation in 

entrepreneurship. 

 We argue that the quality of such representations must also be addressed, moving away 

from gender-role stereotypes and towards more diverse representations of women entrepreneurs 

with higher potential to encourage participation across a broad range of businesses and 

industries. 

The media is all-pervading, with entrepreneurship magazines representing but one 

possible source of stereotypical portrayals of women entrepreneurs. If narratives of women 

entrepreneurs influence their entrepreneurial self-efficacy, identification with domains and 

performance, then the persistent normative view that successful entrepreneurs are men (Mueller 

& Dato-on, 2013) may strengthen existing gender inequalities.  

Implications for women include reduced quality of their entrepreneurship experience, and 

hence reduced wellbeing. Furthermore, it is important to acknowledge that media representations 

not only influence how women see themselves, but also how others think about the ‘typical’ 

woman entrepreneur (Eikhof, Summers, & Carter, 2013). 

Media representations of woman entrepreneurs may influence how stakeholders, who act 

as gatekeepers for entrepreneurial success, perceive women entrepreneurs and thus harm women 

indirectly by restricting the level of opportunities they have. 

We urge for an increase in the quantity of women representation in the media, which may 

positively affect the rate of women-led venture creation. Furthermore, to ensure that the 

entrepreneurship landscape of the future is inclusive and encouraging of women, we urge media 

outlets to be mindful of their impact on shaping the types of ventures women establish and 

operate. 

Media outlets should, ideally, act as socially-responsible agents within the larger 

entrepreneurship discourse and be cognizant that depictions of female entrepreneurs – as shown 

in their publications – act as mirrors to women’s entrepreneurial self-efficacy, identification and 

performance, and hence women’s beliefs about what they can become. 

If media narratives were populated with greater numbers of successful women 

entrepreneurs across a diverse range of business types and industries and across industries 

beyond those traditionally associated with ‘feminine pastimes’, this could lead to positive 

feelings of wellbeing among women. It could also potentially encourage more women to enter 

into entrepreneurship with greater entrepreneurial self-efficacy or more ambitious aspirations, 

leading to greater growth potential.  

Although highly successful women vanguards can have a deflating effect, via upward 

social comparison threat (Rudman & Phelan, 2010), the bulk of work indicates that successful 

women role model exposure has positive effects on women, inspiring self-empowerment by 

demonstrating that success is possible (see Latu, Schmid Mast, Bombari, Lammers, & Hoyt, 

2018).  

We advocate for an end to media portrayals of women entrepreneurs that are divided 

along gender lines like the Shepreneur, a creature that is distinguished from the successful 

‘entre(Men)pruer’. We recommend increasing positive role model exposure to improve women’s 

entrepreneurial self-efficacy and raising awareness of media-generated stereotype threats among 

women entrepreneurs to help reduce their effects on women’s wellbeing in a vocation that is 

already fraught with challenges, for women and men alike. 
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