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Abstract

Purpose — This study aims to investigate the representation of women managers through a content analysis of
related magazine articles within the hospitality industry in the Maldives. Evidence suggests an increase in the
number of working women, yet there is relative neglect toward identifying issues involving women in the industry.

Design/methodology/approach — Both qualitative and quantitative approaches were used to content-
analyze the narrative on the sampled articles from a Maldives-based hospitality magazine, Hotelier Maldives.
Qualitative content analysis and quantitative methods report on the challenges faced by women managers
and reasons for their success based on the narratives.

Findings — This study revealed that although women managers are underrepresented in management,
there has been a broad increase in the participation of women within the industry. This study falsified the
perception that gender is a limiting factor to hold senior positions in the hospitality industry and that
increased participation of women managers may be driven by the changing social and cultural contexts.

Originality/value — This study is one of the first to examine how women managers are represented in
hospitality magazines. Despite its relevance, previous tourism research has not focused on this kind of
measurement.
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Introduction

While business has usually been considered a male-dominated activity (Berg, 1997), recent
studies emphasize significant contributions of women in business around the world
including transitional economies. The global entrepreneurship monitor indicates that
women entrepreneurs create, run and grow businesses across all industrial sectors. In 2010,
almost 42% of entrepreneurs in the world were women (Global Entrepreneurship Monitor,
2010). Since then not only has there been an increase in the number of women entrepreneurs,
the overall participation of women in the labor force continues to grow with an additional
quarter of a billion women having entered the labor workforce since 2006 (World Economic
Forum, 2015). While growth in the number of women in professional occupation is slow and
the numbers are not impressive, yet there are some areas that have witnessed women
occupying management and senior management positions in substantial numbers more
than the others. Hospitality and tourism, in particular, has been one such industry
witnessing an increase in the number of women joining the labor force due, in part, to the
increasing opportunities for women wanting to work in the tourism sector. According to one
estimate, 90% of hotels and galleries are managed and owned by women (Copeland and
Murni, 2010). Yet, other studies (Duffy et al,, 2015; Moswete and Lacey, 2015) document the
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role of women as owner-managers of small tourism firms including small hotels, bed and
breakfast, snack bars, catering services, restaurants, event planners, tour operators/guides
and souvenir vendors (Desa et al.,, 2012; Akehurst et al., 2012).

With an increase in the number of working women, there has been a simultaneous
increase in the number of research studies studying the influence of women managers and
their significant contributions to world economies (Langowitz and Minniti, 2007). However,
there is a relative neglect toward identifying issues involving women in tourism. Recent
literature review suggests that studies about women entrepreneurs comprise less than 10%
of all research in the field, while research surrounding women managers in the hospitality
and tourism industry is even more starkly underrepresented. Despite its managerial
relevance, to date, few studies in the hospitality and tourism literature have examined the
challenges faced by women in the industry. It is of particular importance to understand
factors that mobilize or prevent women from entering this industry, as a failure to
understand these factors may result in the underutilization of women’s managerial potential.
This study specifically focuses on the representation of women in managerial positions in
the tourism intensive industry of Maldives located in the Asia-Pacific region. Maldives,
which is a 100% Muslim country, is considered one of the most popular tourist destinations
in the world (Rasheed, 2014). Although Maldivian women are recognized as being among
the most emancipated in South Asia and the Islamic world (The World Bank, 2004), studies
report that the proportion of women working in the Maldivian tourism industry is relatively
low (Shakeela ef al., 2010). As women labor participation is influenced by culture, which, in
turn, affects access to employment opportunities, the present research is among the few
studies that focus on markers of women success in a non-Western society (Al-Ahmadi,
2011).

The need to undertake this study is both methodological and theoretical.
Methodologically, much of our information about women'’s career development in developed
countries, such as Maldives, comes from surveys or in-depth interviews with a small sample
of women executives. This study focuses on learning more about women’s career
development by examining the reality of women at managerial positions that can be
extracted from their media representations (Levie, 2010; Achtenhagen and Welter, 2007; Ahl,
2007). Such knowledge is relevant to address issues related to women advancement in the
hospitality industry. Theoretically, reasons for the success of women managers remain
curiously understudied within the realm of media representation of women managers in
hospitality and tourism. Most empirical research has simply studied gender stereotyping or
has statistically analyzed reactions of workers from the hospitality industry toward gender
issues. Correspondingly, to address the above outlined gap, the present research explores
the drivers of success as attributed by women managers by drawing on magazine
representation of women managers within the hospitality and tourism industry.

Literature review

Women in tourism

Several studies have investigated why women work in tourism and what types of work-
related challenges they face while working in this industry (Burgess, 2003; Doherty, 2004;
Woods and Viehland, 2000). Findings suggest that while the industry has some brilliant
women Chief Executive Officers (CEOs) and executives (e.g. Marilyn Carlson Nelson, CEO of
Carlson companies; Stephanie Sonnabend, President, Sonesta International Hotels; Charlotte
St. Martin, Executive Vice President (EVP), Loews Hotels and Barbara Talbot, EVP Four
Seasons, to name a few), yet women who hold top managerial positions remain an exception
rather than the norm (Mann and Seacord, 2003; Costen ef al., 2003). Burgess (2003) indicates



that men are better represented in higher status jobs than women. This is true even for
developed countries such as the USA, UK and other European countries where tourism and
hospitality is one of the fastest growing sectors (Primavera, 2001).

Systematic investigation of women’s progress in management within the Asian context
started in the mid-1980s and the studies primarily focused on profiling women
entrepreneurs (Teo, 1996) or attempted to identify the changing patterns in their businesses
(Lee, 1996). For example, Teo (1996) reported that women entrepreneurs in Singapore faced
work-family conflict, which negatively affected their job satisfaction and life satisfaction.
Similarly, Khandelwal and Sehgal (2018) studied factors contributing to the success of
women entrepreneurs in the Indian context and found that societal norms and values based
on gender-specific roles rendered a lot of pressure on women. Despite the work-related
problems, it was found that the ratio of the female to male workforce in Turkey increased
over the past few decades (Turkish Statistical Institute, 2006) with the tourism industry
being one of the favorite choices for women to search for employment in Turkey. Although
some Asian countries have been at the forefront in passing labor equity laws, where a large
percentage of women participate in the labor market, female executives are still
underrepresented in the region. As the Asian region is experiencing a rapid growth in
tourism and hospitality businesses, it provides an increasing opportunity for women to
participate in the tourism sector and promote economic growth and development. While the
present research explores the subject of women in tourism and hospitality through an Asian
lens, it is hoped that the ideas and issues that arise will provide insight on a general
discourse surrounding the status of women in hospitality management.

Theoretical background: gender schema theory

Gender schema theory (Bern, 1981), a theory on gender role development, entails
stereotypical messages about gender such as that boys are strong and girls are weak.
Individuals learn differences between the classifications of male and female from society
from early childhood and then adjust their behaviors to meet these expectations (Mc Vee
et al., 2005). For example, children participate in gender-appropriate behavior, which is
evident in their toy selection (Martin and Ruble, 2004). Bern (1981) argues that this behavior
continues in adults who are predisposed to associate traits, objects, behaviors and
characteristics based on gender schemas. For example, nursing and teaching have long been
considered gender-appropriate careers for women because of the nurturing traits associated
with such jobs.

Media representations in line with gender schemas reinforce gender stereotypes in the
society such that media represents the societal gender schemas by the underrepresentation
of women in various roles that are categorized as male-appropriate. Media coverage of
certain professions as gender appropriate or gender inappropriate further reinforces gender
stereotypes. In a content analysis of newspaper coverage of women entrepreneurs in
Germany, Achtenhagen and Welter (2011) found that overall German newspapers still
create a picture of women’s entrepreneurship that is old-fashioned and builds on traditional
gender stereotypes and role models and as such media discussions do little to encourage
rethinking of traditional role stereotypes.

Resultantly, women’s career advancement to senior leadership positions has been met
with differences in gendered social status. In line with the gender schema theory, gender
stereotypes have often led men to dominate at top leadership levels (Weyer, 2007).
Organizational structures further promote structural oppression preventing women from
reaching their full professional potential (Ridgeway, 2001).
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Based on gender role development theory (i.e. Gender Schema Theory, Bern, 1981), the
present study has two main objectives, namely, to identify and provide a meaningful
interpretation of the nature of articles appearing in tourism and hospitality magazines
featuring women managers and attempts to illustrate the determinants of success among
women managers through the analysis of such articles and to evaluate the association
between women managerial success factors and their marital status.

Media representation of women managers

Much of our information about the challenges women managers face in the industry comes
from surveys. However, a lot can be deduced from their depiction in media, which permits
an analysis of women managers in their social context allowing us to capture diverse facets
of their struggle and challenges in the industry (Davidsson, 2003). Media is a powerful force
as it creates and maintains meaning, thereby influencing our thinking and actions
(Fairclough, 1995). Media, including newspapers, magazines and periodicals, legitimate a
certain version of reality (Moscovici, 1976). According to the social cognitive theory of mass
communication, media communication significantly affects social attitudes and behavioral
intentions (Bandura, 2001). In that sense, media has the power to produce reality, and
therefore, affect public perceptions and evaluations (Berger and Luckmann, 1969).

This function of the media specifically applies to businesses as it influences and shapes
the behavior of people (Czarniawska and Rhodes, 2006), and has significant influence on
how individuals, and, in turn, organizations, business networks and communities
“understand” managers and leaders. Therefore, media makes sense of, and gives sense to
(Hellgren et al., 2002), women as managers and as leaders. However, media contents about
women leaders and managers focus more on their private lives than on their contributions to
society.

Although there is a complete lack of studies surrounding media representation of women
managers in the hospitality magazines, there is enough evidence in support of the
underrepresented status of women around the world in several male-dominated industries
including politics, sports and movies (Shifflett and Revelle, 1994; Jones, 2006; Alexander,
1994). Media representation of women managers, in particular, depicts what women
business owners typically do and what issues confront them. The late Anita Roddick,
creator of The Body Shop, for example, used her public image to advance her business and
to draw attention to her campaigning activities. An analysis of media representation of
female managers, thus helps to understand and interpret the reality of women workers.
Recognizing the significance of media representation of women managers, a growing
number of studies are examining these representations and issues related to women
workforce in the industry (Lidmsi and Tiensuu, 2002). In a study by Achtenhagen and
Welter (2011) on the representation of women entrepreneurs in German media, it was found
that media still clings to the old gender stereotypes in its representation of women
entrepreneurs. Such representations have an evident impact on women’s identity and
opportunities in a career context. Studies show that newspapers, business media and
research publications portray female entrepreneurs as less successful than male
entrepreneurs (Achtenhagen and Welter, 2007). Afterward, Ross and Carter (2011)
conducted a content analysis, which revealed that male coverage in news items tend to
appear more often, and hence, favored in comparison to female news coverage. Findings also
revealed that women were three times more likely than men to be described in terms of their
family status (e.g. mother, wife and daughter), either as part of their personal biographical
detail or else they were invited to speak precisely because of their relationship to the main
(male) news subject (Ross and Carter, 2011).



Despite recognizing the importance of media representations of female managers, some
important gaps exist in past research. First, portrayal and coverage of women managers as
reflected in hospitality magazines is completely lacking. Although women’s participation in
tourism is on the rise, the contemporary tourism space is still subject to criticisms for being
highly masculinized and privileging male counterparts, which is reflected in the higher
representation of male managers as compared to their female counterparts in tourism and
hospitality publications. Second, as stated in the literature above, there has been some
research surrounding media representation of women entrepreneurs, yet none with regard
to the representation of women managers. These two may be different as the challenges and
issues related to women entrepreneurs may be unlike those faced by women in managerial
positions. Therefore, it is pertinent to search for answers to the following questions: how do
magazines present women working in tourism and hospitality? What aspects of women
managers’ work and life find media coverage? To what do women managers in the industry
attribute their business success to? These and other related questions become a subject
matter of further investigations.

Factors affecting women managers’ success

Factors contributing to the success of women managers can be found in studies on
entrepreneurs in the western countries that focus on three major areas for women
entrepreneurs’ success, namely, background factors and personal characteristics,
psychological attributes and traits and situational factors (Dugan ef al,, 1990). Carr (1996)
reveals that women’s employment decisions are often tied to family considerations including
marital status, parental status and ages of children. Women may have different
measurements of success-especially married women who may be looking for a way to
balance family burdens. For example, a study by Al-Ismail ef al. (1990), on women working
in hotels in Saudi Arabia and UAE, reported that women with childcare or other caring
responsibilities faced increased difficulty in managing work and life, which, in turn, linked
negatively to job satisfaction. That is, the study showed that more negative effects with
respect to job satisfaction, marital satisfaction and life satisfaction were experienced by
married working women as opposed to unmarried women managers. This stream of logic
lends additional support to the notion that married business women have to face dual
challenges in relation to family and career.

It is also prudent to note that even though single women lead entrepreneurial growth,
more married women are entrepreneurs (Patrick et al, 2016). Thus, marriage encourages
self-employment in general, but much more for women (Carr, 1996; Boden, 1999). Statistics
show that even in developed countries, such as US, approximately 65.5% of self-employed
women are married while only 52.3% of salaried women are married. Therefore, being
married increases the odds that a woman will work for herself (MacPherson, 1988). In
addition to the marital status, some authors have found that self-employed women are older,
and better educated than their salaried counterparts (Devine, 1994). Another commonly
reported reason for the entrepreneurial success of women is the availability of financial
resources. In particular, family-to-business enrichment and support may be especially
beneficial to female entrepreneurs’ businesses as women tend to have less access to financial
resources than male entrepreneurs (Morris et al, 2006); therefore, the resources women
acquire in their family domain may be more meaningful to their business success.

Previous studies have also identified entrepreneurial characteristics that significantly
contribute to managerial success. For example, Say (1971) suggested that successful
entrepreneurs possess outstanding qualities such as decision-making, internal locus of
control (Rotter, 1966), self-confidence, independence (Hisrich and Gracher, 1995), an eye for
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innovation and good communication skills (Cox and Jennings, 1995). While some
researchers suggest an entrepreneur’s success to be affected by his/her risk taking ability
(Cox and Jennings, 1995), others identify high efficiency, opportunity recognition,
perseverance and social skills as essential characteristics of successful entrepreneurs
(Markman and Baron, 2003).

The current research extends this insightful and managerially relevant body of literature
in two important regards, namely, first, most of the past studies have either employed a
survey mechanism or used the census data (Carr, 1996) to profile women managers. Content
analysis of magazine articles featuring women managers, on the other hand, allows themes
to emerge that may not have been captured through either a survey mechanism or census
data (e.g. the non-economic factors of success). Second, none of the past studies have
analyzed the heterogeneity in women’s managerial success factors including various
individual, household and economic forces. It is hypothesized that at least some of the
heterogeneity in women’s challenges in the workplace can be accounted for by separately
analyzing the factors for success associated with married and unmarried women managers
and that by doing so it can be found as to how the challenges married women are faced with
differ from those faced by unmarried women managers.

Method

Study procedure

Articles about women managers in the tourism and hospitality industry can be a good
source for understanding the challenges encountered by women in this industry. It is
suggested that these articles express such issues and that content analysis can reveal them.
Therefore, an exhaustive search of magazines under the travel and hospitality was
conducted, both in the directories of Yahoo and Google and also in the offline sources, to
shortlist magazines that featured articles on women managers in the industry. By visiting a
number of sources under the sub-categories such as “publications (or publishers),”
“magazine” and “news and media,” articles featuring women managers-related information
were identified. With the intention to understand challenges related to women managers in
tourism, features selected for the study were carefully identified and related solely to women
managers in tourism.

As the tourism and hospitality business was selected for the setting of this study, four
sub-categories of tourism and hospitality were identified for searching the source of
information, namely, travel trade; travel magazines; travel guides; and travel blogs. At the
time of study, Hotelier Maldives was found to be the leading bi-monthly magazine, which is
a Maldives-based hospitality magazine and is represented digitally on hoteliermaldives.com
along with a monthly print edition. The analysis thus, presented centers on Hotelier
Maldives — a tourism and hospitality magazine that provides updates of the industry news
since its inception in 2014. The magazine describes its readership as:

[...] the only circulation-audited media in the country, the magazine reaches a comprehensive and
loyal audience on a bi-monthly basis. [. . .] readership of Hotelier Maldives consists of key decision
makers including senior and middle management hospitality executives, developers and
investors, travel industry professionals, hotel suppliers and logistical service providers.

The magazine Hotelier Maldives was chosen for two reasons. First, Hotelier Maldives
features articles on managers from different nationalities working in the hotel industry in
Maldives. Second, one of Hotelier Maldives’ features was a section, “women in hospitality,”
which reported on women who became managers in this industry and which portrayed
these female managers at work, describing their work content, work experiences and overall
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work-life settings in Maldives hospitality sector. In line with common approaches in the
qualitative analysis of media outputs (Bryman, 2004), “women in hospitality” feature of
Hotelier Maldives magazine can be understood as presenting a purposefully shaped
representation of women managers at work. As the analysis presented in this paper is
exploratory, in the sense that the conceptual perspective (representation of women
managers at work) is new, the generalizability of findings is not the main aim of the
research. However, future research might fruitfully compare representations of women
managers across several women’s magazines.

For the purpose of this paper, a qualitative approach was undertaken using a content
analysis method, which is gaining prominence in entrepreneurship research (Ahl, 2007).
Magazine articles were analyzed based on text analysis of articles’ content, allowing a
systematic and rigorous description of its content. This type of analysis is particularly
appropriate for mass media studies as it allows a precise description of a vast diversity of
message content (Sparks, 2002). The process is divided into two steps, namely, qualitative
and quantitative content analysis. The first step of qualitative analysis starts with coding, a
process that brings similar data together according to themes, concepts, etc., and in which
codes can be generated from the text or existing ideas (Lewins and Silver, 2007). Once the
data is coded, depending on the focus of the study, identification of themes takes place.
Thereafter, quantitative analysis will follow to examine patterns and structures of data
(Bergman, 2010).

Each “women in hospitality” feature consisted of a picture of the female manager, and a
series of questions seeking information about their job position, role in the industry, challenges
faced in the profession and their professional achievements. The study commenced with a
pragmatic intention, namely, to identify how women managers in the tourism and hospitality
industry are represented in magazines. Furthermore, to achieve an interpretation of the text, the
articles were analyzed based on the primary research question “to what do women managers
working in the tourism and hospitality industry attribute their success to?”

Data was content analyzed from the articles appearing between July, 2015 and May, 2018
using NVivo 11, a software program that supports qualitative and mixed methods research.
NVivo identifies words frequently used from each sub-category of the articles and these
frequently used keywords are then coded into quantifiable data in statistical package for the
social sciences for further quantitative analysis.

A total of 47 articles appeared in the magazine and were related to women working in the
tourism and hospitality industry of Maldives from across 16 different nations. Of
the conglomerate whole, nearly 55% of the women managers were above 40 years. Based on the
sector, 20 of these women managers were part of the hospitality industry, 5 of the cases were in
food and beverage, 7 were in marketing and sales while 11 of them provided outdoor tourism
activities including aviation and wellness. In terms of marital status, 65% of the women managers
were married and 35% were single. Finally, regarding qualification, 79% of the study’s sample
comprised women managers with maters or bachelor’s education in hospitality and tourism.

Measurement of variables

Managerial success. Managerial success was operationalized as being attained by managers
who used one of the following phrases in their narrative: “success,” “attainment,”
“achievement,” “growth” and “accomplishment.” The text mining produced 42, 31, 25, 18
and 14 results, respectively, for these five words. A number of existing studies (Oliver ef al.,
1997; Crotts and Magnini, 2011) provide theory-based justification for this
operationalization. It may be noted that the text-mining software used in this study also
detects and includes variations of these four phrases, such as “successful.” Thus, the
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grammatical composition or structure of the phrase(s) should not intervene to influence the
results of our content analysis.

Out of a sum total of 47 articles that were content analyzed, 6 articles did not contain a
specific cause of the “success” and so were removed from subsequent analysis, resulting in 41
usable cases. The data were first saved into separate independent Word files (.doc files) and
were coded according to each woman entrepreneur appearing in the magazine. For further
content analysis, the text data were merged into separate files according to the theme, including
demographic information and sector.

Drivers of managerial success. The text-mining technique used in this study applied
content analysis of two sentences surrounding the success phrase (e.g. achievement).
Dividing the text into small blocks such as this is consistent with travel blog research
conducted by Crotts et al. (2009). Thus, within the context of this study, two sentences
surrounding the achievement phrase were content analyzed and the explicitly stated
cause of achievement was recorded by the researchers. In doing so, the following
categories for causes of success emerged from the data, representing 100% of all
narratives:

e Family and friends.

¢ Personality characteristics.
e Peer support.

¢ Mentors.

» Competencies.

¢ Work-family balance.

¢ Personal resources.

When coding these data, the domain of the “family and friends” category was
operationalized as causes of success that specifically refer to managers’ family and friends
as allies. This conceptualization is consistent with Powell and Eddleston (2013) research that
argues that the family domain may supply various types of resources that assist managerial
success. Excerpts from article narratives that comprise this category include “supportive
parents” and “my best friend Anyu has been by my side since the beginning. She has always
supported me to ‘be somebody’.”

Consistent with the findings of Ahmad (2011), the present study also conceptualizes
“personality characteristics” variable of managerial success as including emotional skills
and attitude. Compassionate and nurturing traits, hard work and commitment to the job, for
example, were quoted as being the reasons for success.

Regarding “peer support,” this category emerged to include narratives that describe
people in similar positions who share knowledge or experience and provide emotional, social
or practical help to each other. For example, an article narrative coded into this category
included “team/staff.” Another narrative coded into the peer support category included the
following: “my biggest success is the people I work with: the support extended by staff, all
industry partners and stakeholders during the initiation to the field.” It is prudent to note
that the “mentor” category was operationalized as being distinct from the “peer support”
category in that the former encapsulates a process of providing career development
functions through coaching whereas the latter evidence the friends at work support. For
instance, the phrase “.. .blessed to have met great teachers and mentors along the path who
encouraged me on that aspiration” is categorized as mentorship. On the contrary, a narrative
contained in the peer support category included the following: “[. . .] support of my team.”



Mitchelmore and Rowley (2013) developed a competencies model for women
entrepreneurship and included four categories, namely, personal and relationship-based
competencies (e.g. internal-personal skills and perseverance); business and management
competencies (e.g. financial management); business venturing competencies (e.g. innovation
and creativity); and human resource management competencies (e.g. leadership and
managerial style). In line with this framework, “competencies” have been operationalized as
those learned as a result of work experience, training and education (skills, knowledge and
experience). An example from article narratives that comprise this category includes,

For me, it’s all about leadership. I would describe my leadership style as being based on trust and
good people skills — I've got the trust of my team, the shareholders and the management.

One of the most consistent findings in the study of women workforce is the constraining
effect of “work life balance.” Given the long and demanding working hours in the industry,
the ability to strike a balance between the two most important facets of most adults’ lives —
work and family, is a major predictor of success. Particularly, for women, defining success
in terms of satisfaction in work and ability to make time for family is a relevant indicator of
success (Fenwick and Hutton, 2000). This dimension was operationalized using the number
of working hours worked as flexibility in working hours would lift the pressure and aide in
maintaining the much needed balance. This was nicely captured in some narratives such as:
“smart women can manage both a career and a family.”

One of the intrinsic factors of success — “personal resources” or the financial background
of the