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одним. В производстве товаров и услуг массового потребления, например, сходную роль часто 
играют расходы на рекламу, сервисную и сбытовую сеть. 

Научные, сбытовые, производственные, рекламные и прочие компоненты издержек, 
связанных с созданием и продвижением на рынок новых товаров, могут действовать не только 
порознь, но и вместе. При этом их значение как факторов отбора взаимно усиливается [2]. 
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To study the problems of gender equality is of great importance for the global business. Gender 

is a cultural construct, within which our different cultures attach different values, roles and 
responsibilities to women and men. However, in addition to culture, the gender issues are in close 
relation with the global business. From this viewpoint, experience of the West is considerable and of 
great importance. It can be said that the problems of women’s rights and a whole number of barriers, 
which impede to reach the gender equality have long been a great problem for the leading countries of 
Europe and America. But one problem remains – the so-called «Glass Ceiling» – the barriers, which 
impede carrier advance of the female representatives.  

In the background of such diversity it is interesting to familiarize with the apprehension of 
gender equality in Georgia.  

Difference in opinion exists among the scientists in regard to of culture. Culture forms the 
attributes accepted and appropriated for men and women as well as expectations in regard to relations 
of men and women, which in other words can be called the gender. Proceeding from this, gender is a 
cultural construct, within which different cultures, different values, roles and responsibilities are 
attached to women and men. The gender roles are formed under the influence of culture. It can be said 
that women and men are cultural products of their society [9, p 87]. The issues of gender relations and 
gender identity are critical aspects of culture, because on the basis of mentioned above the style of 
everyday life is being established not only in the family, but in broader circles of the society as well, at 
work places, etc. Gender (as well as race or ethnic belonging) is presented as the basis for organization 
of the society proceeding from the cultural burden attached to being a man or a woman. In many 
societies exists the practice of work distribution according to the gender. In majority of societies the 
model is outlined for «working man» and «working woman» , both in the family farming and in 
broader community. The mentioned models, as a rule, in each culture are accompanied by 
explanations, why this should be this way. These models and their explanations differ in time and 
space. These gender disproportions are related to both human rights and the issues of development. 
That’s why we think interesting to consider in the present article the topic on the role of gender 
equality in economic development.  

One of the most important aspects for the global business, to which the issues of gender equality 
are intersected, is economic development of the countries and regions. Proceeding from the 
importance of gender equality protection and preservation, for the purposes of development UN 
Development Program (UNDP) annually calculates the index of gender inequality for the world 
countries and determines relevant ratings. By the data of 2013, the poorest index is fixed in Yemen 
(0.733), Niger (0.709) and Afghanistan (0.705). The list of five countries with the minimal index of 
gender inequality, as is expected, includes European countries: Switzerland (0.030), Germany (0.047), 
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Sweden (0.054) and Denmark (0.056). The highest position in the rating, however surprising it may 
be, is occupied by East European country – Slovenia, with the minimal point of gender inequality 
(0.021). The index of gender inequality for the world countries is 0.450, and for the countries of 
Europe and Central Asia it is lower – average (0.317) [3]. This index is not calculated for Georgia. 
Instead, data on Georgia can be found in the ratings of Gender-related Development Index (GDI), in 
which our country is on 84th place (among 148 countries). To compare, in the GDI index rating 85th 
place is shared by the Cyprus and Mexico, and 83th position is occupied by Macedonia [2, P 53].  

The first ten countries of the gender-related development rating is as follows”: 1. Slovakia; 2-3. 
Argentine and Venezuela: 4. Hungary; 5. Norway; 6. Sweden; 7. the USA; 8-9-10. Finland, Slovenia 
and Bulgaria.  

Along with the degree of gender equality the approaches to the gender issues also differ by the 
countries and regions. 

The European civilization, to which the ideas of democracy and gender equality are organic and 
which stands at an appropriate height from the viewpoint of economic development, faces fewer 
problems in regard to women’s rights protection. The Western culture is still the only one, in which 
the gender equality was implemented in full.  

Islamic countries should be mentioned especially, where the religious laws determine the 
supreme rights of men over women and this has considerably stronger influence on the system of 
cultural values and the mode of the population’s life than the civil laws. In Saudi Arabia, which by the 
data of Economist Intelligence Unit (EIU) is the 7th least democratic country in the world, women 
have to live in the most aggravated conditions.  

Cultures and civilizations, especially in the epoch of modern communications, permanently 
interact and experience mobility and move. In this respect, the western culture is an indisputable 
leader. Numerous ideas, which are developed inside it, in its local mind, come out on the surface over 
time and its waves reach other, non-western shores [5. p 8]. One of such waves, which spread from the 
west to the east, is the idea of gender equality. However, how any society receives and shares this idea 
depends on unique determinants of culture, its openness and good attitude to innovations. It is 
necessary to touch in a few words the gender phenomenon in its Georgian understanding and the 
researchers’ opinion in connection with this. The gender phenomenon in Georgian culture does not 
reveal identity with the phenomenon of any other culture (neither European nor Asian): it is unique, 
peculiar and special (6, p 53). A part of Georgian researchers of gender issues on the basis of analysis 
of our history and literature concludes that in regard to the gender issue our culture is far more tolerant 
than all other well-known cultures and considers that the role of a woman, determined by the Georgian 
culture and tradition is a special phenomenon, which is seen at the very first glance. But not all the 
Georgian researchers agree on the nature of this phenomenon. For many of them the Georgia model of 
re-distribution of gender roles and relations between genders is not at all acceptable and exemplary, 
respectively, often instead of excitement, criticism is heard about the phenomenon mentioned above. 
But what is this phenomenon like? As the gender specialists say this issue requires fundamental study 
and analysis. 

Despite the fact that, as we have already mentioned above, in Europe and America the 
fundamental rights of women are no longer doubted, the problems of gender equality in the issues of 
employment, called by the specialists «Glass Ceiling» , still remain a challenge for the western 
society. Lean Martin determined «Glass Ceiling» as artificially formed barriers, based on the 
prejudices existing inside of the organization. This does not enable the skilled workers to move 
forward on the official ladder and succeed in their carrier. Qualified women specialists and 
representatives of minorities, in major cases, turn to be just under that invisible ladder. The only way 
left for them is to watch from there how other employees advance.  

Possible differences between leadership behavior and management efficiency of woman and 
man is the subject of special interest not only of scientists, but of for the practical specialists oin 
management as well. Interest in this issue becomes sharper by the fact that in the process of selection 
for the leadership position female representatives still experience discrimination, The fact that in 
majority of companies an amount of women employed on the high rank leading positions is too small, 
witnesses the scales of discrimination in this sphere. The tendency, which became stronger and 
according to which preference is attached to men than women in appointment to high rank governing 
positions, acquired the name of «Glass Ceiling» . In 1995 only 5% of the world countries had woman 
governor (president or premier). In large business-organizations the number of women employed on 
the leading executive positions is also small and makes up 30%, though the tendency of improvement 
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is noticed. It is natural that in case of full absence of gender discrimination the mentioned indicator 
should have been close to 50% both for governmental and private sector as well. 

In 2013 the journal «Economist» published a list of the developed countries, in which the 
gender discrimination in the least amount at work places or in search for work. In other words, the 
principles of gender equality are efficiently transferred from theory into practice by employers. In 
calculation of the above-mentioned index for 26 countries the following factors were considered in 
equal, 23-23% share: 

− Difference between the higher education levels among male and female population; 
− Coefficient of women’s participation in labor force; 
− Difference between average incomes of full-time employed men and women; 
− Percentage indicator of women employed in higher management; 
− Correlation of full expenses for baby care with average salary was considered in the index by 

8% share, because not all employed women have children. 
Finally, it turned out that the work environment most favorable for women is in New Zealand. It 

is followed by the Scandinavian countries: Norway and Sweden. It is also interesting that from the 
viewpoint of education more equal terms are in Finland; Sweden has the highest indicator of women’s 
participation in labor force – 78%; in Spain the difference between the average salaries according to 
the gender is the lowest – 6%. The most unfavorable business environment for women from the 
mentioned developed countries is in South Korea and Japan. Probably, this is mostly caused by the 
fact that the amount of women employed on the positions in higher management in these countries is 
very low (despite the fact that President of South Korea is a woman). 

Considerable steps were recently undertaken in Georgia from the viewpoint of promotion to 
gender equality. The government of Georgia reached essential progress in the process of observation 
of obligations charged by the Convention on Eradication of all kinds of Discrimination against 
Women (CEDAW): the Parliament adopted the Law «on gender equality»; the national a plan of 
activity was elaborated. However, the problems in regard to gender issues still exist. 

In the political arena especially difficult for women is in the Parliament. The amount of women, 
which through elections entered the legislative body in Georgia within last two decades, never 
exceeded 10% and at present their number approaches 11%; from 150 MPs women are 17. 

The situation in the bodies of local self-governance and executive power from the viewpoint of 
women’s participation is not attractive either. The amount of women in the self-governance bodies 
kept reducing after each following elections; after 15^ fixed in the local elections of 1998, the 
percentage indicator of women in 2002 fell to 12%. In October 2006 elections from 1 750 deputies 
only 195 (11.14%) were women. This indicator does not improve in the local elections of 2010 either 
– women were only 11% among elected local authorities. 

In August 2-12 only five women were among 19 ministers. By the data of June 2013 among 20 
ministers only three were women, i.e. percentage indicator reduced more. 

On the whole, according to the gender inequality index, by the data of 2014 Georgia is on 79th 
position among 187 countries. 

According to the Georgian National Statistical Service, by average data of 1999-2012 average 
nominal monthly salary of hired employed women is 54% of men’s average salary. 

While analyzing the indicators of employment and unemployment in the gender aspect, it 
should be mentioned that in 2012 compared with 2011 the level of unemployment of men reduced by 
0.6 percentage point, and among women it increased by 0.7 percentage point. It should also be 
mentioned that traditionally the level of unemployment among women is less than among men. Main 
reason of this is that majority of unemployed women are housewives and, respectively, belong to the 
non-active category of the population. The level of inactivity among women exceeds twice the 
analogous indicator among men. In 2012 the level of inactivity among women was 42.6, and among 
men – 21.8%. Thus, compared with men, among women both the level of inactivity and the level of 
employment are low. Woman heads only 20% of business companies. 
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Fig.1. – Glass-ceiling index 
 

From the viewpoint of business are interesting some results of the research conducted by ACT 
in 2013 within the UN joint program «for promotion gender equality in Georgia» . On the one part, 
these results present what role women have in the family while adopting any decision on any purchase 
and, on the other, presents more concrete opinion on the condition existing in women employment in 
Georgia [2]. 

It appeared in result of research that 67% of the population does not work owing to the simple 
reason that failed to get job. 18% of unemployed women consider that it will be difficult for them to 
combine housework with the job and therefore prefer not to work.  

Table №1 
Unemployment reasons N=1257 

 
 Woman Men Total 

Could not find job  46% 3% 6% 
Don’t want to work  25% 9% 3% 
Fail to combine housework with job, so prefer not to 
work  

8% 1% 1% 

Due to high age  4% 4% 4% 
My spouse doesn’t want me to work 4% 0% 3% 
Miscellaneous 4% 3% 3% 
 

In general, 48% of women and 39% of men have no personal income. 29% of the population 
has income from GEL 101 to 300. It should also be mentioned that for 36% of the population this sum 
is family income. For 30% of the population average family income fluctuates from GEL 399 to GEL 
700. Unfortunately, 8% of the population lives in extreme poverty and its monthly income is less than 
GEL 100. It turns out that majority of women has no income. Almost 1/5 of women say that their 
husband/partner has more income than they have; equal income, in women’s words, is in 15% cases, 
but according to men, in 25%.  

Table № 2 
Income of spouses N=1081 

 
 Woman Man Total 

My spouse/partner has no income 6% 7% 1% 
I have larger income 9% 25% 7% 
We have approximately similar income 5% 25% 0% 
My spouse/partner has more income 18% 7% 3% 
I have no income 52% 24% 9% 
Refuse to answer 0% 0% 0% 
I don’t know 1% 2% 1% 
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It should be mentioned that despite the fact who has in the family more income, the family 
members mostly unite all the money and then use in case of need (52%). 

Table 3  
Income of spouses N=1081 

 
 Woman Man Total 

I manage entire money and give to my spouse/partner proceeding 
From my views 5% 11% 8% 

I manage entire money and give to my spouse/partner Proceeding 
from his/her needs 9% 17% 13% 

My spouse/partner manages entire money and gives me a part of 
it proceeding from his/her views 9% 6% 8% 

My spouse/partner manages entire money and gives me a part of 
it proceeding from his/her views 15% 4% 10% 

We unite entire money and take as much as each of us 51% 53% 52% 
We unite a part of money leave the rest to us 5% 5% 5% 
We each manage our own money 6% 4% 5% 

 
For such needs as food products, clothes, large purchases, rest/entertainment and children’s 

education, the final decision on expenses is mostly made jointly, though women have more autonomy 
in buying food products and clothes. 

Opinions on women’s employment are mostly conditioned by the views of the society, the 
model of behavior of man and woman within the family, considerations on the role and function of 
women in the family and the obligations and role of men. According to the Georgian tradition, a man 
is a head of the family and his obligation is to keep his family; a woman is a housewife and mother 
and her obligation is to obey her husband, to take care of the family and children. The attitudes 
mentioned above answer the question – how the society should be arranged? However, it is interesting 
to analyze why the society considers such arrangement true, i.e. answer to the question – why it should 
be so? 

By analyzing the results of qualitative and quantitative researches conducted by ACT we can 
separate several arguments, by which the Georgian society answers the question put above: 

1. Family hierarchy corresponds to the Georgian traditions 
A great part of the population considers that such distribution of roles in the family corresponds 

to the Georgian tradition. The traditions are not doubted. Respectively, it is necessary that all should 
adjust their behavior to the traditions. 

2. Care of family is woman’s unconditional obligation/woman is irreplaceable in the family 
It is considered that a woman cannot be as successful in the carrier as a man, because the 

objective conditions can impede her – due to housework she cannot spare much time to her carrier. 
The present consideration is supported by the stereotyped opinion that doing housework is woman’s 
prerogative by all means, as this is what she should do in any case and her husband cannot share this 
work. Respectively, if a woman wants to be as much successful as a man, then she has to make a 
choice between the carrier and a family, a man does not have to make such a choice.  

3. It is natural for a woman to take care of her family 
Consideration exists that to be a housewife and to bring up children is pleasant for a woman and 

in the family environment she feels happier. Without a family she cannot be happy and no success in 
the carrier can compensate her happiness received from care for the family. Care for the family is in 
the nature of a woman, it is organic for her. 

4. Woman’s job should be simple and should not take much time 
It is considered that a woman can have a job, but it does not impede her in taking full-value care 

of her family, husband and children, because woman’s primary obligation is to take care of her family. 
Respectively, the society considers only certain professions suitable for women (e.g. a teacher, a 
doctor, etc). 

5. A man cannot want his wife to work 
In some cases a man in the family cannot want his wife to work. Accordingly, proceeding from 

the consideration that according to the Georgian tradition a woman should obey her husband and that a 
man is a main decision-maker in the family, a woman cannot be employed due to a simple reason that 
her husband wants this. 
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In relation to apprehension and understanding of gender, proceeding from its uniqueness, the 
Georgian culture cannot resemble any other culture. Besides, as our country is on the transitional stage 
of economic development, it possesses approaches in relations to gender, which are characteristic for 
both high developed countries with high level of education and the economically unsustainable 
countries.  
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Критичним чинником для сучасного світу бізнесу стають взаємини зі споживачами. 

Споживачі стають все більш незалежними і все більш вимогливими. Щоб залишитися 
конкурентоспроможними, підприємства мають володіти інформацією про своїх споживачів, 
співробітників і постачальників. Будь-яке машинобудівне підприємство може поліпшити свої 
прибутки приблизно на 20-80 відсотків, скоротивши відтік колишніх споживачів усього на 5 
відсотків. Забезпечення споживчої відданості стає проблемою, якої менеджери будь-якого 
підприємства повинні приділяти постійну увагу.  

В умовах насиченого ринку і загострення конкурентної боротьби за споживача ціна 
кожного споживача для виробника послуг підвищується. Це підвищення ціни викликається 
додатковими витратами на залучення нових клієнтів.  

Основною можливістю збереження конкурентоспроможності бізнесу для багатьох 
підприємств і його підрозділів сфери послуг стало підвищення інтенсивності споживання його 
послуг кожним з клієнтів, що призвело до необхідності підтримки довгострокових відносин з 
ними. Партнерство підрозділів сфери сервісу з клієнтами стало основою успішного розвитку 
[2].  

Останнє десятиліття XX століття ознаменувалося становленням поведінкового підходу, 
метою якого стала побудова індивідуальних відносин з кожним із клієнтів підприємства.  

Оскільки багато машинобудівних підприємств значну частину прибутку стали 
отримувати завдяки повторному продажу та підвищенню інтенсивності споживання, їм стало 
важливим вибудувати довгострокові відносини зі споживачами. Найбільш гострим виявилося 
питання про фактор, здатному забезпечити тривалу прихильність клієнта підприємству. 
Оскільки клієнти є найціннішим активом підприємства, то управління відносинами з ними є 
основним завданням. Зусилля підприємства повинні бути спрямовані на збільшення цінності 
клієнтської бази.  

Загальна ціннісна позиція споживача і підприємства, поділ інтересів один одного 
забезпечують можливість побудови співробітництва, високий ступінь прихильності і 
зацікавленості у створенні спільного майбутнього.  

Базовою умовою формування постійної клієнтури є досягнення якості послуг, що 
забезпечує задоволеність цільового сегмента споживачів; довгий час вважалося, що ця умова є 
необхідною і достатньою. Однак на сучасному ринку зафіксований ефект «обману купівельної 


