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e Gender

* Women’s rights and business opportunities (infographics and
examples)

Qu i C k rea d S e How gender affects sales

* Women in the workplace: how better data can lead to systemic change
(webinar and presentation)

*Using data to promote women’s empowerment in MSD programmes:
the experience of AWEF (blog)

*Gender Equality in the Small and Growing Business Segment (brief)

e How men can become better allies to women (article)

s Youth

*Reimagining Power Dynamics From Within: How Foundations Can
Support Child and Youth Participation (blog)

s Social Inclusion

* Economists discover the power of social norms (article)

The Canopy Lab


https://agriprofocus.com/upload/post/Gender-VC-Employer-EN-APF1532350232.pdf
https://www.ideglobal.org/story/how-gender-affects-sales
https://beamexchange.org/uploads/filer_public/a3/2a/a32a70b7-e66f-4d01-9637-113228e38092/beam-webinar-jan2020-women-in-workplace-web-slides.pdf
https://beamexchange.org/to_pdf/?url=/community/blogs/2020/2/11/data-and-womens-empowerment-msd-programmes/
https://cdn.ymaws.com/www.andeglobal.org/resource/resmgr/research_library/sgb_gender_equality_report.pdf
https://hbr.org/2018/10/how-men-can-become-better-allies-to-women?utm_source=linkedin&utm_medium=social&utm_campaign=hbr
https://pndblog.typepad.com/pndblog/2020/01/reimaging-power-dynamics-from-within-how-foundations-can-support-children-and-youth-participation.html
https://www.economist.com/finance-and-economics/2020/02/06/economists-discover-the-power-of-social-norms
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Literature &

Guidance Gender

* Revisiting what works in Women, Economic Empowerment
| | and Smart Design

* Increasing Women'’s Profitable Participation in Market
Systems Technical Note

* Gender integration in USAID’s agricultural research
investments: a synthesis of key findings and best practices

The Canopy Lab


https://www.cgdev.org/sites/default/files/CGD-Roadmap-Update-2016.pdf
https://www.agrilinks.org/sites/default/files/resources/call_2_eefs_increasing_womens_prof_participation_in_ms_final.pdf
https://www.agrilinks.org/sites/default/files/resources/feed-the-future-awe-co3-final-report-revised_27jan2020.pdf

Women's Economic Empowerment Fr Empower women

Reach Benefit Empower framework s soor

Value chain:

Processing Distribution Empower

S e
Hou’ tﬂ empou.lef women? | - L @ Strengthen ability of

e

e e women to make
_T nl to dct - R et strategic life choices
ess to Resources er & | L h
= = —-— include women well-being :::i;:spi:(l; ao:t?on
in project activities
X

/ \ Invite women as participa

Reduce barrk

Assets Financial Services Agricultural Services Decision-making Self-confidence Capabilities Quota

powerment
7\ I
R, Land & equipment Mobile bonking N e Resources Self-esteem e, Entreprencurship

Number or proportion of women 3 e Women's decision-mak
e C:l i pating in a project activity ’ 2 v fic ves production, income
Bank & savings account Skills training Expenditures b Perceived capabilities w Leadership »
o * productivity

* Income

- : o Spusain
Ron-collateral loans Confidence o speak up g’l [roe—

Infographics

The Canopy Lab Source: https://agriprofocus.com/gender-suggested-literature



https://agriprofocus.com/gender-suggested-literature
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Infographics
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®New data points related to
gender-specific opportunities,
gaps and barriers in the sector

@New data points to inform
product design or adaptations,
intended to increase customer
base

@ Increased awareness of
customer segments

@ New data to inform marketing
strategy intended to increase
sales

@ Increased sales to wider or
more targeted customer base

@ Increase or adapted sales
strategy based on gender
awareness

CUSTOMER CARE
& AFTER SALES

@ Increased customer
engagement leading to
increased sales or increased
repeated customers

@ Cost savings in customer care
time per customer

HUMAN
RESOURCES

@ Increased rates of
employee satisfaction and
retention

® Cost savings in
recruitment

® Increased quality of partner
outputs

@ Cost/time savings from
increased partner
efficiencies

Source: https://shellfoundation.org/app/uploads/2018/10/A-business-first-approach.pdf



https://shellfoundation.org/app/uploads/2018/10/A-business-first-approach.pdf

Infographics
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Proactively ask about all team members*
personal priorities or i

~

Over the course of

that are important to honor as the team
plans its work stream and deliverables;
seek to those

I keep
track of whose ideas are
acknowledged, built on,

P 1

Instead of just saying,
"People matter,” take the
time to set-up one-on-one
meetings not only with
your direct reports but also
with employees two to
three levels down to get to
know them.

Validate employees’
experiences—both the good
and the bad-by transparently
acknowledging barriers and
setbacks faced by the
organization. Share plans that
illustrate an awareness of
both challenges left to face
and the continued progress
that is possible.

27 Ask and then listen—-you'll be
amazed what you can learn
from everyone around you.

&

If you plan on sending emails to
colleagues at off hours, add a line to your
signature that lets people know you are
working at that time because it is most
convenient for you, but it does not mean
you expect people to respond when they
otherwise would not be working.

O

Don't just gather metrics—go behind
the numbers to explore what's really
going on. Ask employees (through
surveys, focus groups, and inter-
views) how programs and policies
really affect how they feel about
their daily work lives.

Put a Pride flag, “l am an ally”
sign, or some other signal of
your allyship on your office door
or at your desk. A little bit of
visibility can go a long way.

or adopted vs. ignored or

appropriated. Do you
see any patterns based
on gender, race, and/or
ethnicity?

&0

Regarding talent
identification and
inclusion: Look up. Look

Don't assume that people who work
differently (or even less) are less
committed; they may be working smart.

000
AAA ©
Intentionally seek out Engage with people

ideas/insights from of different levels and

backgrounds at the
p90|p|ekv\i'.|’l1(0 may not water cooler (either
OOK lIKe you.

virtually or in person).

Acknowledge people you don't know in
the hallways with a culturally appropriate
greeting. A small friendly signal goes a
long way toward breaking down

down. Look deep. And hierarchies, siloes, and aggressive cultures,
look often. and it opens the door to further dialogue.
Be Inclusive Every Day Support diversity by
accommodating the way people
Start with these easy, practical, intentional process and react to information.
actions that organizations, leaders, Send material in advance so that
and teams can take today for a introverts may prepare and

more inclusive workplace.

27
K

Next time you ask
someone for advice ona
project (your go-to folks),
stop and ask
yourself-who did you
miss/not ask? Why?

1

Help bust the myth that
senior women have it all
together by inviting a
group of high-potential
women home for dinner.
Leave from the office and
let them observe your
real life—kids, dogs, etc.

E

When discussing
possible presenters for a
meeting, panel, or other

event, make sure the
group of people under
consideration is diverse.
Seize these opportunities
to showcase somebody
who isn't heard from
much, if at all.

Source: https://www.catalyst.org/research/be-inclusive-every-day/
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Q

Review and revamp
existing practices to
uncover potentially
exclusionary norms.

772
7

Chall

communicate their thoughts.

Avoid making "jokes" at the
expense of an individual or
group. And when you hear

others using this kind of
harmful "humor," speak up
to let them know its not okay.

Implement a
“no-interruption” rule|at
brainstorming and

don’t assume an;ﬂ:hing.
ask questions. A place of
curiosity is the zen zone.

@

Ban the word “fit” from hiring
discussions—recognizing that
what is intended to refer to an
alignment of values can be
translated into comfort with
someone who looks, thinks,
and acts like the majority.

staff ings to that

everyone is being heard.

Think about your
interactions with your direct
reports over the past week.

Whom did you offer to
connect with a more senior
colleagua? To whom did
you mention a plum
opportunity? To whom did
you offer insight on
workplace politics? How, if
at all, did these interactions
vary by gender, race,
ethnicity?
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The Canopy Cut

The ‘Canopy Cut’ is a quick reference resource for market systems and private sector
development practitioners interested in the practical application of and current trends in
Gender Equality and Social Inclusion.

The ‘Canopy Cut’ is curated list comgrised of a range of resources from blogs to detailed
uidance to'infographic which have been Fublishe and circulated on public platforms
ike the Beam Exchange, LinkedIn, Marketlinks.

The ‘Canopy Cut’ is not intended to be comprehensive and the emphasis on different

angles of gender and social inclusion may vary from edition to edition.

The Canopy Lab

The Canopy Lab (www.thecanopylab.com), a US small business, provides tailored and
actionable Solutions to a diverse range of international and domestic clients in four service
areas; systems change, evaluation and learning, research and organizational development.

Our three Managing Partners have led and built teams to implement multimillion-dollar
private sector development programs. They are also recognized for their work in adaptive
management, monitoring and evalua’cmgl ipact, and advancing approaches to women’s
economic empowerment and youth employment in market systems programs.

Together they have over 55 years of experience delivering innovative, high quality work
in 30+ Af’r;can, Asian, Eastern European and Latin American countries for a diverSe range
of clients including Bill & Melinda Gates Foundation, DFAT, DFID, SDC, World Bank, and
USAID. Recent examples of this work are highlighted below.
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http://www.thecanopylab.com/

