














          
             

              
           

           
             

          
              

            
             

            
           

         

            
            

              
             

           
           

            
            

                
      

A third sister, Maryam, holds a director role as well. Maryam had worked for 
�� years in the education field outside the group before Moining the family 
business.

To empower women within the family group, the three sisters set up the Al 
Gurg Women’s Empowerment Forum, which acts as a platform for women in 
the business to voice their opinion.
Besides their role in the group, the three sisters hold a number of other 
positions in companies outside the family business. They also devote time to 
support various initiatives of the Easa Saleh Al Gurg Charity Foundation.

Unusually, whereas the second-generation women in this family are deeply 
integrated in the company, women of the third generation have yet to 
express as much interest. Currently, there are three men from the third 
generation working in the family business and just one woman.
Muna acknowledges a few challenges facing women: a lack of work–life 
balance� social barriers to networking that reduce women’s value to the 
firm� and a skills gap between men and women in terms of the business’s 
needs. “We need a program that brings the third generation into the family 
business at a young age,” she said. “However, we should not push women 
to join the family group. It should happen on a case-by-case basis, if and 
only if it fits with their individual personalities and goals.µ She noted, for 
instance, that she is mentoring one of her nieces in the areas of digital 
advertising and social media. Undoubtedly, she will follow in Muna’s 
footsteps in inspiring more women in the family to carry on the legacy of the 
business.
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Conclusion

Family businesses benefit from greater female participation when 
women are well-prepared for the role and properly integrated into 
the organization. 5esearch shows that companies with at least one 
female director on the board achieved net income growth that was 
40 percent faster than companies with only male board members.1� 
Indeed, women’s participation has a positive impact on their 
families, businesses, and society at large.

In light of this broader impact, governments have a vested interest in 
promoting women’s participation in family businesses. Governments 
should continue their efforts to empower more women to participate 
in national development and break down social obstacles to female 
involvement. Governments need to lead, support, incentivize, and 
educate about how women’s inclusion in family firms can help these 
enterprises through generational transitions and in a more 
competitive external environment. They can also help to ensure that 
women have access to appropriate education and training with a 
focus on management and finance, and consider female quotas for 
businesses similar to existing nationalization quotas.
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Those involved in family businesses also have an important role to 
play. Governance will be critical: As many families transition from 
the second to the third generation of leadership, they will need a 
clear mechanism to govern different roles as family members, 
owners, and managers. It is imperative for family members to 
engage in an honest and direct discussion of women’s involvement 
in the business, led by the founder or the head of the business. 
Although women may face initial resistance, they should take the 
initiative to reach out to their fathers, uncles, or siblings� chart a 
career path according to their interests and capabilities� gain 
experience outside the family business that will allow them to bring 
in fresh perspectives� and identify the appropriate opportunities to 
support the family business. These men can encourage women to 
participate in the family business. Their support is essential for 
women family members to be accepted by the entire business — a 
support that provides women with confidence.
The increasing prevalence of women in family businesses, 
particularly among the younger generations, is a harbinger of things 
to come. It is essential for family businesses to channel their interest, 
energy, and enthusiasm into areas that will benefit the business.
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