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Foreword

Dear Reader: 

You are about to embark on a journey of discovery, one that affects every woman in the 
workforce. As the Executive Advisor for Advancing Women in Product (AWIP) and the Chief 
Product Officer at Nextdoor, I believe what AWIP has put together is truly significant for 
the meritocratic progress of women and other underrepresented minorities in the 
workforce.  

The inaugural AWIP Study on the Future of Women tells us that perceptions may be very 
different from reality: even though both men and women want more equality in the 
workplace, it seems that they have different perceptions on how balanced their workplaces 
may be, e.g., only 28% of men and women believe that their workplaces are equal by 
gender, and an extremely small percentage, 5-6%, state a skew toward female leadership. It 
is compelling to see that across these categories, both men and women perceive a greater 
ability to progress in their careers within more gender-balanced organizations than among 
single gender-dominated ones. This supports our hypothesis that efforts to promote 
gender balance in top roles benefits both men’s and women’s careers. 

Additionally, we also see a trend that a significant number of women remain uncertain 
about whether getting a seat at the table is actually possible for them. There is still 
uncertainty about how to navigate a career for women who have parallel family obligations, 
and executive mentorship is an important part of the equation. AWIP's study really brings 
together everyone at the table; it doesn't focus just on women, but also other under-
represented groups in tech. Our survey was completed by professionals from all races: 
White (43%) and Asian (43%) being the majority, while the remaining 14% of our 
respondents were African American, Latino, Mixed Race, or Other. Racial diversity as well 
as gender diversity at the top benefits all groups, both men and women. Therefore, 
companies should see gender equality as a top priority when deciding how to invest in 
their workforce; and second, that efforts to expand diversity must include not just White 
and Asian women, but women from many ethnic and personal backgrounds. 

To conclude, I believe that this will only be one of many thought leadership studies that will 
be done by AWIP, an organization that I have supported since its founding in 2017. In just 
the short 2 years since its founding, I've witnessed AWIP grow from humble beginnings to 
over 10,000 members and 4 global chapters (SF, Seattle, Boston, and Paris). I would like to 
welcome you all to join me in supporting AWIP's mission of empowerment through equality 
of opportunity, whether as members, volunteers, Ambassadors, or corporate partners.  
  
Together, let's build a world where leaders are judged by their merit and not by their 
gender.   
  
Regards, 
Tatyana Mamut, PhD 
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Executive Summary

Enclosed is the inaugural Future of Women 
study conducted by Advancing Women in 
Product (AWIP), a 501(c)(3) NGO that is 
dedicated to empowering women and 
other underrepresented minorities, to 
advance their careers to become product 
and technical leaders. AWIP achieves this 
goal through skills-based workshops and a 
comprehensive Ambassador program that 
connects aspiring women leaders to 
executive mentors who can open the right 
doors to their next leadership opportunity. 
Our focus on executive mentorship has to 
date helped thousands of our members 
a c h i eved p ro m o t i o n s , b u i l d m o re 
confidence, and enabled them to be more 
successful in their career journey. And 
through this study, we hope to influence 
even more individuals and organizations to 
realize the importance of mentorship and 
how it can create lasting impact in 
professional lives. 
 
The Future of Women study collected the 
responses of 580 product and tech 
professionals to put a magnifying glass to 
identifying specific roadblocks that exist 
for women on their career paths. The 
study examines different variables and 
correlations that can give us insight into 
how professional women today view their 
own careers, their career progression, and 
how their current work environment 
impacts their career paths. Our survey 
respondents consisted of women, men, 
non-binary, and other genders; from 24 
countries; ranging in ages from 18-65+, 
with an average of 10+ years of work 
experience.
 
As a complement to our analytical findings, 
we have also included highlights from the 
interviews we conducted with executives 

who have found their way to success, as 
well as transcripts from first-hand 
accounts of AWIP members. We share the 
challenges they have experienced, as well 
as the steps they are taking within their 
own organizations to better enable their 
employees, regardless of gender, to have 
lasting and rewarding careers.
 
Here are a few takeaways from the Future 
of Women study:
 
1. Creating a gender-balanced and 

ethnically-diverse environment is more 
likely to enable women to excel in 
career progression. It also makes 
women feel more confident that they 
are evaluated on their skills rather than 
gender or gender-related factors.

2. Mentorship and internal-organization 
sponsorship are critical for women to 
have career confidence. On average, 
women with mentors feel more 
confident about their promotion 
prospects and are more certain about 
their future. 

3. In order for more women to have their 
voices be heard, sometimes the medium 
of meeting can contribute heavily to the 
outcome. 

 
If you resonate with our insights above, 
join us in our mission by visiting our 
website advancingwomeninproduct.org. 
Whether you live in an area covered by an 
AWIP chapter or join as a remote member, 
let’s join forces to build a brighter and 
stronger future together.  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Introduction

“Leading and mentoring [the] workforce of 
the future.” This is what a Product Design 
Lead from San Francisco told us when we 
asked her about her career ambitions. 
Another from Sydney responded with, “[I 
want to be a] CEO by age 30.”

These women were not alone in voicing 
their ambitions. They were joined by the 
580 women and men who responded to the 
first annual study, The Future of Women, 
presented by Advancing Women in Product 
(AWIP). Since inception in 2017, AWIP has 
grown to a membership base of more than 
10,000 globally and has partnerships with 
Amazon, DocuSign, Adobe, Fitbit, Wharton 
School of Business, Workday, Redpoint 
Ventures, IVP, WeWork, LinkedIn, Mode 
Analytics, Coffee Meets Bagel, Expanse, 
among many other companies. (For the full 
list, please visit the Partners section of our 
website.)
 
During our first year in operation, we 
noticed a pattern among our members: 
they were women who were ambitious. 
They were dynamic, smart, and most of all, 
driven to achieve. Yet, a question endured. 
As one Senior Product Manager phrased it, 
“How do I connect [with] others who have 
come across similar challenges as me, as a 
woman in tech?   How do I continue to 
grow my career and earn due recognition 
for my achievements?”
  
When viewing our study in line with 
existing studies on the subject of gender 
equality in the workplace1,2,3, particularly of 
women in tech, we decided to place special 
emphasis on the importance of mentors 
and how mentors can shape perception 
and confidence of our respondents. We 
have included directly actionable steps that 

individuals and organizations alike can take 
to bridge the gap and help the next 
generation of women succeed. 
  
As David Smith, associate professor of 
sociology at the U.S. Naval War College, 
and Brad Johnson, professor of psychology 
at the United States Naval Academy both 
aptly remarked4, gender inequities are not 
just a women’s issue, but they are a 
leadership issue.
 
We hope that you find these insights useful 
in your discussion around enabling women 
on their path to Product and Technical 
leadership. 

Methodology 

AWIP deployed a 20-question survey to its 
network and collected the responses over 
a 4-week timeframe. The survey questions 
were designed to test for sentiment 
towards current career status, perception 
of career progression, and perception 
towards unconscious bias that may exist in 
their work environment.

In this report, we focus on identifying 
factors that result in either a positive or 
challenging experience for women in the 
workplace. In particular, we focus on 
themes such as work environment, ability 
to voice opinions freely, perception of 
career progression, and access to mentors, 
as elements that can contribute to 
women’s ability to thrive in their careers in 
Product, Technology and related spaces.
  
In addition to these identifying factors 
from our survey respondents, this report 
also draws empirical evidence and 
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anecdotes provided by AWIP’s strong 
c o m m u n i t y o f a m b a s s a d o r s . T h e 
ambassador community is a diverse group 
of product leaders , technolog ists , 
executives, and venture capitalists who not 
only believe in the mission of developing 
future women Product and Technology 
leaders, but also invest the time and effort 
to do so. They act as mentors and advisors 
for AWIP members in addition to lending 
their expertise for AWIP panels and 
workshops, thought leadership for press, 
and their mentorship for the AWIP 
community. The AWIP ambassadors were 
instrumental in establishing this inaugural 
Future of Women study.

We aim to establish Future of Women as an 
annual study and expand its scope in the 
coming years. With this, we envisage the 
data set to become more comprehensive, 
richer, and one of the benchmark 
indicators for tracking workplace support 
and other factors that contribute to 
empowering the next generation of women 
Product and Technology leaders. 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THEME I

Gender diversity 
impacts career mobility 
and effectiveness



Gender Diversity Impacts the 
Perception of Career Mobility 

Globally, workplaces are still made up of 
“mostly men” as perceived by 67% of our 
respondents. In contrast, only 5% 
responded that they work in organizations 
that have “mostly women”. This disparity is 
further exaggerated in the Technology 
industry. 71% of respondents who work in 
technology say that their organizations are 
male-dominated (74%), while a small 
minority (a mere 2%) say they work in a 
female-dominated environment. In 
analyzing responses, we found that the 
self-reported view of gender distribution 
in the workplace was not biased by the 
respondents’ gender. Both men and women 
report workplace gender distribution in 
exactly the same way. Similar to how 
quotas have been set for women on 
corporate boards, the same needs to be 
done for women in leadership roles. 

We surveyed our respondents to see if 
gender distribution impacted how they 
perceived their chances for promotion, 
assuming equal talent across contenders. 
The data revealed that women who work in 
a ‘mostly men’ environment felt less 
confident in their potential for career 
progression. This pointed to a correlation 
between the increased lack of perceived 
ability for female promotion to decreasing 
diversity in the workplace. Furthermore, 
the majority of women who responded that 
they work in an environment with an ‘equal 
distribution of men and women’ felt that 
they have as much of an equal opportunity 
as their peers. The results provided clarity 
on how the lack of diversity in a workplace 
impacts the way employees perceive their 
chances to move up at their workplace. 

In the effort to create a work environment 
that is gender balanced, some of our 
Ambassadors bel ieve that specific, 
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Fig. 1 Women and men perceive gender 
distributions roughly equally in the same 
workplace.
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Fig. 2 Women are approximately 20% more 
likely to perceive their promotion potential as 
unequal or worse in organizations that are 
predominantly male.



intentional policies need to be in place. An 
experienced VP of Strategic Sales with 30 
years of work experience says that she 
believes a wave of corporate cultural 
change needs to occur for there to be a 
truly gender-balanced environment where 
all employees can feel confident about 
their promotion prospects, possibly 
through legislation. “Until then,” she says, 
“advancement in most women's career 
paths will continue to be unfairly slow...and 
to the detriment of the bottom line of 
businesses.” As a next step, it would be 
interesting to work with legislators to 
materialize the potential legislation that 
will reinforce a more equal workplace. As 
an example, the efforts to place more 
women on boards has been brought to the 
forefront with California’s Senate Bill 826, 
which requires publicly held companies 
based in California to have a minimum of 
one woman on their boards of directors by 
the end of 2019. 

Gender diversity impacts the 
perception of “voices being 
heard” 

Ideally, every new hire into an organization 
is brought on board because they have a 
unique perspective. Yet, not everyone feels 
the same way about how much ‘voice’ they 
have in their organizations. We tested this 
out among our respondents to see if 
gender of the respondents had a role in 
their perceptions. While 59% of men felt 
confident that their voice is as equally 
heard as their counterparts’, only 37% 
women surveyed felt the same. Based on 
our conversations with leaders at AWIP’s 
partner organizations, a commonly 
identified root cause may be the lack of 
women leadership that inspires more 

confidence and opens more opportunities 
for more “voices to be heard”.  
  
In a pragmatic sense, organizational 
hierarchies are bound to exist, which can 
make employees feel as if some voices are 
more valued than others. However, the 
difference across genders and perceptions 
on this issue is compelling and worth 
further research. In helping more women 
attain leadership roles in tech, AWIP would 
like to create a meritocratic world where 
all our respondents, regardless of gender, 
would respond that ‘my voice is heard as 
much as counterparts’. 
  
Next, we wanted to explore if the 
sentiment detected among our women 
respondents that their “voices were not 
being heard” would cease when they 
became more sen ior wi th in the ir 
organizations. As one climbs the corporate 
ladder, it would make sense for one’s ability 
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Fig. 3 Women are approximately 20% less 
likely to perceive their voice as being equally heard 
as their male counterparts.



to express a point of view and influence to 
increase relative to what it might have 
been in earlier stages of their career. 71% of 
our survey respondents self-report that 
are a mid-career professional: this includes 
professionals who are a senior individual 
contributor (senior, principal PMs), senior 
peop le manager (manager, sen ior 
manager), and entry-level executives 
(associate directors). Among the mid- 
career respondents, only a third believe 
that they are heard as much as their 
counterparts. And out of the executive 
women who responded to our survey, only 
12 out of 19 respondents said that their 
voices are as heard as counterparts’. 

Barkha Saxena, Chief Data Officer at 
Poshmark and Ambassador at AWIP, 
recalled that she was often the only woman 
in meetings full of men during her journey 
up the corporate ranks. To overcome the 

daunting feeling of being an outsider, she 
recommends an approach that has worked 
well for her: build intellectual relationships 
with people 1:1 outside the conference 
room. This way, even if she were the only 
woman in a room or meeting dominated by 
men, her voice would still garner attention 
due to pre-established relationships and 
mutual respect. 
  
In addition to the recommendation above 
to bui ld relat ionships outside the 
boardroom, Deborah Tannen, Professor of 
Linguistics at Georgetown University, 
provides insights from her discussions 
around communication among genders in 
Harvard Business Review’s podcast, 
Women at Work: Make Yourself Heard6. 
Her research examines why people 
perceive the same message delivered by a 
man and woman differently, based on one’s 
gender. In the podcast, Tannen dissects  
the conversational rituals that occur 
between women and men. In addition, the 
podcast calls out how women should help 
other women and enable those voices to be 
heard.  
  
As more women step into leadership 
positions, we are optimistic that little by 
little, we as a society will make big strides 
in dissolving voice disparities among 
genders. The onus for this does not stop 
with women. Men in the workplace ought 
to be working towards the same goals of 
making all voices heard, regardless of 
gender. This is, after all, a combined effort 
to make the workplace better for everyone 
in it. 
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Career Progression Might Enable 
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Fig. 4 Women with advanced career tenures 
are twice as likely to perceive their voice as being 
equally heard as women in their early careers.
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THEME II

The impact of ethnic 
representation in tech



Ethnic diversity  

Given that the AWIP community is not only 
diverse in gender but also ethnicities (i.e., 
o u r m e m b e r s h i p c o m e s f ro m 1 5 + 
countries), we wanted to test the influence 
of ethnic diversity in how our survey 
respondents felt about their careers and 
promotion potential. We borrowed a 
concept from Social Psychology: in-group 
is a group with which a person identifies. 
In academia, these are known as cohort 
clusters. Our survey respondents identified 
as the following: 42% as White or 
Caucasian, 42% as Asian or Asian American, 
with the remaining 16% identifying with 
Black or African American (5%), 4% 
Hispanic/ Latino (4%), 2% as other races, 
and a total of 6% as mixed race. 
 

Caucasian and Asian ethnicities are equally 
well-represented in Product and related-
tech sectors, while numbers for other 
ethnicities for both genders are glaringly 
low by stark contrast. This is apparent 
when looking at the breakdown for voices 
heard versus voices not heard among 
different ethnic affiliation. Respondents 
who identified as Asian had the most 
polarizing split between those who 
reported being heard vs. not heard. 
Respondents who identified as races other 
than Asian ranged between 9% to 24% 
higher than Asians in their self perception 
of being heard. It may be worthwhile to 
explore what racial diversity factors 
impacted this significant trend. A potential 
next step would be to explore insights from 
AWIP’s Future of Women study and how 
they relate to recent studies that have been 
done on the “bamboo ceiling”, a trend that 
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Fig. 5 Respondents who identified as races other than Asian ranged between 9% to 
24% higher than respondents who identified as Asian in their self perception of being 
heard.



seems to affect Asian-Americans more so 
than other ethnicities. For example, a 
Bloomberg article highlighted that, “among 
5 of the largest tech companies (Google, 
HP, Intel, LinkedIn and Yahoo), Asian and 
Asian Americans represent 27% of 
professionals, but only half that among 
executives.” It would be worthwhile to see 
how this impacts women who also identify 
as Asian-American. Is it even harder for 
women who identify with this ethnicity to 
“find their voice”, or to “move up in their 
careers”?  

Bringing our focus back to AWIP, we have 
heard first-hand accounts at our product 
workshops and leadership summit from 
members that having more ‘people like me’ 
in leadership roles enables our members to 
believe that they can and will attain them. 
This is especially true for leadership roles, 
where women and other minorities are 
sometimes outnumbered by 9:1. Many 
members have also anecdotally shared with 
us, “I’m the only woman in the room.” 
Seeing is believing – in order to effect 
change, we need more diversity in the 
highest ranks of leadership. 

Not surprisingly, a focus of many ethnicity-
affinity groups, such as Ascend (for Pan-
Asian business professionals) and Latinas in 
Tech, has been focused on ways to 
mobilize their membership to become 
leaders in their respect ive fields . 
Interestingly, a big focus of these 
organizations is also executive mentorship, 
which can range from a 1:1 pairing of 
aspiring leaders to established executives 
or small-group mentoring. 

As Sandra Cano, a senior advisor to WAKE   
(Women’s A l l i ance for Knowledge 
Exchange) puts it, “if you don’t see 
someone like you [in your workplace and in 
the role in which you aspire to be], it can 

be very lonely.” Not being able to identify 
with other professionals or leaders who 
share ethnic and/or gender characteristics 
similar to oneself can be concern for 
attracting talent from diverse backgrounds. 
Job seekers these days are more aware of 
this than ever; teams of interns we have 
spoken to at our outreach programs 
mention that they view diversity as a top 3 
factor when considering full-time job 
offers. 

Therefore, as part of our outreach efforts 
for diversity in leadership, AWIP has not 
only partnered with women-focused 
organizations but also organizations with 
an affinity for underrepresented affinities. 
We believe that there is much to be learned 
from individuals who ascribe to more than 
one underrepresented characteristic, such 
as being a woman and/or being of an 
underrepresented ethnicity.  

To this end, we’ve held intimate founder/
VC mentoring sessions with our partner 
VC firms that include guaranteed 1:1 time 
for high-potential female founders with 
interested investors who want to bring 
more diverse founders to the forefront. 
This may be a preferred medium for many 
underrepresented, high-potential women: 
a safe space in which they can interact 
with self-identified, committed allies of 
women founders or more broadly, women 
in tech. For example, Dan Scheinman 
(former Cisco executive and prolific angel 
investor who sits on the board of Zoom 
and Arista Networks) makes it a point to 
carve out dedicated time from his schedule 
to mentor up and coming women. Allies 
like Dan set an example for others of ways 
to give back: whether it’s through 1:1 
mentorship via an official organization 
such as Ascend, or a curated setting in 
which they can interact with high-
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potential women founders or product 
leaders. 
Together, we can and will overcome the  
challenges that being both a woman as well 
as a woman of color may bring to the 
workplace and to career mobility.  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THEME III

Overcoming challenges 
related to pre-disposed 
characteristics



Communication styles may  
impact voice 

For our survey respondents who felt that 
they didn’t “have a voice”, we found that the 
medium of communication, e.g., in-person 
meetings, Slack meetings or other virtual 
meeting formats - may have an impact on 
how the employees feel that their voices 
were being heard. Respondents’ confidence 
in their “voice being heard” was positively 
correlated with the percentage of meetings 
that took place in person. Therefore, 
making one’s voice heard may also be 
correlated with physical presence. Not 
surprisingly, the meeting solutions of today 
aim to make the meeting appear more in-
person, with VR simulation and enhance 
video/voice recognition. 

Mentors can help give voice 
to those who feel subdued 

It is a commonly held belief7,8 that 
mentorship and sponsorship are important 
aspects of career progression. For women, 
and in particular for those in the Product 
and Tech space where representation is 
relatively low, having an internal mentor or 
sponsor that not only guides and advises, 
but who also vocally supports and 
advocates for them is crucial for their 
retention and career progression. This 
study set out to see whether the gender 
distribution in the workplace makes it 
easier or more challenging to find some 
form of mentorship or guidance within the 
workplace. The guidance could come in the 
form of a formal mentor or sponsor, or at 
least one person in the organization who 
could readily give guidance on specific 
situations.   

Not surprisingly, women respondents 
found it easier to identify at least one 
person to “give me advice” (47%) than it 
was to find a consistently-engaged mentor 
or sponsor (under 40%). Additionally, in 
environments that had more equal 
distribution of genders, the ability to find a 
long-term mentor greatly increased. We 
believe this change can come from having 
more women in the workplace to whom 
other women can look up to or who are in 
positions with which other women can 
identify. This corroborates our findings 
previously that gender and ethnic diversity 
and representation facil i tate more 
c o n fi d e n c e a n d b e l i e f i n c a r e e r 
progression, which can also be correlated 
with the ability to find a long-term mentor.  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Impact of Communication Format on 
the Perception of Voices Being Heard
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Fig. 6 Women that operate purely remotely are 
30% less likely to perceive themselves as being 
heard.



At AWIP, we believe in mix-gender 
mentorship, such as women with men 
mentors and vice versa. Both women and 
men should be mentoring and sponsoring 
talented women in the workplace. Authors 
of the book Athena Rising: How and Why 
Men Should Mentor Women, David Smith 
and Brand Johnson, say it is vital for more 
men to mentor women in the workplace4. 
They note that this becomes particularly 
important in male-dominated industries. 
Given that in such industries the number 
of women at the top of the hierarchy is still 
not high, they recommend that women 
receiving mentorship from male leaders 
will prove highly beneficial to the women’s 
careers in those organizations. 

Sandy Carter, VP at Amazon Web Services 
speaks out on the importance of women 
having sponsors in the workplace. She says 
“sponsorship is one of the most important 
elements for success of all inspiring 
leaders. Sponsors help their protégés crack 
the unwritten code of executive presence, 
improving their chances of being perceived 
as leadership material. Most important to 
the companies employing them, sponsors 
help women get their ideas heard.” Having 
someone within the organization whom 
one can speak openly with about career 
decisions helps enormously. Mentorship 
does not always need to be a formal affair; 
it could simply be a space to have candid 
conversations. A few of our partner 
companies have started implementing this 
idea, such as starting Safe Space Tuesdays, 
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Women’s Confidence in Finding Mentors/Sponsors Within 
Organizations Based on Gender Distribution

Mostly Men

Equal Distribution

Mostly Women

0% 25% 50% 75% 100%

17%

14%

15%

39%

47%

47%

44%

39%

38%

I have sponsors or mentors within the org. who will support me
I can identify at least one person who will give me advice
I’ll have to look, but might find the guidance I need

Fig. 7 Women reported a 9% higher chance of finding a mentor in a predominantly 
female organization as compared to organizations with equal distributions and 
predominantly male dominated organizations.



where all employees can gather to discuss 
pressing issues that they would otherwise 
not share in a strictly professional setting.  
One of the benefits mentors can provide is 
also guidance around key career-life 
decisions, such when to start a family. One 
of the respondents to this survey, a Sr. 
Product Manager with over a decade of 
work experience, said the biggest question 
atop her mind is “What's the #1 thing I can 
control to mitigate the negative impact (on 
my career) of becoming a mom?” It is 
unfortunate that a question about how 
one’s decision to start a family affects their 
career even arises.  

According to the Ambassadors we surveyed 
for this study, this was a great example of a 
concern to raise with an internal sponsor. 
Informal groups such as PoshMoms (Moms 
at Poshmark) or Moms@Amazon are good 
ways to build interpersonal relationships 

towards an in group (as discussed earlier). 
As organizations strive to reduce ‘avoidable 
departures’ of their female talent, the 
creation of safe spaces and internal 
sponsors is an easy and immediately 
actionable solution. These would be places 
in which and people with whom women 
reluctantly considering a career break for 
unavoidable circumstances can work to 
have candid conversations and receive the 
guidance and support they deserve. 

Our respondents gave us the insight that 
women with mentors are twice as 
confident, especially when it comes to 
promotion. It would be interesting to 
conduct further analysis as to whether the 
increase in confidence is derived from our 
mentors enabling our respondents to feel 
“more heard”, or from mentors who help 
procure opportunities for their mentees at 
the next level.  
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Fig. 8 Mentor has a significant impact on an individual’s perceived chances of being promoted. 
Respondents with a mentor we’re more than twice as likely to perceive themselves as having an equal chance 
and 11% more likely to report an Ok chance. Respondents without mentors consistently reported higher 
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Our data also shows that women who 
stated, “I have a mentor” on average feel 
much more positively about their chances 
of getting promoted. Our members’ direct 
feedback support this takeaway: “My 
mentor notifies/alerts me to promotion 
opportunities long before they are publicly 
posted.” “My mentor takes the time to give 
me honest and actionable feedback on 
what I need to do to demonstrate that I’m 
promotion-material.” These statements 
combined suggest that members with 
mentors can gain more confidence through 
their interactions to hone their strengths 
and learn of opportunities to advance their 
career. Kirsten Wolberg, Chief Technology 
Officer at DocuSign knows this well. She 
says that through the course of her career, 
she built her own Board of Advisors. She 
composed this board of people whom she 
deemed formal mentors, those who were 
her guides for specific aspects of her work 
and life, and others who knew her well, 
with whom she could bounce ideas around. 
Such a composition of various roles in her 
Board of Advisors gave her the ability to 
seek input from people with different 
perspectives, as each person knew her in a 

different capacity. This gave her the ability 
to draw inputs from different perspectives, 
add her own, and make informed decisions 
about her career – from switching roles to 
joining boards of other organizations. She 
says she continues to keep refining and 
looking to this board for guidance as she 
continues in the pinnacle of her career. At 
AWIP, we support this as a key pillar of our 
mission: Executive Mentorship. 

It would be interesting to conduct a long-
tail study, in which respondents with 
mentors are regularly surveyed over a 10- 
or 15-year timeline, which is the typical 
length of time it takes for a professional to 
enter executive ranks. Below is a quick 
snapshot of the landscape: it appears that 
respondents who average more than $150K 
in income have mentors. If higher income 
is an indicator of respondents in more 
executive roles, then it may be safe to say 
that there is a correlation between those 
who are in more senior roles and those 
who have mentors.  

As we’ve reached the end of our inaugural 
study, we want to continue this effort year 
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Mentor Remains Strong in Higher Salary Brackets
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Fig. 9 The percentage of respondents who report having mentors remains strong in higher salary brackets.



after year so we can build an index for 
Women in Leadership. We offer this data 
and analysis so organizations can assess 
and regularly benchmark their efforts in 
diversity and inclusion at the leadership 
levels with our forthcoming AWIP Women 
in Leadership Scorecard.  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A Call to Action 

There are many ways to channel your 
passions to address the findings we’ve 
explored in this survey around gender/
ethnic diversity and the visible benefits of 
mentorship. To that end, AWIP offers a 
variety of programs to address the 
diversity issue we see in leadership. 
  
If you are an experienced woman in tech 
looking for your next leadership role, check 
out your local chapter on our website. 
Each AWIP local chapter offers hands-on 
workshops and panels to help you share 
best practices and meet leaders in your 
industry vertical. If a local chapter does not 
yet exist, there are still many ways to be 
involved virtually! We publish regular 
content (check out our Forbes column), 
stream each and every one of our 
workshops, and offer the opportunity to 
get involved in one of our HQ teams 
(content , market ing , Ambassadors 
community, or membership). We take 
mentorship very seriously within AWIP, 
and there is much cross-team mentorship 
that happens! Lastly, if you’d like to be the 
leader of a new chapter, reach out to us. 
We’ll set you up with the right resources 
and guides to make sure you’re off to a 
great start with AWIP in your very own 
city. 
  
If you are a technology executive who would 
like to give back to aspiring leaders, we 
would love to get you involved as an 
Ambassador for AWIP! Ambassadors are 
executives or thought leaders in their 
respective fields who advocate for the 
AWIP mission, which is “empowering 
women via equality of opportunity.” 
Ambassadors make up the executive 
mentorship arm for AWIP, and are our 
champions, guides, and mentors for the 

entire community. You can find our 
Ambassadors on panels, thought leaders of 
their field, or involved in our executive-
focused events, such as the Executive 
Dinner Series we’ve recently started with 
IVP, the venture capital firm. 
  
If you are a corporate partner who is 
looking to partner or sponsor AWIP, please 
reach out to us. To date, we have partnered 
and been sponsored by over 100 tech 
companies and we look forward to bringing 
our community values to your company. In 
the past, we’ve leveraged our AWIP 
community of experts to create tailored 
programming and workshops for our 
corporate sponsors. We’ve helped our 
sponsors find top talent within our 
community of over 8,000 experienced 
PMs. 
  
The above are just a few ways you can get 
involved with AWIP. As we grow into 2020, 
over 10,000 members, and over 10 
chapters, we look forward to your support 
and encouragement. You are what makes 
AWIP special. Please reach out to us at 
info@advancingwomeninproduct.org. 
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A Message from the CEO 
  
Dear Advocate for AWIP, 
  
Thank you so much for taking the time to 
read our study, the Future of Women. I 
hope you’ve found our takeaways, and 
especially, our call to actions helpful in 
your own journey to Advancing Women in 
Product. 
  
It is because of passionate supporters like 
you, that we have been able to grow 
Advancing Women in Product (AWIP), 
which started out as a small endeavor in 
my living room with a close group of 
women PMs, into the international NGO 
that it has organically evolved into today. I 
started AWIP to provide a community for 
women senior PMs who could bond and 
give each other advice on how to overcome 
the common challenges they were facing. 
Today, less than 2 years later, we have over 
8,000 members who share the same 
dream: to empower more women to attain 
leadership ranks in technology, with equal 
access to opportunity. AWIP is a 100% 
volunteer-run 501(c)(3) organization. 
  
Going into our 3rd year, AWIP continues to 
embody that mission – whether it’s 
through our 50+ skills-based workshops 
that we now run in 6 cities around the 
world (San Francisco, Seattle, Boston, 
Paris, London, and New York), or via our 
executive mentorship provided by some of 
the greatest minds in technology and a few 
of whom we’ve worked with on this survey, 
we are proud to announce that we have 
now helped over 200 women find or 
achieve their dream careers. Workday, who 
has been our partner since 2017 says “We 
enjoyed our collaboration with Advancing 
Women in Product (AWIP) in June of 2018, 
where their creative, hands-on workshop 

helped us pack our San Francisco office 
with highly-qualified, experienced Product 
Managers. We've been able to extend a 
handful of offers to event attendees, who 
have since started work with Workday.” 
This is just one example of who we have 
been able to impact the tech community 
and what continues to drive the AWIP 
team.   
  
We hope you can join us in our mission of 
empowering women leaders, and be a part 
of this study which we have plans to turn 
into an index for organizations to measure 
their progress towards a more meritocratic 
environment. If you are a woman who is 
keen on taking her career to the next level 
or helping to foster the next generation of 
leaders, please don’t hesitate to reach out 
to Advancing Women in Product or get 
involved in your local chapter. 
  
Yours truly, 
Nancy Wang 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