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Background

Assessing a Decade of Impact

The Cartier Women’s Initiative Awards is a partnership initiated by Cartier, the Women’s
Forum, McKinsey & Company and INSEAD Business School. Each partner brings
its expertise to the initiative: Cartier plays a leading role in the organisation of the
competition and provides coaching and funding for the projects. The Women’s Forum
provides important visibility and networking opportunities for the finalists. McKinsey &
Company and INSEAD coach and mentor the finalists.

—— Gives the finalists &
laureates media exposure

study on the impact of this programme, its success
in fulfilling its mission and the impact it has had on
the lives and business ventures launched by the
entrepreneurs who have participated.
To do so, INSEAD conducted both an extensive
written survey as well as face‑to‑face and telephone
interviews with a broad spectrum of participants in
the programme over the past decade. Conducted
during November and December 2015, the survey
was comprised of 68 questions that elicited both
quantitative and narrative responses. Of those
responding to the survey, 57% were finalists and
43% were laureates. Of the respondents 27%
participated during the first five years of the
programme and 73% in the last five years. Their
input was supplemented with 23 face‑to‑face and
telephone interviews with programme participants
representing all roles and functions from award
recipients to those involved in coaching, mentoring
or judging and from all partner organisations.
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To mark this first decade, Cartier requested INSEAD
to undertake an assessment of the Cartier Awards.
This report presents the results of a comprehensive
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—— Manages the Cartier
Awards Community

The growth in applicants, from 360 applicants when
launched in 2006, to more than 1,800, less than a
decade later, reflects a five‑fold increase. In 2011,
the Cartier Awards added the Middle East‑North
Africa, to inspire and support women entrepreneurs
in that region.

As a result, the Cartier Awards have grown in both
its reach and quality to become a transformative
step in the lives of 162 women entrepreneurs
representing 148 business ventures in more than
45 countries. The programme itself has generated
a community of committed business leaders,
entrepreneurs and innovators who have come to the
Awards as a channel through which to give back to
the next generation as well as a source of inspiration
for their own work and lives.
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Since launching in 2006 and the first
prizes awarded in 2007, the Cartier
Women’s Initiative Awards have embodied
a commitment to creating an impact
for women entrepreneurs worldwide.
The Cartier Awards team has rigorously
evaluated the programme: its aims,
the methodologies it employs, and the
outcomes it generates. The result is a truly
transformative programme for women
entrepreneurs. This report examines the
Cartier Awards and the programme that
surrounds them in an effort to understand
the impact they have created.

The rise in the number of applications has been
accompanied by greater sophistication of the
enterprises themselves and an increase in the
impact they have on their communities. Meanwhile,
importance of balancing innovation, creativity and
impact with financial sustainability has escalated.

Four Leading Co‑Sponsoring Organisations
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—— Identifies mentors for
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Cartier

Women’s Forum

Founded in 1847, Cartier is one of the world’s leading houses
of luxury, designing and manufacturing exclusive collections
of jewellery, watches and prestige accessories, distributed
through over 250 Cartier boutiques worldwide.
Since 1847, the Maison has embodied a tradition of
excellence. This commitment to excellence extends to
Cartier’s creations, savoir‑faire and quality of service, as well
as in the way we conduct our activities – ethically, socially
and environmentally. The values of the Maison – audacity,
pioneering spirit and the generosity of giving – are reflected
in Cartier’s commitment to promoting contemporary art
through the Fondation Cartier pour l’art contemporain and
the desire to help women bring sustainable financial, social
and human benefits to business, and to the world we live in
through the Cartier Women’s Initiative Awards. Cartier is also
an initiator of ethical standards in the jewellery industry with
the Council for Responsible Jewellery Practices, and at the
forefront of the fight against international counterfeiting.

Since 2005 the Women’s Forum for the Economy & Society
has been the world’s leading platform featuring women’s
views and voices on major social and economic issues.
Deploying the experience of both women and men –
business leaders, researchers, politicians, entrepreneurs…
– across all generations and geographies, our conferences
feature broad, rich and edgy debates, acting as a sounding
board for today’s important ideas and a springboard for
tomorrow’s solutions. The practical discussions in our
Discovery sessions typically focus not only on overcoming
barriers but on creating new opportunities. The Women’s
Forum also promotes the advancement of women though
regional and international networks.

INSEAD
As one of the world’s leading and largest graduate business
schools, INSEAD brings together people, cultures and ideas
from around the world to change lives and to transform
organisations. With campuses in Europe (Fontainebleau,
France), Asia (Singapore) and the Middle East (Abu Dhabi), its
Global MBA programme was ranked number 1 in the world
by the Financial Times in 2016.

McKinsey & Company
McKinsey & Company is a global management consulting
firm, deeply committed to helping institutions in the private,
public and social sectors achieve lasting success. For almost
nine decades, our primary objective has been to serve as
our clients’ most trusted external advisor. With consultants
in more than 100 offices in over 60 countries, across
industries and functions, we bring unparalleled expertise
to clients anywhere in the world. We work closely with
teams at all levels of an organisation to shape winning
strategies, mobilise for change, build capabilities and drive
successful execution.
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The Cartier Women’s Initiative Awards recognise
outstanding women entrepreneurs and support them
in finding and promoting effective and affordable
solutions in favor of their local communities and
environment.
Over the past 10 years Cartier leveraged this unique
programme to recognise the creativity of amazing
women entrepreneurs across the world, and to support
them throughout their professional journey to success.
Often do women entrepreneurs encounter obstacles
and challenges such as limited access to financial
resources, to professional networks and communities,
to business expertise and mentorship. These hurdles
may undermine promising projects and limit personal
development.
Since its launch in 2006, the Cartier Women’s Initiative
Awards partnered with the Women’s Forum, with
McKinsey & Company and with INSEAD business school
to promote and support women as entrepreneurs and
to help them launch new companies, spur innovation
and create new jobs. In keeping with its tradition of
supporting individual excellence and empowering
imagination, Cartier gives these brilliant and committed
women the opportunity to create, to grow and to
transform the world they live in.
As the Cartier Women’s Initiative Awards mark their
first decade, Cartier asked INSEAD business school to
run a comprehensive study on how this programme
delivered on its missions and objectives and on the
impact it has had on business ventures and on the lives
of entrepreneurs who participated in the programme.
You will find in the following pages a description of the
programme as well as an introduction to many past
participants, finalists and laureates. Their story, their
passion, their pioneering spirit, their creativity and their
strong and relentless desire to influence and change
the world they live in, are at the very heart of what the
Cartier Women’s Initiative Awards stands for, and at the
very heart of the values of our Maison.
Cyrille Vigneron, President and CEO,
Cartier International

Building networks, bringing people together to share
their knowledge and their generosity – that’s the whole
point of the Women’s Forum for the Economy & Society,
and that’s the spirit with which the Cartier Women’s
Initiative Awards began.
It all started in 2006 with a partnership between the
Women’s Forum and Cartier, and I’m proud to say that,
10 years later, this partnership is still going strong. With
barely a dozen finalists in 2006, the Cartier Women’s
Initiative Awards has grown into an ever‑expanding
worldwide network of enterprising women, and I’m
thrilled to be able to celebrate this important 10th
anniversary with all of our friends in Dubai.
Supporting women entrepreneurs, and enabling them
to support each other, is a key objective shared by
the Women’s Forum and by Cartier. But the particular
success of the Cartier Women’s Initiative Awards lies
with the women themselves – with their social impact
projects and the positive change these projects have
made and are continuing to make around the world.
These are women who create new businesses and
entirely new business sectors that build financial,
social and human value. They are empowering
low‑income populations, improving access to education
and healthcare. They are breaking down barriers,
re‑investing profits. And they are building a better
future for all of us.
Jacqueline Franjou, CEO,
Women’s Forum for the Economy & Society
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McKinsey & Company has made gender diversity – and
diversity itself – a priority and led a number of initiatives
to support women in business and the economy. As
women represent half of the global talent pool, they
should be at the forefront of all major economic and
social debate, not just out of a sense of fairness, but
to ensure the very best minds, men and women alike,
are brought to bear on the toughest challenges that
our societies face. In particular, we have launched
our “Women Matter” series of reports, that have
demonstrated since almost ten years a clear correlation
between gender diversity in top management and
companies’ performance. While correlation does
not prove causality, we identified that the greater
performance of gender‑diverse companies resulted
from the diversity of leadership styles that women bring,
reinforcing multiple dimensions of an organisation’s
performance drivers.
As a global management consulting firm, our people
are our most precious asset, and developing all talents
– men and women alike – is our passion. This is why,
as part of those initiatives, we have also launched our
internal “All In” initiative, aimed at developing a diversity
of talents at McKinsey, with an inclusive approach
involving both men and women.
This passion about developing talents and diversity
has made us a natural partner of the Cartier Women’s
Initiative Awards since the beginning, and every year,
McKinsey consultants coach several of the 6 laureates
and sit on the competition’s Jury board.
Entrepreneurs are a key strength of an economy, they
bring new ideas, stimulate and lead change. We are
deeply proud to contribute to the dynamism of
entrepreneurship ecosystems around the world with
such talented women, and to help grow the leaders of
tomorrow thanks to the Cartier Awards.
Sandrine Devillard, Director,
Paris Office, McKinsey & Company

INSEAD is honoured to have been an integral part
of the Cartier Women’s Initiative Awards since 2006.
Assessing their impact over a decade reveals the true
achievement of the programme and the immense
value it has created for a generation of women leaders.
The commitment and engagement shown by all
those involved mirror the school’s own dedication
to excellence, innovation and diversity, as well as a
profound belief in business as a force for good.
By coaching, mentoring and applying business
frameworks to the ideas and aspirations of the
contestants in the Cartier Women’s Initiative Awards,
our INSEAD’s world-class faculty, talented MBAs and
alumni play a valued role in the programme, not only
at the selection stage but in sharing their expertise and
experience with finalists and laureates alike.
As ‘The Business School for the World’, INSEAD
understands the importance of inspiring new ideas,
creating a positive social and environmental impact,
and harnessing the power of the market. With students
from more than 80 countries, a faculty representing
40 nationalities, and alumni spread throughout 174
nations, it is uniquely positioned to understand the
benefits created by bringing together people, cultures
and ideas to change lives and transform organisations.
Ilian Mihov, Dean of INSEAD
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Summary

Executive Summary
As the Cartier Women’s Initiative Awards marks
its first decade, Cartier requested INSEAD to
undertake an assessment of the programme.
This report presents the results of a comprehensive
study on the impact of this programme, its success
in meeting its mission and the impact it has had
on the lives and business ventures launched by
the entrepreneurs who have participated in it.
It is based on a written survey as well as
face‑to‑face and telephone interviews with a
broad spectrum of participants in the programme
during its first decade.
The study finds that the Cartier Awards programme
has been a transformative step in the lives of the
162 women entrepreneurs who have participated as
finalists and laureates and the 148 business ventures
from more than 45 countries involved. In addition to
these entrepreneurs, the programme has generated
an impressive network of committed business
leaders, entrepreneurs and innovators who have
supported the success of these women. Both the
finalists and laureates and the network of supporters
have created a deeply engaged community
committed to the long‑term success of the women
and their business ventures.

A Global Pool of Applicants of
Leading Women Entrepreneurs
Applicants: The study finds a steady and impressive
increase in the number of applicants to the Cartier
Women’s Initiative Awards, from several hundred
when they were launched a decade ago to 1,800
in recent years. They come from a greater number
of countries in every part of the world and reflect
an increasing level of business development as the
Award has grown in prominence and stature.
Contestants: Between 2007 and 2015, 162 women
have been selected to compete for the Cartier
Awards, representing 148 enterprises from 45
countries. They are selected by teams of judges
through a three‑stage process that includes
screening, pre‑selection and the selection of
contestants. They compete in six regional groupings
which cover the entire globe and bring diverse
profiles of age, education and expertise. Ranging
in age from 24 years old to 68, the largest number
of contestants are in their thirties and forties, are
characterised by a level of education considerably
above the norm and with professional backgrounds
in healthcare, technology, education and science.

The Cartier Awards Community is now a vibrant
channel through which this group of women
entrepreneurs from around the globe are able to
collaborate and share experiences and insights.
This has enhanced the sustainability of their
businesses as well as promoted the creativity and
impact they seek to create. It has also served to
increase the visibility of their achievements, to
become a source of inspiration, and a means to give
back to the next generation of women leaders.
This growing community and the programme
behind it reinforce the values at the core of Cartier’s
commitment to the Women’s Initiative Awards and
the principle of business as a force for good.

Judges: Working in six regional groupings, judges
play a critical role at two stages of the process:
the selection of finalists and the final competition
to select a laureate from each region. The judges,
themselves, are high‑profile individuals chosen
on the basis of their entrepreneurial experience,
their business achievements and their commitment
to supporting women entrepreneurs. Many
provide important contacts, support and advice
to contestants after the competition. They also act

as ambassadors for the Cartier Awards by raising
awareness on the competition and recruiting new
applicants in their home country.
Coaches and Mentors: A systematic four‑week
programme of coaching is provided to all Cartier
Awards finalists leading up to the final round of the
competition. It is comprised of intensive business
plan preparation, business model development,
as well as pitching and presentation skills. The
laureates selected from each regional grouping
are entitled to a further full‑year of high‑level
mentoring to support both business and personal
development of these high‑potential women
leaders. Together the coaching and mentoring
programmes reflect the deep commitment Cartier
makes to the women selected to participate in
the Awards.

Cartier Awards Creating Value for
Women Entrepreneurs
The majority of participants in the Cartier Awards
during the first years of the programme were in an
early stage of development: 57% had not reached
the validation stage at the time of their participation.
Over the last five years the competition has been
characterised by more mature business profiles
with 32% being at validation and moving towards
full commercialisation stage. Participants now
bring larger numbers and a more diverse pool of
investors and more stable funding. As a result, the
Cartier Awards finalists and laureates are able to
benefit from higher levels of coaching, training and
support, and the Awards add more value to those
participating.
Among the study’s most significant findings is that
over 80% of the ventures that have participated
in the Cartier Awards remain in operation. 97%
believe they have positive social impact and yet
none employ a systematic means of measuring
that impact. Respondents indicated that Awards
process builds self‑confidence, validates women as
leaders, and reduces the isolation felt by women
with initiative. It is estimated that over 5,000 new
jobs have been created by the ventures supported
by the Cartier Awards.

The four areas in which the Awards had the greatest
impact on the enterprises and work of the finalists
and laureates were identified as follows:
—— Leadership and management skills
—— Financial skills and access to finance
—— Media and marketing
—— Promoting social impact, creativity and
innovation

Excellence Through a Decade
of Impact
Cartier’s commitment to excellence, which is shared
by its three partners, has been leveraged to create a
programme that has had a profound impact on the
lives of the women who have participated and the
businesses they lead. The study identified distinctive
features of the Cartier Women’s Initiative Awards,
and those upon which it can build for even greater
positive impact:
The continual improvement process employed
by the Cartier team leveraged the success of the
programme and established links with partners and
other similarly focused organisations.
The Cartier Awards Community creates a venue
for sharing experience, ideas and challenges with
like‑minded women seeking to create impact
through business.
The commitment of those involved in the Cartier
Awards offers many opportunities for further
engagement, such as to a rich body of resources,
expertise and contacts that will enable another
generation of visionary women leaders to make
business a force for good.
What began as a simple business competition a
decade ago has been refined and augmented
through a process of continual improvement. It
is now at the forefront of efforts to encourage
entrepreneurship, poised to deepen its social and
environmental impact while enhancing the role of
women as entrepreneurs and leaders.
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Mission and Objectives of the Cartier Awards
Identify, support and
encourage worldwide
innovative women‑led
business ventures
with a strong social or
environmental impact.
“Entrepreneurial spirit is
a precious asset to be
cultivated, particularly
during challenging
times. The Cartier
Awards contributes to
women’s empowerment
efforts worldwide and
mirrors Cartier’s ideals
and values: initiative,
audacity and willpower
to make the world we
live in a better place.”
Cyrille Vigneron, CEO of Cartier.

The Cartier Women’s Initiative Awards was launched as an international business
plan competition in 2006 by Cartier in collaboration with the Women’s Forum,
McKinsey & Company and INSEAD Business School with the aim of identifying,
supporting and encouraging innovative women‑led business ventures with a
strong social or environmental impact.
To achieve this, the Cartier Awards established a threefold mission:
—— To identify and support early‑stage women entrepreneurs through funding,
coaching and support;
—— To foster a spirit of enterprise by celebrating entrepreneurial women role
models; and
—— To create an international network of women entrepreneurs and promote
interactions between peers.
The idea stemmed from the Maison’s desire to give back to women who
constitute the core of its clients, are a source of inspiration for its artists, and
make up a majority of its employees, including those at the senior level.
The Awards were established as an ambitious and pioneering programme,
characterised by:
—— Global vision: projects from every country are eligible and selected through
six regional groupings so as to reward the highest potential candidates
in each.
—— Demanding selection: process comprised of three criteria: innovation,
financial viability and a demonstrable social or environmental impact.
—— Thorough skill development and training process through which all finalists
benefit from a four‑month coaching, workshops and a year‑long mentoring
for laureates.
—— A community of inspiration and support: finalists and laureates from prior
cohorts, coaches, judges, and organisers remain actively engaged.
The Awards programme reflects Cartier’s core values of innovation, audacity
and generosity, and is aligned with the Maison’s ambitious corporate social
responsibility policy. The policy features a continuously improving production
and distribution process: from its workshops to its boutiques; its enduring
patronage of the arts and its charity drives and events to support compelling
issues worldwide.

Overview
The success of the Cartier Women’s Initiative Awards is built on the visionary
leadership of Cartier, and the engagement of three other organisations with
complementary resources and talents. The Cartier Awards process adds to
that a wide‑ranging and diverse network of volunteers from around the globe
committed to bringing their expertise, experience and insights to women
entrepreneurs who seek to make a change and improve the lives in their
community and the world around them. The Cartier Awards process takes place
in a series of stages beginning with a global call for applicants and pre‑selection.
It moves through a sequence of development and training steps designed
to take a business from an early‑stage venture to a robust plan positioned for
scaling and growth, and culminates with a business plan competition and the
selection of a laureate from each of the six regional groupings.
The stages are illustrated in the table overleaf.
The Cartier Awards process have led to the formation of its own community of
women in enterprise. They collaborate, share experiences and insights in an
effort to promote impactful, creative and sustainable businesses. This expanding
community reinforces the values at the core of Cartier’s commitment to the
Awards and the notion of business as a force for good. The growth of the
programme has been an evolutionary process which, at times, results in regional
variations but is also one that fosters ongoing innovation and improvement.
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Timeline of Cartier
Women’s Initiative Awards Process

“My coach was great.
Very professional,
knowledgeable and
approachable.”

Enass Abo‑Hamed, 2015
finalist for Europe

Local Entrepreneurship
Partners

(sample organisation list)
Agora Partnerships
APCE
BID Network
BPW
Chambers of Commerce
Endeavor (Latin America)
Investors’ Circle

Raomal Perera,
Adjunct Professor of
Entrepreneurship,
INSEAD, In addition
to promoting the
Cartier Awards
among entrepreneurs
in Ireland, Raomal
serves as both a
coach for the business
plan preparation
and during the
Awards Week.

“Beyond the selection
criteria, we looked
for passion and
inner strength in our
candidates”
Joyce Ventura, Movie
producer, Colombia,
Former President
of the Jury for Latin
America, instrumental
in promoting Awards in
Colombia

“The Awards gave me
the opportunity to work
directly with a client
and made me grow
professionally”

“I loved how the
coaching in France
really brought the
entrepreneurs together
as a group. Cartier also
treats its finalists like
gold.”

Laura Toia, Former
Engagement Manager at
McKinsey & Company, Rome

“A good jury is made by
the right mix of people,
including experts in finance
and marketing and, above
all, with an entrepreneurship
background”

Shelly Porges, Co-Founder at
Entrepreneurs for Hillary. President
of the Jury for North America

“The Cartier Awards have
helped me organise my ideas
by questioning myself and
my business plan through the
business logic frame that the
competition provides”

Antonia Sanin 2007 laureate
for Latin America, is founder of
The Globe which publishes books
and educational materials for
children

Kresse Wesling,
2011 laureate for Europe

“Coaching is a way
of ‘giving back’ but it
is also of great value
to me”
Florian Schmieg:
Principal at Boston
Consulting Group

“Traveling to Paris, and
starting a business plan
was the most wonderful
and enriching experience
I have ever had.”
Elizabeth Ojeda Gomez,
2012 finalist for Latin
America

“I have learned a lot through
my experience as a Cartier
Judge. I refer to the work that
these women are doing all
the time in my teaching and
academic work.”
Xiaowei Rose Luo,
Professor of Entrepreneurship
and Family Enterprise at
INSEAD and Jury
Member for Asia‑Pacific

“Thanks to the Cartier
Awards, I’ve learnt the
spirit of a Business
Plan and how to best
communicate my project”.
Carla Delfino,
2014 laureate from Europe,
Scappatopo, Produces
organic not-toxic repellents
to control but not to kill pests

“It is not about the prize
but the doors they open”.

Madhu Rajesh, Director at
Partnerships & Development
at Water and Sanitation for
the Urban Poor and has
served as a coach and mentor
of finalists and laureates

Mujeres Empresarias Chile
Technoserve (Africa)
TiE network
Unreasonable Institute
Women 2.0

Call for Applications
From network of partner
organisations and
general public

Over 1,800 applicants
from 6 regions of the
world in 2015

Six Regional Divisions:
Asia‑Pacific
Europe
Latin America
Middle East/N. Africa
North America
Sub‑Saharan Africa

Eligibility &
Pre‑screening
Cartier and INSEAD
MBAs select 60+
candidates from over
1,800 applications
The concentration of
participants projects
has shifted from the
“minimum viable
product” stage in
the early years of
the awards to the
“validation” and
“scaling up” stage in
recent years.

Initial Jury Selection
Regional juries select
finalists from 10-12
screened candidates
per regional grouping
Three finalists are
selected by jury
members from a pool
of 10‑12 applicants
who are short‑listed
in each of six regions.
The finalists advance
to the competition
and benefit from
business plan
coaching and training.

Coaching & Business
Plan Preparation
4‑month online and
telephone support for
business plan creation
and coaching

Awards Week
Coaching, support
& classes by
entrepreneurship, media
and Cartier experts given
for finalists
“The preparation week
in Paris was very helpful
and I found the process
of co‑creating with my
cohort peers under the
guidance of Mary Cronin
to be fantastic.”

“The amount of work I
had to put in clarifying
my project for the
Awards really help me
to ask myself the big
questions”
Alexandra Greenhill,
2015 laureate for North
America

Achenyo Idachaba,
2014 laureate for
Sub‑Saharan Africa

Final Competition
Finalists present
business plans to
panel of judges to
select laureates

Laureates Receive
Year‑long Mentoring
McKinsey experts
volunteer to provide
ongoing support

Finalists & Laureates
Join Cartier Awards
Community
For ongoing support,
network and innovation

Following four months
of intensive coaching
by phone and Skype
and a week of further
coaching and classes,
the three finalists from
each region compete to
determine which one will
be selected as laureate.

“The Cartier Awards
helped me make great
contacts and build my
network. I hope to find
ways to stay engaged with
the other contestants”

“My mentor helped
me build my business
expertise, improve my
ability to deal with business
challenges and, combined
with the exposure from
the awards, develop my
brand”.

“The Cartier Awards helped
me re-shape my business
plan & present my project
more clearly to make my
message understood”

Over 80% of
ventures remain
operating

Eleni Antoniadou, 2014
laureate for North America

Patricia Compas-Markman,
2012 finalist for North America

Lorna Rutto,
2011 laureate for
Sub-Saharan Africa
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The Call For Applications and Criteria
The call for applications for the Cartier Women’s
Initiative Awards is published each year and
announced to the general media and through
the partner organisations, with programmes and
activities to promote entrepreneurship at the
local level. The partners assist the Cartier team
in ensuring that a strong pool of applications is
attracted to the competition. They also serve as an
important follow-up resource to support finalists
and laureates following the competition.
The entire application process is available through
the Cartier Online website and remains open for
four months from the date of the initial call for
applications. Five key eligibility criteria must be met:
1	For‑profit: The applicant must be a for‑profit
enterprise that seeks to generate revenues in
excess of expenses. Not‑for‑profit organisations
are not eligible.
2	Originality: Business ventures must be based on
a new idea or innovation, created or conceived
by the founder and her team and not a
replication or subsidiary of another business.
3	Early‑stage venture: Although applicants
could formerly projects that had not yet been
implemented during the early years of the
Awards, this is no longer permitted. Applicants
are required to demonstrate at least one year of
operations and sustainable revenue generation.
Enterprises should be no more than three
years old.
4	Women‑led: The primary leadership position(s)
must be filled by a woman/women.
5	Age: Participants must have reached the age of
legal responsibility in their respective countries
by the application deadline. There is no upper
age limit for participation.
Women of all ages, nationalities, countries of
residence, and any business sector are encouraged
to apply. Language proficiency is not a pre‑requisite
although a good command of written and verbal

Applicants

English is necessary for the application and
selection process, and to take full advantage of the
coaching process and training.

The steady and impressive increase in the number of applicants to the Cartier
Women’s Initiative Awards from 360 in 2007 to 1,800 in recent years reflects the
dynamic growth of the programme.

The application form is comprehensive and
detailed. It requires an abbreviated business plan
and a SWOT analysis be submitted. Applicants are
asked to describe the product or service offered, the
market and customers they serve, and their business
model. In addition, information is requested
pertaining to their partnerships, and competitive
environment, their management strategy, and
financials. They are aked to describe the creative
or innovative aspect of their enterprise, and the
social and environmental impact. This thorough
application process is the basis for the selection of
finalists and serves as preparation for the coaching
and training process that is to follows for those who
are selected.

Applicants to the Cartier Awards
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“Cartier now receives
so many applications,
and the level of
the applicants has
improved so much
that it is getting more
and more difficult to
select finalists.”
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Bernard Fornas, former CEO
of Cartier and current co‑CEO
of Richemont

2015

The number of applicants from the six regional groupings varies. North
America and Europe combined comprised nearly half of the applications in
2015. Sub‑Saharan Africa ranked third with 16% of the applicant pool, with Asia
and the Middle East-North Africa (MENA) at 15% and 14% respectively. Latin
America, which provided a sizeable proportion of the applicants in the first five
years of the Awards, accounted for only 9% in 2015.
The sources of information attracting applicants to the Cartier Awards are
diverse, with online social media, family and friends, and women’s social
networks being the dominant channels. This reflects Cartier’s strategy to partner
with well‑placed local organisations able to deliver ongoing support to the
women who emerge as finalists and laureates.
Geographical Distribution of
Applications (2015)

Source of Information Leading
to Application (2014)

Latin America
9%

Other
18%

North America
25%

MENA
14%

Cartier staff
2%

In the media
17%

Friend/family
20%

Asia
15%
Europe
21%

Sub-Saharan Africa
16%

Online social
networks
23%

Women’s network
20%
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Eligibility and Pre‑Selection
“I was studying at
INSEAD in 2008 and
joined some friends
to participate in the
pre‑selection week‑end
on campus. I found
the experience so
rewarding that I
volunteered again.
I was then offered a
role in the coaching
process, which gave me
opportunities to learn
about new industries
and geographies, as
well as practice her
coaching skills and
have been volunteering
ever since!”
Madhu Rajesh is Director at
Partnerships & Development
at Water and Sanitation for the
Urban Poor.

Once received, applications pass through a two‑step pre‑selection process. Each
application is initially screened by the Cartier team to ensure that it is complete
and meets the eligibility criteria described above.
Applications are then examined by INSEAD MBAs and alumni who devote a
week‑end on the school’s campuses in Fontainebleau and Singapore to the next
step in the selection process. Working in 10 to 15 teams, and supervised by
representatives of Cartier, the Women’s Forum and INSEAD faculty, the teams
review each application on the basis of selection criteria defined by Cartier. They
narrow the eligible applicants down to ten to twelve candidates for each of the
six regions.
While participation is voluntary, many students and alumni return year after year
to contribute their time and expertise. Though the Cartier brand is a compelling
initial attraction, students are drawn to the task of helping women entrepreneurs.
They also consider this experience to be an opportunity to work on real‑life
business challenges they rarely come across. Many MBAs and alumni continue
to contribute their time to the Cartier Awards as coaches and mentors at later
stages in the competition.
Once the ten to twelve short‑listed candidates per region are chosen, they are
contacted by the Cartier team for any additional information or documentation
requested by the MBAs and alumni teams. The candidates’ application files are
then passed on to their respective regional juries for the selection of finalists.

The Jury Members and Role
Cartier Awards judges are high‑profile individuals chosen on the basis of their
entrepreneurial experience, their business achievements and their commitment
to supporting women entrepreneurs. They are divided into six regional juries,
each composed of five to six members and play a role in two key steps of the
selection process.
Their first role is the selection of finalists. Each of the six regional juries receives
the ten to twelve candidates from the pre‑selection process along with any
additional information collected by the Cartier Awards team. The applications
are thoroughly reviewed and the candidates debated within each of the six
juries through a series of online exchanges. This process culminates with the
top three candidates in each being selected to advance as finalists to the next
step of the Cartier Awards. Xiaowei Rose Luo, a member of the Asia‑Pacific jury
noted, “This selection process is very good. It encourages jury members to
think independently, and forces them to explain their preferences. It gives jury
members a chance to debate.”
The 18 finalists then participate in a unique programme of coaching and training
designed to improve each entrepreneur’s business plan, market position, and
skills essential for the success of their product or service prior to the final Awards
Week selection.
The second key role of the jury is the selection of laureates from among the
finalists during Cartier’s Awards Week. At this point, the six juries gather in
person to select one laureate for each region. Juries examine the detailed
business plan and model and benefit from an oral presentation by each finalist.
Each is then evaluated based on the Cartier Award’s three criteria: financial
sustainability, social and environmental impact, and creativity. Shelly Porges,
President of the North America jury noted, “The pitches to the jury are very
important, and often make us change our point of view.” Following regional
deliberations, all juries then meet together to share their final selection and the
process leading to their decision. This ensures that there is an alignment across
juries and creates an opportunity for jury members to question their colleagues
and gain insight into parallel deliberations taking place in the selection
process. Laureates for all six regions are announced at the Awards ceremony,
the culmination of the process. On the day after the announcement, the juries
provide feedback to the laureate and finalists and thereafter provide additional
support and connections to the entrepreneurs.
However, jury members remain engaged with both finalists and laureates. They
continue to provide contacts, support and mentoring, sometimes for years after
the awards. Jury members also act as ambassadors for the Cartier Awards, by
raising awareness of the competition and recruiting new applicants in their
home country.

“There are three key
aspects to a good jury:
expertise, diversity
and commitment”
Xiaowei Rose Luo, Professor of
Entrepreneurship and Family
Enterprise at INSEAD and member
of the jury for the Asia‑Pacific Region
(2014‑2015)

“To advance in the
competition, finalists
need to address four
main questions: “what
is the problem that
you are solving? Why
should we care? How
big is it and what
financials is it going
to drive?”
Shelly Porges, Co‑Founder at
Entrepreneurs for Hillary
President of the Jury for North
America (2009‑2015)

“In Colombia, I
contacted all the
organisations which
could potentially
be interested in the
Awards, from the media
to Alumni associations”
Joyce Ventura, Film
producer, Colombia
Former President of the Jury for
Latin America

“my jury’s feedback was
extremely valuable for
me as an entrepreneur
and for my company”
Emilie Mazzacurati, 2014 finalist for
North America

“My jury was extremely
responsive and opened
up potential business
leads for me”
Chinwe Ohajuruka, 2015 laureate
for Sub‑Saharan Africa
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Four‑Month Coaching
The extensive programme of coaching offered
to Cartier Awards finalists is emblematic of its
commitment to the women selected to participate
in the Awards. Drawing upon the expertise and
resources of INSEAD and its MBAs and alumni,
Cartier has developed a thorough programme of
one‑to‑one coaching to prepare finalists for the
Awards Week competition as well as to prepare
their enterprises for long‑term growth and success.
The four‑month coaching programme begins by
matching women entrepreneurs with coaches on
the basis of the business skills needed as well as the
industry segment in which the finalist is working.
Considerations such as time zones, work schedules
and personality must also come into play. Alexandra
Greenhill, 2015 laureate for North America reflects
that, “the right choice of coaches can make or
break it.”
The coaching programme focuses on two main
aspects: building a detailed professional business
plan and giving a convincing presentation, as
well as looking to the long‑term success of the
enterprise. Coaches receive the full application file,
including the jury’s selection notes, for the finalist
with whom they are paired. They begin a process of
assessing priorities and how the coaching can bring
the greatest value to the finalist and her enterprise.
All major aspects of business model and plan
are included, from defining the enterprise’s value
proposition and market segmentation to designing
a revenue model and management. To ensure that
all finalists are provided with the same foundation,
Cartier has introduced a structured framework
for the coaching programme in 2015. Developed
by Thousand Seeds, the programme includes
eight sessions with defined topics, key objectives,
deliverables, assignments, and tools. Most of the
coaches interviewed felt this was an important
step forward.

A Highly Valued Contribution of
the Cartier Awards
Over two thirds of the respondents to the ten‑year
survey (67%) were happy with the length of the
coaching period and positively rated their coach’s
availability, area of expertise, and understanding of
the specific challenges faced as a new entrepreneur.
Many respondents also emphasised the high value
created through coaching experience and the hard
work involved. Carla Delfino, 2014 laureate for
Europe commented, “I learned so much and Lisa
was always there for me which was very helpful. She
listened, understood and then helped me find a
solution. She was also honest and very demanding
but in a supportive way.” Similar sentiments were
expressed towards many coaches. This explains why
nearly half of the respondents to the survey stated
they had remained in contact with their coaches
years after receiving the Cartier Award.

Throughout the Cartier Awards, more than 145
people have volunteered as coaches or mentors.
58% came from INSEAD, 18% from McKinsey,
20% from Cartier itself, and 4% others. Although
a majority have only participated once, 24% of
them have participated on several occasions.
Many new coaches join on the recommendation of
former coaches.
Technical expertise, Objectivity, and Insight:
Respondents commended the coaches for their
technical expertise, objectivity, and insights on
developing a robust business plan. In some cases,
contestants appreciated help with “fine tuning”
while others appreciated help with the overall
conceptualisation of their business and help in
understanding its position in the marketplace. The
most frequently mentioned individual elements
of business planning were help with the financial
modelling revenue stream, and market analysis,
especially for those who lack a strong business
background. Overall, those who came to the
competition with strong business backgrounds
tended to find the coaching less helpful.
Pitching, practice and focus: The role of coaches
in providing pitching tips and practice; sharpening
the focus of the business proposition; and the
strategy of how to take a new product or service
to the market were particularly appreciated.
Several respondents noted that the coaches were
particularly helpful in anticipating the consequences
of decisions taken at various key junctures related to
the growth of their business.
Ideas, support and experience: In many cases, the
coaching process served as an opportunity to test
out ideas. Coaches were commended for providing
moral support and encouragement, especially in
the context of a high‑level international competition.
Coaches shared their own experiences, offered
differing points of view, and challenged the women
with probing questions about the value proposition
of their business. They were also identified as
valuable sources of contacts and connections,
including with prospective investors.
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Awards Week
“The preparation week
was fantastic. It helped
us present ourselves
shortly and promote
our business.”
Mame Khary Diene, 2008 laureate
for Africa

“The preparation week
in Paris was very
helpful and I found the
process of co‑creating
with my cohort peers
under the guidance
of Mary Cronin to
be fantastic.”
Achenyo Idachaba, 2014 laureate
for Sub‑Saharan Africa

“I loved how the
coaching in France
really brought the
entrepreneurs together
as a group. I valued the
time we had together
and the structure really
made that incredibly
intense and meaningful.
Cartier also treats its
Finalists like gold,
something many of
us in our day to day
work would never
have experienced.”
Kresse Wesling, 2011 laureate
for Europe

A week prior to the awards ceremony, all finalists travel to France for “Awards
Week”. At this point, they meet their fellow candidates for the first time, both
those from their own region and from around the world. They are welcomed at
the Cartier headquarters and attend a week‑long series of training workshops
and further coaching led by experts from Cartier, McKinsey and INSEAD.
The preparatory week helps finalists refine the business plan developed during
their four‑month individual coaching, gain additional skills, and polish their
presentation. It also serves to ensure that all candidates enter the final stage of
the competition with similar levels of preparation and complete information on
the process.
The week creates an opportunity for candidates to learn from one another,
exchange ideas among peers and discover the value of the Cartier Awards
community. It provides a first‑hand and personal experience of the benefits
of the Awards experience and the value it creates. This experience goes well
beyond basic business planning to the role of the participant as a leader
and an entrepreneur. Many finalists describe it as an empowering and
transformative experience.
Awards Week also creates an opportunity for all finalists to gain high‑level media
skills and exposure. This is achieved through structured training workshops
and practice in presentation and, in turn, the benefits of the exceptional media
exposure available during Awards Week itself. Upon arrival in Paris, all finalists
and their enterprise are presented to an assembly of major global media
outlets at a press conference organised by Cartier. Finalists serve as panellists
in the Women’s Forum programme and are available for further contacts
and interviews at the Cartier Awards Corner, a dedicated area for all finalists.
Following the announcement of the laureates, they receive even greater media
attention and extensive coverage from the Awards ceremony.

“The experience was
not only great for our
business, it was life
changing for us in the
sense that we realised
what we could do, what
others were doing, and
our vision was certainly
made much broader.”
Rosario Monteverde, 2009 laureate
for Latin America

“It was one of my
life‑time experiences
that has made a big
positive impact on my
business and personal
development, and
mainly my family! I can’t
thank Cartier enough!”
Zein Shiyyab, 2011 finalist for
Middle‑East and North Africa

“The recognition I
received as a finalist
in the media was
the greatest thing I
received because it
helps me tremendously
in sales and gives the
credibility I need to
start and continue my
business. That’s why I
will always be thankful
to the Cartier Awards.”
Elizabeth Ojeda Gomez,
2012 finalist for Latin America
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The Year‑Long Expert Mentoring for Laureates
“A good mentor is
able to bring clarity
and identify the right
perimeter for the
collaboration. The
initial conversation is
crucial. It takes some
time to understand
where a mentor can
help. A mentor can help
structure ideas, provide
perspective, and make
sure that their content
is packaged effectively
to meet the needs of the
key stakeholders.”
Laura Toia, Laura is Engagement
Manager at McKinsey & Company
based in Rome and served as a
mentor for, among others, Benita
Singh, 2011 laureate for North
America founder of Source4Style, an
online repertory of fair‑trade textiles
for the fashion industry.

“Working as a mentor
has helped me broaden
my skills and put
my experience and
knowledge of Africa
to use for the benefit
of the women in this
programme as well
as myself.”
Madhu Rajesh, Madhu is Director
at Partnerships & Development at
Water and Sanitation for the Urban
Poor and an INSEAD alumni who
has participated in many levels
of the Cartier Awards from the
selection process at INSEAD, to
benchmarking of the awards, and
serving as a coach and mentor on
several occasions.

Further reflecting commitment to enhancing the business ventures of the
women who participate each year, the six finalists who were selected as
laureates receive year‑long mentoring support to accompany their cash award.
This mentoring is delivered primarily by experienced business executives and
experts from McKinsey, Cartier, and INSEAD, and is often considered more
important than the prize itself. Whereas the coaching programme is focused
on delivering basic business tools to finalists, mentoring is an individualised
programme of support and is tailored to the needs of each laureate and their
early‑stage enterprise. Madhu Rajesh, who has coached both finalists and
laureates and has moved on to the mentoring programme noted, “When you
mentor a laureate, it is no longer about winning the Award. It’s about defining
the next steps in the development of their enterprise. It is a different kind of
involvement and implies other challenges.” Finding a good match for laureates
therefore becomes essential. To achieve it, Cartier has put into place a mutual
selection process by which laureates share their needs and mentors their
background and interests, taking into account the relevant expertise, region
and industry.
An essential role of a mentor is to provide an external perspective and focus
on the big picture. Madhu Rajesh commented, “Entrepreneurs are often too
wrapped up in the day‑to‑day details of their business. A mentor’s role is to
help them take a step back and develop a long‑term vision. We also encourage
them to think about their business in a different way, for example imagining the
impact that they can have in their community.” Another important contribution
of a mentor is to help the entrepreneur think systematically and structure their
ideas. Laura Toia, who also served as a mentor, commented, “I am always
amazed by the creativity and energy that entrepreneurs can bring, and the
straightforwardness of their thoughts. Unfortunately, they have a hard time
structuring them. They eventually need to find funding, and it’s important for
them to know how to communicate on their project.

The Cartier Awards Community
Building a community of women entrepreneurs has been an objective of the
Cartier Awards since its inception. This community seeks to provide inspiration
and support new contestants and promote networking opportunities among all
participants as part of Cartier’s ongoing commitment to women entrepreneurs.
From the outset, Cartier envisioned this community as one that would include
finalists, laureates and others involved in the programme, including coaches,
mentors and jurors.
Cartier has put mechanisms into place to track of past participants including
surveys, interviews and regular updates. In some cases, past finalists and
laureates have been invited to attend the Awards ceremony and participate
as panellists. Cartier has facilitated contact between participants working
in the same sector or who share other common interests. Leonora O’Brien,
2013 laureate from Ireland and Melissa Menke, 2013 finalist from Kenya, have
collaborated to improve the delivery of healthcare in their respective countries.
Leonora is founder of Pharmapod, a cloud-based platform for pharmacists and
Melissa created Access Afya which provides access to professional healthcare
clinics for people living in slums.
Over the past decade, Cartier has put a number of tools into place to serve this
community, including a LinkedIn group, now including over 2,000 followers,
a Facebook page with over 17,000 likes, and a Twitter account with more
than 3,500 followers. In 2015, a dedicated online platform, the Cartier Online
Social Network, was added to this tool box, intended to serve as a platform
for all participants to gather, exchange tips and share their challenges and
accomplishments.
Currently, the Cartier Awards Community joins 162 finalists, including 58
laureates, over 145 coaches; more than 65 jury members, and others who
combine to create an impressive social media audience. Beyond these statistics
is the value created by this community. Respondents to the survey emphasised
the importance of the inspiration and support that comes from exchanging
ideas with colleagues motivated by a common interest and purpose. In addition,
it serves to break the isolation many entrepreneurs experience, provides
opportunities to expand professional networks and identify potential partners.
Ongoing efforts are needed to encourage participation in this community if
it is to continue serving the growing number of participants. In addition to
promotion of the Cartier Online Social Network, survey respondents suggest
Cartier organise more local face‑to‑face events and facilitate more one‑on‑one
contacts between enterprises. An impressive number of respondents expressed
a desire to “give back” to the Cartier Awards Community and help other women
in their entrepreneurship journey.

“Being surrounded by
a like‑minded people
allows me to get and
give advice”
Enass Abo‑Hamed, 2015 finalist for
Europe

“We are all SOCIAL
entrepreneurs looking
to change the world
and facing common
challenges”
Lourdes Arreola, 2013 finalist for
Latin America

“The ability to share
ideas, to coach and be
coached, to mentor
and be mentored is
what makes a good
community”
Sarah Hawilo, 2015 finalist for
MENA

“There is a collective
wisdom to be shared
among Cartier Alumni”.
Una Ryan, 2009 laureate for North
America

“I feel that the Cartier
Awards community is
like a family. This bond,
which was created
when I participated
back in 2007, has not
faded with the years”.
Antonia Sanin, 2007 laureate for
Latin America
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Diverse Population of Participants
Finalists and laureates of the Cartier
Awards present very diverse profiles in
terms of geography, age and education

Across the Globe
The 162 women who competed between 2007
and 2015 came from 45 countries. They are
almost equally distributed among the six regional
groupings of the Awards, thanks to the separate
selection process. However, significant differences
do exist among countries within each region, and
some of them generate a stronger pool of finalists.
Although this is often consistent with population
size, such is not the case for Europe, Latin America,
MENA or Sub‑Saharan Africa. The geographical
distribution of laureates is less diverse, particularly
in MENA and Sub‑Saharan Africa, but remains quite
balanced in Europe and Latin America.

Geographical Distribution of All Finalists
2007‑2015
Latin America
Mexico
19%

MENA

Guatemala
3%

Ethiopia
6%

Panama
3% Chile
6%

Bolivia
9%

Lebanon
29%
Egypt
18%

UAE
18%

Argentina
16%

Jordan
29%

Uraguay
16%

Europe

Africa
Israël
3%

Ghana
4%

Germany
4%
Italy
4%

UK
32%

Iceland
7%

South Africa
22%

Ivory Coast
4%
Senegal
4%
Tanzania
4%
Mozambique
8%

Netherlands
7%

Ireland
11%

France
18%

Spain
14%

While it is commendable to expand the national
diversity of the candidates, and the Cartier team has
worked hard to do so, there is also considerable
value created in building up an eco‑system of
support at a national level. Past candidates, former
contestants, judges and coaches, play an important
role in anchoring the competition and promoting
participation in their countries. Of equal or greater
importance, especially in the long term, are the
relationships that the Cartier team has developed
with local entrepreneurship origanisations,
incubators, and other entities that help to create
an entrepreneur‑friendly environment. These local
partners help to identify strong candidates for the
Cartier Awards, preparing them to compete, and are
an essential component of the local eco‑system that
enables the long‑term success of finalists when they
return to implement the lessons they have learnt.

Women in their Thirties
and Forties

Brazil
9%

Colombia
19%

Though regional representation is relatively
balanced, there are some groups of countries that
have never sent a candidate to the Cartier Awards.
This is the case for the Caribbean, Central Asia and
Eastern Europe. It suggests that a targeted effort is
needed to elicit greater participation.

Rwanda
7%

The Cartier Awards contestants present diverse
demographic profiles, ranging in age from 24 to
68 years old.. The average age of the contestants
at time of participation was 38 with a median age
of 36. The largest segment of contestants were in
their thirties (37%) and when combined with those
in their forties, they represented 67% of finalists.
This is consistent with the findings of the Kauffman
Foundation, which found that the average age of
successful start‑up founders is 40.
Source: “The 2015 Kauffman Index of Startup Activity”. Ewing
Marion Kauffman Foundation, Kansas City, USA, June 2015.

Age at Participation
13%

30%

37%

■ 20-29

Swaziland
7%

Kenya
11%

Uganda
7%

■ 30-30

■ 40-49

■ 50 and over

With a High Level of Education
Both finalists and laureates are characterised by
a level of education considerably higher than the
norm. Nearly all of those surveyed had received
some higher education. The most common
degree among the group was a Master’s degree,
held by more than half of the women, 25% had a
four‑year college degree and 22% had a doctorate.
This left only 2% with a secondary education
diploma, in contrast to a Kaufman Foundation
study which found that only 31% of traditional new
entrepreneurs had a college degree.
Highest Completed Level of Education
60%
52%

50%

40%

30%
25%

22%

20%

10%

0%

Nigeria
22%

20%

0%
Less than
Hi School

2%
Hi School/
Secondary
School

0%
2-year
College
Degree

4-year
College
Degree

Masters
Degree

Doctoral
Degree
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Background & Profiles of Candidates
The 10‑year survey offers important insights
into changes in the level of preparedness and
experience of the candidates over the decade
of the Awards. True to the mission of supporting
women entrepreneurs in the early stages of their
business, the great majority of the candidates (92%)
created their enterprise either during the year they
participated in the Awards, or the three years prior.
On closer examination, it becomes apparent that
those who participated in the Cartier Awards
during the first years of the programme were in an
early stage of development, with 57% not having
reached the validation stage at the time of their
participation. In contrast, a shift toward more mature
enterprises is clearly apparent in the last five years
of the programme. Whereas 37% of participants in
the first years of the Awards created their enterprise
the year before they competed, and 13% launched
their business only after competition, 34% of the
participants who entered the competition in the last
five years already had two years of experience, and
34% had more.
As a result, enterprises participating during the
latter five years come to the programme with a more
mature profile (32% being at validation and moving
towards full commercialisation stage) and are able
to benefit from higher levels of coaching, training
and support provided through the Cartier Awards.

Stage of Development of the
Enterprises at the Cartier Awards
When examining the expertise of these women
brought, relatively few brought prior business
experience to the ventures they were launching.
A majority of contestants (57%) did not have any
prior experience in the field of work embarked
upon. Almost three‑fourths of them had already
worked as entrepreneurs, and an additional 15%
had worked for a large company. There was a
slight increase in the entrepreneurship and large
company experience for those in the later cohorts
of contestants. Again, there was no significant
difference in experience between finalists
and laureates.
Stage of Development of Enterprise at Awards

30%

20%

10%

12%
11%

69%

12%

12%

3%
0% 0%

0%

Concept/ Prototype Minimum Validation/ Scaling- Established
R&D
viable
Full com.
up
■ First 5 years

Other

41%

40%

36%

33% 32%

9%
0%

0%
Professional
network

External
investors

■ First 5 years

Other

0%
Grant

■ Last 5 years

Source of investments of Cartier Awards finalists 2007-2015
19%

18%
6% 7%

7%

6%

6% 5%

9%

0%
0%

50%

Personal
network

13%

5%

67%

60%

0%

20%
10%

70%

10%

30%

15%

80%

23%

40%

15%

Source of Investments

20%

75%

50%

18%

A majority of participants (63%) had benefited
from the help of accelerators, incubators or other
entrepreneurship promotional organisations.
Again, this number increased as the Cartier Award
applicants matured and these resources became
more accessible to entrepreneurs around the world.

30%

60%
26%

25%

Prior Business Experience

70%

31%

29%

Overall, an impressive 57% of past participants
already had investors when they applied to the
Cartier Awards. Those participating in the latter
years of the Awards were more advanced (52%
brought external funding) than those in the first
five years, very few of which had tapped sources
of funding. During the first five years of the
competition, these funds mainly came from external
investors and participants’ professional network,
whereas they showed a more diverse origin in the
last five years of the competition.

80%

35%
31%

The majority of respondents came from a family
background that included some degree of
entrepreneurship experience while 38% did not.

None

Large
company

SME

■ First 5 years

Entrepreneur

Other

NGO/
non-proﬁt

■ Last 5 years

■ Last 5 years

NB: Respondents were able to select multiple areas of business
experience

NB: Respondents were able to select multiple sources
of investments
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Impact on Entrepreneurs
Key Facts on Impact
In analysing the data collected on the decade of the Cartier Women’s Initiative Awards
some compelling results emerge related to the impact the programme has had on
the participants and their enterprise and, through these enterprises, on their global
environment. These findings confirm the effectiveness of the programme in achieving its
mission and the long-term impact it has created.

Cartier Awards Entrepreneurs

Global Outreach

—— Builds self-confidence

—— From 360 applications in 2007 to 1,800 in 2015*

—— Validates women as leaders

—— 6 regions*

—— Reduces isolation

—— Applicants from very diverse sectors
—— 162 finalists including 58 laureates from
45 countries*

Impact of the Cartier Awards
Cartier Awards Enterprises

Social & Environmental Impact

—— Over 80% of ventures still operating*

—— Over 5,000 new jobs created*

—— 75% have turnover of less than US$500,000
per year

—— 97% feel they have positive social impact

—— Recent finalists are more successful at scaling
up and growth
—— 69% of enterprises employ 1 to 9 people
Source: Data above is based on the 10-Year Survey conducted for this report. Items marked with asterisk* are derived
from data on all past finalists & laureates maintained by Cartier.

—— 12.4% work in environment, 9.5% in health,
6.6% in education*
—— Most feel they have had a social impact, but
none measures it
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The Growth and Impact of the
Cartier Women’s Initiative Awards
“Being selected
reinforced my
confidence and
enthusiasm for this
project, and I am happy
that a group of experts
judged that my idea
was structured and
doable.”
Antonia Sanin, 2007 laureate for
Latin America

“Receiving this
recognition, it is as if
someone was telling me
that I am finally on the
right track.”
Angel Chang, 2009 laureate for
North America

Growing Influence of the Cartier Awards
The impressive growth of the programme from 360 applicants in 2007 to
roughly 1,800 a decade later, is an initial reflection of its impact. While its
geographical scope has always been global, the actual diversity of participants
has grown with the addition of MENA in 2011, and the efforts deployed by the
Cartier team to develop the Awards in individual countries (such as Ireland).
The sectorial scope of the enterprises has also been wide‑ranging, from the
environment (12.4%) and health sectors (9.5%) to e‑business (7.4%) and
education (6.6%).
As finalists and laureates return to their home country, they most certainly
have inspired others to apply. Some INSEAD MBAs, who participated in the
pre‑selection process, became coaches and mentors, drawing their colleagues
into the Cartier Awards. The selection of prominent personalities as judges has
attracted a variety of leaders in business, the arts, and public figures to follow
suit and further raised the Awards’ profile.
By comparing ventures from the first and the last five years of the programme,
the impact of the Cartier Awards on promoting durable business ventures
comes more clearly into focus. More recent ventures are further along in their
stage of development, they bring a more diverse pool of investors, richer
business experience, have a larger number of employees and show a longer
life‑span.
In examining the impact on the participants themselves, the survey showed a
marked increase in self‑confidence, decreased sense of isolation and deeper
engagement with the local business community.

Business Profitability, Scaling up
and Growth
For 88% of finalists and laureates, the Cartier Awards
have played an important role in the development
of their enterprise. Over 80% of these businesses
remain active today, an exceptional performance
compared to standard first‑time start‑up survival
of only 18% (20% for a “repeat player” and
30% for a “veteran”). (Ewing Marion Kauffman
Foundation, 2015).
While more analysis is necessary, the ingredients
assembled as part of the Cartier Awards clearly
contribute to this success rate, most notably the
emphasis on a sound business plan, the process of
coaching and mentoring, and the ongoing support
system that injects advice, insight and expertise.
In spite of these successes, there is concern over
the relatively low growth rate of these enterprises.
Though it is more common to see low growth rates
among women‑led enterprises, it does raise the
question of why a business stalls three to five years
into its development and what action might be
taken to escalate growth.
Participants in the Cartier Awards generally head
smaller enterprises. The survey found that their
annual financial turnover was under 50,000 USD
(35% of respondents) or ranged between 100,000
and 500,000 USD (32%). Entrepreneurs who
participated during the first five years of the Awards
were more commonly in the smaller turnover
category, which reflects a difficulty or inability to
scale up their business. In contrast, respondents
who participated in the last five years were found
to have a moderately higher turnover. This, along
with the narrative responses in the survey, indicate
a greater level of preparedness among this group.
This can be partly attributed to the role of the Cartier
Awards programme itself.

Annual Financial Turnover in (USD)
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Source: Cartier Awards 10 Year Survey, INSEAD, 2015

The number of employees and indirect jobs created
offer a perspective from which to assess both the
sustainability of the enterprises and their social
impact. The survey data confirmed the small size of
the Cartier Awards enterprises, the majority (69%)
employing less than ten people. While this number
has increased modestly as the Awards programme
has developed, it is consistent with the indirect job
creation and annual turnover reported in the survey.

Impact, Innovation & Creativity
Respondents are keenly aware of their impact
on society and the environment: 97% of those
surveyed declared that they felt their enterprise
had made a positive impact. This perception was
more pronounced among recent finalists and
laureates, reflecting the growing importance of
the social impact criteria in the Cartier Awards
themselves. Judging from the narrative responses
that accompanied these scores, impact was defined
very broadly. In one of the few distinctions between
them, laureates were more inclined to feel that their
enterprise was having a very positive impact on the
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environment than finalists. However, none of
the respondents actually measured impact
systematically or used specific tools to do so.
Respondents were even more emphatic
about the creativity and innovation of their
business. 100% of the women surveyed
indicated that their enterprise had promoted
innovative or creative solutions, and 72%
strongly agreed with that affirmation. Again,
recent participants felt more strongly about
the creativity of their business (75% strongly
agreed, compared to 63% for earlier
participants). Laureates and finalists showed
no significant difference in their responses.
When asked to weigh the importance of
profit, innovation and creativity and impact as
objectives for their enterprise, respondents
placed impact first, before innovation and
creativity and finally profit. Respondents from
the first five years placed a somewhat lower
emphasis on creativity and innovation (27%),
to the benefit of impact (43%). Finalists and
laureates showed similar priorities.

Balancing Profit Innovation and Impact

28%
39%

33%

■ Proﬁt

■ Innovation/Creativity
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Source: Cartier Awards 10 Year Survey, INSEAD, 2015

For a decade the Cartier Awards have attracted outstanding women from around the
world, each bringing a unique business venture that has had a profound impact on their
community. The following profiles serve as an illustration of some of these women,
their enterprises and how their businesses have evolved. They present the challenges
they have faced and the role the Cartier Awards have played in their journey.
Chinwe Ohajuruka of Nigeria was the 2015
laureate for Sub‑Saharan Africa. She has launched
Comprehensive Design Services (CDS) to help
Nigerians build affordable houses that are energy
and resource‑efficient and practical. The enterprise
not only builds “green” houses but also sells plans
for them. “Since 96% of the houses in Nigeria are
self‑built and our aim is to make these homes
accessible, we set out to produce designs that
people can build themselves.”
Finding seed capital was one of the first challenges
facing Chinwe. She saw an opportunity in business
plan competitions, such as the Cartier Awards, that
would also bring notoriety and market access.
Balancing innovation and impact with financial
sustainability was a formidable challenge. The
need for quality housing was often overwhelming,
essential infrastructure was lacking, and investors
were dubious of linking business and social
impact. However, Chinwe sees an opportunity to
leverage the notoriety, the media coverage and
credibility accompanying the Cartier Awards to call
upon high-level decision-makers across Africa and
international organisations able to promote green
housing.
Chinwe was especially appreciative of her
coaching: “My coach helped me focus on the
essentials. The process helped me define and
refine my enterprise and raised my growth
potential exponentially”. She was also grateful
to her jury, which opened potential business
leads. She, like many participants, expressed an
eagerness to give back to the Awards, including
making a connection between past and future
Nigerian participants: “when I get really successful,
I would like to come back as a jury member”.

34 Cartier Women’s Initiative Awards

35

Portraits

Gouthami Kv was the 2010 laureate for Asia
from India. After receiving a degree in rural
management and 17 years of NGO work in
rural communities throughout India, Gouthami
founded Travel Another India in 2009. It is a
community‑based tourism venture created
to promote responsible tourism and rural
development throughout India. Since the Awards,
it has expanded to cover 10 destinations.
Gouthami’s biggest challenges have been
finding suitable investors and scaling up. She
notes: “impact is central to my enterprise and
financially returns may be slower when social
and environmental impact are a priority. Very few
investors are willing to wait that long.” Working
with local communities has not always been easy
either. Gouthami found it to be difficult to motivate
her partners at times.
She valued the benefits of her participation in
the Cartier Awards very much. She particularly
appreciated the unbiased, objective input that
helped to sharpen the focus of her business and
the new skills she gained that complemented her
existing areas of strength. “The coaching as well as
the week in France far exceeded my expectations. I
am very grateful to Tong, my coach, and the entire
Cartier Awards team.”

Kresse Wesling of the UK, was the 2011 laureate
for Europe. Her “passionate about waste” led
Kresse and her partner to found Elvis & Kresse to
transform industrial and commercial waste such
as fire hoses and coffee bags into luxury fashion
goods and accessories.
Among early challenges Kresse had to face was
that of building a crafts team. “We hired a master
craftsman and created our own apprenticeship
programme to develop the talent necessary.” The
same was true for scaling‑up the venture. “Over
the past two years we have developed several
partnerships with large corporations able to bring
our products to market.” In contrast to some of her
colleagues, Kresse feels that reconciling the need
to achieve both social and financial goals has never
been an issue. “This balance has been designed
into our DNA.” Now that growth is stable, she sees
her next challenge to build a solid marketing and
sales team.
The Cartier Awards helped Kresse expand
her network and explore new ideas. She was
invigorated by re‑examining the potential to grow
her business and inspired to position it as luxury
product. She also noted that “Cartier treats its
finalists like gold, something many of us in our
day to day work would never have experienced. I
cherish my experience with the Cartier Awards and
would love to give back.”
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Alexandra Greenhill of Canada was the 2015
laureate for North America. A former physician
and mother of three, she launched MyBestHelper
as a mobile and web service to match families
in need of assistance with caregivers. “We focus
on coordinating all of the options, both paid and
unpaid”. In its first three years, MyBestHelper has
already helped thousands throughout Canada, and
Alexandra hopes to expand internationally in the
near future.
Seed funding proved to be an early hurdle for
Alexandra, so she resorted to free resources
whenever possible. Even with a proven business
model, local business angels were reluctant to
invest in an innovative enterprise committed to
creating impact. As a result, Alexandra scaled
back her growth strategy to avoid running out
of cash. In planning to expand globally she
sought out advisors with international experience
and connections. She also sought out women
entrepreneur groups and activities to reduce
the sense of isolation that accompanied being a
female tech entrepreneur.
Alexandra’s Cartier Awards experience provided
benefits on many levels. The coaching prompted
her to examine aspects of her business plan she
had overlooked, developed clarity on her story
and the ability to communicate it effectively.
Interacting with other participants was also very
important. “The competition makes you better,
because you compete with people at the top of
their game.” The monetary award itself was enough
to be meaningful to her business. “With the Cartier
Awards, everything had been thought through.
There is no other award that offers coaching and
business networking opportunities at this level.
If there were an award of awards, Cartier would
win it.”

Gabriela Diaz of Argentina was a 2014 finalist for
Latin America. She founded ProText to create an
emergency communication solution for people,
like her son, afflicted with life‑threatening health
conditions but sought to live a normal, active life.
To make this possible, Protext offers an innovative
SMS‑based service to provide essential lifesaving
patient information to doctors, healthcare
providers and family in seconds.
For Gabriela, bringing a new service to the market
was particularly challenging. She prepared by
participating in numerous health‑related events
and better understanding her prospective clients.
She also took part in well‑known competitions,
both domestically and abroad, as a means of
gaining expert advice. Like many other candidates,
she struggled with fundraising until she found an
investor through her network.
Achieving financial results while creating social
impact presented difficulties. “We needed to
spread the word about Protext without spending
much money. We also realised that we had to
continue innovating the initial service to meet
market demand.”
Gabriela was particularly appreciative of her
coaching, which opened new perspectives for
her. “I want to thank my coach, Elena Cernea,
for her time, her commitment throughout the
competition, and for sharing all her knowledge”.
Gabriela also learned the value of networking with
her fellow finalists “I had a wonderful time in Paris,
being among other competitors. We made up a
great team, and got to know each other well. That
sharing made the whole experience very rich”.
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The Challenges Faced By Participants:
A Closer Analysis
Zein Shiyyab was a 2011 finalist for Middle
East‑North Africa (MENA) from Jordan. She
founded eTraining1.com as a web‑based hub to
facilitate interaction between training professionals
and their clients. “Our database compiles profiles
of professionals who train people in all fields,
from business development to quality control and
supply chain management to negotiations.” Since
receiving her Cartier Awards, Zein has signed
an “expression of interest” with 53 new training
centres and nearly 300 new trainers.

Survey and interview
responses offered an insight
into challenges faced by
those participating in the
Cartier Awards and benefits
derived from the programme.

As her opportunities to grow increased, access
to funding became one of Zein’s first business
hurdles. Monitoring that growth, understanding the
ongoing changes in her clients’ needs, delegation,
and keeping the big picture in focus proved to
be among her greatest challenges. Zein opted to
partner with a few training centres to ensure she
had a real insider’s perspective on the market.
Creating social impact while ensuring financial
viability has not been an easy task. Zein often found
it difficult to encourage clients to test new ideas
and allocate time to develop these innovations.

Refining business model & strategy:
Among the most often cited benefits
of the Cartier Awards programme
was the intensive focus on business
planning and the contribution this
made to developing coherent
business models and strategies of
the participants. These spanned
issues of supply chain management
and cost structure to expanding
to new markets and seeking out a
competitive advantage and market
position. For many, the attention to the
business model enabled the women
to articulate their value proposition
ensuring that their planning and
practices were aligned.

Zein feels she gained a lot from her Cartier
Awards experience, most importantly, the ability
to focus on core objectives and strategy. She also
learned the importance of business planning
and preparing a convincing elevator pitch. Zein
describes her Cartier Awards experiences as,
“one of the best of my life‑time. It has made a big
positive impact on my business, on my personal
development, and, perhaps most importantly, my
family. I can’t thank Cartier enough.”

1) Business model
development, planning
and innovation

Growth and scaling up Growth and
scaling up surfaced as a key issue
in many of the business planning
discussions and an ongoing
challenge for entrepreneurs. At times
this presented a choice between
growth and quality at other times
it was growth versus impact. Some
responded that scaling up can be
intimidating. A point which warrants
further attention is the relatively
limited number of Cartier Award
finalists and laureates that have
been able to grow their business.
This points to the question of what
type of support and mechanisms
could be put into place to accelerate
this process so as to bring about a
greater impact.

New product development,
innovation and competition: Many
enterprises were challenged by the
ongoing demand to introduce new
products and services together with
the need for innovation to remain
leaders in their respective fields.
The Awards programme, especially
the four‑week coaching and Paris
business training sessions, provided
important tools for the entrepreneurs
to maintain close contact with
customers and assess the market.
This enables them to develop new
products and services in line with their
business strategy. It was notable that
numerous respondents reported that
their enterprises have spawned and
inspired other enterprises to enter
under‑served markets, adopt more
sustainable business practices and
become more innovative. While this
creates some increase in competition
it also stimulates new products and
services for those often neglected by
traditional business practices.
Intellectual property, regulation
and the environment: As innovation
leaders, the entrepreneurs devote
considerable time and effort when
moving into new markets. Yet, they
are frequently frustrated by the speed
with which competition minimised
their first mover advantage. They often
lacked the resources to protect their
intellectual property yet, frequently
found themselves struggling to
comply with government regulations,
especially when they sought to export.
Environmental concerns loomed
large for respondents, ranging
from their interest of promoting
sustainable business practices, to
grappling with natural disasters
and political upheaval. For the
laureates, with access to follow‑up
mentoring, expertise and advice
was within reach. Others tapped into
local networks, often through their
Cartier connections.

Social and environmental impact:
The responses collected through
this assessment clearly reflect a
deep commitment to business as
a means of creating shared value
and social and environmental
impact. Several respondents noted
that this was embedded “in the
DNA” of their enterprise. However,
for many, the balance between
financial sustainability and social
impact requires constant attention
and navigation in a competitive
marketplace. Some have found
that this commitment distinguishes
them from competitors but the costs
involved can be formidable. Many,
especially those without a strong
like‑minded network of support in
place, lack access to some of the new
tools and frameworks developed
to assist social entrepreneurs in
navigating the frequent trade‑offs.
Of particular note is that none of those
surveyed employed any systematic
impact measurement methodology.
Most were unfamiliar of their
existence or any metrics that could
be used to assess their performance
in what was consistently rated as a
priority of their work. The Cartier
Awards community provides a vehicle
to advance this thinking and creates a
body of expertise. Its efforts to expand
the network of local partners can
provide even more support.

2) Access to capital
and connections
Among the highest priorities
identified by the respondents was
access to investment capital and
financing. This emerged as a critical
factor in the ability of enterprises to
achieve the level of growth that would
enable them to reach significant
market penetration, financial
stability and impact. The Cartier
Awards network and the media
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that surrounds it proved to excel in
this arena. Following the Awards,
entrepreneurs were often able to
return home with sound business
plans, robust business models and
a network that provided them with
access they had never previously had.
The visibility generated by the Award
elevated their credibility and opened
new doors for partnerships, market
access and, most importantly, access
to finance.

3) Talent, skills and
human resources:
Talent recruitment and retention: Like
many entrepreneurs and early‑stage
ventures, the Cartier Awards finalists
and laureates find access to talent to
be one of their greatest challenges.
While the ability to attract talent with
tempting compensation packages
is an impediment, more significant
is their business’ role of breaking
into new markets and defining new
ways of doing business. In some
cases, this requires the development
of new types of expertise and,
equally important, the retention of
that expertise.
Leadership, management and
team building: A benefit of the
Cartier Awards most frequently cited
by respondents was the of access
to role models in leadership and
management positions. Specifically,
respondents valued the inspiration,
vision and focus of some of those
they have come to know through the
programme. Team management skills
including planning, communication,
and problem solving, were highly
valued, especially for those that had
success in scaling up and the role
of teams proved to be one of ever
greater importance.
Media, communications and visibility:
As important as the coaching proved
to be, the access to media and the
skills to use it effectively proved to be
among the most important benefits
of the week in Paris and Deauville. For
many, the week provided abundant
opportunities to present their
enterprise to the media. Equipped
with pitching and presentation skills

from the training most finalists and
laureates left France with media and
communication skills as well as a level
of media exposure that would both
raise the stature and provide access
upon returning home.
Business skills: A wide range of
business skills were identified as
important to the finalists and laureates
responding to the survey. Among
the most often mentioned were
marketing, customer information,
and market research. Pitching and
presentation skills proved to be
highly valued, as were financial
management, supply chain, customer
relations, and negotiation skills.
Special challenges of women in
business and the role of the founder:
Throughout the survey and interview
process special challenges for women
in business, especially as leaders of
their own business surfaced. They
often felt isolated with reduced
access to resources when compared
to their male counterparts. At times
they faced significant cultural barriers
that constricted their performance.
An analogous set of issues surfaced
stemming from the role of the
founder and chief executive of an
enterprise. The value of the Cartier
Awards, the network of women
in leadership roles it has brought
together, and the connections created
between young and aspiring women
in entrepreneurship with those who
have achieved success was frequently
mentioned as one of the programme’s
greatest accomplishments.

Creation of Value for Women
Entrepreneurs

An examination of survey responses,
interviews and review of the reporting
data revealed a broad spectrum of
benefits gained through the Cartier
Awards. In analysing the results of
these activities, four themes emerged
as those in which the Awards had the
greatest impact on the enterprises
and work of the finalists and laureates.

Leadership and
management skills

Many of those selected as finalists
for the Cartier Awards had already
proven themselves to have the
personal characteristics of leaders:
the commitment to find solutions to
neglected needs, the capacity to go
beyond traditional thinking, and the
ability to motivate those around them.
Consequently, the Cartier Awards
programme has been developed to
complement these traits with a range
of skills to take these finalists and
laureates to another level in leading
successful business ventures capable
of creating economic as well as
social value for themselves and their
community.
These benefits were created by the
combination of coaching, the training
and workshops provided. They also
benefited from the exceptional cohort
of women entrepreneurs they came
to know through the competition,
the nature of the Cartier Awards
themselves, and the networking and
access to an outstanding pool of
global leaders.
Not surprisingly, once the value of
these skills became apparent, finalists
sought to expand these skills.

Financial Skills and Access
to Finance

Financial skills, both the high‑level
skills necessary for the creation and
growth of a financially sustainable
enterprise and specific financial
management skills were highly valued
by respondents. The latter, including
financial modelling, revenue stream
analysis, pricing, and the use of
profit/loss tools, were considered
particularly important for those who
did not come to the Awards with a
strong business background.
Securing funding, investment
and access to capital surfaced as
widespread needs across those
surveyed at nearly every level. The
networking access provided through
the Cartier Awards was felt to be a
tremendous asset and often be used
to leverage resources closer to home.

In the case of both financial skills and
access to finance, knowledge was
primarily conveyed through coaching,
mentoring and networking. While
finalists were appreciative of the
support they received through the
Cartier Awards, the survey show that
most of them sought more detailed,
in‑depth training on these critical
topics, especially when they had a
limited business background.

Media and Marketing

Media and marketing skills and the
access to people with these skills was
identified as a high priority. The skills
gained through the Cartier Awards
in market analysis, segmentation
and branding, promotion and public
relations were highly valued. Like
the two issues above, there was a
significant number of respondents
who sought more training and tools in
this field.
Among the most successful aspects of
the Awards programme was training
in and access to the media. This was
noted both at the Awards week in
France through training and direct
exposure as well as highly valued
in‑country follow‑up through the
Cartier network following the Awards.
For many respondents it elevated the
appreciation and value of an effective
communication strategy.

Social Impact, Creativity
and innovation

Among the greatest challenges
raised by those surveyed was that
of balancing their need to build a
financially sustainable enterprise with
their commitment to creating positive
social impact and promoting creativity
and innovation. Unlike the three issues
above, few straightforward tools and
frameworks exist to navigate this
balance. Entrepreneurs often found
that the market place, especially
the investment community, remains
sceptical of such objectives.
While the Cartier Awards itself has
found a more equitable balance in
these interests, the community that
has grown around the Awards has
proven to be a powerful resource

sharing its own solutions in an effort
to transform it from a trade‑off to a
complementary strategy.

Excellence Through a Decade
of Impact

It is notable that the commitment
to strive for excellence found in
Cartier as well as its three partners
was leveraged to bring ongoing
improvements to the programme.
What began as a straightforward
business competition was refined and
augmented to take on the challenge
of creating a positive social and
environmental impact and enhance
the role of women as entrepreneurs
and leaders.
Continual improvement of the Cartier
Women’s Initiative Awards: The
Cartier team leveraged the success
of the programme to establish links
with other organisations focused on
promoting entrepreneurship at a local
level. This enhanced the applicants’
preparation prior to applying to
Cartier but also enabled Cartier to
expand its regional and local reach
with modest additional cost.
This approach multiplied the impact
of Cartier’s efforts by creating a
local support system and network.
These links have enabled recipients
of the Awards to identify a robust
community of support and access to
potential investors able to assist them
in growing their venture. The findings
of this survey confirm that these local
networks are an effective means
of ensuring high-quality in-country
support for Cartier Awards finalists
and laureates.
Importance of nurturing the Cartier
Awards Community: When asked
to define what creates value in the
Cartier Awards community many
of the points raised above were
reiterated. However, special mention
was made of the constant contact,
support and encouragement
provided by both the Cartier Awards
team as well as their colleagues in
their home country and around the
world.

Overall responses centred on the
connections, experience, expertise,
and support created by the network.
The importance of having access to a
community of “like‑minded” women
was believed to create a venue for
receiving and giving advice together
with sharing insights. In several
instances, respondents indicated
that national‑level get‑togethers had
been organised to provide greater
access to expertise and engage
others instrumental in building a
thriving entrepreneurial eco‑system.
These include investors, business
leaders and policy makers. In several
instances supplementary coaching
and mentoring relationships have also
emerged.
Engagement with the Cartier
Women’s Initiative Awards: Finally,
there was an enthusiastic response
at all levels of the Cartier Awards
community to the question how to
“give back”. Responses ranged from
identifying prospective candidates for
the award and hosting local Cartier
events to assisting them through
the application process to offering
coaching and mentoring services or
serving as a jury member. Of special
interest was the commitment of those
who already served as volunteers in
the programme; coaches, mentors,
workshop faculty, and jury members.
All indicated a willingness to do more.
Coaches were willing to provide
ongoing mentoring. Jury members
were willing to provide coaching and
mentoring to Cartier Awards finalists
and laureates.
The intangible asset created through
this decade of activity is that of a
community of leaders acting through
many different channels but engaged
in a collaborative effort to enhance
the role of women working through
business to create a greater common
good.
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Conclusion
When Cartier launched the Cartier Women’s
Initiative Awards a decade ago, it was a pioneering
initiative on many levels. Cartier went beyond the
customary practice of event sponsorship initially
proposed. Instead, it opted to create, an entirely
new programme from the ground up to address
the complex unmet needs and challenges facing
women entrepreneurs. In doing so, Cartier chose
to invest in high‑potential women to build their
capacity to generate sustainable enterprises and to
create better lives for themselves, their families and
their communities.
It also brought together the talents, expertise and
resources of the Women’s Forum, McKinsey and
INSEAD. Cartier took on the challenge at a global
scale with an ambitious award programme that
raised the level and engagement of all involved. In
the course of this analysis, it has become apparent
that substantial benefits have been generated for
the women entrepreneurs. They were given tools,
expertise and access that enabled them to thrive.
It is also apparent that the partners Cartier has
brought to the programme have benefited from
the exchange.
A decade after being launched, the track record
of the Cartier Awards is impressive. 162 finalists
have participated, representing 148 enterprises
from 45 countries in all parts of the world. 58
laureates that received a 20,000 USD prize and
extended mentoring. After a decade, more than
80% of the enterprises which reached the finals of
the Cartier Awards remain active, a percentage far
higher than normal rate of entrepreneurship start‑up
success. It is estimated that these enterprises have
generated over 5,000 jobs, and contributed to lives
and communities by creating a new breed
of role‑models.

There have been challenges revealed in this
analysis as well. The number of Cartier finalists and
laureates able to scale up their enterprise, even
many years following the coaching, training and
mentoring they received remains modest. The
growing sophistication of contestants often implies
that they come with more specific higher‑level
coaching needs and often require greater skills
and more careful matching during the coaching
phase. The “return home” process following the
comprehensive, high‑level support services of
the Awards week may also be a stage where
more tailored support is necessary. The growing
relationship between the Cartier Awards and
local partners offers promising opportunities in
this respect.
It is notable that the determination for excellence
found in Cartier and its three partners was
leveraged to bring ongoing improvements to
the programme. This has contributed to constant
evaluation, innovation and improvement.
Meanwhile, the number of applications continues
to grow each year and nurture another generation
of Women entrepreneurs. This is particularly true
in countries where opportunities for women are
limited. In ten years, the Cartier Awards created
a community of women entrepreneurs, but also
coaches, mentors, judges and organisers deeply
attached to the Cartier Awards brand and willing
to give back. A key finding of this study is the
opportunity available to the Cartier Awards, as it
moves into its second decade, to maximise the role
of this community and advance the development
of the enterprises it has supported.
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Annexes: Finalists & Laureates (2007-2015)
Asterisk indicates laureate within each regional grouping.

2015

Latin America

Komal Dadlani, Chile, Lab4U*

Victoria Alonsopérez, Uruguay,
IEETech
Denise Abulafia, Argentina,
Educatina

North America

Alexandra Greenhill, Canada,
myBestHelper*

Jennifer Broutin Farah, United
States, SproutsIO

Ellen Brune, United States, Boston
Mountain Biotech

Europe

Ciara Clancy, Ireland, Beats
Medical*
Enass Abo‑Hamed, United
Kingdom, H2GO Power

Carmen Hijosa, United Kingdom,
Ananas Anam

Sub‑Saharan Africa

Chinwe Ohajuruka, Nigeria,
Comprehensive Design Services*
Suzana Moreira, Mozambique,
MoWoza

Thato Kgatlhanye, South Africa,
Rethaka Trading

Asia‑Pacific

Hannah Chou and Momo Huang,
Taiwan, OurCityLove Social
Enterprise*
Shanti Mohan, India, LetsVenture
Jeni Saeyang, China, Eco&More

Middle East and North Africa
Mouna Abbassy, UAE, Izil Beauty*
Sarah Hawilo, Lebanon, serVme
Eman Hylooz, Jordan, Abjjad

2014

Latin America

Bel Pesce, Brazil, FazINOVA*

Erika Foureaux, Brazil, The Products
Comercial
Gabriela Diaz, Argentina, ProText

North America

Eleni Antoniadou, United States,
Transplants Without Donors*
Andrea Colaço, United States,
3dim Tech

Emilie Mazzacurati, United States,
Four Twenty Seven

Europe

Carla Delfino, Italy, Imperial
Europe*
Alexa Buffum & Stephanie
Halphen, Spain, Agorique

Yvonne Brady, Ireland, EVB Sports –
Engineered Support

Sub‑Saharan Africa

Achenyo Idachaba, Nigeria,
MitiMeth*

2012

Latin America

Amy de Castro, South Africa,
Bamboo Revolution

Gabriela Flores, Bolivia, Kirah
Design*

Asia‑Pacific

Elizabeth Ojeda Goméz,
Colombia, Almemories

Winnifred Selby, Ghana,
Afrocentric Bamboo

Diana Jue & Jackie Stenson, India,
Essmart Global*

Mildred Mayr, Chile, Medical &
Nursing Care

North America

Jieun Chang, South Korea,
HwangHu

Ting Shih, United States,
ClickMedix*

Middle East and North Africa

Anna Stork, United States,
LuminAID Lab

Salinee Tavaranan, Thailand,
SunSawang
Mariam Hazem, Egypt, Reform
Studio*
May Habib, UAE, Qordoba

Rama Kayyali Jardaneh, Jordan,
Little Thinking Minds

2013

Latin America

Gabriela Maldonado, Guatemala,
Jugando Aprendo*
Lourdes Arreola, Mexico,
Linkenium Consulting

Paulina Padilla, Mexico, Green Dry

North America

Priyanka Bakaya, United States, PK
Clean*
Danielle Zurovcik, United States,
WiCare (Worldwide Innovative
Healthcare)

Patricia Compas‑Markman, United
States, DayOne Response

Europe

Cécile Real, France, Endodiag*

Michèle Boisdron‑Celle, France,
Onco Drug Personalised Medicine
Valentine Van Der Lande, The
Netherlands, TenPages.com

Sub‑Saharan Africa

Julienne Ingabire & Elizabeth
Scharpf, Rwanda, Sustainable
Health Enterprises (SHE)*

Lindsay Stradley, Kenya, Sanergy

Nthabi Sibanda, South Africa, Puo
Educational Products

Asia‑Pacific

Lianna Gunawan, Indonesia, La
Spina Collections*

Sairee Chahal, India, Fleximoms
Jeannie Javelosa, Philippines,
ECHOstore

Sanna Gaspard, United States,
Rubitection

Middle East and North Africa

Europe

Nermin Saad, Jordan, Handasiyat.
net

Leonora O’Brien, Ireland,
Pharmapod*

Patricia Gros Micol, France,
Handishare

María Gómez Del Pozuelo, Spain,
Womenalia

Sub‑Saharan Africa

Bilikiss Adebiyi, Nigeria,
Wecyclers*

Liz Forkin Bohannon, Uganda,
Sseko Designs

Melissa Menke, Kenya, Access Afya

Asia‑Pacific

Namita Banka, India, Banka Bioloo*
Doris Leung, Hong Kong, Diamond
Cab
Lee Jinhwa, South Korea, JR CO.

Middle East and North Africa
Sima Najjar, Jordan, Ekeif.com*

Mirna Hamady, Lebanon, Kashida
Noura Sa’ad, Jordan, Tradreesna

Iba Masood, UAE, Gradberry.com*

Rania Seddik, Egypt, GebRaa for
Egyptian Treasures

2011

Latin America

Carolina Guerra, Colombia,
Ingerecuperar*

Liset & Ximena Contreras, Bolivia,
Pelletbol
Rosario Rariz & Adriana Brusa,
Uruguay, InforPyME

North America

Benita Singh & Summer
Rayne Oakes, United States,
Source4Style*

Jeanette Hill, United States, Spot
on Sciences
Meg Wirth, United States,
Maternova

Europe

Kresse Wesling, United Kingdom,
Elvis & Kresse*

Cara Sayer, United Kingdom, Really
Simple Ideas Ltd.

2009

Sub‑Saharan Africa

Lorna Rutto, Kenya, EcoPost*

Rosario Monteverde & Magdalena
Rodríguez, Uruguay, PRO
Internacional*

Penina First, Israel, Swifto

Latin America

Lauren Thomas, Mozambique,
Mozambikes

Elizabeth Campillo, Mexico, Work
Up Bienestar Empresarial

Linda Ravenhill, South Africa,
VisualLive

Gabriela Enrigue & Leticia
Jáuregui, Mexico, Prospera

Asia‑Pacific

North America

Svati Bhogle, India, Sustaintech

Joanna Baker & Phaedra Chrousos,
United States, HealthLeap

Chunhong Chen, China, Yiyuan
Environmental Group*
Yi Chen, China, Shanghai Web
Elephant

Middle East and North Africa
Rana El Chemaitelly, Lebanon, The
Little Engineer*
Nawal Yaghi Fakhry, Lebanon,
Nayaghi Banet Taxi

Zein Shiyyab, Jordan, e‑Training.
com

Una Ryan, United States, Waltham
Technologies*

Michele Romanow, Canada,
Evandale Caviar

Europe

Halla Tómasdóttir & Kristín
Pétursdóttir, Iceland, Audur
Capital*

Lisa Warner, United Kingdom, Fink
Cards
Martina Hoffhaus, Germany,
LOHAS CompetenceCenter

2010

Africa

Valentina Peroni, Argentina,
Nutribaby*

Jife Williams & Adeola Asabia,
Nigeria, MN Environmental
Services

Latin America

Cristina Martinez de Silva,
Colombia, Biomar Naturales

Thereza Bukow, Brazil, Bolsa Cheia

Jeanne Habashi, Egypt, Jeanne
Habashi – Le Caire

Laura McSeveney‑Sprague,
Swaziland, Gaëa

North America

Asia‑Pacific

Jacqueline Thong, United States,
Ubiqi Health

Alia Malik, China, Shangrila Farms

Birame Sock, United States, Third
Solutions*

Kavita Shukla, United States,
Fenugreen Freshpaper

Europe

Wendy McMillan, United Kingdom,
Who To Ask?*
Mah Hussain‑Gambles (MBE),
United Kingdom, Saaf Pure
Skincare

Sanne Scheffer, The Netherlands,
Fairmiles

Africa

Ann Kihengu, Tanzania, Prian*

Anne Githuku‑Shongwe, South
Africa, Afroes

Sara Katebalirwe, Uganda, Royal
Bark Cloth Designs

Asia‑Pacific

Gouthami, India, Travel Another
India*
Kyoungjae Lee, South Korea,
Sewing for the Soil

Sookyoung Chae, South Korea,
REBLANK

Kimberley Ong, Philippines,
AlgaVentures*
Carol Chyau, China, Shokay

2008

Bosede Edwards, Nigeria, OT
Consulting

Lee‑Anne Kassel, South Africa,
Kasselot (Pty) Ltd.

Asia‑Pacific

Renee King, Philippines, Tamang
Timpla Foods Inc.*
Chenda Chhay, Cambodia, Your
Business Solution
Wu Man, China, Your Kitchen

2007

Latin America

Antonia Sanin, Colombia, The
Globe*

Carola Pradas & Marisa Otamendi,
Argentina, e‑Customer Service
Claudia Garza, Mexico, The Center
for Vocational Orientation and
Information

North America

Angel Chang, United States, Angel
Chang LLC*
Katherina Ansink, United States,
Kika Villareal

Europe

Bettina Götzenberger, Spain,
LOmasLEGAL*

Jenny Carenco, France, Les Menus
Bébé
Katalin Berenyi, France, Erborian
Skin Therapy

Africa

Lucie Avoaka, Côte d’Ivoire, Santa
Maria Medical Center*
Audrey Dlamini, Swaziland,
Bumesaye Africa
Sara Abera, Ethiopia, Muya
Ethiopia

Latin America

Asia‑Pacific

Isabel Acevedo Lopez, Colombia,
Pymelibre

Daniela Papi, Cambodia, PEPY
Tours

Cynthia Guy, Panama, Instituto de
Implantes Cocleares*

Nandini Narula & Yasmina
McCarty, India, GreenMango*

Paulina Avila, Colombia, Zava
Group

Lerui Hou, China, Umbrella
Vending Machine

North America

Mona S. Jhaveri, United States,
Foligo Therapeutics*
Elsbeth Vaino, Canada, B.E.
Innovative Group Inc.

Lorin Cassidy, United States,
Motorsports Apparel for Women

Europe

Laura Chicurel, United Kingdom,
Chicurela*
Barbara Ngouyombo, United
Kingdom, Anoigma

Africa

Mame Diene, Senegal,
Bioessence*

46 Cartier Women’s Initiative Awards

47

Annexes: Jury Members (2007-2015)
Sub‑Saharan Africa

Lucy Kanu, Nigeria, Social
Entrepreneur and Founder and
Executive Director of Idea Builders
Initiative*

Nigest Haile Goshu, Ethiopia,
Founder and Executive Director
of the Center for Accelerated
Women’s Economic Empowerment
(CAWEE)
Odile Lacoin, Cameroon/France,
Manager at A.T. Kearney

Gail Mawocha, Swaziland /
Zimbabwe, Founder and Director
of Mustard Seed Africa

Oulimata Sarr, Senegal/Burundi,
Senior Operations Officer,
International Finance Corporation
(IFC), Founding Member and
Gender Champion of Africa2.0

Asia Pacific

Vivian Lau, Hong Kong, President,
Junior Achievement Asia Pacific *
Xiaowei Rose Luo, France,
Senior tenured Professor in
Entrepreneurship and Family
Business at INSEAD

Priya Paul, India, Director and
Group Management Committee
Member of Apeejay Surrendra
Group

Joy Sohn, South Korea, Secretary
General of World Leaders
Foundation
Lena Yang, China, Managing
Director of Hearst Magazines
International – China

Diego Valenzuela, Chile, VP &
General Counsel of Meck Ltd
Investment Partnership

Middle East and North Africa

H.E. Mona Al Marri, UAE, Director
General, The Government of Dubai
Media Office*
Meisa Betayneh, Jordan, Founder
& Principal Architect, Maisam
Architects and Engineers

Neveen El Tahri, Egypt,
Chairperson & Managing Director,
Delta Shield for Investment
Hanan Saab, Lebanon, Founder &
Managing Director, Pharmamed,
Lebanon

North America

K. Shelly Porges, United States,
Serial Entrepreneur, Investor and
Global Entrepreneurship Advocate
& Managing Director, Reservoir
Q Global LLC. Co‑Chair, National
Finance Council, Entrepreneurs for
Hillary*

Kimberlie Cerrone, United States,
Chief Executive Officer, Tiatros, Inc.

Leslie Meingast, Canada, CEO, The
Personnel Department

Nell Merlino, United States,
Founder of Count‑Me‑In for
Women’s Economic Independence,
Chair for the Personal Data
Independence Trust at Personal
BlackBox
Peggy Wallace, United States,
Managing Director, Golden Seeds

Europe

John Dickinson, France, Founder
of Financial Networking and Chief
Corporate Development Officer of
Gene Signal*
Sandrine Devillard, France, Paris
Office Director at McKinsey &
Company

Donatella Treu, Italy, Chief
Executive Officer of 24 ORE Group
Ekaterina Trofimova, Russia, CEO
of Analytical Credit Rating Agency
Filipe Castro Soeiro, Portugal,
Senior International Professor in
Entrepreneurship, Innovation and
Global Strategy at Universidade
Europeia – Laureate International
Universities

Latin America

Daryn Fillis, Mexico, Active board
member of Distroller Mexico*

Julio Noriega Cabrerizo, Peru,
Chief Strategy and Business
Development Officer at Grupo El
Comercio, Director of Business Unit
in Education and Entertainment,
and Member of Corporate
Investment and Digital Committees

Sônia Regina Hess de Souza, Brazil,
President and CEO, Dudalina S.A
Silvia Taurozzi, Argentina, Global
Advisor in Agribusiness for Louis
Dreyfus Commodities (LDC)

Previous Jury Members
(2007‑2014)

Agatha Ruiz De La Prada, Europe
Juror 2007‑2008, Designer
Amparo Serrano, Latin America
Juror, Chairwoman & Chief
Creative Officer of Distroller

Angela Joo‑Hyun Kang,
Asia‑Pacific Juror 2012 – 2014,
Founder and Executive President
of Global Competitiveness
Empowerment Forum (GCEF)

Annemarie Van Gaal, Europe Juror
2007‑2010, Founder and CEO of
AM Media publishing company.
Founder of the Independent Media
Group, Investor
Antonella Nonino, Europe Juror
2007‑2009, Director of External
Relations & Marketing of Nonino
Distillatori

Aziz Senni, Europe Juror, Chairman
of Business Angels des Cités (BAC)
Cheikh Tidiane Mbaye,
Sub‑Saharan Africa Juror
2007‑2009, CEO of Sonatel
and President of the SONATEL
Foundation
Danica Purg, Europe Juror
2007‑2009, Dean and Director
of the IEDC‑BLED School of
Management

Essma Ben Hamida, Sub‑Saharan
Africa Juror 2007‑2009,
Co‑Founder and Executive Director
of Enda Inter‑Arabe and President
of the Sanabel Microfinance
network of Arab countries

Galia Albin, Asia-Pacific Juror 20072010, CEO of Almedia Group
Humberto C. Antunes, North
America Juror 2007-2009,
President and Chief Executive
Officer of Galderma Laboratories
Iris Kronenbitter, Europe Juror,
Director of the Bundesweite
Grunderinnenagentur

Johan Staël von Holstein, Europe
Juror 2010, Serial entrepreneur
and Founder and CEO of MyCube
Joyce Ventura, Latin America
Juror, Film Producer, Former Jury
President for Latin America
Judy Malan, Sub‑Saharan Africa
Juror 2008‑2009, Partner at
McKinsey & Company

Kamal Ahmad, Asia‑Pacific Juror
2007‑2009, President and CEO of
the Asian University for Women
Support Foundation
Karoli Hindriks, Europe Juror
2007‑2008, Entrepreneur and
founder of GoodMood and
Country Manager of MTV Estonia
Keiko Honda, Asia‑Pacific
Juror,Director of the McKinsey &
Company Japan Office

Leyla Alaton, Europe Juror, Board
Member of the Alarko Group
of Companies and Alvimedica
Medical Technologies
Loïc Le Meur, Europe Juror
2007‑2008, Serial Entrepreneur &
Blogger

Loïc Sadoulet, Sub‑Saharan Africa
Juror, Professor of Economics &
former Head of the Africa Initiative,
INSEAD Business School
Lynne Franks, Europe Juror
2007‑2009, Entrepreneur &
Lifestyle Guru

Margarita Melo de Vaquer, Latin
America Juror, Director of Public
Affairs of Rincon de Corrientes S.A.
Margery Kraus, Europe Juror
2007‑2008, President and CEO of
APCO Worldwide
Michelle Garnaut, Asia‑Pacific
Juror, Founder of M. Restaurant
Group, Former Jury President for
Asia‑Pacific

Michelle Sassoon, Asia‑Pacific
Juror, COO of The Coffee Bean and
Tea Leaf
Miriem Bensalah Chaqroun,
Middle East and North Africa Juror,
CEO of Holmarcom Group – Les
Eaux Minérales d’Oulmès

Pablo Brenner, Latin America
Juror, Partner of Prosperitas Capital
Partners
Rattawadee Bualert, Asia‑Pacific
Juror 2007‑2008, President of
Lebua Hotels & Resorts and
Challenge Hospitality Limited

Annexes: Coaches and Mentors (2007‑2015)
Rebecca Wei, Asia‑Pacific Juror
2007‑2009, Principal, McKinsey &
Company
Ricardo Zisis Drinberg, Latin
America Juror 2007‑2009,
Publisher & Editor of Harvard
Business Review América Latina
Roberto Artavia Loria, Latin
America Juror 2007‑2009,
President, INCAE School of
Business

Rosana Camargo De Arruda
Botelho, Latin America Juror
2007‑2009, Partner of Participações
Morro Vermelho and Chairperson
of the Board of Childhood Brazil
Rosemary Winters, Latin America
Juror 2007‑2009, Founder of
Winters Media Consulting

Saloua Karkri‑Belkeziz, Africa
Juror 2007‑2009, Manager of GFI
Informatique Maroc and Founder
of AFEM (the Moroccan Women
Business Owners Association)
Shahira Zeid, Middle East and
North Africa Juror, Vice Chairman
and CEO of MZ Investments

Sheikha Lubna Al Qasimi, Middle
East and North Africa Juror,
Minister of Development and
International Cooperation, Former
Jury President for Middle East and
North Africa
Spiros Voyadzis, Europe Juror,
President of the Partnerships for
Finance and Development Group,
Former Jury President for Europe
Sung Joo Kim, Asia‑Pacific Juror
2007‑2008, Chairwoman and
CEO of Sung Joo Group & MCM
Products AG
Taryn Rose, North America Juror
2007‑2008, CEO of Taryn Rose

Virginia Littlejohn, North America
Juror, President and CEO of
Quantum Leaps, Inc., Former Jury
President for North America

Wenceslao Casares, Latin America
Juror, CEO of Lemon

Wendy Luhabe, Sub‑Saharan
Africa Juror, Pioneering Social
Entrepreneur, Chairman/Director
of Companies, Author, Former Jury
President for Sub‑Saharan Africa.

Xavier Leroux, Latin America Juror
2008‑2009, Principal at McKinsey &
Company
YangLan, Asia‑Pacific Juror,
Chairperson of Sun Media Group
and Sun Culture Foundation
Zoë Dean‑Smith, Sub‑Saharan
Africa Juror, Senior Director of
Global Programs, Vital Voices
Global Partnership

Abraham Papakirillo, INSEAD

Joseph Mitchell, McKinsey

Sherry Colbourne, Other

Alejandro Pineros, McKinsey

Julie Ann Bautista, INSEAD

Shiva Kant, INSEAD

Aino Leena Grapin, INSEAD
Amit Desai, INSEAD

Analisa Loustau, Cartier

Angela Spatharou, McKinsey
Anjali Shahi, INSEAD

Ankit Shah, McKinsey

Anoop Nebhnani, INSEAD
Anthony Ledru, Cartier

Ariadne Oliveira, INSEAD
Audrey Irawan, INSEAD
Barbara Snoad, Cartier
Birgit Huber, Cartier
Blair Bartell, Cartier

Brice Richard, INSEAD

Burcu Kazazoglu-Taylor, INSEAD/
McKinsey
Carolina Obregon, Cartier
Cathy Cheung, INSEAD
Céline Petit, INSEAD

Chirag Pandya, INSEAD

Christian Piepenbrock, INSEAD
Christophe Maincourt, Cartier
Christophe Poilleux, Cartier
Claire Bay, INSEAD

Claire Eades, Other

Claire Lidome, Cartier

Claudia Harris, McKinsey

Coralie de Fontenay, Cartier
Craig Danforth, Cartier
Crystel Terzis, INSEAD

Daria Morozova, INSEAD
David Spiller, McKinsey
Davina Jash, INSEAD

Debbie Sloane, Cartier

Dennis von Berlepsch, INSEAD/
McKinsey
Dianne Hankerson, Other

Domingo de Gaudentis, Cartier
Dora Ziambra, INSEAD

Eduardo Arce, INSEAD
Elena Cernea, INSEAD

Elena Ivashchenko, INSEAD
Elie Kadouche, Cartier
Esther Sutter, INSEAD

Eugene Kwon, INSEAD

Florian Schmieg, INSEAD

François Le Troquer, Cartier
Gilles Rubinstenn, INSEAD
Grace Hu, McKinsey

Greg Gaug, INSEAD

Hannah Choi, McKinsey

Hannah Kamaie, INSEAD
Heui Jin Jo, INSEAD
Hiti Singh, INSEAD

Irene Barger, Cartier

Jacques Halperin, INSEAD
Janet Yuen, INSEAD
Jo Hallas, INSEAD

Johanne Johansen, INSEAD

Juan Carlos Delgado, Cartier
Kamm Kartchner, INSEAD
Karim Nehdi, INSEAD

Karin Arregui, INSEAD

Kavitha Karthikeyan, INSEAD
Kenny Lee, INSEAD

Kerstin Potter, Other

Laura Toia, McKinsey

Lauren Cappell, INSEAD
Lena Henry, McKinsey
Liana Engel, Cartier

Lilach Givaty, INSEAD

Lillian Zhang, INSEAD
Lisa Long, INSEAD

Lisa Sun, McKinsey

Madhu Rajesh, INSEAD
Maja Caplette, INSEAD

Marc Coluccio, INSEAD
Marco Breu, McKinsey
Maria Anubi, Other

Maria Carolina Romero, INSEAD
Maria Luceron, INSEAD

Marianela Pereira, Cartier
Marianne Kopf, INSEAD
Marlin Yuson, Cartier

Martin Gatins, Cartier
Mary Cronin, Other

Mary Waceke Muia, Other

Medha Kabra Ghurka, INSEAD
Meenakshi Chhabra, INSEAD
Milka Privodanova, INSEAD
Nancy LaTart, INSEAD
Nicole Ehrbar, Cartier

Nidhi Bansal, INSEAD

Odile Astréoud, INSEAD
Paul Vega, McKinsey

Priya Downes, INSEAD

Purnima Mani, INSEAD
Rachel Ong, McKinsey
Raj Kamal, McKinsey
Ramon Neto, Cartier

Rasha Alnaibari, INSEAD
Robin Barone, INSEAD

Roma Phulwani, INSEAD
Roshni Mahesh, INSEAD

Rumbidzai Sithole, INSEAD
Sameer Hajee, INSEAD
Samuel Yuen, INSEAD
Sara Yik Yi, McKinsey

Sarabhjit Kaur, INSEAD

Sarah Wleklinski, INSEAD
Sayyida Jaweed, INSEAD

Seamus O’Toole, INSEAD
Sebastien Vilmot, Cartier
Sejal Mistry, Other

Sha Sha, McKinsey

Shalini Koshal, INSEAD
Sherri Kuo, INSEAD

Shigeri Takamatsu, Cartier
Soeren Buttkereit, McKinsey
Solape Agagu, INSEAD
Soomin Kang, INSEAD
Sophie Diaz, Cartier

Suhaib Rangoonwala, INSEAD
Sumit Dutta, McKinsey

Susana Amat Moubarak, INSEAD
Swarna Ramanathan, INSEAD
Thelma Britton, INSEAD

Timothy Knapp, McKinsey
Tom Eilon, INSEAD

Tong Sarochinee Paweenawat,
INSEAD
Tony Edeh, INSEAD

Topsy St. Matthew-Daniel,
McKinsey
Troy Norris, McKinsey
Tuba Guclu, INSEAD

Udi Nachmany, INSEAD
Valerie Chew, INSEAD

Vangelis Kassotakis, Cartier

Veena Swaminathan, INSEAD
Viktor Dimitrov, INSEAD

Vincent Decoopman, Cartier
Wang Qing, INSEAD

Xavier Rezgui, INSEAD

Ximena Aldea, INSEAD/McKinsey
Yin Yan, INSEAD

Yoonmi Eom, McKinsey
Yumi Yazawa, Cartier

Zack Kramer, McKinsey

The story (of the finalists and
laureates), their passion, their
pioneering spirit, their creativity
and their strong and relentless
desire to influence and change
the world they live in, are at the
very heart of what the Cartier
Women’s Initiative Awards
stands for, and at the very heart
of the values of our Maison.
Cyrille Vigneron
President and CEO, Cartier International
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