Gender and the Digital World: How Women Fall Behind, Catch Up or Leapfrog?  

Abstract

While women in most countries are left behind in the digital world, they have leapfrogged men in North America. Countries across the world differ drastically in terms of the rate at which women are catching up in logging on to the Internet. In this article, we explore the “whys and hows” of women’s falling behind, catching up or leapfrogging in the digital world. Higher illiteracy, lower representation in science and technology educations, lower income and other social constraints compounded by the rural-urban unbalance in the development of Internet infrastructure work against women’s catching up in the digital world in most developing countries.  Especially women seriously fall behind in Internet access from locations outside home. Online retailers’ marketing strategies and technological innovations have helped women’s catching up and even leapfrogging in developed countries.

Introduction 

The Internet’s potential to promote gender equity is widely recognized. For instance, it is reported that thanks to the Internet, there has been a dramatic increase of women writers in Saudi Arabia (Al Lawati 2009). Likewise, reflective pieces from the popular press and academic articles have illustrated the Internet’s influential roles in helping women achieve business and personal success in some Arab countries such as Kuwait and Saudi Arabia (The Economist, 1999; Wheeler, 1998).

Women in most countries have fallen behind in the use of modern technologies. Nonetheless, they are rapidly catching up in many countries and in North American countries even leapfrogged men in logging on to the Internet (Dholakia, Dholakia and Kshetri 2004; Kolsaker and Payne 2002). About a third of all Facebook users are women in the18-34 age group whereas men in the age group account for only a quarter of the Facebook  population (Sabbagh and Blakely 2007). Likewise, a Business Week article on November 1, 2004 reported that 56% of businesses owned by women in the U.S. had e-commerce websites compared to only 38% owned by men. 


The extent of gender digital divide differs drastically across countries.  The characteristics of modern technologies, gender and socio-economic dynamics superimpose in a complex interaction that influences the degree of such divide. In this article, we explore the “whys and hows” of women’s falling behind, catching up or leapfrogging in Internet use. 


The remainder of the paper is organized as follows. The next section discusses the data and provides a brief survey on gender and Internet usage. It is followed by an analysis of reasons behind women’s falling behind, catching up or leapfrogging. Finally, we provide some conclusions. 

Gender and the Internet: A Survey

Table 1 presents women Internet users as a proportion of total Internet users as well as proportions of the population using the Internet for the two genders in selected economies. Before proceeding further, we briefly discuss the nature and limitations of our data. Primary sources for most of the data in Table 1 are the United Nations (UN) Agencies, mainly the International Telecommunications Union (ITU) and Nielsen/NetRatings. The ITU uses questionnaire to collect data on about 100 telecommunication indicators from over 200 economies. Ministries, regulators and telecom operators provide such data. Nielsen/NetRatings collects real-time Internet access data from over 233,000 randomly selected individuals in 29 countries.  The ITU itself has used Nielsen/NetRatings data for its studies. 
Many countries do not return ITU questionnaires and of those that return many do not answer all questions.  Gender divided online population are thus missing for many developing countries in the ITU database.  Similarly Nielsen/NetRatings mainly focuses on advanced economies. Notwithstanding the lack of gender divided data for most developing countries, the available data presented in Table 1 can provide important perspective on the nature of women’s participation in the digital world.

Most International secondary data have five major constraints: accuracy, age, reliability over time, lumping and comparability (Kotabe and Helsen 2001).  Whereas randomization enhances the accuracy in Nielsen/NetRatings data, ITU consults annual reports and industry analyses to check accuracy of the collected data and to supplement missing data (ITU 2003).  
ITU collects data annually and Nielsen/NetRatings reports the month and the year for its data. These measures have helped to address problems related to age and reliability over time. It should, however, be noted that some countries may not collect gender divided IT data regularly and may report old data. Problems related to lumping are not related to gender divided IT data at the aggregate level. 
Regarding the fifth dimension, comparability, there might be intra-source (especially for the ITU data) and inter-source variations in functional and conceptual equivalence. Possible sources of such variations include Internet access locations and devices used. First, Nielsen/NetRatings data refer to home Internet access but data from some national sources may also include Internet use from work or public access points. Second, the sources may also differ in terms of including or excluding Internet access via mobile devices. However, it should be noted that inclusion or exclusion of location of use and devices will have much less influence inter-country comparison of the proportion of female Internet users compared to total Internet users. 

The discussion above indicates that despite some limitations, data used in this paper have significant scientific utility.  The numbers in Table 1 indicate that many economies that introduced the Internet at the same time as the U.S. are far from achieving gender parity. Moreover, they differ significantly in the rate at which the gender divide is closing (Table 1). 

In Europe, women accounted for 42 percent of Internet users in May 2003, 1 percent higher than in May 2002 (Europemedia 2003). Latin American countries, notwithstanding lower Internet penetrations, have similar gender composition of online population as Western Europe. 

Even within Europe, the proportion of female Internet users varies significantly (Table 1). Scandinavian countries and the U.K. have the highest percentages of women online and lowest in Germany, Italy and Spain (Europemedia 2003). 

The gender digital divide is the deepest in developing countries of Asia, Africa and Middle East. Women account for less than a quarter of Internet users in Bangladesh, India and some African countries. Estimates for the proportion of women online in Arab countries vary from 6-15 percentages. Although India introduced the Internet earlier than Taiwan, South Africa, Russia, China and Turkey, it has a much deeper gender disparity. The proportion of female Internet users in India in 2002 was at the 1995 level in the U.S.  

Causes of Falling Behind, Catching Up and Leapfrogging
Potential sources of gender divide in technology access are presented in Figure 1. We discuss the building blocks of the model in this section. 

Gender effect

Males’ dominence in the digital world can be arguably attributted to a cultural bias in areas of science and technology. In general, males tend to be more familiar with the the computer and exihibit a higher level of comfort with the technology (Sexton et al. 2002). Studies conducted in the 1960s indicated that women in general have unfavorable attitudes toward risk (Slovic 1966). Other studies suggested that they also have unfavorable attitudes toward new technologies (Brunner and Bennett 1998). Keeping other things constant, such attitudes may make them fall behind in technology use. 
From the standpoint of e-shopping, an important way in which women differ from men is their approach to privacy and security. Garbarino and Strahilevitz’s (2004) study indicated that compared to men, women did not perceive a higher probability of loss of privacy but perceived more severe consequences to such a loss. In another study, men reported greater trust in internet shopping than women (Rodgers and Harris, 2003). 

Age/cohort effect

The gender effect is not uniform across all age groups. The ratio of female to male online population is higher for younger than older age groups. For instance, whereas generation Y women in the U.S. have closed the gap in IT use with their male counterparts, baby boomers still lag behind. A 2005 study of Pew Internet & American Life Project indicated that a higher proportion of women under age 65 used the Internet than men. The survey found that women-men gap in Internet usage was the highest for the 18-29 age group. In 2005, 86 percent of women in the 18-29 age group were online compared to 80 percent of men (Noguchi 2005). A different picture, however, emerges when looking into the older age groups. The study found that in the 65+ group, 34 percent of men were online, compared with only 21 percent of women (Noguchi 2005). Likewise, according to a study conducted by Ofcom, in the U.K., women in the 25-49 age group spent more time on the Internet than men. The study also found that, in the 25-34 age group, women accounted for 55 per cent of time spent online (Sabbagh and Blakely 2007). According to Forrester Research, in the 18-34 age group using the Internet regularly in Europe, 55 percent were women and 45 percent were men (Sabbagh and Blakely 2007).

Obstacles related to literacy and education

Most obviously, women have fallen behind in the digital world in countries where females have higher illiteracy or lower representation in Science and Engineering. First, consider general literacy. An estimate of the U.N. suggests that women accounted for two-thirds of the world’s 876 million illiterates in 2000.  Women’s representation in the online population is very low in countries that have 10-25 percent differences between male literacy rates (MLR) and female literacy rates (FLR) (e.g., FLR, MLR figures are-- Bangladesh: 31.4, 50.3; Benin: 25.5, 54.8; Ethiopia: 33.8, 49.2; India: 46.4, 69.0; Jordan: 85.9, 95.5; Morocco: 38.3, 63.3; Senegal: 29.7, 49.0; Turkey: 78.5, 94.4; Uganda: 59.2, 78.8) (UNDP  2004). 

Women are rapidly catching up in developing countries that have achieved gender parity in literacy. For instance, despite low income, male and female literacy rates are equal in Thailand. The Philippines (FLR: 92.7, MLR: 92.5) has a higher emphasis on girls’ education and subsequent employment.  


Next, women’s representations in Science, Engineering and IT educations co-vary positively with their catching up in the digital world. Women’s representations in Engineering are among the highest in Latin America and Eastern Europe. In Eastern Europe, Marxist governments' promotion of full employment, provision of childcare and other incentives for women encouraged women in IT fields. In the Philippines and Singapore, over 50 percent of students enrolled in Sciences and IT are women (Hafkin and Tagger 2001). African women, on the other hand, have the world’s lowest participation in science and technology educations.

Location of use and socio-economic obstacles 
Internet uses in locations outside home work against women.  In most developing countries, only a small proportion of users access the Internet at home. For instance, only 14 percent Internet users in India, 29 percent in Morocco, 33% in South Africa had home access in 2001. The proportion of users accessing the Internet from home was 71 % in Taiwan in the same year.


Given low penetrations of home PCs, public cafes are popular access points in developing countries. Estimates suggest that there were 12,000 cyber-cafés in India in 2001. 
In China, there were 2,400 cafes in Beijing in 2002. Socio-economic conditions in developing countries discourage women’s Internet access from cafes. First, café locations and limited opening times conflict with women’s multiple roles and heavy domestic responsibilities (Gurumurthy 2001). Socio-political constraints such as ban on women’s driving in Islamic countries compound the problem. Second, the way Internet cafes are managed discourages women’s use. Consider examples from India. Internet cafes, especially in small towns and rural areas, are managed by young males. The manager and his male friends use the Internet to access pornographic sites. This is true even in community centers established by non-profit organizations (Gurumurthy 2001). Women are less likely to visit such cafes. Although there are women only Internet-café in some countries (e.g., Pakistan), they are far from sufficient. What is more, in 2000, the Saudi government closed a women-only cafe because of morality concerns.


Third, women, especially in countries that discourage public and open interaction between the two genders, are uncomfortable in getting help from male staff. Fourth, women have lower income than men. For instance, women’s average income as a percentage of men’s is 62 percent in the U.S., 57 percent in Bangladesh and 38 percent in India (UNDP 2004). The male-female income disparity is less important if home Internet access is available. Even if a male member affords a PC and the Internet connection, the incremental cost of a female member’s use is small. User fees at cafes, however, are not  within many women’s reach. 
Next, in many countries, women are less likely to work outside and thus underrepresented in population that accesses the Internet at work. For instance, in 2001, 57% of users in South Africa and 28% in Taiwan accessed the Internet at work. A survey of over 1,000 respondents conducted by the IAW Research Unit in Middle East indicated that 25% of respondents went online at work (Ginty, 1999). Although some Arab countries have achieved gender parity in literacy and Science and Engineering educations, their socio-cultural norms discourage women to work (Hafkin and Tagger 2001). According to the Academy for Educational Development, in the United Arab Emirates, female accounted for 19.4 percent of the work force in 1995.


Figure 1: Sources of gender disparity in Internet access: A proposed model 


What is more, even if they work, women have a lower propensity to use the Internet at work.  In the U.S., a Nielsen/NetRatings study in 2002 indicated that women accounted for 40 percent of Internet users at work compared to 51% at home.

Rural-urban unbalance in the development of Internet Infrastructure 
In developing countries, the Internet Infrastructures tend to be concentrated in a few big cities. For instance, 98 percent of Internet users in China in 1998 were in six cities. Similarly, 45 percent of Indian users in 2000 were in the top six cities. Likewise, in 2001, 40 percent of South African Internet users were in Johannesburg and Cape Town. 
Even if rural women get jobs in cities, their responsibilities for children and elderly do not allow them to accept. Proportionately more women than men thus live in rural areas that have no or underdeveloped Internet infrastructure. Estimates suggest that women account for 60 percent of rural population in developing countries (Hafkin and Tagger 2001). The rural-urban divide in the development of Internet infrastructure thus also contributes to women’s falling behind in the digital world. 
Online shopping: An opportunity for leapfrogging
Among many uses of the Internet that favor females, one is particularly telling: online shopping. This is obvious when we consider that women make 80 percent of the purchasing decisions and control 75 percent of household finances. In the absence of socio-economic obstacles, online shopping provides leapfrogging opportunity for women.


Triangulation of data across sources indicates that proportion of women willing to shop or shopping online increased over time. A 1995 study of 378 online shoppers indicated that only 20 percent of them were female (Fram and Grady 1997). Online survey conducted by World Research and EarthLink indicated that, in 1997, the likelihood of a female Internet user shopping online was one-third that of a male. By 1998, female and male were equally likely to shop online. Another study of Forrester in the late-2002 indicated that 34 percent of Internet users that had been buying online since 1996 were women. In contrast, 57 percent of those who had shopped online for less than a year were women (Totty 2003). In the U.S., women accounted for 31.4 percent of Internet users in 1996 and 52 percent in 2002. The proportions of female Internet users shopping online were thus higher than the proportions of female Internet users in 1996 and 2002. 

Online shopping in general and websites targeted to women in particular are driving women’s leapfrogging in the U.S. North America is characterized by a virtuous circle: women’s increased tendency to go online-their getting comfortable with online shopping-women oriented companies’ revenue generation via online channels and spending more on online strategies and technologies.

Innovative online marketing strategies of U.S. e-tailers included fast loading pages, shortened checkout, tracking habits of potential shoppers and customized ads. Some companies replaced traditional ads with online campaigns. According to Euromonitor, the U.S. spent $6.6 billion in Internet ads in 2001, compared to Europe’s $898 million and Asia-Pacific’s $692 million. In 2001, the U.S. accounted for 80 percent of the global Internet ad spending compared to 55 percent in traditional media. An eMarketer study indicated North America accounted for 80 percent of global business-to-consumer (B2C) e-commerce in 2001. North America’s emergence as the global e-commerce epicenter favored women, providing leapfrogging opportunities.


On one hand, e-commerce is less developed outside the U.S., and on the other hand, women haven’t received much attention from online retailers. Even the U.K., one of the most developed European e-commerce markets, lags behind the U.S. in attacking the lucrative women’s segment (Ramrayka 1999). According to a study of NetValue, 78.7 percent of U.S. female Internet users visited e-commerce sites in 2000, compared with 63.4 percent of U.K. women users. Another survey of Forrester found that in 2000, 39 percent women Internet users bought online in the U.K. compared to 61 percent men. Similarly, in Japan, male-dominated businesses failed to understand women’s buying potential and lacked innovative strategies (Nakada 1999). Businesses outside the U.S. are thus less successful in capitalizing on women’s control on purchasing decisions and finances.

In European economies with higher proportions of women online such as the U.K. and Scandinavia (Table 1), there are well developed e-commerce sites on travel, education, finance and health and beauty products that attract women (Europemedia 2003). These countries also have higher e-commerce-GDP ratios than rest of the Europe. 
Finally, it should, however, be noted that although a higher proportion of women use the Internet for shopping than men, activities other than shopping are among the top activities for the women. For instance, an AOL survey of working mothers conducted in April 2004 indicated that 96% of the respondents used email and 67% used the Internet to search information about products to buy (Greenspan, 2004).
Concluding Remarks

A constellation of factors such as higher illiteracy, lower representation in science and technology educations, the rural urban unbalance in the development of Internet infrastructure and lower income that are linked to broader economic, social, cultural and political contexts have worked against women’s catching up in the digital world of most developing countries.  Especially women seriously fall behind in Internet access from locations outside home. 
How can we combat the gender disparity in the digital world? Rural-urban balance in the development of Internet infrastructure and emphasis on women’s literacy and representation in Science and Engineering will help to combat the digital divide in developing countries. Online marketing strategies targeted to women, on the other hand, attract more women in developed countries. 
To some extent, online retailers’ marketing strategies, technological innovations and availability of user friendly interfaces have provided leapfrogging opportunities in developed countries. Yet, having said this, it is apparent, too, that there are important ways in which women differ from men in terms of barriers, challenges, concerns, benefits and motivators related to online shopping. From the e-commerce standoint, prior research indicates that while perceived usefulness is more important for men, perceived ease of use is more important for women (Venkatesh and Morris 2000). A study conducted by NetSmart indicated that 86% of women rated ease of navigation as an important motivation for revisiting a website (Hilts 1997). In prior literature researchers have also found that women are more likely to perceive shopping as a social activity than men (Van Slyke et al. 2002). Likewise, Dittmar et al. (2004, p. 440) argue: ‘‘Men are more functional in their buying attitudes, whereas women stress social-experiential and identity-related concerns, and in particular, emotional involvement”

Finally, we don’t know much about women’s participation in the digital world of countries that are at the bottommost of the global economic and technological pyramid. There are no data that divide online population by gender in these countries. For instance, for Latin America, data are available for only five countries that are among the richest in the region (Table 1). Likewise, there are gender divided online population data only for twelve countries in Africa and Middle East.
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Table 1: Female Internet users as a proportion of total Internet users in selected economies

	Economy 
	Female Internet users as a % of total users 
	
	
	
	
	

	
	1998 
	2000 
	2001
	2002        
	 2003
	2004
	2005
	 2006
	2007

	Africa and Middle East
	
	
	
	
	

	Benin       
	15f 
	
	
	
	
	
	
	
	

	Ethiopia     
	
	16 a
	
	
	
	
	
	
	

	Israel       
	
	43 a 
	42 b
	44c
	
	
	
	
	

	Jordan       
	
	6 c
	
	
	
	
	
	
	

	Lebanon
	
	5.7j
	
	
	
	
	
	
	

	Morocco      
	
	25 a 
	
	
	
	
	
	
	

	Quatar 
	
	6.1j
	
	
	
	
	
	
	

	Senegal      
	
	14 a 
	
	
	
	
	
	
	

	South Africa 
	19 a 
	
	40 b
	
	
	
	
	
	

	Turkey       
	
	29a 
	
	
	
	
	
	
	

	Uganda       
	
	32h
	
	
	
	
	
	
	

	United Arab Emirates 
	
	15j
	
	
	
	
	
	
	

	Asia-Pacific
	
	
	
	
	

	Australia    
	43a 
	46 a 
	48b
	48 c
	
	
	
	
	

	Bangladesh 
	
	
	
	20 p
	
	
	
	
	

	China        
	18 a 
	41 a 
	40c
	39 b 
	
	
	
	
	

	Hong Kong 
	
	43 a 
	43.4 d
	49b/45 c
	
	
	
	
	

	India        
	
	27a/23 c 
	
	24 k
	
	
	
	
	

	Indonesia    
	
	35 a, b 
	
	20c
	
	
	
	
	

	Japan        
	36 a 
	41 a 
	41b
	43c
	
	
	
	
	

	Malaysia     
	
	42 a
	
	36 b
	
	
	
	
	

	New Zealand 
	24 a
	47 a /46b
	
	49 c
	
	
	
	
	

	Philippines 
	43 a
	49 a
	
	41b
	
	
	
	
	

	Singapore    
	
	47b,a 
	43.4 d
	44 c
	
	
	
	
	

	South Korea 
	
	45 a 
	45.7 d
	45b/47c 
	
	45.6m
	46.2 m
	
	

	Taiwan
	
	44 a
	44b 
	44c
	
	
	
	
	

	Thailand     
	
	49 a 
	
	51c
	
	
	
	
	

	Central and Eastern Europe  
	
	
	
	
	

	Bulgaria
	
	33l
	
	
	
	
	
	
	

	Croatia      
	
	
	
	42 c 
	
	
	
	
	

	Czech   Republic 
	12 a
	45 c/43 a 
	
	
	
	
	
	
	

	Estonia      
	
	
	
	38 c
	
	
	
	
	

	Hungary      
	
	46 a
	
	42.6 g 
	
	
	
	
	

	Poland       
	
	37 a
	
	42 b
	
	
	
	
	

	Romania      
	
	
	
	33 c 
	
	
	
	
	

	Russia 
	15 a
	39 a 
	40n
	38c
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Western Europe 
	
	
	
	
	

	Austria 
	
	43 a
	43b
	44 c

F:44 q

M:53 q
	F:50 q

M:61q
	F:55 q

M:65q
	F:58 q

M:68q
	F:63 q

M:73q
	F:68 q

M:78q

	
	
	
	
	
	
	
	
	
	

	Belgium      
	38 a
	40 a 
	39b
	41 c
	
	
	
	F:63q
	F:66q

	
	
	
	
	
	
	
	
	M:70
	M:74

	Denmark    
	
	44 a
	44.1 d
	45b,c

F:68 q
	F:76q
	F:80q
	F:8q
	F:84q
	F:82q

	
	
	
	
	M:75 q
	M:80q
	M:83q
	M:84q
	M:87q
	M:86q

	Finland      
	
	46 a
	46.1 d
	46b/48 c

F:74 q
	F:72
	F:75
	F:75
	F:78
	F:79

	
	
	
	
	M:75 q
	M:74q
	M:75q
	M:78q
	M:81q
	M:82q

	France       
	42a
	38 a 
	39b
	41c
	
	
	
	F:52q
	F:68q

	
	
	
	
	
	
	
	
	M:59q
	M:71q

	Germany      
	35 a
	37 a 
	37 b
	38 c
	
	F:66q
	F:69q
	F:73q
	F:75q

	
	
	
	
	M: 67q
	
	M:66q
	M:69q
	M:73q
	M:75q

	Iceland      
	
	49 a 
	49b
	 
	F:81q
	F:84q
	F:87q
	F:89q
	F:90q

	
	
	
	
	
	
	M:86q
	M:88q
	M:90q
	M:92q

	Ireland      
	31 a
	45 a
	45.2 d
	45b
	
	F:41
	F:46
	F:59
	F:62

	
	
	
	
	
	
	M:41
	M:42
	M:58
	M:63

	Italy        
	30 a
	40 a
	37 b
	38c  

F:32 q
	F:35q
	F:34q
	F:35q
	F:37q
	F:37q

	
	
	
	
	M:42 q
	M:46q
	M:45q
	M:46q
	M:48q
	M:48q

	Luxembourg   
	
	38 a 
	42 b
	45 q
	F:57q
	F:66
	F:68
	F:67
	F:74q

	
	
	
	
	M: 54 q
	M:65q
	M:83q
	M:87q
	M:85q
	M:87q

	Netherlands 
	13a
	41 a 
	41b
	41c

F:67 q
	
	
	F:79q
	F:81q
	F:84q

	
	
	
	
	M: 80q
	
	
	M:87q
	M:87q
	M:89q

	Norway       
	
	42 a 
	43b
	44c 
	F:77q
	F:77q
	F:79q
	F:83q
	F:88q

	
	
	
	
	
	M:83q
	M:82q
	M:87q
	M:87q
	M:91q

	Portugal     
	
	41 a 
	
	42 h

F:22 q
	
	F:34q
	F:36q
	F:39q
	F:42q

	
	
	
	
	M:33q
	
	M:40q
	M:43q
	M:46q
	M:50q

	Spain        
	19 a
	41 a 
	39.1 d
	43b/40 c

18 q
	F:42q
	F:44q
	F:47q
	F:50q
	F:53q

	
	
	
	
	M:23q
	M:50q
	M:54q
	M:57q
	M:58q
	M:61q

	Sweden       
	46 a
	45 a 
	45.2 d
	48b/46 c

F:74 q
	
	F:85q
	F:81q
	F:86q
	F:86q

	
	
	
	
	M:78q
	
	M:86q
	M:87q
	M:89q
	M:89q

	Switzerland 
	
	36 a 
	39b
	44c
	
	
	
	
	

	U.K.
	38 a
	46a
	43 b
	45 c

F:67 q
	F:65q
	F:66q
	F:70q
	F:69q
	F:76q

	
	
	
	
	M:68q
	M:71q
	M:72q
	M:76q
	M:77q
	M:81q

	Latin America
	
	
	
	
	

	Argentina    
	
	43 a ,b
	
	45.4 e
	
	
	
	
	

	Brazil       
	25 a 
	42 a
	42 b
	44 c 
	
	
	
	
	

	Chile        
	
	47 a 
	
	
	
	
	
	
	

	Mexico       
	
	46 a
	46 d
	42 b, c
	
	
	
	
	

	Venezuela    
	
	31 a 
	
	42 b
	
	
	
	
	

	North America
	
	
	
	
	

	Canada       
	38 a 
	47 a 
	51b
	52 c
	
	
	
	
	

	USA 
	49 a 
	51 a 
	
	52 c 
	F:70 q

M:67.2 q
	
	
	
	


Explanation: Subscripts a, b,c, d, e, f, g, h, k, l, m, n, p refer to proportion of female Internet users. Subscript q refers to the proportion of male populations (M) and female populations (F) in the age group 18-76 that used the Internet.
Sources: a apc.org (2004); b ITU (2002); cHafkin (2003); d(Nielsen/NetRatings surveys  (2001); e UN (2002); f World Communication and Information Report 1999-2000; g nua.ie;  hHuyer and Mitter (2003),  jhttp://projects.aed.org/techequity/UAE.htm; k Internet users in India : Profile of the Indian user www.emediaplan.com/Internet/indianusers.asp; lshop.org (www.shop.org/learn/stats_intnet_europe.asp, Alpha research’s study) , m  Jin (2005); n CDI.ORG  (2002), p Choudhury( 2004), qUNECE (2009).
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Income 
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Religion related restrictions








Rural-Urban unbalance in Internet infrastructure





Characteristics of the Internet


Availability of women oriented features (e.g., shopping)








Gender disparity in Internet use





Women’s relative ability and willingness to use the Internet





Relative attractiveness of the Internet to women








Gender effect





Age/cohort  effect
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