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Dear reader 
 
Women in Tech & Digital read and interpret job ads differently than their male counterparts. 
The language and content of a job ad determines the probability of female candidates 
applying. The following white paper is a guidance on what should be observed by any author 
of a job ad. The recommendations are based on scientific studies as well as on research 
made with Women in Tech & Digital by witty works. 
 
This White Paper is a property of witty works GmbH and can only be redistributed with prior 
consent of witty works.  
 
 
 
Nadia Fischer, Founder Witty Works, nadia@witty.works 
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I.   Influences in Women’s Application Behaviour 
Tech companies often complain that they receive few to none applications from Women in 
Tech & Digital (WIT&D) to their job openings. There are many societal, cultural and economic 
factors why such numbers can be low. But, it is also clear: today’s female generation is the 
best educated generation in world history. And still, women are less represented at most 
levels and functions in tech companies. The so-called glass ceiling, an unacknowledged 
barrier to professional advancement of women, persists. Particularly Switzerland gets bad 
grades among the countries of OECD, being on the 26th position out of 29 .  1

 
One of the factors determining if women apply to a company is the degree of its appeal to 
them. Appeal has different aspects. In this paper, we focus on one of the very first aspects of 
appeal: the job advertisement. Language, word combinations, how the job is described or 
other factors that are typically represented in a job ad play a big role in the attractiveness of 
the job and the company to WIT&D. 
 
Hearing from WIT&D in witty works’ community that they often do not even try to apply 
because they feel it is not for them, we got curious and started to research. And we were 
happy to find studies that confirm the women’s feedback.  
 

Wording Makes a Big Difference 
In 2011, the researchers Gaucher, Friesen and Kay studied how the wording of job 
advertisements influence the behaviour of male and female applicants.  Their findings are 2

fascinating: If an industry is male dominated (which unfortunately is the case for Tech since 
the 1980s ), job ads use a predominantly masculine wording.  3

 
What does that mean for female applicants? We could think that the masculine wording 
should not impress them. That they should just ignore that style of writing. Unfortunately, 
ignoring is not a solution. The women can’t just ignore it, because it is not a conscious 
decision. The effect of these words and their combinations play at an unconscious level of 
their minds. Given the fact that most humans are socialised according to their gender, words 
have a different effect depending on the gender of the reader.  
 
   

1 https://www.economist.com/graphic-detail/2019/03/08/the-glass-ceiling-index 
2 Gaucher, Danielle, Justin Friesen, and Aaron C. Key. "Evidence That Gendered Wording in Job 
Advertisements Exists and Sustains Gender Inequality." Journal of Personality and Social Psychology 
101.1 (2011) 
3 The gender balance in Tech was much better before the 80s. Read this article to find out why. 
https://www.nytimes.com/2019/02/13/magazine/women-coding-computer-programming.html 
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So how do women interpret the mainly masculine wording in job advertisements? In general, 
there are four observations. If job ads have more masculine wording,  
● women assume (men, by the way, too) that in this professional occupation the 

representation of women is low - even if that might not be true for that particular team in 
that particular company. 

● women find the job ad less appealing.  
● it leads women to have a lower sense that they would belong in the position or the 

company.  
● And at last, but remarkably: Such masculine wording does NOT affect the women’s 

perception of themselves that they can actually do the job. They still feel that they have 
the skills and can perform.  

 
 

In summary  
If a job ad has masculine wording - which almost all of tech jobs have - women think that 

there are more men in these positions, they find the job less appealing and they feel they 

cannot belong. At the same time they do not doubt their skills for performing in this job.  

Hence, women do not refrain from applying because they think they are not good enough 

for the job. They do not apply because they feel they will not be welcome. And all this just 

because of carelessness when writing job ads.  

 

 
 
For any company wanting or needing to open up a wider talent pool when recruiting, the 
consequences of this study make clear that companies need to take care of how to write job 
ads. It is as simple as that: if you want to receive applications from WIT&D, make sure you do 
not use masculine wording but rather use feminine language.  
 
In the following, the paper will go into the details of feminine wording and give concrete 
examples.  
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The Effect of Too Many Requirements 
Companies often mistake the first step in the hiring process -  the job ad and its 
requirements - as the first barrier an applicant has to overcome in order to be eligible. This 
thinking might make sense in the 1980s when a company used to receive 200+ applications 
on a marketing position. By asking for many requirements, hiring managers could bring down 
the number of candidates they finally would invite.  
 
But in today’s tech industry, the reality is quite different. Companies often can count on two 
hands the number of applications they receive for tech or digital job openings. This is 
particularly true for small to medium sized enterprises that may not be able to offer great 
goodies or international careers and are not so visible on the job market.  
 
So, the purpose of a job ad in today’s job market where skills are scarce is NOT to put a 
barrier in the way of potential applicants with lots of requirements upon which a hiring 
manager can pre-select. On the contrary a job ad is much more of a selling tool - a first 
contact with a potential candidate to attract them to the company and job opening.  
 
Consider here a second and very significant finding when it comes to the application 
behaviour of men and women: 
A study  found that women are much more demanding towards themselves when reading 4

through a job ad. Having been socialised to be honest, sincere, true and modest, they feel 
they have to cover 100% of the requirements in order to be eligible to apply. They actually 
think that requirements are requirements. Men, in comparison, do so with a coverage of 60%. 
It is not that women do not feel confident about their skills. But rather they perceive their 
chances to get the job as low because after their analysis they do not fulfill enough of the 
requirements. It is a probability calculation. Simply put, the application hassle is not worth 
the effort. Consequently, they do not apply.  
 
So, what happens if a company enumerates requirement after requirement - hidden and 
transparent ones - in a job ad? With every requirement listed or perceived, the probability of 
a woman applying for the job decreases.  
 
Many companies also tell us: “We want the best. That is why we enumerate these 
requirements.” While we understand the reasoning behind it, the conclusion is wrong. Putting 
up requirements in the job ad actually prevents companies from receiving applications of 
good talents. They receive applications from candidates that cover 40 - 60% of the 
requirements and none from applicants that have a higher claim to themselves when it 

4 Mohr, Tara Sophia. “Why Women Don’t Apply for Jobs Unless They’re 100% Qualified”, from: 
https://hbr.org/2014/08/why-women-dont-apply-for-jobs-unless-theyre-100-qualified, 
citing an internal study from Hewlett Packard 
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comes to fitting requirements. Thus, in order to receive good applications, requirements 
must be formulated differently.  
 
In the following, the paper will go into the details of how requirements can be formulated so 
that WIT&D calculate their probability of success higher.  

 

The Goal in the First Phase of the Recruitment Process 
Many companies feel unsure about reformulating requirements or using different wording 
when witty works first tells them to do so. But they must be clear and conscious about the 
goal behind it: They want to unlock hidden female talent pools in order to make sure to 
receive good candidates. They truly want to get applications from the best candidates. Thus 
the target, when writing job ads differently, is simply to receive more applications from 
WIT&D. The more you get, the better.  
 
This tactic is not about lowering the hurdle. Because, actually, for tech and digital positions 
there should not be any hurdle at all given the fact that the talent market is dried out. No, 
this tactic is about writing the job ad’s content in a different way so that WIT&D will feel 
encouraged to apply. In this very first phase of the recruiting process, it is about doing 
everything possible with the job ad in order to get more applications from WIT&D. It is only 
about making your pipeline very wide at the start.  
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II.  Factors That Make The Difference 
In this chapter we describe different factors that positively influence the attractiveness of job 
ads for WIT&D. We add real examples to illustrate the theory. Wherever possible we make 
suggestions in the languages English, Germand and French. 
 

Job Title 
Job titles are mostly male coded. 
The term “Java Developer” - while being linguistically gender neutral - it actually is not. By 
the fact that men have a high representation in this field, our very first image in front of the 
inner eye when reading the word is a male specialist. This is true for any professional field 
that is traditionally male occupied. It also works the other way around. If you say “nurse” - 
most people think of a female professional. If you say “doctor” - we think of a man. Even 
though today doctors coming out of university have a very good gender mix.  
 
In Geman that bias is even more complicated. Often using the English terms (because there is 
not a good translation), we identify the ending -er as male. Because in German that ending is 
purely male.   
In order to circumvent the bias, often the following is proposed.  
 
● English: Java Developer (m/f) 
● German: Java Entwickler (m/w) 
● French: Java Développeur/euse or Java Développeur (m/f) 
 
Unfortunately, this does not solve the problem. Even though (m/f) should express that both 
genders are wanted, the pure fact that the job title is male coded annihilates any mention of 
gender in the parenthesis. And beware that in many cases the abbreviation of the male 
gender “m” is first.  
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Solution 
The ideal solution is when the unconscious mind of a female candidate does not have to 
decide between gender. Rather, you put emphasis on the function of the job.    5

 
The above example would translate into: 
● English: Java Development 
● German: Java Entwicklung 
● French: Java Développement  
 
While for certain functions it may sound a bit weird, it is a question of habit. Once 
accustomed it turns out that this kind of naming gives the job more meaning. Check 
jobs.witty.works for inspiration. 
 

 

   

5 Sieben Schritte zur gender-sensitiven Personalauswahl und -beurteilung. Erstellt im Vorhaben 
„Auswahl und Beurteilung von Führungskräften in Wissenschaft und Wirtschaft -wie unterscheiden sich 
Männer und Frauen?“ (Teilvorhaben Wirtschaft; FKZ: 01FP1072 / 73) 
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Workload (Pensum) Expectation 
When publishing a job ad a company does not know which people are attracted and what 
their wishes are. Many people in tech have other occupations that are important to them: 
hobbies, a business on the side, a cool coding project, caring for an elderly, contributing to 
an NGO or having kids. Since our society is still quite conservative when it comes to the role 
distribution in the family, women with kids often carry a higher burden. They cover a lot of 
family tasks. Most of that work is invisible  - things such as: not forgetting that the daughter 6

needs a new pair of shoes, that the son needs to bring a birthday present to his friend’s 
party, or that a cake needs to be baked for the local summer festival. All these things 
generally put a higher mental and often also physical burden on women than on men.  
 
Hence, if wanting to widen the talent pool when looking for candidates, a company needs to 
make sure that it does neither exclude those WIT&D who have an important hobby nor those 
that are caring mothers.  
 
So what does the indication of the workload have to do with all this reasoning? Look at the 
following examples to see what effects exact indications of workloads on job ads have:  
 
● “100%” - only very few WIT&D will have the courage to apply anyway and ask for a reduced 

workload. Doing so will also mean that they will have to deliver 100% in 80% time. 
● “80 - 100%” - WIT&D will not be encouraged to apply either because they assume that 

anyone who can propose 100% has more chance to get the job. Consequently, they see 
their chances as low to qualify. Or, as above, they can work 80% but are under pressure to 
deliver 100%. 

● Any sort of clear indication of the workload can be exclusive. Imagine a mother that wants 
to work 70%. She is courageous and applies anyway. She gets invited and in the 
recruitment process, the company finds out that she is the perfect candidate. She is 
willing to work 90% the first 3 months to get well introduced to the job. Then she reduces 
to 80% because the company agreed to support her with a flex work arrangement where 
she can work from home also. Clear indications can exclude good candidates. 

 
The problem is even more aggravating if a company explicitly says that certain number of 
overtime is being part of a managerial position and that it will be compensated with bonus. A 
bonus cannot make up for the time spent at the office that rather should be spent with the 
kids at home.  

6 Read about the consequences of invisible work in this study: “Invisible Household Labor and 
Ramifications for Adjustment: Mothers as Captains of Households”, to be downloaded at 
https://link.springer.com/article/10.1007%2Fs11199-018-1001-x, 22.01.2019 
 

9 

https://link.springer.com/article/10.1007%2Fs11199-018-1001-x


 

 

Solution 
So, what can a company do in its job ad to make sure that the talent pools stays wide 
open? 
 
A company can attract more talent by not indicating directly in the job ad how many 
percent it wants the candidate to work. It should be kept as general as possible. At 
jobs.witty.works we write down “Pensum wählbar” (in German. We have not found a good 
English translation for that yet). Even knowing that our client may want a WIT&D for 80% in 
the role, we recommend companies not to write it down. A company does have to stick to 
its goal: to get as many applicants as possible. Once the WIT&D do apply, and get invited, 
workload can be discussed. Because only when a company gets to know the female 
applicants, their needs and understands their life concept, the trust is there and they have 
built room for negotiation.  
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List of Technologies / Methods 
As mentioned above: the more requirements a company lists in its job ad, the more the 
probability of a woman applying will decrease.  
 
Companies tend to enumerate every possible technology or method that might be an 
advantage in that job. And then even add more as “optional”.  
 
Especially when it comes to technologies and methods in tech & digital occupations, such 
long lists seem somewhat beside the point. We at witty works sometimes have the feeling 
that the list just got bigger and bigger because it went over the table of many authoring 
contributors adding their wishes too. And hence, it becomes a dream list. With the very 
negative effect: A dream list deters female candidates. Women who unconsciously perceive 
that they have not enough experience in all of these technologies, including the optional 
ones, tend to not apply.  
 

Solution 
As in software development or in marketing: Companies need to focus. They need to 
mention only that one technology or method that is the one must for this job.  
 
Technological development is so fast that good coders, designers, media experts etc. are 
constant learners and keep up with change all the time. As a company you want to be sure 
that you can count on their intrinsic motivation to learn. 
 
So instead of listing many technologies that might not even be so relevant for the job, 
companies should rather be precise about two things: 
1. Ask for that one technology or method you need so that the work can be done 
2. Add a precise wish (not more than two) that the candidate shall be one of the following: 

a quick learner, curious about new developments, adaptable to new circumstances, 
open to feedback, etc.  

Because such new employees will pick up new technologies with ease. And by being 
humble to learn new things, they sustain that learning culture that makes a company 
adaptable to today’s fast market changes.  
 
So, by writing requirements in this way companies will find competent candidates that help 
the company grow, instead of deterring women. 
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Enumeration of requirements in general  
Do you know these job ads where you have about 6 bullet points in the description of the 
role and then another 10 bullet points with regards to requirements for the job? With every 
bullet point, a female applicant becomes more and more discouraged. The talent pool gets 
smaller and smaller. 
 
 

Solution 
Companies need to think about the structure of a job ad and make sure that they do not 
mix up role description and requirements. Also, they must limit the number of 
requirements in general.  
 
Witty works has made very good experience with the following structure (see examples on 
jobs.witty.works): 
 
1. Description of the company: What does it do? What is its culture? 
2. Role description: This is to explain the tasks that come with this role; in which team the 

candidate will be embedded; what might be particularly difficult tasks. One of the best 
forms to describe a role is “A typical day in your new role” or similar.  
Special attention has to be given to the often unconscious habit by authors to include in 
the role description already some sort of hidden requirement. Example: “With your 
ambition to make the look pixel-perfect, you will create designs based on customer 
feedback.” In such a sentence, it is implicitly expressed that the company wants a 
designer that can work pixel-perfect. While this is a perfectly valuable condition, it is a 
requirement towards the candidate. Having a requirement in the role description and 
even more so in the official “requirements” part of the job ad, the list gets longer and 
longer.  

3. List of requirements. Witty works recommends to limit the list of requirements to 4 
bullet points. 5 are also acceptable if describing the language levels that are needed in 
the job. While a company can choose to go out of this recommendation, it must be 
aware of the consequences: Any bullet point more decreases the number of female 
applicants.  
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Superlative Language 
For many women, superlative language is a deterring factor in a job ad.  
Examples of superlative language are: 
● “We are looking for Ninja Developers.” 
● “You are the best in your field and have a proven track record.” 
● “Your designs are from outer space - ideas people will die for.” 
● “We work hard and we play hard.” 
● “Our company is the world number 2, wants to grow fast and conquer the market.” 

 
Superlative language implicitly are requirements. The company communicates through such 
expressions that it wants only the top of the tops. As we saw above, women are more modest 
and often would not consider themselves as being the absolute experts in a field. Yes, they 
know they have the experience, but they also feel that they can always learn more. In relation 
to such expressions, they categorize themselves differently and thus not fitting for the job.  
 
From the feedback we get from WIT&D, such language is seen as boasting. It feels a bit like 
being back on the schoolyard where boys had to boast about their talents and girls standing 
and watching. Automatically and unconsciously referring back to such times, women do come 
to the conviction that they cannot belong to companies using such language.  
 
In addition, such boasting language also builds pressure. It communicates that you must not 
only be a top notch but that you also must always give your fullest, best and that mistakes 
are not welcome. However, women (and many men) know that this is just not possible. That 
we do have good and bad days (also consider here their menstrual cycle). In women’s eyes, 
who adhere to sincerity and truthfulness, working in such a company would mean that they 
have to put on a mask at work and play hard even when they do not feel like it. They feel that 
they cannot be their whole selves at work. And that is a major deterrent.  

 

Solution 
Simply: Just leave boasting, superlative language away. It not only fully deters female 
candidates but also male candidates that do not have this work philosophy.  
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Competitive & Self-centered vs. Cooperative & Caring Wording 
Any wording that emphasizes competition among individuals drives women away from a job. 
And also language that centers around self-achievement does. On the other hand, language 
that expresses care and support attracts Women in Tech to jobs.  
It is not only the wording we use in the role’s description but in any part of the job ad, be it 
the description of the company culture, the team’s setup or the benefit schemes.  As studied 7

in the research of Gaucher, Friesen and Key  words make a big difference. 8

 
Here are some examples:  
● “You are paid a fixed minimal fee and a bonus that is dependent on the number of lines of 

code you write.” 
● “Our support desk employees have the aim to outdo each other in order to gain in 

efficiency.” 
● “Your performance will be measured with clearly set, annual targets.” 
 
Examples of competitive or self-centered adjectives in English: 
● competitive 
● decisive 
● determined 
● head-strong 
● leader 
● And many more 
 
Please check your wording of the job ad under debias.witty.works.  
 
 

Solution 
In order to attract WIT&D use cooperative and caring language. Any language that implies 
that women work in teams, that goals are being pursued as a group and that colleagues 
learn and flourish together increase the probability that women will apply to your job 
opening. For leadership roles, a company should try to put importance on the coaching 
and support function a female leader can have. That way she will feel encouraged to apply 
for the job. Also, emphasizing that women work in close cooperation with clients and not in 
hard relationship against them helps. 
 

 

7 Bohnet, Iris (2016). What Works, Gender Equality by Design. London: The Belknap Press of Harvard 
University Press. Pages: 154 - 155. 
8 Gaucher, Danielle, Justin Friesen, and Aaron C. Key. "Evidence That Gendered Wording in Job 
Advertisements Exists and Sustains Gender Inequality." Journal of Personality and Social Psychology 
101.1 (2011) 
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Examples: 

● “We are a community of engineers who have effective relationships with many satisfied 
clients. We are committed to understanding the engineer sector intimately.” 

● “Being responsible for account management, you work in close cooperation with our 
clients. By standing near them and guiding their decisions, you build up a sustainable 
relationship with this client.” 

● “With your experience you will coach the team and guide them in their problem solving.” 
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Corporate vs. Cultural Language 
Women tend to put more importance on culture than men when looking for a new job.  Not 9

that men are not sensitive to culture once in the workplace. Women just see culture as one of 
their main criteria when screening potential new employers. In our own research in focus 
groups, WIT&D explained how they proceed: They first check if the job sounds interesting 
from the outset, not going into full detail yet. Then they immediately check the company 
description in the job ad, check out the website and social media channels in order to get an 
impression of the company culture. If that suits them, they then go back to the details of the 
job.  
 
In many cases, companies tell very little about their culture in job ads. They put forward their 
expertise, market share, expansion, etc. The identity of the company does not really 
transpire. And the organisation is described as if not having a soul. This is what we call 
“corporate language”. While it might seem professional, it is highly impersonal and does not 
tell the whole truth of an organisation.  
 
Women tend to prefer working for companies that show their identity and tell the story about 
their history and the humans working in the company. They want to see teams transparently 
and to understand who is where in the company’s structure. Even weaknesses of the 
company that transpire in a profile, it is seen a plus. Our focus group of WIT&D confirmed 
this too. One representative opinion was: “If I can’t see on the website who works there and 
get a feel of how this company functions and what it feels like to work there, I don’t apply.” 

 

Solution 
Make sure that you talk about culture in your job ad and express the human side of your 
organisation.  
 
Examples: 
● “None of us is perfect. But we are all curious and happy to learn new things from each 

other.” 
● “If a client does not fit to our culture, we do have the courage to say no and support our 

employees in doing so.” 
● “When developing a new major feature, we often first make a Proof-of-Concept where 

trial and error developing is encouraged.” 

9 Bohnet, Iris (2016). What Works, Gender Equality by Design. London: The Belknap Press of Harvard 
University Press. Pages: 161 - 162. 
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Focus on personal growth & learning 
Our focus group has confirmed the general perception of female careers that witty works 
had: When women are on the lookout for a new job, they consider two things: 
● They want to be able to support the company with their experience they have gained so 

far in their career.  
● They want to go into positions where they can grow. 
Women tend to look for jobs where learning plays an important part. They do look for 
openings where they can broaden their horizons and learn from others. While this is 
probably true for any candidate, it seems particularly important for women when screening 
job ads.  

 

Solution 
In order to attract WIT&D to your job ad, let them know what they can grow into in this 
position. Description of the role should thus talk not only about what the role currently is, 
but what it could be in the future and where the candidate gets the chance to learn and 
gain experience.  
 
Example in the case of a product owner: 
“As a product owner you are at the interface between end customer and the scrum team. 
You translate the needs into well defined user stories. When your familiarized with the 
project, you will have the opportunity to become a T-shaped profile - either further grow 
your know how in User Experience design or learn the basics of coding, in both cases being 
supported by your own team.” 
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Transparency on Recruitment Process 
In the research with the focus group of WIT&D, the women clearly expressed their pain in 
relation with recruitment processes. Not only do they feel that they are under pressure to 
sell themselves and pretend to be what they are not. They also strongly dislike the fact that 
they are left in the dark as soon as they have sent off their application.  
 
While we can imagine where it comes from, we have not yet further researched the 
unconscious thinking process. But the fact is: As soon as women send off their application, 
they fall into a “needy” position. They feel as if they have to pray for even being contacted by 
the company. The longer the time span until they are contacted by the company, the more 
their confidence crumbles. Making the whole recruiting process a very negative experience.  
 
 

Solution 
In the focus group, two concrete actions were proposed by WIT&D: 
● The job ad should encourage that the female candidate contacts a future line manager, 

team member or similar colleague so that she can ask questions. This person should 
know about the tasks of the job, the ambiance of the team. Honesty in this chat is 
crucial.  

● The job ad should transparently and truthfully say how the recruitment process works, 
when exactly she will get feedback on her sending in her dossier and when she will be 
given the wage offer.  

 

Even the gender pay gap can be alleviated due to a well- written job ad. For two reasons: 

● In a research made by Bowles, Babcock and McGinn , it came out that if it is commonly 10

known what a person in such a position earns, women are good at negotiating the same 
salary and the pay gap almost vanishes. On the other hand, if it is ambiguous how much 
a person can earn in such a role and female candidates find it difficult in muddy waters, 
the pay gap increases. Hence, an option in a job ad could be to say: “The salary for this 
role is in accordance with the recommendation of the ICT association.” Or similar. 
(Beware: a too big of a bandage makes it ambiguous again.) 

● If the announcement of wage transparency in a job ad is not possible, another very 
simple measure helps enormously. Companies should just announce in the job ad: “The 

10 Bohnet, Iris (2016). What Works, Gender Equality by Design. London: The Belknap Press of Harvard 
University Press. Pages: 68  
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salary will be negotiated between the company and the candidate.” A study by 
Leibbrandt and List shows  that if women are invited to negotiate, they will do so. The 11

stereotype about women not being able to negotiate is lifted if it is explicitly mentioned 
by the company that they have the right to do so. External legitimization helps them to 
overcome the stereotype.  

 
 

   

11 Bohnet, Iris (2016). What Works, Gender Equality by Design. London: The Belknap Press of Harvard 
University Press. Pages: 68 - 69 
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Images 
Using images in job ads is a great way to emotionalize the company and show the culture 
without words. But there are some important guidelines to be followed: 
 
● Make sure to show authentic pictures. Showing only beautiful models having fun playing 

ping pong and the whole room is very clean, is the same as “boasting with words” 
described above. Culture needs to be described in a truthful way - that is also true for 
pictures.  

● It is important to pay attention to how women are shown in the pictures. Pictures are a 
very clear signal and influence us unconsciously. The following rules have to be applied to 
make sure that women are attracted by the job ad with pictures.  
 
Deterring to female candidates is:  
○ A picture showing a man for a role that could be occupied by any gender. The 

perception is: “They are looking for a man.” 
○ A picture showing a man and a woman, but the woman is behind the man. The 

perception is: “If I work there, I am the assistant. Or I have to continuously fight to 
prove my competency.” 

 
Encouraging to female applicants is:  
○ A picture only showing a woman. (By the way, it is not deterring for the man. Men are 

not impressed by pictures of females in male dominated industries). 
○ A picture showing a woman and a man and the woman stands in front. (Again, men are 

not deterred by such a picture.) 
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A Last Word on Gender Neutral Language 
German and French are more difficult when it comes to gender neutral language. But also in 
English, we normally use the male form of a person to express generality; especially in job 
ads where we want to be short. Be it for the role to be filled or the surrounding actors 
important for the job.  
 
Examples are: 
● English: The user experience designer has different tasks. He researches about user needs, 

works in an interdisciplinary team with developers, business analysts and testers and 
interacts with our customers.  

● German: Der User Experience Designer hat unterschiedliche Aufgaben. Er recherchiert über 
die Bedürfnisse der Nutzer, arbeitet in einem interdisziplinären Team mit Entwicklern, 
Business Analysten und Testern und interagiert mit unseren Kunden.  

● French: Le concepteur de l'expérience utilisateur a différentes tâches. Il effectue des 
recherches sur les besoins des utilisateurs, travaille au sein d'une équipe 
interdisciplinaire avec des développeurs, des consultants commerciaux et des testeurs et 
interagit avec les clients.  

 
Being sensitised by now for a more inclusive language, we can see all the problems. While in 
English some terms are gender neutral, our unconscious bias sends us an image of men to 
the inner eye (pink background). In German and French it is outright clear that we only talk 
about men (grey background). Reading such a job ad gives us the impression that the female 
applicant will only work among men, be it internally or externally.  
 
Even though we might have been trained to believe that the male form should include 
everyone, unconsciously we don’t. And that is why most of us imagine a world as mostly 
being male.  
Some examples to that: Would you ever think of a man when you hear the word “Hebamme”? 
This is a word that is gender neutral in German. Or in English: does any man tell you his 
girlfriend’s name when you ask him “Have you ever dated one of these guys?” (The word 
“guys” is often said to mean any group of people, not just men. But while women shall accept 
this explanation, it does not work the other way around. A man never dates a (female) guy.) 
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Solution 
We can write more neutrally in job ads. It needs some practice, but is possible. Here are 
some recommendations: 
 
● Use direct language. Do not talk about “the user experience designer … he researches... 

”, but rather use the direct form: In this role you research…. In German and French you 
get to choose between Sie/Vous or du/tu depending on the style of your company. 

● When enumerating different actors in a team try to “functionalise” the terms just as we 
did in the job title. For example in English: in an interdisciplinary team with specialists 
from development, business analysis and testing. Or in German: in einem 
interdisziplinären Team mit Spezialistinnen und Spezialisten von Entwicklung, Business 
Analyse und Testing.  

● And finally, do take the space to mention both genders. Or try to find a gender neutral 
word for the whole group. It is important that WIT&D know that they imagine a world of 
work where both genders exist. It helps them to belong. For example in German: 
“Kunden” becomes “Kundinnen und Kunden” or “Kundschaft”; “Mitarbeiter” becomes 
“Mitarbeitende”. In French: “clients” will be “clientèle”.  
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III.  Summary 
With this paper, witty works gives concrete guidelines what a company can do in order to 
change its job ads so that it attracts Women In Tech & Digital. While formulating a job ad 
differently probably cannot eliminate all biases that we carry with us unconsciously and 
since a very, very young age, at least it can alleviate the bias effect.  
 
Any company being serious with its intent to find more Women in Tech & Digital has to start 
by introducing a different writing style of job ads.  
 
Our very first version of debias.witty.works will help on the way. It can test the newly written 
job ad. While this first version is not able to test many of the above mentioned factors yet, it 
can give some guidance on particular adjectives and words.  
 
We are happy to help. Contact us Nadia Fischer, nadia@witty.works. 
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