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Finding Your Way Back to YOU: A self-help book for women who want to regain their Mojo and realise their dreams!

Are you at a crossroads in life, lacking in motivation, looking for a new direction or just plain ‘stuck’?

Finding your Way back to YOU is a focused and concise resource written specifically for women who have found themselves in any of the positions above.

The good news is that you already have all of the resources you need to solve your own problems; this practical book helps you remove the barriers that prevent this from happening.

Designed as a practical book with an accompanying downloadable journal and weblinked exercises, Finding Your Way Back to YOU is an inspiring book that introduces Neuro- Linguistic Programming, and Cognitive Behavioural Therapy techniques for change that are particularly valuable within the coaching context.




[image: ]



 

The 7 Master Moves of Success

One of the most common clichés about success – that it is a journey, not a destination – has concealed one of its most defining qualities. Success really is a dynamic and ever-moving process. It is about making the right moves at the right time.

In this absorbing and uplifting book, Jag Shoker – a leading performance coach to business leaders, sports professionals and creative performers – brings the science and inspiration behind success to life. He reveals the 7 Master Moves that combine to create the high performance state that he calls Inspired Movement: the ability to perform an optimal series of moves to create the success you desire most.

Drawing widely on scientific research, his extensive consultancy experiences, and insights into the successes of top performers in business, sport, and entertainment, 7 Master Moves is a synthesis of the leading-edge thinking, and paradigms, that underpin personal performance and potential.
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Spend Green and Save The World: Tackling Climate Change Through The Consumer-Led Movement

Climate change is the most important issue facing the world today. But are you left wondering what more you can do, personally?

This book is a practical guide on what you can do to make a difference. And the amazing thing is that it only takes 3.5% of a population to act in order to create cultural change, and a mindshift in wider thinking! By coming together and using our consumer power – as part of The Consumer-Led Movement – we can influence businesses and government policy, and rapidly shape a better future. All through consciously choosing how we spend our money.

Making changes can be challenging even when we have the best of intentions. Instead of massive, overnight changes – incremental change is the key. By applying principles from psychology and problem-solving techniques, this book shows readers how to embark on a motivational journey of actualising climate change solutions. These provide the means to live in line with environmental values, and improve overall wellbeing.
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What Business Can Learn From Sport Psychology: Ten Lessons for Peak Professional Performance

“You don’t understand anything until you learn it more than one way.” Marvin Minsky

How are the best athletes in the world able to function under the immense pressure of competition? By harnessing the potential of their minds to train smart, stay committed, focus, and deliver winning performances with body and mind when the time is right.

The mental side of performance has always been a crucial component for success – but nowadays coaches, teams, and athletes of all levels and abilities are using sport psychology to help fulfil their potential and serve up success.

It goes without saying that business performance has many parallels with sporting performance. But did you realize that the scientific principles of sport psychology, used by elite athletes the world over, are being used by some of the most successful business professionals? Performance – in any context – is about utilizing and deploying every possible resource to fulfil your potential.


CHAPTER 1: SO, LET’S BEGIN

 

Introduction 

I am the second youngest of five children in my family, and the only surviving girl. 

Growing up with three brothers, I was literally surrounded by boys and men, all of whom had strong personalities. And I have to say, I am so grateful to my father, who instilled in me a sense of independence and self-efficacy (i.e., a can-do attitude) from a very young age. He used to say to me, when I was no height, “Maura, you will be dependent on no man”, which may also be the reason why I did not get engaged until I was 50. 

I was born and raised in Co. Down, Northern Ireland, and my academic dreams were hampered at the tender age of 11, when I failed an important exam1 which would decide my educational route and choices for the next five years, and possibly beyond. So, I know firsthand how failure and inadequacy and not feeling good enough feels. Now, as an award-winning full Professor, I am renowned internationally for my pioneering work in gender equality and women’s entrepreneurship, spanning nearly 25 years.

My research, my curiosity and my inquisitiveness have taken me far and wide. I have had the privilege to engage with, talk to, and research hundreds of women entrepreneurs in interesting geographical contexts (e.g., Ireland, UK, USA, New Zealand, Saudi Arabia, China, France, Lebanon) and novel organisational contexts (e.g., technology, family business, academia, and digital entrepreneurship). 

I can honestly say that I love research – and what academics increasingly call ‘research with impact’ or applied research. This probably stems from my career in industry before entering academia and a desire to generate research that has real impact for women entrepreneurs. 

I love hearing the stories of women entrepreneurs, and I very much concur with author and professor Brené Brown that “stories are data with soul”. I see “data” as the roots (facts, numbers) and “stories” as the blossoms (meaning, connection). I hope that I somehow act as a conduit through which these stories, with their meanings and connections, are heard, amplified and retold.
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My journey into researching women’s entrepreneurship is deeply personal, stemming from a blend of childhood experiences, academic exploration, and a drive to make a meaningful difference in the entrepreneurial landscape, particularly for women. My interest in business was ignited during my childhood, where I witnessed the application of hard work, drive and initiative and the dynamics of running a small business firsthand, in the form of my dad, who owned a bar in our local town. Growing up during The Troubles,2 those childhood experiences sparked a curiosity within me about the challenges, rewards and everydayness of owning and managing one’s own business. 

I also got some insights into being a minority, as my parents were ‘blow-ins’ and a different religion from the majority of the town’s residents. Despite the tensions of the time, our bar was a hub for diverse locals to gather, giving me an up-close view of my community’s complexities. So, my upbringing wasn’t just about watching my parents run this business; it was about seeing how their actions reverberated throughout our community and made a lasting impact. A qualified midwife, before getting married and moving to the town where I was born, my mother was a district nurse across what became known as the Peace Lines3 in Belfast.

Witnessing my parents’ active engagement and contributions to the local community exposed me to the importance of building relationships, fostering trust, and the challenges faced by minorities and communities divided by conflict. Although I didn’t realise it at the time, nor knew the term, my parents’ involvement in our community showed me the significance of social capital – the networks, relationships, and connections that facilitate cooperation and collaboration in business and beyond. Social network theory ended up being the theoretical lens of my PhD.

Running the bar wasn’t just a job for my dad; it was being part of the town. As a ‘blow-in’, he really made an effort to get to know everyone who came through the door and earned their trust. In doing so, he built a web of connections that kept the place and the community alive. That effort came back to him in spades, proving Robert D. Putnam’s4 observation that social capital refers to “connections among individuals – social networks and the norms of reciprocity and trustworthiness that arise from them.”

Despite my dad’s ownership of the pub, he held a different vision for my future. Rather than following in his footsteps, he encouraged me to pursue a university education – being the first amongst my siblings to attend university. 

I always knew that I would do something in business, but it was not until doing my master’s (M.Sc. in Management of Technological Change) that my interest in innovation and creativity was sparked. In manufacturing and production – my career before academia – although I loved its hustle and bustle, I felt detached from the end user and wider community. So, I then left a full-time job as a production manager to pursue a PhD in entrepreneurship, with my interest in gender and especially gender disparity not actually triggered until after my PhD, which was on networking within incubators (which have now been somewhat replaced by trendier accelerators and co-working spaces). 

As I embarked on my academic pursuits and delved into entrepreneurship research, I couldn’t help but draw upon the mix of influences in my upbringing. It was this blend of influences that made me ask myself, “Where are all the women?” Armed with research skills and a deeply ingrained sense of equality, I set out to find the answer(s) to this question. So, these questions, “Where are all the women?” and “What is entrepreneurship like for women?” have been my drivers ever since. 

My ongoing interest is fuelled by my encounters with women entrepreneurs and their stories, which is the best bit of my job. In exploring the stories of women entrepreneurs, I pay homage to the legacies of both my parents – the everydayness of my father’s entrepreneurial spirit and the compassion of my mother.

I enjoy sharing my research not just with other academics but with women entrepreneurs, students (and anyone else who will listen to me) via my keynotes, podcasts and coaching. At this point, I have published four academic books, 100+ academic papers, and I have somehow become very well regarded as an entrepreneurship professor amongst my peers. Women entrepreneurs have asked me many times where they can find the easy-to-read versions of my papers, and indeed, the feedback I got from my RTE article “5 things women should know before starting a business” was incredible. So that is the motivation for this book – translating all of my academic work (which at the last count was over 30,000 hours of research and interviews with 300 women entrepreneurs and ecosystem stakeholders) into digestible bite-sized chunks in order to create real impact for women entrepreneurs!

About the Book 

This book is not simply a collection of anecdotes and inspirational stories; it is rooted in the 30,000 hours of rigorous research mentioned, spanning nearly 25 years, and evidence from fields such as business, entrepreneurship, feminism, and gender studies. 

The book recognises the importance of data and knowledge in shaping effective strategies and approaches for entrepreneurial longevity and sustainability. 

Drawing on my own research, we will examine over – the following chapters – the unique strengths and capabilities that women bring to the business landscape. Through in-depth analysis, we will uncover the underlying causes of gender biases, funding disparities, and work-life harmony dilemmas. By examining the evidence, we aim to shed light on the systemic issues that hinder women’s progress and explore strategies to help those who navigate this path.

I often get asked why research on women’s entrepreneurship is needed, as everyone knows what entrepreneurship is, and everyone can name an entrepreneur (the fact that many can only name male entrepreneurs is often overlooked). To answer that question, I often used Caroline Criado Perez’s book “Invisible Women” to highlight the pervasive gender data gap in various areas of society, from medical research to workplace design, and the detrimental impact it has on women. 

When we consider the gender data gap in the entrepreneurship context, it sheds light on the systemic biases that women face in the entrepreneurship ecosystem. For example, data on venture capital funding shows that women entrepreneurs receive a disproportionately smaller share of funding compared to their male counterparts, despite evidence suggesting that women-led companies often outperform those led by men. 

The stark reality of this disparity is highlighted by the 2024 global venture capital deployment figures. An analysis of the $289 billion invested globally in 2024 reveals a significant gender gap:5


	
2.3% went to female-only founding teams ($6.7 billion)



	
83.6% went to all-male founding teams ($241.9 billion)



	
14.1% went to mixed-gender founding teams ($40.7 billion)
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Source: https://ff.co/women-funding-statistics-2025/

 

At the current pace of progress, gender parity in venture capital allocation is not expected to be achieved until around 2065.6

Perez’s research shows that the gender data gap is not just a matter of incomplete data but a systematic exclusion of women from data collection and analysis. The gender data gap, which has resulted in a ‘one size fits all’ or ‘one size fits men’ approach, has left gaps in our understanding of women’s entrepreneurship – gaps in our understanding of women’s experiences, needs, and perspectives. If we (women) are missing from the research and the data, then we are invisible. 

As a research area, women’s entrepreneurship is still relatively young, with the first academic paper detailing women’s experiences of business ownership published in 1976 in the Journal of Contemporary Business called “Entrepreneurship: A New Female Frontier”7 by Eleanor Schwartz. Prior to this, a specific focus on women’s experiences of entrepreneurship did not merit special attention among the academic community. Therefore, ongoing research on women’s experiences of entrepreneurship is important to ensure that women’s voices are heard, their experiences understood, and underlying biases addressed to create a more inclusive and equitable entrepreneurship ecosystem. Why do we need to do this? Because, ultimately, this will lead to a higher performing economy where women’s wants and needs are met by women. 

★

Within these pages, you will find evidence-based “Calls to Action” and practical tools to cultivate your entrepreneurial mindset and navigate the intricacies of starting and growing a business. I want this book to encourage and inspire women to embrace new perspectives, challenge the status quo, and take positive action towards their entrepreneurial ambitions. I also want to distil my research findings and insights into practical tips and techniques that readers can apply to their everyday entrepreneurial lives.

Why This Book is Needed

If I asked you to imagine the typical entrepreneur, the image that probably comes to mind is that of white American men, such as Steve Jobs, Jeff Bezos, Elon Musk, and Mark Zuckerberg. Such men are frequently depicted as the heroic figures of our era, celebrated for their daring risk-taking, accumulation of vast wealth, and ambitious technological projects – ranging from the digitisation of social interactions to the prospect of colonising Mars. The assumption that all entrepreneurs are men is often the unspoken and unquestioned standard, a benchmark that in many Western societies is reinforced by popular media. Thus, cultural conversations around entrepreneurship tend to focus predominantly on the male experience. Indeed, the main character in the typical entrepreneurial narrative is the entrepreneur (which is derived from the French words ‘to undertake’) and not the entrepreneuse.8 This may come as no surprise, as entrepreneurship has traditionally been associated with men and once considered a form of masculinity and a ‘men-only’ career. 

For those women who do decide to become entrepreneurs, they are often positioned within contemporary entrepreneurial discourse, including popular media, as a discrete and separate category with their own label – “female entrepreneurs”, “mumpreneurs”, “fempreneurs”, or “lipstick entrepreneurs”, “She-EO”, “female founder”, “lady boss”, or “boss lady”. 
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It is important to note that while some of these words may seem positive, empowering or neutral, they can still reinforce gender stereotypes, limit the potential of women entrepreneurs and even undervalue the contributions of women entrepreneurs. Therefore, the words we use to describe women entrepreneurs should focus on their skills, achievements, and potential rather than their gender. 

My personal dream is that we get to a stage where everyone is just an ‘entrepreneur’ – no prefix or cute hashtags required. I love this quote from Cate Blanchett: “Not as a political statement, but I’ve always referred to myself as an actor, I don’t think we have a very gender-specific language, and I’m of a generation where the word ‘actress’ was used always in a pejorative sense. So, I think I claim the other space.”

“Why Can’t a Woman be More Like a Man?”

Professor Henry Higgins in “My Fair Lady” wondered in exasperation: “Why can’t a woman be more like a man?” Men, he mused, “are so pleasant, so easy to please… Men are so decent, such regular chaps. Ready to help you through any mishaps.” Although dating back to 1964 and from the realm of musical theatre, the sentiment could easily be applied to the arena of modern entrepreneurship, where a range of policy interventions have emerged to ‘fix’ the problem of the woman entrepreneur. This, essentially, has meant finding ways to provide them with the tools and skills to become more like men so they can compete in a man’s world and fulfil their entrepreneurial potential. The message from the prevailing entrepreneurial and popular discourse (i.e., think of “Lean in” and “Girl Boss”) is that women need to become more like men and strive to fit within these masculine norms. 

This book takes a different stance by not asking women to change and/or emulate their male counterparts. Rather than putting the onus on the individual woman to change, to become tougher and/or to become more like a male entrepreneur, this book starts from the premise that women entrepreneurs have permission (full stop/period). In other words, women have the permission to start, grow and build businesses today. 

This is not an academic book nor a self-help book, per se; rather, it leverages all the research and interviews that I have conducted with women entrepreneurs in various stages of their entrepreneurial journeys to provide eight evidence-based Calls to Action for women entrepreneurs, enabling them to navigate potential pitfalls in the entrepreneurial landscape and, most importantly, help them to enjoy the process. Additionally, each chapter will include “Words from the Wise” from a pioneering entrepreneur. Finally, to build a community of like-minded entrepreneurial women, the book will utilise #hashtags, Instagram and LinkedIn to build a community of women (i.e., those who have bought the book), with key activities and ‘to-dos’ listed at the end of each chapter. 

The Eight Calls to Action

So, what is a Call to Action? Mary Wollstonecraft’s “A Vindication of the Rights of Woman”, published in 1792, is widely considered the first major call to action for feminism. In this influential book, she argued that women were not naturally inferior to men but were made to seem that way because they were denied an education and equal opportunities. She passionately argued for women to be given the same rational education as men so they could become better citizens and contribute to society beyond just being wives and mothers. Her work serves as a powerful, early example of how a clear and urgent message can inspire profound change.

This concept of a powerful and persuasive command has since been adapted and refined for many different purposes. During the rise of direct-response advertising in the early 20th century, advertisers used CTAs to prompt immediate actions like purchasing products, calling phone numbers, or filling out forms. Early print ads, radio commercials, and TV spots frequently ended with a clear, direct command such as ‘Call now!’ or ‘Act fast!’ With the advent of digital marketing, CTAs became even more prominent, guiding users through websites, emails, and apps with buttons like ‘Learn More,’ ‘Subscribe,’ or ‘Add to Cart.’

Despite their evolution, the focus of CTAs has always been on being clear, engaging, and encouraging immediate action. This book is structured around eight evidence-based Calls to Action that I hope encourage women to Reflect (i.e., self-awareness), are Inspiring (i.e., Words from the Wise), are Action-oriented (i.e., provide clear, tangible steps), create a sense of Urgency (i.e., encourage immediate steps) and help build a sense of community.

Who’s This Book For? 

This book is for all entrepreneurs, founders, leaders, and small business owners at all stages of their entrepreneurial journeys, encouraging them to give themselves permission. It serves as a practical playbook, offering actionable strategies to start, build, and grow successful ventures. 

The Structure of the Book – What’s Up Ahead

This book is structured in three parts.

Part I: You Have Permission… to Start

In this section, we will acknowledge the challenges and societal barriers that entrepreneurial women may encounter in defying norms and the stereotypical notions of who and what entrepreneurship is. 

Despite the everyday use of the term, a commonly-agreed definition of entrepreneurship remains elusive. We will confront (head-on) the habit of seeking external validation and approval before pursuing personal goals and recognise the limitations of waiting for permission. Instead, we shall focus on proactive decision-making and self-assurance. 

Overall, I hope these chapters will inspire readers to disrupt barriers (through their identification), take the initiative (through practical advice), and embrace (through claiming) their respective entrepreneurial journeys. 

Part II:  You Have Permission… to Build

This section is about developing a mindset focused on creativity, resilience, and adaptability. It highlights the digital world, especially how to use digital platforms and technology to build and grow a business. It also covers practical aspects of entrepreneurship, like navigating the financial landscape and the importance of networking. By embracing an entrepreneurial identity, making the most of digital tools, and building a strong network, we are given the knowledge, Words from the Wise, and actionable steps to keep moving forward.

Part III: You Have Permission… to Grow

This section begins by challenging readers to stretch their mindset beyond conventional boundaries and think bigger. As entrepreneurs work on growing their businesses, they will likely face setbacks and failures. It’s important (where possible) to view setbacks as opportunities to learn and improve. By using resilience-building strategies and adjusting their mindset, we are encouraged to develop a growth-oriented approach, seeing challenges as chances to learn and continue progressing, even when faced with difficulties.

Summary

Let’s face it – entrepreneurship comes with challenges and obstacles, and it may not be for everyone. So, it’s important to understand the business landscape, whether you’re a liminal entrepreneur looking to jump, a nascent entrepreneur looking to grow your business or an established entrepreneur looking to superscale. Women entrepreneurs face a unique set of challenges, from battling stereotypes to juggling family responsibilities and a few other things in between, but navigating the constantly evolving business landscape starts by embracing empowering knowledge. 

Let’s begin!



1  https://en.wikipedia.org/wiki/Eleven-plus

2  https://en.wikipedia.org/wiki/The_Troubles

3 https://en.wikipedia.org/wiki/Peace_lines#:~:text=The%20peace%20lines%20or%20peace,areas%20in%20Belfast%20and%20elsewhere.

4  Putnam, R.D., (2000). Bowling alone: The collapse and revival of American community. Simon and Schuster.

5  PitchBook. (2025). “The VC Female Founder Gap: 2024 Year in Review.” Industry Report. https://pitchbook.com/news/reports/the-vc-female-founder-gap-2024

6  Crunchbase. (2025). “Global VC Funding to Female Founders: 2025 Report.” Annual Analysis. https://news.crunchbase.com/venture/global-vc-funding-to-female-founders-2025

7  Schwartz, E.B., 1976. Entrepreneurship-New female frontier. Journal of Contemporary Business, 5(1), pp.47-76.

8  The term entrepreneur originates from the French word entreprendre which translates as ‘to undertake’ or ‘go between’ and can be traced back to Cantillon (1755), an Irish economist living in France who introduced the idea that the entrepreneur plays a highly specialised role.


CHAPTER 2: DISRUPT, DEFY, AND REWRITE THE SCRIPT

 

Introduction

Traditionally, entrepreneurship has been associated with men and masculinity. We know this intuitively, and in actual fact, our intuition is supported by a strong research base. 

In recent years, we’ve witnessed a surge in efforts such as mentorship, funding initiatives, media campaigns, networking platforms, and women-focused accelerator programmes to defy these assumptions and norms, shedding light on women entrepreneurs’ diverse and often overlooked experiences. It is important to recognise that the traditional view of entrepreneurship as masculine has implications for feeding contemporary assumptions regarding who or what an entrepreneur is and, more importantly, who can be an entrepreneur. This chapter challenges those assumptions by providing some critical context – from definitions and data to the deeply ingrained stereotypes that shape the entrepreneurial landscape. Through a closer look at the evidence and “Words from the Wise”, we can rewrite the script on who gets to claim the title of “entrepreneur”.

What is Entrepreneurship?

Due to increasing academic, popular press, and policy-level attention, entrepreneurship has become a ‘buzzword’ in most contemporary societies, where it is marked by rapid growth coupled with digitalisation and globalisation. 

So, what does it actually mean? 

Researchers have struggled for years to agree on a clear definition of entrepreneurship. My students are always very surprised to discover that the concept of entrepreneurship traces back to the 17th century (and not the 1980s) when the Irish-born Richard Cantillon – an economist living in France – coined the term. Stemming from the French word “entreprendre”, which refers to something similar to “an undertaking”, the term “entrepreneurship” acknowledges the prominent role played by people as mediators who help bring supply-demand equilibrium in a capitalist economy. 

From its inception, the word was commonly used to describe challenging and risk-taking individuals. Given its historical roots, it may come as no surprise as to why, even today, entrepreneurship is closely associated with risk-taking. 

More recently, we have come to the conclusion that entrepreneurship is more of a fluid concept that evolves and changes according to contextual settings; as business practices have evolved over time, so have definitions of entrepreneurship. For some, entrepreneurship is a process that focuses on new venture creation; for others, it is a mindset; and for others, it is an individual disposition encompassing creativity, innovation and risk-taking that challenges the status quo in a given context. 

Regardless of the definition, entrepreneurs have typically…


	
Created something new…



	
which has been in response to something they have seen in the … 



	
world around them…



	
which has agitated them into taking action…



	
that has created value for ‘consumers’ or ‘society’





In order to escape this definitional quagmire, I think it is much better and more interesting to think of entrepreneurship as a particular type of human activity. In other words, entrepreneurship is a verb (doing) instead of a noun (a thing). 

We get a much clearer view of entrepreneurship when we see it as part of everyday life, not just through stories of big successes featuring larger-than-life entrepreneurial heroes. People often move in and out of entrepreneurship at different times, and that flexibility is part of what makes it so dynamic. Further, it is not just for the younger populations, but in our daily choices (at any age). We all can make small, discrete actions which cumulatively result in larger entrepreneurial efforts. 

Who Gets to be an Entrepreneur?

As we have discussed, the cultural conversation around entrepreneurship tends to focus predominantly on the male experience. This is also reflected in academia, where a well-established body of research recognises entrepreneurship as a man’s world and a job for men.1 

A lot of time and energy has been spent on discussing the entrepreneurial identity, suggesting that the stereotypical portrayal and popularised image of the entrepreneur envisions the entrepreneur as male, pale and not so stale. In other words, white, male, Western, and stereotypically possessing skills such as competitiveness, independence, risk-taking and detached from family responsibilities. 

These assumptions or biases can have serious implications for those considering entrepreneurship who do not fit the ideal image of the male entrepreneur! Indeed, a lack of fit with the ‘typical entrepreneur’ has made women invisible, marginalised, and deemed the ‘other’ in the entrepreneurship field.2 

In the context of women’s entrepreneurship, “othering” occurs when women entrepreneurs lack a sense of belonging with regard to the masculine norms listed above. 

 




	
Othering (noun): the act of treating someone 
as though they are not part of a group and are different in some way. In other words, seeing someone as an outsider.
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