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ABSTRACT

Marketing as an activity that marked the 21st century is a very important part of the business
activities of any organization. Traditional and modern marketing are interconnected despite
digitalization as a new process. A good marketing leader is the key to success in many large
companies. Leadership is a very broad concept and there are different theories and styles of
leadership. This paper focuses more specifically on female leadership styles in marketing, as a
concept that is becoming more interesting to study and observe. The study provides an evidence
that women leaders in the Republic of North Macedonia dominatly use a participative leadership
style, which also means that besides the involvment of the employee in the decision-making
process, they show respect, care and empathy for others. The study also shows that there is no
differences in leadership styles among the genders, which supports the feminist idea of women
being equal to men; thus breaking the business and leadership stereotypes in regards to the

women being less valuable in the business environment.
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1. INTRODUCTION

Leadership can be regarded as the term of the
21stcentury because if in the past having a leader
in the company would have been considered as a
competitive advantage, today - it is an essential
for any organization, big or small. As Moldovea-
nu and Narayandas (2019) write “companies of
all sorts realize that to survive in today’s volatile,
uncertain, complex, and ambiguous environment,
they need leadership skills and organization-
al capabilities different from those that helped
them succeed in the past”. The literature is full
of studies of leadership styles and theories that
are being grouped by industry, behavioral charac-
teristics and etc., however many authors suggest
that there are differences in leadership based on
gender. Intuitive reasoning contends that early
socialization patterns give rise to diverse traits
in men and women that most likely produce dif-
ferent leadership styles (Powell, 1993). Accord-
ing to Eagly and Johnson (1990) “women seem to

lead in a rather democratic way, while men show
a more autocratic leadership style”. This is con-
firmed by newer studies as well. A study conduct-
ed by Horowitz et al (2018) states that “a majori-
ty of Americans (57%) think men and women on
top positions in business and politics are differ-
ent when it comes to their leadership styles”. It
is important to note that the leadership style and
its effectiveness is a combination of different fac-
tors and characteristics that are unique for each
individual. However, it should be noted that fe-
male leadership can be an important asset for any
company. A study conducted by Desvaux and Dev-
illard (2008) conclude that “female leaders and a
diversity of leadership styles can give companies
areal competitive edge”.

One sector that is increasingly important in recent
years is the marketing sector, as the global market
becomes more competitive and the marketing ex-
perts are perceived as a possible competitive ad-
vantage. A study conducted by Kerns (2020) cited
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by Harte (n.d.) states that when it comes to lead-
ership, only “17% of marketing and ad agencies
are run by women”.

The marketing industry is growing which accord-
ing to Bilbo, (2021) results in more managerial
and operative open positions, and this is where
women’s marketers can establish themselves.
The ultimate goal would be that women as lead-
ers in the marketing sector are treated and have
equal opportunities as their male coworkers. If
one takes into cosideration that the research of
this topicis limited worldwide, it is to be assumed
that in regional terms this topic is even less stud-
ies and researched.

This research was conducted in order to under-
stand the context of the current situation of wom-
en leadership in the marketing sector.

A quantitiavie research method was used in order
to verify the results in order to reflect objective
overview of the researched topic. This approach
uses numerical data analysis and data collec-
tion to characterize, clarify, forecast, or control
variables and phenomena of interest. (Gay et al,
2009).

LITERATURE REVIEW
2.1. A GENERAL OVERVIEW OF LEADERSHIP

Leadership is a very broad concept and there are
different theories and styles of leadership. This
term is defined in many ways, by many authors.
As a definition that is very important in terms
of leadership is that of Tannenbaum & Shmit,
(2000), who believe that “leadership is an inter-
personal influence that is implemented in a cer-
tain situation through the process of communica-
tion, with a single goal and intention to achieve
certain goals”.

Female leadership is just one branch of this con-
cept and can be defined and understood in differ-
ent ways. Many authoritative leaders understand
women’s leadership as the fact that women can
be and are leaders, others may define it from a
feminist perspective, as a matter of equality and
the right to have the same opportunities. It refers
to certain female characteristics that are valued in
72

today’s organizations (Burns, 2021).

As such a process, leadership can also be thought
of as an influential action used to achieve goals.
(Yukl,2006). This process can be considered
as a tool to motivate people. Motivation aims to
achieve certain goals through the action of those
people. Different leadership styles arise from dif-
ferent ways of motivating people, different types
of goals and the nature of organizations (Daft et
al, 2010).

2.2. LEADERSHIP STYLES

The traditional literature, in line with the view of
the German-American psychologist Kurt Lewin,
who in 1939, identified three styles of leadership
(Lewin et al., 1939), mainly disscusses: the au-
tocratic, democratic, and laissez-faire leadership
styles.

Autocratic leadership style is based on central-
izing power and authority in the hands of one
person. The autocratic leader has unlimited
power and decision-making power, controls his
subordinates and is responsible for all decisions
made, orders groups and individuals (Eagly &
Carli, 2008).

Democratic leadership style is characterized
by the involvement of subordinates in the deci-
sion-making process. Communication is two-way;,
motivating, both for groups and individuals; Em-
ployees are given the opportunity to express their
ideas, which encourages creativity and innova-
tion. At the heart of democratic governance is a
good organizational climate and employee rela-
tions (Lewin et al,, 1939).

The laissez-faire leadership style, often referred
to as a delegative leadership style focuses on del-
egating initiative to team members. is character-
ized by responsibility avoidance and disclaimer.
Group members are instructed to choose tasks
and do what is best in the best possible and fa-
miliar way. The flow of communication is primar-
ily horizontal; self-promotion is allowed among
equal members according to one’s view of inde-
pendence and the influence of the leader (PoZega
etal,2013).
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Likert (1932), identifies four types of leadership
characteristic of certain management systems.
The first type is defined as authoritarian-explor-
atory and is leadership where decisions are made
by the leader. The second type is benevolent-au-
thoritarian style, a type characterized by the fact
that some aspects of decisions are delegated. The
consultative type is the third type of leadership,
where the leader leaves room for acceptance of
ideas and suggestions from subordinates, while
the fourth type, marked as participatory is a group
type of leadership with comprehensive forms of
leadership and full involvement of subordinates
in decision-making processes and a comprehen-
sive anatomy.

Other types of leadership styles have been iden-
tified troughout the years, such as: transactional
and transformational leadership, which together
with the charismatic type of leadership form the
modern leadership model (Lowe and Gardner,
2000).

2.3. CHARACTERISTICS OF A LEADER BASED
ON GENDER

Female leadership is often defined by the differ-
ences between femininity and masculinity. The
characteristics that are presumed to influence
decision-making, problem-solving, and achieve-
ment are often compared. The purpose of this
discussion is to highlight the values and benefits
of women in leadership today and the benefits of
diversity of organizations and businesses.

Women and men are biologically different from
each other and usually culture and society shape
and reinforce gender roles. The traditional role
of men is to support their family and the role of
women is to take care of the children and the
home. Traditionally, men are considered more
aggressive and women are the fairer sex. Differ-
ent stereotypes about female and male charac-
teristics and roles in society still exist and are felt
(Kolb, 1997).

However, everyone has their own individual char-
acteristics and strengths and therefore stereo-
types should be avoided. By favoring men as more
efficient in working life, the important and valu-

able characteristics that women possess remain
underestimated. Stereotyping slows down change
and can act as a major obstacle when it comes to
women’s career opportunities (Sherman, 2005).

There are certain characteristics of leadership
that are described as feminine and masculine.
Some of the characteristics that are often found
in male leaders are competitiveness, focus, goal
orientation, inventiveness, performance orienta-
tion and desire to be the best. Female leadership
characteristics include social skills and social in-
teraction, conversational communication style,
acceptance of differences, be highly qualified and
work well in groups (O’Neil et al,, 2015).

These characteristics do not imply the gender of
the leader, they just represent a different kind of
leadership behavior that can be applied by both
women and men.

Female leadership style is best described by
words such as positive participation, interactions,,
involvement, networking, teamwork, enthusiasm,
employee orientation, listening, understand-
ing, camaraderie, spontaneity, warmth, kindness
(Heim and Golant, 1993). Sharing power and in-
formation is characteristic of the “female style”
of leadership. “Women leaders share information
and make decisions, give positive feedback, which
helps employees grow” (Adler, 1990).

2.4. LEADERSHIP AND MARKETING

When reviewing the literature, it can be noted
that there is very little academic research that has
been conducted on the topic of the role of leader-
ship in marketing, although marketing today rep-
resents a leading industry. But over time, leaders
begin to create an opinion in the field of leader-
ship in marketing.

Thus, sustainable marketing leadership model
requires that effective leader has strategic vision-
ing, integrated planning, managing performance
and marketing controllership (Shapiro, 2005).

The connection between leadership and market-
ing is included in the most recently updated defi-
nition by the American Marketing Association
(AMA): “marketing is the activity, set of institu-
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tions, and processes for creating, communicating,
delivering, and exchanging offerings that have
value for customers, clients, partners, and society
atlarge” (AMA, 2017).

2.5. DIFFERENCES BETWEEN FEMALE AND
MALE LEADERSHIP IN THE MARKETING
SECTOR

When it comes to leadership in marketing, it is
very ungrateful to make distinctions according
to gender, but only in this way can the stereo-
type of women in leadership positions broken.
According to the analysis made by the Ministry
of Industry, Employment and Communications
of Sweden (2001), both genders have their own
way of managing a business and helping it grow.
However, the flexibility of the marketing industry
is an opportunity for women who face the chal-
lenge of balancing business and family responsi-
bilities (Fielden et al. 2003). This is mostly due to
the possibility of working from home, flexibility
of the working hours and even the possibility of
part-time work (Wilby, 2008). This aspect can
on the other hand cause prejudices related to ad-
vancement of women, excluding them from pro-
motion opportunities.

Using a database of 30 million profiles, research
firm Zippia compiles statistics on the top market-
ing leaders in the United States. After extensive
research and analysis, the Zippia team found that
(Zippia, 2020):

e Over 68,763 chief marketing officers are
working in the country right now.

e Chief marketing officers make up 32.0% of the
total, while men make up 68.0%.

e An employed chief marketing officer is 38
years old on average.

e In 2021, women’s earnings were 94% of men’s
earnings.

Studies also show that there are many differenc-
es in communication between men and women:
women share more information about their per-
sonal lives, stick to one topic longer, use non-ver-
bal cues less, give employees/subordinates more
space to finish a sentence and try to speak includ-
T4

ing everyone present (Cole, 2012), which are de-
sirable traits in the marketing sector.

2.6. FEMALE LEADERSHIP IN MARKETING
SECTOR

Analyzing the benefits of female leadership, mod-
ern science has found that women lead less auto-
cratically than men and have a greater sensitivity
to the importance and use of human potential. It
is these characteristics that are cited as the rea-
son for the increased involvement of women in
the marketing sector, diversity management, the
importance of women’s management style for the
business operations of modern organizations, the
increased number, expertise and organization of
women and the relationship between the share of
women in management and organizational per-
formance (Gorska, 2016).

In the last ten years, especially in the business of
marketing, new trends in business behavior have
emerged that are critical to the growth, develop-
ment and survival of today’s organizations. Mod-
ern organizations rely more on teamwork and a
“feminine” style of communication or leadership
that becomes key to success. In addition to team-
work in the modern organization, the involve-
ment of employees in decision-making, informa-
tion exchange, trust, consensus and cooperation
is characteristic. These characteristics relate to
female leadership and are typical of women. For
these reasons, the percentage of women in man-
agement positions is increasing today. Women are
better than men at multitasking, team building
and communication, which in today’s business
is far more important than strict formalities. The
need to include women in business is increasing
because teams of both genders are significant-
ly better and more efficient at solving problems
(Helgesen, 2020).

According to Marceti¢, (2009), the female leader
imposed the following attitudes in her work in
the organization:

e respect for others (no classic stereotypes, re-
spect for other colleagues, employees/subor-
dinates),

e trust (because of the general belief that the



PROMOTING GREATER ROLE OF WOMEN AS LEADERS

IN THE MACEDONIAN MARKETING SECTOR

behavior and actions of others are trusted by
employees),

e care (care is manifested by the fact that oth-
er people’s needs exceed their own needs; by
building mutual and mutual trust with col-
leagues and employees / subordinates, the
leader contributes to the success of the orga-
nization’s work and encourages motivation),

e empathy (compassion or empathy is the abil-
ity to recognize other people’s feelings and in
business management and marketing man-
agement it is extremely important to develop
that compassion which is the basis for build-
ing quality relationships),

¢ Self-responsibility (any success basically in-
volves taking responsibility for oneself and
one’s actions, a successful manager strives
for self-responsibility always and in all situa-
tions).

However, in addition to gender, a person’s own
characteristics, which actually apply values, are
also very important. The presence of women in
management teams in the organization’s mar-
keting departments is generally associated with
strong social commitment (De Castro etal., 2018).

3. METHODOLOGY

The paper intends to analyse the leadership styles
of the female population in marketing sector and
therefore shape and change the culture of the or-
ganizations and the marketing strategies.

For this purpose, authors use quantitative re-
search method, utilizing Clark’s questionnaire as
the main method of data collection. Clark’s ques-
tionnaire follows the three basic styles of leader-
ship, originally defined by Kurt Lewin as autocrat-
ic, democratic (participative) and laissez-faire.
The questions and attitudes in the questionnaire
were divided into three sets of 10 questions each
(using a five-point Likert scale ranging from 1 -al-
most never to 5- almost always).

The research was conducted in Macedonian com-
panies that have a marketing department or mar-
keting tasks are given to a certain level of man-
agement, on a total sample of 115 participants

(65% females and 35% males). The age dissemi-
nation suggested that the majority of the employ-
ees (57%) are between 25-40 years old, followed
by the 40-60 years old (40%) and +60 years old
(3%). Regarding the marital status, education and
working experience, the dominant majority were
married (63%) and hold bachelor degree (64%),
with 44% of the respondents having working ex-
perience of 6-10 years, followed by people who
have work experience between 11-15 years. Fur-
thermore, 19% have more than 15 years of work
experience and 13% of the respondents have
work experience from 1 up to 5 years.

4. RESULTS AND DISCUSSION

The goal of this research is to study the women'’s
dominant leadership style and the differences in
terms of leadership styles coming from women'’s
age, education and work experience. It also com-
pares the dominant style of the female leaders
with the dominant leadership style practiced by
men. The research results show that the partici-
pative style (38%) is dominant style among most
of leaders, both men and women, in the Macedo-
nian companies. However, because the focus of
this paper is on women leadeship styles, the au-
thors firstly analyse whether there is difference
among the different genders.

Since twenty years ago, the marketing industry as
a whole has been expanding quite quickly in the
country. The development of information tech-
nology and the implementation of new business
strategies are primarily to blame for this. But it
must be underlined that just 5% of significant
companies in the nation’s management ranks are
held by women. (Symphony Solutions, 2019).This
number is within the world average, despite the
great struggle for gender equality.

This study provides an evidence that the partici-
pative leadership style is represented in both gen-
ders. (as shown in Table 1). The Fisher exact test
statistic value shows that there are no significant
differences in leadership styles between both gen-
ders. According to Bass and Avolio (1997), par-
ticipative management is about developing the
ability to influence people, rather than imposing
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authority on them, engaging subordinates effec-
tively in the decision making and problem solving
process. It is clear that female marketing leaders
in the country choose a style that provides them
a chance to demonstrate their independence and
potential for genuine cooperation with subordi-
nates.The study’s findings are also consistent with
those of Eagly et al. (2003), who found no conclu-
sive evidence of differences that would distinguish
between male and female leaders. Therefore, one
of North Macedonia’s major challenges to devel-
opment is the promotion of gender equality. It is
particularly important in the economic sphere and
the management of enterprises and organizations.

Table 1. Leadership style based on different gender
groups
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To strengthen the research study, the authors fur-
ther explore the leadership styles among women
in the marketing sector, based on demographic
characteristics such as: age, education and work-
ing experience.

Table 2. Leadership style based on women’s age group
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The research results, obtained through Fisher’s
exact test show that there is no statistical sig-
nificant difference in practicing leadership style
based on women'’s different age groups (as shown
in Table 2). These findings are consistent with
those made by Sessa et al. (2007), who contend
that age has no bearing on the decision of lead-
ership style, despite the fact that younger female
leaders tend to be more concerned with achieving
results quickly, as opposed to older female lead-
ers who have longer-term ambitions.

Table 3. Leadership style based on women’s education
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The next analysis that was carried out was the re-
lationship between the educational level and the
leadership style practiced by the women. From
the obtained results of the Fisher’s exact test,
it was found that p=.936, which is greater than
.05, thus confirming that there are no significant
differences in terms of leadership style based on
women’s educational level (as shown in Teble 3).
It actually means that education does not have
any great importance when it comes to the way of
leadership among the women leaders included in
this research.

Table 4. Leadership style based on women'’s working
experience
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The final point raised in this thorough investi-
gation was the leadership style of women in re-
spect to their professional backgrounds. There
are no significant differences in terms of lead-
ership style and work experience, according to
the Fisher’s exact test, which yielded a result of
p=.855, which is greater than.05 (as shown in
Table 4). It actually means that education does
not have any great importance when it comes to
the way of leadership among the women leaders
included in this research.. According to the wom-
en leaders who participated in this study, educa-
tion is not a significant factor when it comes to
leadership style, which is consistent with Corona
(2010)’s finding that there is no correlation be-
tween years of professional experience and lead-
ership style.

According to the participative style, female lead-
ers know how to use their creativity to solve orga-
nizational problems. This is mostly due to the fo-
cus on teamwork and communication. In addition
to teamwork for a modern organization, this style
is characterized by the involvement of employees
in decision-making, information exchange, trust,
consensus and cooperation. It also encourages
self-confidence and enthusiasm among employ-
ees, which are of great importance in marketing
leadership.

CONCLUSION

Women in marketing leadership have not been
extensively researched. There are many scien-
tific studies on women in leadership in general,
but there are fewer on women in marketing lead-
ership. Despite the progress women are facing
in the marketing sector, as of November, 2018,
worldwide, only 27.1% of women ware manag-
ers and leaders (ILO, 2019). However, it cannot be
denied that that industry is undergoing a wave of
transformation. This is a result of the rapid rise
in the number of women working in the market-
ing business, their independence from traditional
family roles and the shadow of men, and the fact
that the nature of the marketing industry allows
78

women to both succeed at work and contribute to
their families.

The study provides an evidence that women lead-
ers dominatly use a participative leadership style,
which also means that besides the involvment
of the employee in the decision-making process,
they show respect, care and empathy for others;
act with trust and strive to fulfill the goals of the
organization. Since there is no differences in lead-
ership styles among the genders, the paper sup-
ports the feminist idea of women being equal to
men; thus breaking the business and leadership
stereotypes in regards to the women being less
valuable in the business environment. Hence,
they deserve equal opportunity for organiza-
tional leadership position within the marketing
world. Moreover, the female leadership should be
no longer considered as a new form of leadership,
but a way to successfully manage organizations.

RESEARCH LIMITATIONS

Study’s limitations are expected. The possibility
of social desirability bias is one of the key draw-
backs. The amount of honesty should not be as-
sumed even though the respondents are anony-
mous. Uncertainty over the respondents’ repre-
sentation of the industry’s overall population is
another danger. The respondents’ demographic
location is the final drawback. Since only the Re-
public of North Macedonia was examined in this
study, more comprehensive analyses of these vari-
ables should be provided by subsequent research.
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