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 FROM THE HANDICAP PRINCIPLE TO BRAND 

STRATEGY – ARE GENDER EQUALITY  

PRACTICES AND CSR RELATED? 

CARMIT MOSHE ROZENTAL* 

Abstract: There is increasing interest in determining the impact that employment of women 

in management positions may have on corporate social responsibility (CSR) initiatives. 

Various authors suggest that gender equality practices should be factored into the broader 

framework of CSR. Public policy could adopt an ethic that strengthens the moral 

commitment to social involvement of men and women alike, and expresses public 

responsibility for women’s experiences in both the public and private spheres. Following 

this logic, the research question for the present article is: What marketing strategy factors 

can be utilized by women to influence their attainment of senior managerial positions?  

 

This article deals with the qualitative stage of a mixed method study that will answer the 

research question. The aim of the qualitative research design is to examine attitudes toward 

motivational factors and the environment that affect the strategic marketing of women to 

management positions. The research tool is a semi-structured in-depth interview, followed 

by a content analysis of data from transcripts. The research population includes ten women 

of different ages presently employed in managerial positions in Israel’s Ministry of 

Education. Future research directions and managerial implications are derived from this 

qualitative study. 
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1. INTRODUCTION 

The qualitative research presented in this article focuses on the self-

marketing steps that women have taken in order to obtain a managerial position 

and uses Zahavi’s handicap principle in discussing personal strategies. The article 
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begins with a discussion about the concepts of behavioral marketing, and goes on 

to describe relevant theories in personal marketing. Gender inequality in the labor 

market will be discussed in general, and in relation to Israel and its education 

system in particular. The literature review section will examine the situation in 

Israel’s Ministry of Education with respect to the number of women in managerial 

positions. Larrieta‐Rubín de Celiset, et al. (2015) used information collected in 

Spain from signatories to the Women’s Empowerment Principles, and found that 

the presence of women in managerial positions has a positive impact on CSR 

activities. Despite the significance of a slightly increased presence of women in 

senior management positions, very little research has been done to explain how 

strategic marketing can effectively promote women to positions within the higher 

managerial ranks of Israel’s Ministry of Education. 

Studies indicate that male and female managers have different management 

styles, which is also reflected in the way they are promoted within the organization. 

Men tend to advance in a more upward direction, whereas women’s advancement 

is more horizontal and less upward. Different managerial abilities have been 

attributed to women and men: men tend to be more assertive; women are more 

likely to involve other employees in the decision making process. These 

distinctions of management styles also play a part in their advancement within the 

organization. Since men earn more because they work more, they are perceived by 

employers as being better because of the difference in salary, a discrepancy, which 

rather than diminishing, continues to be maintained (Barbera et al., 2000; Eagly & 

Johannesen-Schmidt, 2001; Eagly et al., 2003) 

Not only is inequality in regard to the promotion of men and women to 

management positions preserved, but studies show that there are solid explanations 

for its perpetuation. Society ascribes different roles to men and women, and these 

attributions greatly reduce the possibilities of advancement, while at the same time 

contributing to the preservation of the problem and the glass ceiling for women 

who wish to advance. (Instituto de la Mujer, 2008; ISOTES, 2012; Lyness & 

Heilman, 2006; Thornton, 2012) 

In view of the problem of achieving equality between women and men 

regarding their ability to attain managerial positions, and taking into account the 

objective difficulties they face in today’s society when attempting to balance 

between work and home, various solutions have been suggested on three levels: 

governmental, organizational, and individual. Some of the proposals made on the 

governmental level include: allowing people to work part-time from home, making 

childrearing expenses part of a salary package, and providing wage increases for 
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those who are also caring for their elderly parents. On the organizational level, 

suggestions included: developing a supportive organizational culture for families, 

providing an assistant for the director when needed, and more. On the individual, 

family level, a proposal was made proposed to rethink the tasks that need to be 

performed in the household, when they are performed, and who is responsible for 

performing them. 

These proposals have not yet solved the problem and creative thinking is 

required in order to continue to explore and try to promote equal opportunities for 

women to progress to managerial positions. 

2. LITERATURE REVIEW 

Behavioral theorists have suggested that human decision making is not 

necessarily based on concrete or rational thinking. Individuals often follow certain 

traditions, and attempt to avoid risks and difficulties. Prospect theory is associated 

with behavioral theory, and its advocates argue that human behavior may be 

dictated by a desire to avoid loss rather than the desire to generate profits 

(Guzavicius et al. 2015). From an educational and psychological perspective, this 

theory strengthens the claim that even in the twenty-first century, women are 

hesitant to break the tradition, and prefer to remain at home without any career 

goals rather than working outside the home and working toward achieving those 

goals. One can see that today, when referring to working mothers, the expectation 

is still that of women integrated into the labor market finding a way to work while 

preserving their roles within the family (Ferrante, 201810; O'Neal et al., 2008) 

Gender roles, issues associated with work-life balance, and problems related 

to gendered organizations are the main factors delaying the achievement of gender 

equality. Working women do not get enough support from either the organization, 

the government, or their family to allow them to have a family life without feeling 

that they are giving up career advancement (Southworth, E., 2014). The GLOBE 

project defines “gender egalitarianism” as “societies’ beliefs about whether 

members’ biological sex should determine the roles that they play in their homes, 

business organizations, and communities” (House, Hanges, Javidan, 

Dorfman&Gupta, 2004: 347). When comparing female managers with their male 

counterparts in boundary management, a control position closer to a socially 

stereotyped masculine role, the results show that women have slightly higher 

                                                      
10https://www.forbes.com/sites/marybethferrante/2018/08/27/the-pressure-is-real-for-working-

mothers/#26ef7d352b8f 
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access to boundary management as well as a significantly lower promotion time 

than male colleagues (Araújo-Pinzón, P, et al 2017). Women are also less “visible” 

than men in the labor market (Cassidy 2016). 

Personal marketing designs strategies for a very special “product” – the 

human being (women, in our case). The decision to select a woman for a 

managerial position can be analyzed using the same general consumer behavior 

theory. According to Kotler and Armstrong (1994), purchasing decisions are made 

on the basis of four features – cultural, social, personal, and psychological. In most 

cases they cannot be controlled by marketers but must be taken into account in the 

marketing process. Cultural factors have the greatest influence on consumer 

behavior (Kotler and Armstrong, 1994). Culture is a basic system of values, 

perceptions, desires and behavior that are learned by members of society from their 

families and other important institutions. This study does not address the cultural 

factor because all the managers/principals under discussion are members of the 

same secular Jewish society. 

Consumer behavior is also affected by social factors such as family, 

attitudes, and social roles. People are influenced by the groups to which they 

belong, those to which they aspire to belong, and the disengaged groups to which 

they do not want to belong. Family exerts the greatest influence on product 

acquisition. Understanding the dynamics of family decision-making is likely to 

help marketers build a branded marketing strategy. For example, people sometimes 

choose a brand to flaunt their status to society. 

Purchasers’ decisions are affected by personal, extrinsic factors such as age, 

economic status, personality, and self-perception. Personality refers to an 

individual’s unique psychological traits that may lead to inconsistent reactions. 

Characteristic qualities are, for example, ambition, capability, adaptability, ability 

to connect, aggression, decisiveness, independence, self-confidence, and more. 

Psychological factors also affect purchasing decisions. There are four key 

psychological factors: motivation, learning perception, beliefs, and opinions. In the 

context of our research, which seeks to find a suitable strategy for marketing 

women for management jobs on the basis of qualitative research findings, we have 

also turned to the natural world. Specifically, it may be useful to devise a branded 

marketing strategy based on the handicap principle. The handicap principle was 

formulated by the Israeli zoologist Amotz Zahavi to explain communication in the 

animal world. According to this principle, for a message to be believed, it has to 

match its source; hence, it is not worthwhile to send a false message. For example, 

the purpose of a message is often to demonstrate the health or fitness of a certain 
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individual and a signal (the strutting of a male peacock, for instance) is expressed 

in various forms of handicap (as in sports). 

 

Gap in Knowledge 

Millions of women are employed in the labor market today, and there has 

been a significant improvement in the employment data related to them. Studies 

have shown that working women in general, and in management positions in 

particular, contribute to the economy on both the national and personal levels 

(Ziman, 2013). 

Despite the many existing plans to promote gender equality in the labor 

market, there is still a discrepancy between the number of men and women 

occupying managerial positions in the world in general, and for the purposes of this 

study, in Israel’s Ministry of Education as well. In 2011, out of a total of 1,863 

school principals, 42% were men and 58% were women. Although women 

constitute a majority, 64%, of principals in elementary schools, in secondary 

education only 44% are women. Education is considered a female profession; 

therefore, the number of women directors in the Ministry of Education is greater 

than their share in the labor market (Givoly, S. Heiman, F. Efraim Y,2012) 

Shuv–ami (2011) states that “from the marketing point of view, it is good to 

plan actions that will get the marketing message across.” The marketing mix is a 

combination of factors, which consists of the following seven Ps’– controlled 

variables: product, price, place, promotion, people, processes, and physical 

evidence. If we consider women as “products” in the employment market who 

need to be selected for managerial positions, then a comprehensive marketing 

strategy can be advanced to improvethe promotion of women. 

 

Qualitative Study Approach and Results 

The aim of the qualitative aspect of the study is to examine attitudes 

regarding motivational factors and the environment that affect the strategic 

marketing of women for employment in senior management positions. 

The qualitative research was planned and conducted according to the seven 

stages delineated by Shkedi (2007). During the first stage, ten women were 

interviewed. Interviews were prearranged by telephone. Interviewees were given a 

brief description of the research aims and their agreement to participate in the study 

was obtained. At the start of each interview, they signed a consent form. Interview 

times ranged from 15 to 55 minutes. All interviews were conducted in a pleasant 

atmosphere, and the interviewees cooperated and answered all the interview questions. 
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A systematic content analysis has been used to produce 101 units of meaning 

(themes). Content analysis is a method of data analysis, which makes use of written 

content to identify themes that emerge from that content and classify it according 

to specific categories. Guba and Lincoln define the method as “any research 

technique that produces deductions, which systematically and objectively identify 

the characteristics of messages in given written materials.” In content analysis, the 

collection of the materials and the analysis are not dependent on the researcher’s 

presence contact with people in the field. As a result, a large number of studies are 

done using a deductive method, i.e., the researcher posits a theory which is the 

basis for confirming/refuting – by means of the empirical data – a given model. 

The interview consisted of seven questions. The first was a broad, general 

question: “Tell me about your work and your role, as well as your background.” 

The aim was to allow interviewees to talk openly and freely about their role and 

experiences, without being led by the interviewer. The research approach is a 

combined ethnographic study dealing with the human experience.  

The research tool selected was that of an in-depth, semi-structured interview 

aimed at studying exactly how managers accomplished their jobs. The advantage of an 

in-depth, semi-structured interview is that it allows the researcher to add questions 

while conducting interviews in order to obtain a more comprehensive picture (Shkedi, 

2010). The interview questions were open-ended in order to obtain the entire range of 

opinions and feelings without interference on the part of the researcher. 

The study population consisted of managers in the Israeli’s Ministry of 

Education. The sample, which is a convenience sample, was increased by means of 

the snowball method. (Tzabar Ben-Yehoshua, 2017). 

Interview responses were categorized using the content analysis method. 

Every response was separated into units of meaning (from one word to a number of 

sentences) in which a single idea was identified. From these answers, themes were 

identified that were gathered and analyzed on the basis of Kotler’s (1994) 

consumer behavior model. To understand what is important to consumers – in this 

case the women in the sample, who sought to advance to management positions – 

the four factors that influence buying decisions – cultural, social, personal, and 

psychological – were used. The thinking underlying the choice of this method of 

analysis was based on marketing theory, which argues that a relationship of trust 

must be developed between a consumer and a brand. Thus, it is not enough for 

“manager” to be a brand; consumers must also understand its value. 

Most of the themes describing marketing factors related to achieving a 

management position fell under the category “social marketing factor” (52%). 
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About two-thirds of the social themes (68%) referred to “roles and status,” one-

quarter (24.5%) referred to “reference groups,” and 7.5% referred to “family.” 

As an example, here are some quotes and the way in which they were 

assigned to influence factors: 

Quote 1: “I am more influential than the CEO, the surgeon, or the Minister 

of Education. 

(Indicates the use of status icons and associations.) 

Quote 2: “I was in youth organization.” 

(Indicates the use of reference group.) 

Quote 3: “The family never presented an obstacle.” 

(Indicates the use of family support [parents, husband].) 

The main factors influencing the marketing of women to managerial 

positions, as resulted from the interviews, are presented in figure 1. 

 

Figure 1: Findings – Main influence factors  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

We can see that the most influential perceived factors are those from the 

social category – 52%, followed at a distance by personality (26%) and 

psychological (16%). 
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CONCLUSIONS 

This study examines, at an exploratory stage, the factors affecting the 

marketing of women for management positions. The results of the qualitative 

analysis are in line with Kotler’s theoretical model regarding factors influencing 

buying decisions.  

No marketing factors were found in the category “cultural marketing factor – 

cultural background.” The cultural factor, which is considered the most influential 

of the four factors affecting the consumer according to Kotler’s product 

consumption model, was not examined in the study. Instead, the results indicate 

that the social factor was most significant (52% of the 101 themes that emerged). 

Next in line was the personal factor, and finally, the psychological factor emerged 

as the least influential.  

In order to advance the research, the findings related to the other two 

categories of Kotler’s model, which are also presented in Figure 1 – the 

psychological category and the personal category – require further analysis. Such 

an analysis, together with the findings of the second stage, the quantitative stage, 

will enable us to understand the factors affecting the marketing of women for 

management positions; and in keeping with the conclusions reached, it will be 

possible to propose a marketing strategy for women interested in advancing to 

management positions in Israel’s Ministry of Education. A follow-up study may 

even allow us to expand the conclusions of this research, and apply them to women 

working in other organizations. 
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