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Abstract: The purpose of this article is to evaluate the moderating effect of 
perceived feminist identity of women sales managers on transformational 
leadership and sales performance relationships. A web-based questionnaire was 
used and 140 women managers replied. Three main scales were used for 
analysis: Transformational leadership scale developed by Podsakoff et al 
(1990); sales performance scale derived from Behrman and Perreault (1982) 
and Sujan et al. (1994) and finally, the synthesis (S) stage of the feminist 
identity composite scale designed by Fischer et al. (2000). Two main 
hypotheses were tested by moderated regression. The main findings of the 
paper were that perceived feminist identity at the S stage has a moderating 
effect on the relationship between transformational leadership and sales 
performance and transformational leadership has a positive effect on sales 
performance as expected. This article will enhance sales management literature 
from a feminist perspective. 
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1 Introduction 

Although there are some structures that define female and male genders as 
complementing each other in a greater system (Jost and Kay, 2005), there is essentially 
an emphasis on separation, and at the core of this disintegration lie gender stereotypes. 
These are widely accepted beliefs concerning the general characteristics of males and 
females (Heilman, 2001). It has been suggested that stereotypes about women are 
dynamic, whereas stereotypes about men are relatively unchanging [Diekman and Eagly, 
(2000), p.1183]. Consequently, the information that accumulated and formed this gender 
judgments is the basic factor (Deaux and Lewis, 1984). It has been stated that in a 
masculine-feminine polarised social structure, there is an inclination towards the 
masculine side, which has high social desirability (Broverman et al., 1972). Diekman and 
Eagly (2000) noted that the stereotypical features of a specific group are compatible with 
the activities that necessitate particular social roles. The main concept of social role 
theory is social categorisation process (Eagly and Wood, 1999) where females and males 
are attributed to different roles [Brewer and Kramer, (1985), p.225]. Gender stereotypes 
are a cultural norm in which are embedded differences and inequality perceptions 
(Ridgeway, 2001) and this also has an effect on leadership perceptions (Sczensy, 2003). 

Gender congruity concept is discussed as a basic analysis system to address this issue 
(Eagly and Johnson, 1990; Eagly and Karau, 1991; Eagly et al., 1995). It proposes that 
there is a reverse relationship between the requirements of the leader role and the gender 
role [Eagly and Johannessen-Schmidt, (2001), p.786; Eagly and Karau, 2002] and that 
conforming to the gender role (leader role) causes a divergence from the leader role 
(gender role). In this situation, an expectation can emerge about women managers that 
they have a poor performance in leadership (Heilman, 2001). Actually, gender 
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stereotypes are expectations, involving the two factors of typical characteristics and 
preferred characteristics of each sex [Eagly, (2005), p.465]. 

Since the concept of leadership is generally considered to be, and interpreted as, 
masculine (Heilman et al., 1989, Heilman, 1995; Powell and Butterfield, 1989; Schein et 
al., 1996; Schein, 2001; Powell et al., 2002; Sczesny, 2003, Sczesny et al., 2004), 
questions such as what it takes for women in terms of individual and organisational 
elements to be leaders in a male-dominated environment, play into this system (Yoder, 
2001). 

Sub-analyses of basic differences in leadership practices and leadership styles 
between men and women begin by detecting the emergence of differences at various 
levels. These can be analysed by examining the cultural process beyond psychological 
attributes (Billing and Alvesson, 2000), interpersonal traits and self-definition (Costa  
et al., 2001), and national culture (Sczesny et al., 2004). Another point of view is that 
women managers have been assumed to be more successful than men managers (Duehr 
and Bono, 2006). The female leadership advantage concept provides a deeper analysis of 
the requirements of effective leadership, prejudices towards women, efficiency of women 
managers, infrastructure of leadership roles, and the support of administrative activities 
for women (Eagly and Carli, 2003). In this regard, it is required that women perform a 
more advantageous leadership style than men and act in way that differentiates her. 
Therefore, differences in leadership behaviours between men and women emerge in 
discretionary aspects [Eagly, (2007), p.4]. 

Although sales performance is affected by a salesperson’s personal characteristics, 
organisational factors also have indirect effects (Barker, 1997). One of the organisational 
factors affecting sales performance is leadership. Thereby it can be assumed that there is 
a relationship between the leadership style of a sales manager and the performance of a 
managed salesperson. Commenting on this relationship, Jaramillo and Mulki (2008) state 
that a sales manager’s supportive leadership style has an effect on a salesperson’s level of 
effort; consequently, the manager’s efforts are influential on the salesperson’s 
performance. Once again, there is a positive relationship between salespeople’s job 
performance and their degree of organisational participation (Mulki et al., 2008). 

There are several studies related to sales leadership (Ingram et al., 2005; Dubinsky  
et al., 1995; Shoemaker, 1999), efficiency and women sales leaders and relationships 
with subordinates (Comer et al., 1995), women’s management styles (Dubinsky  
et al., 1995), gender in sales (Piercy et al., 2003), gender stereotypes in sales organisation 
(Moncrief et al., 2000), leadership models in sales (Yammarino, 1997), leadership style 
and performances (Mackenzie et al., 2001), sales control systems (Anderson and Oliver, 
1987; Baldauf et al., 2005; Cravens et al., 1993) and their relationship with gender 
(Piercy et al., 2001; Piercy et al., 2002) and efficiency of women. No study has been 
found which examines individual feminist identity of women sales managers and the 
effect on leadership and performance. The main perspective of this article is to examine 
the implications of these relationships in the area of sales. Both practical and theoretical 
results were expected from the study. 

The article has three sections. Firstly, the subjects of feminist identity, leadership and 
sales performance have been clarified from literature. The second section explains the 
research which was conducted for our main purpose. The final section is the discussion 
and implications of our study. 
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2 Literature review 

2.1 Cultural process of women in Turkey 

Turkey is a male-dominated country that is making notable and significant progress to 
improve the status of women. Reforms began with the Proclamation of the Republic in 
1923, which enabled women to participate in Turkish social life via progressive legal and 
structural reforms. Atatürk, the founder of the modern Turkish Republic, held women in 
high regard, emphasising that social progress was only possible through female 
participation in social life. Atatürk also introduced progressive reforms that gave equal 
civil, political, and cultural rights to women, in particular the Law of the Unification of 
Education on March 3, 1924, giving equal educational rights to boys and girls. Since 
1934, following the endorsement of the right to vote and serve in parliament, critical 
progress has been recorded in political, business, social, and legal arenas. The 
establishment of the Chair of Women’s Status and Problems in 1990 and the 
establishment of Women’s Studies departments in some universities are of great 
significance (KSSGM). With regard to employment status by sex, women make up 
41.1% of regular employees, 5.6% of casual employees, 1.1% of employers, 13.1% of 
self-employed workers, and 39.1 % of unpaid family workers. Recent data of occupation 
by sex have shown that 2.7% of women work as legislators, senior officials, and 
managers, 8.7% as professionals, 7% as technicians and associate professionals, 8.6% as 
clerks, 8.3% as customer service workers, 3.8% as skilled agricultural and fishery 
workers, 5.7% as craft and related trades workers, 3.8% as plant/machine operators and 
assemblers, and 1.6% work in low-skilled occupations. Turkey is a country that is 
characterised by low gender egalitarianism  and clear-cut gender role differences (Sakallı, 
2001). According to traditional gender roles in Turkey, men are seen as ‘dominant, 
independent, competitive, and capable of leadership’ and women are seen as ‘submissive, 
dependent, caring, and good at domestic tasks and child rearing’ (Sakallı-Uğurlu and 
Beydoğan, 2002). It has been noted in studies that managerial positions are defined in 
masculine terms and men are considered more appropriate for these positions  
(Sakallı-Uğurlu and Beydoğan, 2002). For this reason, there is a conflict between 
traditional gender roles and professional roles of women. 

Turkish society is collectivist (Hofstede, 1980) and can be characterised by a high 
level of family collectivism. Therefore, relationships within the family and group are 
important factors in the lives of individuals. In the cross-cultural research comprising ten 
countries carried out by Aycan et al. (2000) they reached a finding which indicates that 
Turkish society has a high level of paternalistic values. Paternalism may be related to the 
perceptions of transformational and/or charismatic leadership since a leader who is 
perceived to be transformational may communicate to employees that he or she is a 
parental figure [Pellegrini and Scandura, (2006), p.277]. In the cultural sense, Turkish 
ideals of leadership behaviours are relationship-oriented, based on administrative 
qualities, collaborative team-work, and many charismatic and transformational attributes, 
e.g., visionary and inspirational (Paşa et al., 2001). Indeed, Aycan (2004) declared that 
women in Turkey adopt the behaviours of ‘thinking like men’ rather than ‘feminist’ 
behaviours in order to be accepted in male dominated organisations. They possess 
qualities that reflect integrity and honesty, and exhibit behaviours that are performance 
oriented [Kabasakal and Bodur, 2002, p.49]. 
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2.2 Leadership and gender 

The leadership differences that are rooted in gender-based analysis have been examined 
in a gender reform feminism context (Kark, 2004). Hughes (2000) discussed the 
separating of feminist manager and women managers and clarified that the feminist 
concept indicated a social revolution system built on a caring society, living in close 
relationship to each other and having mutual interdependence. Some studies discussed the 
transfer from a traditional organisation to a feminist-based structure in organisations 
(Gibson and Schullery, 2000; Buzzanell et al., 1997). This system reveals four stages 
related to the organisation; focus on women, value to them, equality and revising the 
system (Ely and Meyerson, 2000). Consequently, feminism should be examined as a 
process (Thomas and Davies, 2005). There are three main elements to reach a 
feminisation of the management process: responsibility, help for and development of 
others, and the building of a connected network relationship (Fondas, 1997). Two basic 
approaches can be used to define feminist leadership styles: the traits approach, which 
focuses on feminist characteristics, and the skills approach, which deals with 
competencies [Chin, (2004), p.4]. It has been observed that leadership, defined as heroic 
in a male context, is visualised as post-heroic in the female context. According to this 
structure, leadership is a sophisticated, dynamic social process that is based on mutual 
learning, focused on collective understanding and positive outcomes and indicates a 
shared content where mutual dependency is experienced (Fletcher, 2004). 

It has been emphasised that a one-dimensional perspective of gender-based leadership 
analysis is not sufficient and a multi-dimensional perspective has been recommended to 
provide a grading between male and female constructs and intensity of both constructs as 
independent (Vecchio, 2002). Even so, it is generally noted that in the effects of gender 
on leadership styles, an agentic norm is accepted as being male, whilst a communal norm 
is related to female (Eagly and Johannassen-Schmidt, 2001), and some studies even 
reveal that in typical leadership behaviours agentic behaviours in male perception emerge 
more easily and clearly (Scott and Brown, 2006). It is also valid in social role theory that 
gender role affects communal structure (Moskowitz et al., 1994). In analyzing such a 
perception, Eagly and Steffen (1984) started from two basic differences; women are 
generally lower down in hierarchies involving either status or authority. There is a natural 
connection between social roles attributed to women and problems met in workplaces. 
Ragins and Sundstrom (1989) stated that while analyzing the interaction between gender 
and power elements in the workplace, the position of women in the workplace, the effects 
of stereotypes on role conflicts in the workplace, behavioural differences with men and 
the societal system, encourage women to orient themselves to feminine jobs. As a result, 
in workplaces women have to cope with social isolation (loneliness, lacking a guide, 
failing to contact with others and failing to obtain information), tokenism and 
discrimination directed towards women (Bhatnagar, 1988). However, no matter how 
much women have to endure to legalise their status, it should be emphasised that they 
have a strong power of relationship (Carli, 1999). In reality, administration perception 
concerning women can change with the distinction between administrative and successful 
administrative scopes (Heilman et al., 1989). Whether an organisation is a male or 
female-dominated structure is an important driver (Van Engen et al., 2001). It is noted 
that in a male-dominated organisation, female leaders are less interpersonal and 
democratic (Carless, 1998). In those situations, power inequality, expectations of senior 
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administrators and attitudes of subordinates are determinants of women’s leadership 
styles (Druskat, 1994). 

2.3 Feminist identity 

The attachment of female leaders to female identity is crucial. There are specific studies 
exploring the interaction between leadership and feminist identity (Altıntaş and Altıntaş, 
2008). Burn et al. (2000) concluded that a gender group identity supports feminism. 
Thus, the gender identity of female managers becomes a primary factor. There are some 
structures to measure and examine feminist identity. Some studies have focussed on a 
general outlook and more distinction (Henley et al., 1998), liberal and ideology 
perspectives (Morgan, 1996) and self-identification (Myaskovsky and Wittig, 1997). 
Other studies are directly related to feminist identity. The most cited and the beginning of 
feminist identity development (FID) was developed by Downing and Roush (1985). This 
scale is a five-stage model consisting of passive acceptance (PA), revelation (R), 
embeddedness-emanation (E-E), synthesis (S) and active commitment (AC). It explains 
these stages respectively as female unawareness of prejudice against her identity, 
visualising a different world, understanding the presence of a female subculture, 
developing viewpoints towards women and men and participation in social change 
(Henderson-King and Stewart, 1997). FID scale by Bargad and Hyde (1991) and feminist 
identity scale by Rickard (1987) followed this scale and conducted deeper analysis. 

The latest scale about feminist identity was developed by Fischer et al. (2000). The 
authors derived items from FIDS and FIS scales. The main finding obtained from the 
analysis was that the AC and S stages can be analysed and used as separate constructs. In 
this context, it was preferred to include the S stage of the feminist identity in this study.  

There are also some perspectives of womanist identity (WIAS) developed by Ossana 
(1986) and Ossana et al. (1992) that the acceptance of traditional roles, thus internalising 
feminist identity, which has a four-staged structure related to the identification system: 
pre-encounter, encounter, immersion-emersion and internationalisation (Parks et al., 
1996). Moradi (2005) noted that womanist identity is parallel with feminist identity, yet 
womanist identity separates itself, since womanist consciousness does not involve 
participation. For this study, the Feminist Identity Composite scale developed by Fischer 
et al. (2000) was used. 

2.4 Sales leadership and performance 

In sales management, the performance of the salesperson and sales organisations are 
crucial consequences of sales control (Baldauf et al., 2005). Some studies revealed that 
sales management control is related to sales performance factor (Cravens et al., 1993; 
Oliver and Anderson, 1994; Piercy et al., 1999; Baldauf et al., 2001; Piercy et al., 2004). 
Sales managers use a system consisting of monitoring and directing a salesperson and a 
sales power control structure. There two basic approaches to monitoring, directing and 
evaluating the salesperson: the outcome-based approach that considers control to be held 
by the salesperson and the behaviour-based approach that focuses on sales manager 
initiative (Anderson and Oliver, 1987). Behaviour-based sales management is effective in 
increasing salesforce behavioural performance (Babakus et al., 1996; Piercy et al.,  
1998; Grant and Cravens, 1996). Challagalla and Shervani (1996) have discussed 
behaviour-based control types in two main groups: capability control and activity control. 
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While activity control is determined on a system which monitors the present conditions 
of the salespeople and utilises a reward-punishment range according to sales; 
performance, capability control focuses on increasing the abilities of salespeople by 
encouragement and support. In this context, it can be assumed that activity control is 
within the transactional leadership, whereas capability control is in the transformational 
leadership. Moreover, transactional leadership focuses on fair treatment, transactional 
leadership economic exchange focuses on economic exchange (Pillai et al., 1999). This 
control system is connected to the leadership approach of the sales manager. These two 
control elements compose a perceived control system, and from here they are modelled to 
have an effect over cognition, effect and behaviour (Oliver and Anderson, 1994). On the 
other hand, the degree of the monitoring and direction of sales managers has a 
meaningful effect on professional competence, team orientation and intrinsic elements 
(Cravens et al., 1993). Similarly, positive feedback framework has an effect on salesforce 
performance and increases it (Jaworski and Kohli, 1991). 

If sales leadership is defined as “activities performed by those in a sales organisation 
to influence others to achieve common goals for the collective good of the sales 
organisation and company” [Ingram et al., (2005), p.137] the finding which advocates 
that salespeople hold sales managers as role models becomes meaningful  
(Deeter-Schmelz et al., 2008). It is stated that the effect of leadership on subordinates’ 
level of performance readiness is crucial (Butler and Reese, 1991), and again, it is 
suggested that leadership quality based on leader member exchange increases sales 
performance (Paparoidamis, 2005). A salesperson’s commitment to the supervisor is 
taken as one of the commitment factors (Boyle, 1997). This connection will naturally be 
reflected in performance and a sales manager is influential in the organisational 
effectiveness, the performance and the participation of sales power (Grant and Cravens, 
1999). It is related to trust, mutual influence, and dyadic relationships in a leader 
exchange member system (Dienesch and Liden, 1986). Within this context, leadership 
type has a connection with the performance of subordinates. 

There are four basic interactions which may establish an interaction between sales 
managers and salespeople in terms of a transformational and contingent reward system 
(Yammarino et al., 1997; Yammarino and Spangler, 1998). These interactions are 
(Yammarino, 1997) 

a whole group (the sales manager establishes a similar communication with all the 
salespeople in the work group and refers to inspirational leadership) 

b group parts (the sales manager takes a different leadership approach towards each 
salesperson and is driven by leader-member exchange leadership model) 

c whole dyads (the sales manager establishes one-to-one interaction with salespeople, 
some of the elements of transformational and charismatic leadership are appropriate) 

d individual differences (s/he interacts according to knowledge flow of individuals in a 
natural way). 

The sub-factors of transformational leadership are role modelling, to subordinate and 
focus on collective consciousness (Conger, 1999). Charismatic leadership as a  
sub-dimension of this leadership style is related to the personal identification of 
subordinates with the leader (Kark et al., 2003) and has an effect on group performance 
(Keller, 1992) and individual consideration, which is a sub element of transformational 
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leadership, and the satisfaction of subordinates with their leader has positive effects 
(Seltzer and Bass, 1990). Some studies have indicated that transformational leadership 
creates a positive psychological climate (Martin and Bush, 2006). Once the studies 
concerning this deduction are analysed, the relationship between contingent reward 
leadership style and subordinates’ performance comes to the surface: some authors have 
discussed positive, meaningful relationships in some dimensions (Podsakoff et al., 1982) 
or meaningless relationships (Humphreys, 2002). Transformational leaders are accepted 
as more optimistic (McColl-Kennedy and Anderson, 2002). It is possible to ascertain that 
the perspective alleging that female managers possess transformational traits is valid in 
asserting that primary leadership styles observed in female managers are transformational 
as well (Dubinsky et al., 1996; Powell et al., 2008). High frequency of communication 
between sales managers and salespersons is effective in increasing job performance and 
helps in adjusting their activities (Johlke et al., 2000). The attitudes of helping in the 
development of subordinates by transformational leaders (Bass, 1990) can be established 
by intensive communication. Social intelligence attributes of transformational leaders 
(Bass, 2001) are advantageous for this communication system. 

Consequently, it can be conjectured that the more transformational the leadership 
style, then the more positive will be the performance of salespersons. Piercy et al. (2001), 
have examined that in the sales teams managed by women managers, behavioural-based 
control level is more highly perceived but has a lower performance level than in teams 
managed by men managers. While feminine values focus on nurturing, masculine  
values are described with an achievement concept (Syed and Murray, 2008). On the  
basis of communal structures as related to women, dyadic relations surface in 
subordinate-superordinate ways (Yammarino et al., 1997). There is a relationship 
between transformational leadership and feminine attributes (Ross and Offerman, 1997) 
and transformational leadership has an effect on task performance (Wang et al., 2005), 
financial performance, unit performance (Pillai and Williams, 2004) and in-role 
performance (Mackenzie et al., 2001). 

3 Methodology 

3.1 Purpose and hypothesis 

From the literature review, it can be expected that perceived feminist identity increases 
the effect of transformational leadership on sales performance. The main two hypotheses 
were: 

H1 Transformational leadership style of women sales managers has a positive effect on 
sales performance. 

H2 The interaction effect of perceived feminist identity and transformational leadership 
style has a positive effect on sales performance and increases the transformational 
leadership effect (moderating effect). 

3.1.1 Participants 

There was no formal list of women managers in Turkey. The basic criteria to select the 
sampling frame were judgmental. We selected women sales managers from middle-size 
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businesses that were active in the cities of Bursa and Istanbul. These companies were 
selected according to the experience of the researchers and the sectoral positions of 
companies. Firstly, these companies were contacted by e-mail, fax and phone, to ask 
whether they had any women sales managers (or responsible position) in their companies 
and if they could participate in the study voluntarily. It was decided to use a web-based 
questionnaire for the survey. Totally 140 women sales managers replied to the online 
questionnaire. This sample size was acceptable and representative when compared to the 
sample size of other studies on sales managers (Comer et al., 1995; Dubinsky et al., 
1995). 

3.1.2 Questionnaire and scales 

The questionnaire consisted of two main parts. In the first part, the participants’ personal 
and organisational information was gathered. The second part had three scales, which 
were: 

Sales performance: Sales performance as a dependent variable of the study was 
measured with four derived items from Behrman and Perreault (1982) and Sujan et al. 
(1994) and a general question about performance. Each woman sales manager evaluated 
the performance of the unit’s salesperson for each scale item as a subjective-based 
measurement. 

1 generating a high level of sales (Behrman and Perreault, 1982) 

2 exceeding sales targets (Sujan et al., 1994) 

3 assisting to the reaching of sales managers goals (Sujan et al., 1994) 

4 contributing to the company’s acquiring a good market share (Sujan et al., 1994) 

5 overall sales performance. 

Transformational leadership scale: Transformational leadership as an independent 
variable was used with a 13-itemscale that was derived from the transformational 
leadership scale developed by Podsakoff et al. (1990). These questions were adapted for 
the sales area. 

1 encourages salesforce to be ‘team players’ 

2 fosters collaboration among salesforce groups 

3 develops a team attitude and spirit among his/her salesforce 

4 gets the salesforce and group to work together for the same goal 

5 treats salesforce without considering their personal feelings (R) 

6 acts without considering their feelings (R) 

7 shows respect for salespersons’ personal feelings 

8 behaves in a manner that is thoughtful of salespeoples’ personal needs 

9 is always seeking new opportunities for the sales unit/department/organisation 

10 paints an interesting picture of the future for his/her sales group 
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11 is able to get others committed to his/her dream of the future 

12 inspires others with his/her plans for the future 

13 has a clear understanding of where we are going. 

Feminist identity composite scale (FIC): The other independent variable of the study was 
feminist identity. It was measured with four items selected from the S sub-scale of FIC 
designed by Fischer et al. (2000). 

1 I enjoy the pride and self-assurance that comes from being a strong female 

2 I choose my ‘causes’ carefully to work for greater equality of all people 

3 I owe it not only to women but to all people to work for greater opportunity and 
equality for all 

4 I feel like I have blended my female attributes with my unique personal qualities 

Five-point Likert scales ranging from 1 (strongly disagree) to 5 (strongly agree) were 
used to assess all of the constructs measured in the present study. 

4 Results 

4.1 Demographics 

57.86% of all participants were aged between 20–30, 35%, between 31–40, and 7.153 % 
over 41. 21.3% were high school graduates, 64.29% were university graduates, and 
14.29% had advanced degrees. 56.43% of all participants had one to six years of 
experience, 34.29% had seven to 15 years and 9.29% had more than 16 years. In terms of 
sales experience, 67.14% had one to six years, 27.14% had seven to 15 years, 5.71 % had 
more than 16 years of sales manager experience. As is obvious in terms of both age and 
sales management, the participants were comparatively young 

4.2 Reliability and validity 

Firstly, the reliability and validity of the constructs used in the analysis were examined. 
The reliability and validity of all constructs were measured by Cronbach alpha and 
confirmatory factor analysis. All constructs were evaluated as independent. All measures 
can be seen in Table 1. Scale reliabilities were above the recommended level (Nunnally 
and Bernstein, 1994) at 0.80 or above. Independent confirmatory factor analysis was 
done to validity. It was expected that the RMSEA value would be less than 0.05 and the 
GFI ve CFI values greater than 90. All constructs had a good fit and acceptable level 
according to fit indices and the other indicators [Mac Callum and Austin, (2000), p.208]. 
Table 1 Validity and reliability results of constructs 

 Mean(SD) GFI Χ2/df CFI RMSEA CR n 
Transformational leadership  4.10 (0.92) .996 .475 .999 .000 .840 13 
Feminist identity (synthesis) 4.34 (0.81) .985 1.50 .990 .000 .888 4 
Sales performance 3.83 (0.75) .975 1.40 .986 .000 .811 5 

Notes: CR = construct reliability, n = item number, M = means, SD = standard deviation 
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4.3 Hypothesis testing 

The hypotheses were tested by moderated regression analysis that focuses on interaction 
effect. To solve mullicollinearity, independent (leadership style) and moderator 
(perceived feminist identity) were centred and standardised before testing the significance 
of the interaction term as suggested (Aiken and West, 1991) .The moderated regression 
analyses indicated that the interactions explain a significant portion of variance explained 
by the independent variables. The main effects were entered simultaneously. The basic 
criterion of the moderated effect is that the interaction path should be significant (Baron 
and Kenny, 1986). It was a design one moderated regression model for sales performance 
and transformational leadership. The intercorrelations values of constructs were 
significant at 0.05 level. Table 2 reports the latent construct intercorrelations. 
Table 2 Inter-correlations of constructs 

 Mean S.D. 1 2 3 

Synthesis (1) 4.22 .76 1   
Transformational leadership (2) 4.13 .53 0.470* 1  
Sales performance (3) 3.80 .65 0.124* 0.239* 1 

Note: *p < 0.05 

To confirm that feminist identity moderated the relationship between leadership style 
(transformational leadership) and sales performance, the standardised leadership style 
was entered in the first regression analysis, and the interaction term (transformational 
leadership × feminist identity) was entered in the second model. The results yielded a 
significant main effect for transformational leadership (b = .351, p < 0.01). H1 was 
supported. The transformational leadership × feminist identity interaction was also 
significant (b = .454, p < 0.01) and increases its effect. Here H2 was supported. 
Consequently, feminist identity has a moderating effect on sales performance. 
Table 3 Regression results 

  β (S.E) 

Model 1   
 Transformational leadership  0.351(.10)* 
 R2 0.14  
 F 3.90  
Model 2 (interaction model)   

 Transformational leadership × feminist identity  0.454(.16)* 
 Change in R2 0.05  
 F change 0.32  
 R2 0.19  
 F 4.24  

Note: *p < 0.01 
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5 Discussion 

The primary objective of this research was to determine the moderating effect of female 
sales managers’ feminist identity perception on the relationship between leadership and 
sales performance. For this purpose a study was conducted among 140 female sales 
managers in Turkey. There are some studies examining the relationship between 
leadership styles and sales performance, but as far as we know there is no study that 
analyses the moderating effect of feminist identity on leadership-sales performance 
interaction. Therefore, the findings obtained are guiding as a result of their pre-study-like 
nature. 

These results above all seem to support findings of earlier studies, which assume that 
leadership style influences the performance of subordinates. Eagly et al. (1994), state that 
the feminine leadership model shows similarities with transformational leadership 
behaviour, since the feminine leadership model is participatory and collaborative and 
stresses the significance of individual consideration. As expected, there was a positive 
interaction effect of feminist identity and transformational leadership. This conclusion 
supports the concept of a positive relationship between leader and subordinate 
performance (Nemanich and Keller, 2007). The more crucial thing in this study was that 
perceived feminist identity increased the effect of transformational leadership on sales 
performance. The primary finding of this research demonstrates researched evidence. 
Since women’s innate traits drive them to transformative leadership (Fletcher, 1994) and 
due to the direct influence of transformational leadership on optimism (McColl-Kennedy 
and Anderson, 2002) they are both influential in this respect. Therefore, reflections of 
gender role and independence, which are within the concept of feminism, are visible. 

From the point of view of subordinates, feminist identity should be considered a role 
model that can be handled with leadership type. Transformational leaders become  
role models by gaining the trust and confidence of their audience (Eagly and 
Johannessen-Schmidt, 2001). Indirect effects of role models (Rich, 1997) are also 
mentioned in this study. 

Self-monitoring characteristics of sales managers is a crucial premise in personal 
sales performance (Harmon et al., 2007). It is possible to claim that the perception of  
self-monitoring matches up with transformational leadership. In sales leadership, aspects 
of structuring and consideration are analysed (Stock and Hoyer, 2002). Within the scope 
of leadership, it is noted that in terms of consideration behaviour, women are better than 
men while men have structuring superiority (Bartol and Butterfield, 1976; Cann and 
Siegfried 1990). Indeed, as noted, salespeople prefer female sales managers in terms of 
consideration; this is a reflection of enlarged social relations thought (Comer et al., 1995). 
Consequently the perception of the feminist identity supports a self-regulation 
mechanism based on subordinates’ behaviours and encourages a positive mood. Hence, 
the groups that have a more negative mood will have to put more effort into their job (Sy 
et al., 2005). Although there is no direct effect of feminist identity on sales performance, 
when combined with leadership practices, this becomes an important, influential variable. 
Since in leadership, directing towards results and activities increases sales performance 
(Kohli et al., 1998), it would be right to use feminist identity perception as a motivator 
for subordinates in order to gain these results and activities. 
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6 Implications 

The analysis above offers significant data for organisations and managers establishing 
and administrating sales systems. Above all, in employing those going through the S 
stage, selecting female sales managers will positively affect the performance of 
subordinates. The relationship structure of women enables them to have (Rosener, 1990) 
a more participatory and collaborative leadership style (Eagly, 2007). Hackman et al. 
(1992) stated that in terms of individual consideration and charisma, there was a strong 
relationship between femininity and transformational leadership. Thus, female managers, 
who encourage participation and who often share authority and knowledge, try to help 
employees feel like a part of the organisation in all stages from establishing performance 
criteria to setting strategy [Rosener, (1990), p.121]. When it is considered that the active 
participation characteristic of the feminist identity or attitude positively affects  
team-based integrator leadership trait (Altintas-Çınar and Altintas, 2008) and that sales 
management is team work, it can be assumed that female sales managers will again be 
advantageous. At this point, female managers’ strong relationship traits are reflected in 
their combination characteristics, equity and equality, which they pose in the face of their 
subordinates’ underperformance (Dobbins and Platz, 1986). This will have a positive 
effect on the performance of subordinates. However, although ascribing a ‘relationship 
based’ role to women in sales is a positive approach, it is still also involved in gender 
stereotyping (Lane and Crane, 2002). Indeed in terms of leadership the main struggle of 
sales managers is to support salespeople, stimulate and guide them; only then can a 
strong sales performance culture be attained [Skinner, (2000), p.39]. 

On the other hand, the motivating power of female sales managers should also be 
taken into account. Female managers’ using employees’ potential for the common good 
of the organisation (Rosener, 1990), ascribing meaning to common goals and motivating 
their subordinates to internalise their duty are the traits of transformational leadership. 
Therefore, a leader makes it a priority to act cooperatively with subordinates and to hear 
their feelings, thoughts and desires. Indeed, they act in a friendly manner towards 
subordinates and encourage their success. By helping them feel powerful and motivating 
self-development, they assist them to perform better than expected. Indeed, it is very 
significant that to achieve a strong sales performance a leader needs to instil in the 
subordinates a strong group awareness and to motivate them to self-development. 

7 Limitations and further research 

The main limitation of this study is that it includes only women sales managers in 
middle-sized businesses. The other limitation is the judgmental sampling method. Future 
research could evaluate all stages of feminist identity and other leadership styles. It could 
also be of interest to take into account the scale of the company scale and the women’s 
age. 
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