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Varma, Rajita, Raghu Bommaraju, and Siddharth S. Singh (2023), “Female Chief Marketing Officers: 

When and Why Do Their Marketing Decisions Differ from Their Male Counterparts’?,” Journal of 

Marketing Research  

Firms have appointed a significant number of female chief marketing officers (CMOs) over the 

past decade. However, the question of how female CMOs differ from their male counterparts is 

yet to be explored. This research uses a multimethod approach to examine when and why female 

CMOs’ marketing decisions differ from those of male CMOs. In Study 1, the authors use 

secondary data to examine the effect of CMO gender on multiple marketing decisions and find 

that female CMOs make less risky decisions. Further, the authors find evidence that female 

CMOs’ risk-taking behavior is contingent on structural, organizational, and environmental 



         

since they provide executional directives that shape the marketing strategy of a brand. In this 

paper, we aim to examine the characteristics of brand managers that contribute to the success of 

a brand. For the same, I procured a large dataset of LinkedIn profiles from a firm which 

specializes in scraping public data from the web at scale. We use this data to identify and create a 

comprehensive dataset of brand managers in publicly traded CPG firms. We are now in the 

process of merging brand managers’ data with Nielsen retail scanner data for brand outcomes. 

 

Varma, Rajita, “The Role of Financial Incentives: Examining the Unintended Consequences of CMO’s 
Equity Pay on Marketing Decisions”  

It is widely accepted that executive compensation must be linked to firm performance to align 

managerial incentives. However, 


