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CHAPTER I 

INTRODUCTION 

Most corporate stories start with the facts: that Mary 

Kay Inc. is the largest direct seller of skin care products 

in the United States. That 2000 global wholesale sales 

topped the $1.2 billion mark. And that the company's 

independent sales force is more than 850,000 strong, 

operating in 37 countries worldwide. Yet that is only the 

beginning. Since its start in 1963, Mary Kay has been 

touching the lives of women, living the positive values on 

which the company was built (www.marykay.com, 2001). After 

examining current studies and research on motivation and 

leadership, these ideas will be applied to Mary Kay Inc. 

Through in-depth interviews and the application of open 

coding. This thesis focuses on the factors that motivate 

women to move up the career ladder in Mary Kay. 

Rationale 

Peake and Harris state that "earlier generations of 

women and men could safely assume a clear division of labor 

in the work and family domains, but today those roles are 

no longer fixed and normative" (2001, p.l). Many young 
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women, unlike their mothers and grandmothers, are planning 

to work most of their lives without significant career 

interruption to have families (Blau & Ferber, 1992; Reskin 

& Padavic, 1994). Unlike generations past, most men and 

women today report strong commitments to both work and 

family. Instead of making a tradeoff between the two 

domains, they envision lives integrating career and family 

responsibilities (Greenhaus & Parasuraman, 1999; Sanders et 

al., 1998; Spade & Reese, 1991; Peake & Harris, 2001). In 

this day and age, women have the tendency to take on a 

variety of roles. In addition to being a wife and mother, 

a woman can also contribute to a dual- or single-income 

family. Also, the woman can take on the role of being a 

friend and co-worker. At one time, all of these "jobs" 

were not inclusive to the female gender, but now are seen 

as a typical woman of the new millennium. As a wife and 

mother, the woman is expected to do her best at fulfilling 

the roles she takes on daily. The economist Joseph 

Schumpter (1934) has defined entrepreneurship within the 

broad economic context. Entrepreneurship involves any form 

of innovation that has a bearing on the welfare of the 

firm. Thus, an entrepreneur can be anyone who starts his 

or her own firm. The key issue is that entrepreneurship is 



what allows businesses to survive and prosper in an ever-

changing economic environment (Cornwall & Pearlman, 1990). 

Entrepreneurship is a continuous process and as new 

opportunities arise in the economy, they are quickly 

exploited. 

During the Great Depression, the three items that did 

not go down in consumption were alcohol, tobacco, and 

cosmetics. Applying this with the economic situation of 

our country today due to September, 11, it is evident that 

the cosmetics industry can only grow as citizens, 

especially women who cannot afford to be without these 

products, turn to items that make them feel better. 

Furthermore, Mary Kay Cosmetics is the leading brand of 

color cosmetics and skin-care in the United States. With 

these facts, it is evident that this organization will 

stand strong throughout the nation's economic crisis. 

September 11, 2 001, has had an impact on our economy. 

People are losing jobs and the idea of being an 

entrepreneur offers many advantages. Among several themes. 

Carton (2001) shared that individuals in the United States 

are returning to the family, making work meaningful, and 

moving forward spiritually due to the terrorist attacks on 

September, 11. This news is evidence that individuals are 



searching for a better way of life because they have seen 

the impact of tragedy on a nation. The world has changed 

and now people are beginning to change with it. 

Chapter II will offer a literature review of 

motivation, leadership, with an emphasis on 

transformational leadership, and an introduction to Mary 

Kay Cosmetics. Then, the motivational and leadership 

aspects of Mary Kay Cosmetics will be discussed. Chapter 

III will describe the qualitative method used to conduct 

the research for this study- Chapter IV will report the 

results of the research, and Chapter V will provide a 

discussion of the results and the implications of those 

results. The following research questions were considered: 

RQl: What factors motivate women to seek leadership roles 
in Mary Kay Cosmetics? 

RQ2: Do personal aspects outweigh the material aspects when 
excelling in the organization? How frequently do these 
aspects emerge? 



CHAPTER II 

REVIEW OF LITERATURE 

Work-motivation and leadership styles have a 

significant and possible positive impact on job 

satisfaction (Pool, 1997) . On the job motivation and 

leadership can take on a variety of forms. Assessing the 

different styles in organizations will thus allow for a 

con^arison to the techniques portrayed in Mary Kay 

Cosmetics. 

Motivation 

Epstein (2001) stated that motivation is an internal 

state of arousal that often precedes behavior- In today's 

tumultuous, slowing economy, plagued with layoffs and 

uncertainties, one of the biggest problems executives face 

is motivating their staffs (Qubein, 2001), Epstein (2001) 

outlined specific ways in which an employer can motivate 

his or her employees. Some strategies include focusing on 

skills and playing a game to determine an individual's 

actual motivation to do a job. The skills learned from 

these games include: role-playing, job exchange, positive 

feedback, the power of concentrating on a bright future. 



clear goals improve performance, and breaks can increase 

energy level. Overall, these exercises focus on self-

improvement at work and in the workplace. In terms of 

motivation, the employer would lead or help structure the 

exercise, but the employee would in turn look for 

motivating factors on their own through self-awareness and 

improvement. 

When addressing most organizations, the terms bonus, 

rewards, and incentives are evident. Marks (2001) stated 

that given the ups and downs of Wall Street, stock options 

have lost much of their motivational luster and that there 

may not be enough extra cash for bonus plans, especially in 

smaller companies. Basically, these organizations are 

accustomed to the idea of monetary incentives to encourage 

their employees to work hard. Additionally, research 

conducted by Schunk (2000) asserted that "the real problem 

with motivation in organizations is that the field of 

motivation is beset with a lack of clear definition of 

motivational constructs and specification of their 

operation within larger frameworks" (2000, p. 116). 

Overall, motivation is determined by outcomes on the 

job and the amount of job satisfaction one has while on the 

job (Pool, 1997). According to Pool, expectancy theory has 



been used to measure work motivation. This theory assumes 

that an individual perceives two levels of outcome in the 

workplace. The first-level outcome is the degree to which 

job performance is successful. This would include 

measuring the individual's belief on how well they can 

perform a duty or job bases on a variety of aspects. 

According to Wigfield and Eccles (2000), researchers often 

measure ability-related beliefs in many different ways. In 

essence, first-level outcomes result from behaviors that 

are associated with the job, which can be difficult to 

measure because individuals all have different beliefs 

systems and backgrounds. On the other hand, second-level 

outcomes are the set of valued rewards that are attainable 

because of successful job performance. These include 

events or rewards that are associated with first-level 

outcomes (Pool, 1997). 

Depending on which one is identified by the 

individual, expectancy is defined as how much effort an 

individual decides to exert toward successful job 

performance. Thus in turn, their motivation is measured-

According to Field and House (1990), expectancy theory 

provides an excellent method for examining the 

subordinate's motivation in the workplace- Additionally, 



this theory offers enough information and is consistent in 

measuring motivational factors among subordinates (Sawyer, 

1990). 

Isaac, Zerbe, and Pitt (2001) made a link between 

leadership and motivation through leadership approaches and 

the application of expectancy theory. They demonstrate 

that leader interactions with followers permit the 

establishment of highly motivational working environments. 

With this, they add that the individuals in the position of 

follower realize their potential as a leader and go on to 

assume that position. In order to understand how to 

motivate an individual or follower, it is imperative to 

know the function of the leader or one doing the 

motivating. 

Transactional and Transformational Leadership 

An individual who holds the position of a leader has 

influence over the individuals who choose to follow him or 

her. For the purposes of this thesis, I will focus on the 

transformational approach to leadership. Burns (1979) 

introduced the concept of transactional leadership, then 

goes on to describe the transforming leader. 



Transactional Leadership 

Transformational leadership is more complex than the 

transactional, but is also more potent. The transforming 

leader recognizes and explores an existing need or demand 

of a potential follower. As stated by Burns (1978), 

"transactional leaders approach followers with an eye to 

exchanging one thing for another: jobs for votes, or 

subsidies for campaign contributions" (p. 4). These 

transactions can comprise the bulk of the relationships 

among leaders and followers (Burns, 1978)- According to 

Bass (1990), the transactional leader works within the 

framework of the self-interests of his or her constituency, 

whereas the transformational leader moves to change the 

framework- For example, the transactional leader 

approaches the followers with the idea of exchanging one 

thing for another. A political transactional leader would 

exchange jobs for votes, or subsidies for campaign 

contributions. Bass stated that "these transactions 

compromise the bulk of the relationships among leaders and 

followers" (1990, p. 23). Furthermore, the transforming 

leader looks for potential motives in followers, seeks to 

satisfy higher needs, and engages the full characteristics 

of the follower (Burns, 1978). In many ways Gandhi 
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exemplified this type of leadership. He created followers 

who were also leaders and makers of the modern India 

(Burns, 1978). Additionally, Burns added that the result 

of transforming leadership is a relationship of mutual 

stimulation and elevation that converts followers into 

leaders and may convert leaders into moral agents- Again, 

Gandhi was a leader that had a tremendous impact on his 

country through his followers. Due to his leadership style 

he enabled his followers to lead and thus took on a higher 

status than before. If the follower's higher-level needs 

are authentic, more leadership occurs. 

Transformational Leadership 

The motivational appeals of the transformational 

leader go beyond basic needs in an attempt to satisfy a 

follower's higher level needs. According to Hackman and 

Johnson (1996), Abraham Maslow's five hierarchically 

arranged human needs, lower level transactional leadership 

is the foundation for higher transformational leadership. 

Thus, the concept of a transforming leader is one who is 

continually changing to become better- Bass (1990) noted 

that the transformational leader also recognizes the need 

for a potential follower, but he or she will go further, 
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seeking to satisfy higher needs, in terms of Maslow (1954), 

to engage the full person of the follower. In other words, 

the leader will do all he or she can to help the follower 

in reaching their level of self-actualization. Burns 

(1978, p. 3) observed four characteristics from surveys 

conducted in researching this leadership style as noted by 

Bass (1990). The factors include: charismatic leadership 

("share complete faith in followers"), inspirational 

leadership ("communicates high performance expectations"), 

intellectual stimulation ("enables followers to think about 

problems in new ways"), and individualized consideration 

("gives personal attention to members who seem neglected"). 

These terms depicted by Bass and Burns outline the idea of 

transformational leadership. 

Communication and Leadership 

Leadership fundamentally involves the study of 

relationships between people- With this concept in mind, it 

is imperative to acknowledge the communication that must 

take place in order for this type of transformation to 

occur- Motivation is the key factor to encourage 

individuals to become leaders themselves- According to 

Jaswa (2001), one of the keys to building a successful 
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company is coramunication. Communication must take place 

between the leader and his or her followers. The author 

added that the company or organization will emulate the 

leadership. When communication is successful, the 

followers will listen to their leader. Souba (1998), 

states that leadership is essentially about relationships. 

Communication is at the core for development of this 

relationship. At the organizational level, one of the 

leader's primary responsibilities is to communicate the 

institutional mission objectives to the followers. The 

goal is achieving buy-in of a shared vision (Souba, 1998). 

This exemplifies the idea that the leader and follower have 

demonstrated clear communication to reach the desired 

outcome for the organization or group, which can be seen 

when the goals set for the group are accomplished. The 

human relations approach to communication is exhibited in 

Mary Kay Inc. According to Miller (1999), this type of 

communication is directed through vertical and horizontal 

means. The content of the communication can be seen as 

task and social oriented. The human relations approach to 

communication within an organization is often face-to-face 

and informal. With this approach to communication, 

Maslow's hierarchy of needs can be accomplished. 
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Mary Kay Ash as a Leader 

Mary Kay Ash may be the most successful woman 

entrepreneur in the world today, but she started her 

company as a single mother supporting three children (Ash, 

1995). When Mary Kay began her company in 1963, she started 

with her total life savings of $5,000. Today, Mary Kay 

Inc., is a multibillion- dollar international company with 

over 850,000 beauty consultants. Since opening its first 

international venture in Australia in 1971, Mary Kay Inc. 

has expanded to over 33 countries on 5 continents 

(www.marykay.com) . Because of her ability, Mary Kay Ash 

has been an asset to women through leadership in 

entrepreneurship. 

Mary Kay Inc.'s website offers a timeline to explain 

the achievements of Mary Kay. In 1992, Mary Kay Inc. 

debuted on the list of Fortune 500 companies. For the 

second time, Mary Kay, Inc., was recognized as one of The 

100 Best Companies To Work For In America and is one of 

only 55 companies to appear in both editions of Forbes 

magazine in 1993. It is also noted as one of the ten best 

companies for women. In 1995, Fortune listed Mary Kay Inc. 

among the Most Admired Corporations in America. Finally, in 

1996, Mary Kay Inc. is one of 20 companies profiled in the 

13 

http://www.marykay.com


book, Forbes Greatest Business Stories of All Time. Mary 

Kay Ash is the only woman profiled in the book 

(www.marykay.com) . In addition to these awards, Mary Kay 

Inc. also set standards for other cosmetic companies in 

that they were the first to stand against animal testing 

and became the number one selling brand of skin care and 

color cosmetics in the nation. Finally, Mary Kay Inc. 

contributes to organizations to fight against breast cancer 

and domestic abuse. 

Additionally, Mary Kay Ash set her priorities as God 

first, family second, and career third. With these in 

order, she added her own business strategies and taught all 

of her followers to live by the "Golden Rule," do unto 

others as you would have them do unto you. This is a prime 

example of how Ash exhibited leadership strategies to 

influence her followers. With these core principles one 

can now understand the basis of this entrepreneur's goal as 

a leader. 

Some individuals would explain that the culture of 

Mary Kay Cosmetics encourages women to follow traditional 

roles to the culture of women, which would explain that the 

women in this company were stuck to traditional roles 

because their organization called them to. On the other 
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hand, Waggoner (1997) argued that these roles are 

"emancipatory" for members of the Mary Kay culture. Because 

these women live by and adopt the cultural norms of the 

organization, they are portraying their true beliefs and 

value systems. Now, it is crucial to understand how and 

why Mary Kay Inc. motivates women. 

Mary Kay Inc. on Motivation and Leadership 

The idea of monetary incentives is readily available 

for individuals in Mary Kay Cosmetics. Ash (1995) stated 

that she realized women would especially appreciate exotic 

gifts, or "Cinderella gifts"— items they would never buy 

for themselves. Hence, Mary Kay awards incentives such as 

diamonds, pink Cadillacs, and trips to faraway places like 

Scotland, Ireland, and cruises through the Caribbean, just 

to name a few. Ash (1995) stated that "some companies 

offer cash bonuses as incentives, but I don't think money 

has the same heartfelt effect on women" (p. 203). Instead 

of spending the money earned on bills, the woman will look 

at her diamond ring and remember her well-deserved 

accomplishment. If the individual had money to spend on 

household debts, then the reward would not be long term. 

This example would constitute an award for the individual 
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to cherish, which is considered a monetary incentive 

offered by the company. Mary Kay offers other incentives 

that are not as costly for smaller accomplishments in the 

business, such as pins, ribbons, costume jewelry, and 

goblets (Ash, 1995). In addition to these incentives, 

women are encouraged, inspired, and motivated through other 

women in the company on a daily basis. Independent Sales 

Directors hold weekly meetings with their units and annual 

conferences are available for individuals at all levels of 

the company to attend. These meetings allow for 

interpersonal interaction with leaders and followers. 

Also, the company and its leaders send out e-mails in 

addition to literature on a weekly basis. 

Motivational Materials 

Consultants and Sales Directors have literature and 

materials available to them when they begin their business 

in addition to monthly newsletters, promotion magazines and 

audio and videocassettes. The newsletters and magazines 

that the women receive highlight other women who have 

succeeded in the company during that specific quarter. 

Additionally, these publications have success stories of 

women who have succeeded following Mary Kay's principles 
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and priorities. Also, the prizes that they win are 

highlighted to show the rewards available. This is a 

motivational tool, in that it encourages other women 

through competition and seeing the prizes that they can win 

if they achieve a specific status level. Furthermore, 

these tools are teaching aids that educate the consultants 

of the latest marketing approaches and the benefits of the 

new products. 

The audio and videocassettes available to the 

workforce are also educational and motivational. The 

cassettes teach consultants step by step how to work their 

business. For example, when the consultants purchase their 

starter kit, four audiocassettes and one videocassette are 

included. These tools explain everything from inventory 

purchases to booking classes for selling the product. 

Sales directors, national sales directors, and Mary Kay Ash 

are all featured on the cassettes. In addition to teaching 

the women how to run their own business, several 

motivational and encouraging quotations from Mary Kay are 

presented in the content of the messages. All of these 

materials are available to individuals within the company. 

17 



Mary Kay and Transformational Leadership 

In terms of transformational leadership, the leader 

was once a follower that excelled to the leadership 

position. "Praise motivates everyone to reach their full 

potential" (Mary Kay Ash, www.marykay.com, 2001). Mary Kay 

Ash devoted a chapter of her 1995 book to servant 

leadership. She entitles the section, "The speed of the 

leader is the speed of the Gang." Here she shared how 

after being out of sales and in the position of the leader 

for the company, she was encouraged to book and hold ten 

skin care classes in one week. Even though she had not 

done any sales in several years, she did everything she 

could to learn the new products and promotions that had 

been introduced since she quit selling. Ash showed her 

sales force that even though she was the leader of the 

company, she could still do the work of an Independent 

Beauty Consultant. Even though, Mary Kay did not title her 

leadership approach, she was leading by example as a 

servant, as demonstrated in the following statement: 

"Leadership among our sales force and employees must be 

encouraged and recognized in order to achieve long-term 

success" (Mary Kay Ash, www.marykay.com, 2001). 
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In essence, Mary Kay is stating that leadership is a 

key factor in the success of an organization. Successful 

leadership depends on successful followership. Mulling 

(2001) stated that "a true leader is one who engenders what 

I call ^followership' through his or her enthusiasm and 

charismatic style" (p. 2). Thus, the idea of 

transformational leadership occurs when the follower then 

transforms to the leader. The author added that the 

company or organization wanting to build true leaders must 

inspire and believe in a leadership premise (Mulling, 

2001) . Finally, Mulling stresses the importance of having 

a mentorship program between individuals at a higher level 

in the company with individuals in lower level positions. 

This idea goes along with Mary Kay's desire to have an 

acknowledged leadership in her company. 

Levels of Leadership in Mary Kay Inc. 

Mary Kay Ash, indicated that, "We need leaders who add 
value to the people and the organization they lead; 
who work for the benefit of others and not just for 
their own personal gain; who inspire and motivate 
rather than intimidate and manipulate; who live with 
people to know their problems and live with God in 
order to solve them; and who follow a moral compass 
that points in the right direction regardless of the 
trends" (www.marykay.com, 2001). 
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Individuals in Mary Kay have the choice to move up the 

career ladder or stay where they are in the company. 

Independent beauty consultants within the company are 

entrepreneurs, but at the same time, they have the support 

of an organization that allows them to move up to 

leadership positions. According to Advance (1998), the 

first level of achievement in Mary Kay is the Independent 

Beauty Consultant, which is an independent contractor, not 

an employee of May Kay Cosmetics. Senior Consultant is the 

next level that can be attained within the organization. 

These individuals have one or two personal team members and 

are compensated four percent personal team commission. 

The Star Recruiter has three to four active personal 

team members and continues with the same percentage of 

compensation in commission. The next level of achievement 

is the Team Leader. This stage requires the consultant to 

have five or more personal team members and will be 

compensated a commission of nine to thirteen percent of the 

personal team commission from the company. 

The next level in Mary Kay's career path includes the 

Future Independent Sales Director, Director-in-

Qualification, Independent Sales Director, Independent 

Senior and Executive Senior Sales Director. The Future 
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Independent Sales Director can be compensated nine to 

thirteen percent of the personal team commission and obtain 

eight or more active personal team members. When the 

individual chooses to move into a higher leadership 

position, she submits her card as an Independent Sales 

Director-in-Qualification. This position would require the 

individual and her team of at least eight active recruits 

to recruit at least 30 more individuals. Once this has 

been achieved and recognized by the company, the level of 

Independent Sales Director would have been attained. At 

this level, the director will receive the same personal 

team commissions in addition to a unit volume commission. 

When the director has at least one active "first-line" 

offspring Sales Director, which is a personal recruit, she 

then holds the title of Independent Senior Sales Director. 

With an additional four active first-line active offspring 

Sales Directors, the leader is given the title of Senior 

Sales Director. With the accumulation of these leaders, 

the commission check will also be higher in addition to 

unit sales by each group. Finally, when the individual 

reaches the level of having five personal sales directors 

under her, she then receives the title of Independent 

Executive Senior Sales Director. When women reach this 
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level, they have the option to go for the next level, 

(National Sales Director) of achievement in Mary Kay. 

Finally, Mary Kay offers another line of leadership, 

which includes National Sales Director, Independent Senior 

National Sales Director, and Independent Executive National 

Sales Director. When an individual reaches this level of 

leadership, she has attained the apex of titles in the 

company. The women who have reached this level of 

leadership have at least ten "first-line" (recruited by the 

National herself) Sales Directors, and eight Senior Sales 

Directors (have directors under them). Also, each of the 

eighteen units must do a production of $20,000 a month and 

maintain membership of 30 non-terminated consultants. 

These women have achieved a status created by Mary Kay 

Ash to allow the consultants and directors to have a 

liaison between them and the company. With 850,000 beauty 

consultants it is impossible for the women to connect with 

the company on an individual basis. The leadership of the 

National Sales Directors allows the women to follow someone 

in the highest position awarded by the company. Each 

National Sales Director has an area that she is responsible 

for, therefore all of the Directors and consultants are 

under a specific National Sales Director. In 1990 Ash was 
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not in the "big picture" with leadership of the 

organization, but she had trained her National Directors to 

fill her shoes and lead vast amounts of women the way she 

would have done it herself. 

When applying transformational leadership to Mary Kay 

Cosmetics, it is apparent that the consultants who move up 

the career ladder are trained to fulfill leadership 

positions. Through the ongoing training offered by the 

leaders of the organization, the followers (consultants) 

then take on the characteristics they need to build their 

team and become a leader. It is crucial to understand that 

all women who are Independent Beauty Consultants do not 

choose to move up the career ladder, but have the training 

available to them.. Therefore, knowing what encourages them 

to take the next step in the career with Mary Kay is 

important. 

For individuals in Mary Kay Cosmetics who plan on 

moving up the career ladder, it is essential for them to 

know how to-motivate and encourage other women to excel in 

the company. With the following research, women will be 

more thoroughly prepared when trying to recruit individuals 

into the company. The knowledge gained from the research 

will inform them of factors that will be beneficial in 
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motivating women to move up the career ladder in Mary Kay 

Cosmetics. If the individuals plan to take on any 

leadership role within the organization, this research will 

aid them in reaching their goals by specifically knowing 

what encourages other women to excel in the company. 

Additionally, they will learn how to effectively motivate 

individuals that have already chosen to be a part of Mary 

Kay Cosmetics. 

Addressing the research questions is essential to 

provide an understanding of the motivators in order to 

implement them as a leader. Also, leaders will benefit 

from the knowledge gained through personal and material 

aspects in the frequency that they will occur. 
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CHAPTER III 

METHODS 

Participants 

The participants chosen for this research were women 

who were entrepreneurs in Mary Kay Cosmetics in the 

Southwest Region of the United States. The 25 women 

interviewed all held positions in Mary Kay Cosmetics. The 

ages of the women range from 18 to 67 years with a mean age 

of 36.4. The ethnicity of the women was predominately 

Caucasian. Twenty (80%) of the women were white, three 

(12%) were Hispanic, and two (8%) were black. The amount of 

time that the women had been in the business varied from 

one month to 35 years with a mean of 6.9 years. Of the 

participants, 16 were married, nine were single, and 12 had 

children. The positions held by the interviewees were: 8 

Beauty Consultants, 2 Senior Beauty Consultants, 2 Star 

Recruiters, 2 Team Leaders, 2 Directors-in-Qualification, 2 

Sales Directors, 2 Senior Sales Directors, 2 Executive 

Senior Sales Directors, 1 National Sales Director, 1 

Executive Senior National Sales Director, and 1 National 

Sales Director Emeritus. 
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Participants chose to take part in the study on a 

voluntary basis after an announcement (see Appendix A) was 

made at a weekly training meeting. A sign-up sheet was 

passed around, with the date and time of the interview, for 

the individuals who wanted to contribute, and some of these 

referred others. Also, the National Sales Directors were 

contacted by the researcher for through direct solicitation 

for the interview, none of these contacted declined the 

interview. 

Compensation was not offered to those who participated 

in the study. Overall, 25 interviews were conducted with 

women who have been in the business ranging from one month 

to 35 years, which was a response rate of 100 percent. All 

of the individuals who signed up to participate in the 

study were interviewed. The interviewees consisted of 

Independent Beauty Consultants without any recruits to a 

National Sales Director Emeritus (retired from the company, 

but still receiving benefits from Mary Kay Inc.) 

Procedure 

The interview questions were developed based on 

previous research and literature presented in the 

literature review. Given the need to focus on the 
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participants' response, the researcher started with general 

questions and moved on to more specific questions to probe 

participants for actual feelings and knowledge. 

Additionally, demographic questions were added to allow for 

extra categorizing and greeting purposes. The questions in 

the interview were part of the main research question and 

the respondent answered personally, which is data to be 

interpreted or categorized. Good interviewing opens new 

voices, new vistas, and new visions to our own. Dilly 

(2000) alluded to the fact that outstanding interviewing 

data takes us beyond our experiences, beyond the 

experiences of the person who conducted, analyzed, and 

wrote up the interview. See Appendix B for an outline of 

the interview guide employed for each interviewee. 

On the day of the interviews, the researcher went over 

the consent form (Appendix C) with the interviewee and 

asked if the respondent had any questions. Then the 

interviewer conducted the interview (these lasted between 

20 minutes to an hour). 
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In addition to recording the interview, the researcher 

took extensive notes and outlined the interview. Finally, 

the interviews were analyzed. 

In-depth, structured interviews containing 

nondirective and directive questions were utilized to 

collect data from the participants. Interviews were 

conducted with an emphasis on intellectual understanding 

(Sewell, 2001). In her article, Sewell emphasized that 

respondents give their ideas, views, perceptions, and 

opinions in interviews through quotations from Kvale (1996) 

and Patton (1987). "The interviewer is likely to receive 

more accurate responses on sensitive issues, and the 

interview itself is likely to provide a more complete and 

in-depth picture than the other forms of inquiry" (Guba & 

Lincoln, 1981, p. 187). The interview process was the best 

method to collect the richest data to answer the research 

questions proposed. Through the interviews, the researcher 

could ask specific questions pertinent to the outline of 

the interview in order to get face-to-face data. Potter 

(1996) explained that interviewing is the technique of 

gathering data from humans by asking them questions and 

getting them to react verbally. In other words, the 
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researcher gathered data from the subjects through the 

questions asked during the interview. 

To begin, the first research question in this study 

was looking at specific reasons why women want to move up 

the career ladder in Mary Kay Cosmetics. Through 

questioning, the interviewer assessed answers given by the 

subjects and coded the data based on grounded theory. 

Trochim's (1999) article, entitled "Ask and Ye Shall 

Receive," gives the best explanation as to why interviews 

were conducted as the qualitative means of reaching an end 

for this study. He quoted Michael Quinn Patton as saying, 

"The purpose of interviewing...is to allow us to enter the 

other person's perspective." 

The data was collected and coded until saturation 

occurred, that is, no new information seemed to emerge in 

the data given the coding procedure (Strauss & Corbin, 

1998). Saturation is more a matter of reaching the point 

in research where collecting additional data seems 

counterproductive (Strauss & Corbin, 1998, p. 136). "The 

ultimate criterion for determining whether or not to 

finalize the data-gathering process still is theoretical 

saturation" (Strauss & Corbin, 1998, p. 158). After the 

themes emerged from the data, the coding continued to see 
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if anything else would emerge, or add to the themes noted. 

The general rule when building theory is to gather data 

until each category is saturated (Strauss & Corbin, 1998). 

According to Strauss and Corbin, a category has been 

saturated when: no new or relevant data seem to emerge 

regarding a category, the category is well developed in 

terms of its properties and dimensions demonstrating 

variation, and the relationships among categories are well 

established and validated (1998). In essence, the 

researcher coded the data gathered until the point of 

saturation, "which will enable the theory to be evenly 

developed, precise, and dense" (Strauss & Corbin, 1998, p. 

212) . 

The second research question focused on "personal" 

motives. From specific questions utilized in the 

interview, the researcher counted the frequency of the 

responses that corresponded with personal motives. 

In addition to these major questions posed to answer 

the research questions, probing questions were used to 

elaborate on a specific subject or topic. If the 

interviewee alluded to a specific topic that was relevant 

in understanding the research questions in a clearer light, 

then the interviewer focused on those areas. For example, 
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some of the respondents shared that the idea of being one's 

own boss encouraged or motivated them to excel in Mary Kay. 

With that, the interviewer would ask, "What specific 

advantages of being your own boss are motivating to you?" 

Also, any answers that dealt with personal incentives such 

as faith, family, and or friends, the interviewer would 

probe the interviewee to get a full understanding for their 

stance on that particular response. 

With the help of probing questions, the interviewer 

can add to the questions or conversation at hand. Guba and 

Lincoln (1981) asserted that "the ability to tap into the 

experience of others in their own natural language, while 

utilizing their value and belief frameworks, is virtually 

impossible without face-to-face and verbal interaction with 

them" (p. 155). 

Data Analysis 

The primary phase in the analysis of the data was to 

transcribe the interviews. First, the coding began 

initially consistent with Strauss and Corbin (1998) by 

writing concepts down in the margins as they emerged. Then, 

a sentence analysis was conducted through open coding by 

assessing the main themes presented in the text by coding 
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the data one sentence at a time According to Strauss and 

Corbin, (1998) "this approach to coding can be used at any 

time but is especially useful when the researcher already 

has several categories and wants to code specifically in 

relation to them" (pp. 9-10). This allowed for 

subcategories to be formed for the specific emergent 

themes. After the emergent themes and subcategories were 

noted by the researcher to answer the first Research 

Question, these topics were counted for frequencies to 

measure weight of importance in answering the second 

Research Question. Another qualified researcher (graduate 

student) helped in the coding and double-checked the 

initial transposing and categorizing. 

After the initial researcher coded the data, another 

coder went through the transcripts and looked for emergent 

themes. After this took place, the two coders compared 

their data and the categories that seemed to emerge. Each 

coder counted the frequency of occurrences within the 

transcriptions. To answer the second research question, 

they focused on personal and monetary incentives. Overall, 

the researchers agreed 100% on personal factors and 80% for 

the monetary factors. The researchers agreed on two 
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counts, were one counted three and the other counted two 

instances. With this, the data coded is reliable. 
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CHAPTER IV 

RESULTS 

Emergent Themes 

Themes are identified by the researcher on the basis 

of frequency of occurrence. From the coding of the 

transcriptions, the researcher found several emergent 

themes. The data presented in this section addresses the 

first research question. The following table gives a 

thorough explanation of the results (Table 1). 

Table 1 Frequency of Emergent Themes 

NUMBER OF 
MOTIVATING FACTORS RESPONDENTS 
Personal 9 
Social 7 
Freedom 4 
Money 2_ 

Personal Factors 

The theme that emerged most frequently from the data 

was the concept of personal motivating factors. Nine of 

the respondents noted that different personal factors are 

what motivate them to excel to a leadership position in 
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Mary Kay, Inc. First of all, the idea of self-growth was a 

noted subcategory. These individuals expressed that Mary 

Kay has enabled them to grow as individuals and in turn, 

they want to hold a higher position in the company. The 

women that gave the example of self-growth shared that they 

have grown "personally" in a variety of areas. This type 

of growth is described as "being a better person" in the 

personal relationships these women are in, with examples 

such as: having a better attitude, an open mind, and a more 

optimistic outlook on life. Self-growth includes the fact 

that they have grown to be a better mother, wife, friend 

and leader. Some examples include: 

"Now I see that the ways I have grown as a person in 

Mary Kay- My friends have even made the comment that I 

seem to be a much happier person" (Star Recruiter, 24, 2 

years) . 

"Mary Kay has helped me to be a better wife, I think. 

I am more positive and this gives me a sense of growth, 

personally, then I can be a better person for me and my 

husband" (Independent Beauty Consultant, 25, 5 months). 

"Taking time for me has helped me be a better mother. 

I have time to see the person I am becoming, then I can 
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give more to my kids" (Independent Beauty Consultant, 51, 

1.5 years). 

Next, the issue of self-fulfillment was raised. The 

women explained that Mary Kay gives them a sense of worth 

and the work they do fulfills needs for those who want to 

be the best they can be. In addition to self-fulfillment, 

another subcategory was added to personal motivating 

factors. This grouping is different from the previous 

subcategories in that the women noted how accomplishing 

things actually gave them a sense of self worth. When 

these women achieve something on their own, it belongs to 

them. If they choose to share the accomplishment with 

someone, they can, but this allows them to have a sense of 

ownership. Some of the responses self-fulfillment include: 

"Number one for me would be the personal 

accomplishments, I know its mine and so is the recognition 

that goes along with it" (Executive Senior Sales Director, 

42, 15 years). 

"Well, I have never seen so much recognition in a 

company, I think Mary Kay treats you right and gives you 

what you need to shine like a star. This makes me feel 

important" (Senior Consultant, 25, 1 year). 
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"In my other job I don't think I get the credit I 

deserve. Here, I am recognized for my accomplishments and 

this helps my self-esteem and makes me want to work" 

(Independent Beauty Consultant, 32, 4 years). 

Finally, any response that indicated family as being a 

priority or reason for excelling in Mary Kay was included 

in the last subcategory for personal motivators. When 

respondents shared that spending time with any family 

members was an incentive to hold a leadership position in 

the company, the researcher categorized it as such. Some 

examples of these responses are: 

"I think being in Mary Kay I am motivated to move up 

in leadership because compared to my old job, I get to 

spend quality time with my son" (Independent Sales 

Director, 32, 7 years) . 

"My boys, when rubber hits the road, my boys are my 

driving passion" (Executive Senior Sales Director, 40, 12 

years) . 

"Between my husband and I, we have three children, one 

of our own. Mary Kay gives me the chance to spend more time 

with my son. Now, he only goes to daycare twice a week" 

(Independent Sales Director, 32, 7 years). 
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In addition to personal factors as motivating tools 

for women in Mary Kay Cosmetics, social needs also emerged 

as a main theme from the data. 

Social Needs 

The next theme that emerged from the data was 

categorized as social needs. These needs were addressed by 

the interviewees specifically focusing on factors that 

occur in the social arena, other than personal 

relationships. For example, social needs include 

relationships that involve friends or co-workers. Also, 

this category is comprised of areas in the respondent's 

life that deal with relationship building through new 

people, or networking. 

"My dream is to be an emissary of Mary Kay Ash, not an 

ambassador because there is a difference, I want to 

represent her to the world" (Senior National Sales 

Director, 62, 35 years). 

"Just being in Mary Kay for a month, I have already 

made new friends who have made a big difference in my life" 

(Independent Beauty Consultant, 18, 1 month). 

Several subcategories were derived from the main 

emergent topic, social needs. For example, some of the 
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women reported that the need to make new friends or meet 

new people is a motivator to excel in the company. This is 

an example of the importance of friendships and getting to 

know new people as a motivational tool to encourage women 

to move to higher positions within the organization. 

Additionally, networking was a topic discussed by the 

interviewees. The emphasis on this subcategory was placed 

on getting to know peers and co-workers within the company. 

Some examples include: "I just recently went through a 

divorce, but I feel that Mary Kay has blessed me with more 

friends than I could even ask for or imagine. The support 

from them has helped me through this difficult time" 

(Senior Sales Director, 32, 8 years). 

"I love the meetings and get-togethers. I have dealt 

with personal issues and this group of women is so 

supportive" (Team Leader, 28, 3 years). 

"We recently moved and Mary Kay has given me a chance 

to meet new people as clients and also as co-workers within 

the body of Mary Kay" (Star Recruiter, 50, 3 years). 

Ministry opportunities through Mary Kay were targeted 

as a means of social interaction from the respondents. The 

women gave examples of how they were motivated through less 

fortunate individuals to move up in the organization, which 
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would give them a greater opportunity to minister to 

people. 

"Mary Kay has given me the opportunity to serve 

others. I always wanted to be a missionary and now I am to 

women and anyone else I come in contact through Mary Kay" 

(National Sales Director Emeritus, 64, 23 years) . 

"I think I have been able to reach people through Mary 

Kay, where I may not have had the opportunity otherwise" 

(Sales Director, 65, 3 years). 

This is an example of relationship development through 

Mary Kay. The company gives these women an opportunity to 

share with other women and reach out to them. Four of the 

women in upper management shared that being a leader also 

meant that you are a servant to your followers and your 

customers, which was an opportunity to minister through 

followership. Finally, status was also addressed by the 

women as being a reason to excel to a leadership position 

in Mary Kay- The idea of status was discussed as an 

important factor in moving up in leadership in Mary Kay. 

Overall, the researcher categorized any type of relational 

aspect that did not include family members as social needs, 

given that family belongs to the personal category. Some 

40 



interviewees shared that the idea of helping and meeting 

others led to a sense of self-improvement. 

"I think just having a social network outside of my 

other job motivates me, because I will work with more and 

more women along the way" (Team Leader, 45, 3 years). 

"Just being able to share Mary Kay with other women is 

enough to motivate me to be a leader" (Independent Sales 

Director, 65, 3 years). 

"My love for people motivated me to be where I am 

today- I could love women along the way and share with 

them the values Mary Kay shared with me personally" 

(National Sales Director Emeritus, 64, 23 years). 

Freedom 

The keyword freedom was acknowledged by the 

respondents on several occasions as a reason to achieve a 

leadership status in Mary Kay- First of all, the 

participants alluded to freedom from a job. This 

subcategory includes freedom from a boss, because in Mary 

Kay each individual is self-employed and they are their own 

boss. In addition to not having a boss, the topic of 

freedom is expressed when individuals feel a sense of 

freedom from an actual nine to five job. These women 
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shared the importance of setting their own daily agendas to 

work around schedules of their family members. Flexibility 

then is an additional subcategory that was recognized under 

freedom. The interviewees responded that not only can they 

work around the daily schedules of their family members, 

but if an emergency situation arises, then they can take 

off work to do whatever is necessary. Overall, the 

category of freedom includes a variety of issues. The 

following excerpts give examples of the different types of 

freedom incentives: 

"I think the fact that I can set my own work schedule 

around my family's agenda is a big motivation for me" 

(Senior Consultant, 25, 1 year). 

"I feel a sense of freedom from a job with a boss in 

Mary Kay- I hold a full-time job, but will quit as soon as 

the school year is over because Mary Kay allows me to be my 

own boss" (Director-in-Qualification, 25, 2 years). 

Money and Monetary Incentives 

Two women shared that money was the primary reason 

for excelling in the company. They were both relied on as 

the sole income for the family, thus, the need for money 

was crucial and the utmost important aspect of their 
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business. Additionally, some mothers shared that they 

could materially provide for their children because of the 

income they were earning. In other words, Mary Kay had 

given them the opportunity to provide things for their 

children that they would otherwise not have. Monetary 

incentives were also a subcategory when the individuals 

expressed that prizes, especially cars were rewards for 

leadership status in the organization. Examples of these 

cases are: 

"When we found out that there was a possibility that 

my husband could possibly loose his job, I put it in gear 

and got busy. I was going to support our family" 

(Sales Director-in-Qualification, 48, 4 years). 

"22 years ago, we found out that my husband had 

Leukemia and I would have to support the two of us and our 

three sons. It was very important that I do the best I 

could to make the most money, so that motivated me to move 

into the Director position" (Senior Sales Director, 67, 

22 years). 

"The car also motivates me" (Independent Beauty 

Consultant, 18, 4 months). 
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Frequency to Measure Data 

Out of the 25 women that were interviewed, three of 

them said that they were not interested in moving up to 

fulfill leadership positions in Mary Kay- These three 

women were all Independent Beauty Consultants with less 

than two years of experience in the company. Even though 

they did not want to excel in the organization at that 

time, the data collected from them is valid in application 

to the first research question. Reasons for not wanting to 

excel in Mary Kay are as follows: 

"Right now I do not want to be a Director in Mary Kay. 

I am busy with school and this is only a part-time job for 

me" (Independent Beauty Consultant, 18, 4 months). 

"Mary Kay is only a hobby for me right now. When we 

have kids, I may think about it more full-time, but I am 

happy with my teaching job" (Independent Beauty Consultant, 

25, 8 months). 

"I have had fun with Mary Kay, but I am too busy to 

get any recruits. I have two of my children at home and 

three in college, so I stay pretty busy. I also work full-

time as a fifth grade teacher" (Independent Beauty 

Consultant, 51, 18 months). 
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Due to this, only 22 of the interviews relate to the second 

research question addressing leadership in the company. 

From the emergent themes noted by the researcher, the 

ability to answer the question, "Do personal aspects 

outweigh the material aspects when excelling in the 

organization?" was done by counting the number of women 

giving personal reasons as a means of advancement over 

monetary incentives. Personal aspects in Mary Kay include 

answers from the interviewees that were categorized as 

self-growth, self-fulfillment, and relational aspects 

within the family of the respondent. Some examples of 

personal incentives would include relational issues with 

followers, family, and personal growth. On the other hand, 

material issues include anything that has to do with 

material belongings such as money and monetary incentives 

like prizes and gifts. 

From the data collected, three Beauty Consultants 

stated that social factors were their prime reason for 

wanting to excel, one said personal factors motivated her, 

and one felt that freedom gave her reason to move up in 

Mary Kay. Two Senior Consultants stated that personal 

reasons motivated them to excel to a leadership position. 

Of the Star Recruiters, one gave personal reasons, while 
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the other responded with freedom as motivators. Of the two 

Team Leaders, one responded with social, while the other 

stated the freedom is what encouraged her to excel in the 

organization. Out of the two Directors-in-Qualification, 

one said that freedom was her primary motivator, while the 

other one replied with money. One of the Sales Directors 

shared that personal factors motivated her, while the other 

responded with social factors. Of the two Senior Sales 

Directors, one stated that money motivated her, while the 

other responded with social factors. Both Executive Senior 

Sales Directors responded with personal factors. Finally, 

out of the three individuals in the category of National 

Sales Director, two responded with personal, while one 

answered with social factors. 

Of the 22 respondents, nine said that personal 

incentives motivated them to move up the career ladder. 

These included personal growth, accomplishment, and the 

priority of putting family over work. Only two of the 22 

said that money was the motivating factor for them to excel 

as a leader in Mary Kay. These answers included money, and 

monetary incentives such as a car and jewelry. Therefore, 

to answer the second research question, it appears that 
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personal aspects outweigh the monetary when excelling to a 

leadership position within Mary Kay Cosmetics. 

Other Findings 

Social needs emerged as a very important motivating 

factor. This was coded for and recognized in the open 

coding process. This theme was noticed throughout the 

dialogue of the interviews. Seven women shared that social 

needs, anything that dealt with relationships with 

individuals other than family members, was a prime reason 

for excelling in Mary Kay. Again, this emerged and was not 

part of the personal or monetary incentive, but is very 

important for the use and application of anyone in Mary Kay 

wanting to motivate women within the organization. 

When looking at the idea of freedom, four of the 22 

women shared that freedom from a nine to five job was a 

motivating factor for them. This is also a key aspect of 

the overall research. For individuals who are trying to 

encourage women to excel in Mary Kay Cosmetics, this is 

something that may also be applicable to other women. As 

with the emergent of social needs, the idea of freedom was 

not stressed in the second research question, but it is 
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crucial to know how many women shared this as being 

important to them. 
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CHAPTER V 

DISCUSSION 

The primary objective of this study was to determine 

what factors motivated women to excel in Mary Kay Cosmetics 

and if certain factors were more frequently reported than 

others. With this pertinent information, individuals in 

Mary Kay would benefit in knowing more specifically how to 

motivate and encourage women within the organization. 

From the descriptive study conducted, and upon 

assessing the results of the interviews, the data collected 

answered both the research questions presented by the 

investigator, what motivates the women in this sample, and 

that personal factors outweigh material factors. Comparing 

the results of the emergent themes and the frequency of 

women who prioritize their motivators as personal aspects, 

the findings suggest that Mary Kay Inc. motivates in a 

unique manner. The fact that Mary Kay does motivate in 

different ways is supportive of the culture the company 

portrays and promotes. Additionally, with an emphasis on 

leadership, the value of relationships both personal and 

social were seen in the interviews. Thus, the idea of 
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leader-follower relations is important due to the impact of 

social aspects as being a significant emerging theme. 

The themes that emerged overall were personal, social, 

freedom, and money. From these overarching topics, it 

appears that the personal aspects of their business are the 

main motivating factors responsible for people to excel to 

a leadership position in Mary Kay Cosmetics. However, 

monetary incentives are evident, but does not seem to be 

the primary reason for moving up the career ladder in Mary 

Kay. It is crucial to know that social aspects emerged 

from the data collected. This is very important to 

understand and know the significance of this effect on the 

interviewees. This knowledge may be helpful for future 

reference in the team building process. The idea of 

freedom was also apparent. Though freedom and monetary 

incentives were not as profound as the idea of social 

needs, they were no less important and provided a clearer 

insight in the interviews. Thus these findings will enable 

women to share how Mary Kay can compliment the lives of 

others. 

According to transformational leadership, the 

individual transforms into a leader from a follower. With 

the interviewed individuals, who want to excel in this 
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organization, they learn how to lead within the company-

They take on the culture of the organization along with the 

principles and priorities set out by Mary Kay and then 

proceed to become leaders themselves. The factors that 

motivate women to move up the career path in Mary Kay are 

outlined by the organization as traits and qualities that 

one should possess in order to be successful within the 

company. The priorities outlined by Mary Kay are putting 

God first, family second, and career third. The responses 

from these interviews portray that the personal aspects of 

family is a top priority within the company. Also, the 

social aspects that emerged from the data can be included 

in the principle that the organization enforces to the 

workforce, the Golden Rule. Overall, the successful 

qualities outlined by the organization are portrayed in the 

interviews of the women. 

The basis of the research conducted will be very 

helpful and beneficial to anyone in Mary Kay Cosmetics who 

plans to encourage others to excel to a leadership 

position. The data collected from this group of women will 

allow others to see what it takes to motivate others to 

move up the career ladder in Mary Kay. In this study, 

women at all levels were interviewed, so the recruiter can 
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assess the level of the individual and the needs of that 

person, then see how Mary Kay can compliment her lifestyle. 

Future Research 

Future research could include a larger number of 

interviewees for this research. With more women 

participating, other themes could emerge in addition to 

other subcategories. In addition to a larger sample size, 

the women could be from other areas of the country other 

than the one addressed in the previous research. Other 

regions of the United States could have an impact on where 

and why a woman chooses to work where she does. 

Additionally, for the individuals who did not choose to 

excel, a transformational leadership approach could be 

reinforced to see if those individuals may want to excel in 

the future. 

Limitations 

One key limitation of this study is that the 

researcher was emerged personally into the company. The 

author's experience and familiarity with the organization 

could lead to bias comments on behalf of the interviewee's 

during the study. Additionally, the culture of the 
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organization could allow the interviewees to answer the 

questions based on how the company would want them to 

answer. These could all be considered a limitation to the 

research conducted. 

Even though personal and social motivators have been 

shown through the research, it is still important to keep 

in mind that each individual is different and not everyone 

can be put into a cookie cutter mold. Through the 

assessment of the interviews, one gets a glimpse into the 

priorities that each Mary Kay Consultant has. Therefore, 

Mary Kay can benefit from this knowledge by developing 

strategies that help address the identified priorities. 

Through this method, the Mary Kay woman will open up to 

ways of becoming a leader with her own identity and 

guidance. 

In 1971, Mary Kay traveled to Australia to launch the 

Company's first International subsidiary. While there, she 

discovered a poem that would return home with her and take 

its place at the very core of her organizational culture. 

Holding an honored place in the Mary Kay Museum in the "On 

Silver Wings" sculpture commissioned in honor of the 

Company's 25̂ '' anniversary. Mary Kay loved the words so much 
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she often used their stirring images to conclude her 

speeches and letters: 

J have a premonition that soars on silver wings. 
It is a dream of your accomplishment 

Of many wondrous things, 
I do not know beneath which sky 
Or where you'll challenge fate, 

I only know it will be high, 
I only know it will be GREAT! -Anonymous 

This poem embodied the idea of transformational 

leadership expressed in this study as it creates the 

imagery of what a new recruit can aspire and strive for as 

they begin their leadership journey within Mary Kay. 

Only 25 interviews were conducted to gather the data 

for this study, this sample size could narrow the scope of 

emergent themes from the data. Also, the women interviewed 

were from the southwestern part of the United States, women 

from other regions within the United States could provide 

different factors as motivating tools. These factors could 

contribute to limitations of the study conducted. 

Conclusion 

Mary Kay Cosmetics motivates women to excel to 

leadership positions differently from other companies. 

Women in Mary Kay who choose to move up to a leadership 

position are transformed from a consultant to a leader at 
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any level. The organization allows the women to excel to 

the position they want to achieve according to their needs 

This study has attempted to give the audience 

motivators that encourage women to excel and see if 

personal factors outweigh material factors. As found 

through an interview with an Executive Senior Sales 

Director, "Mary Kay is truly the best job for women today,' 

the research discovered ways of helping these women excel 

to the point they want to reach on the career ladder in 

Mary Kay Cosmetics, 

55 



REFERENCES 

Advance, (1997), Mary Kay career path program, Mary Kay 
Inc, Dallas Texas. 

Ash, M, K, (1995), Mary Kay you can have it all: lifetime 
wisdom from America's foremost woman entrepreneur/Mary 
Kay Ash, Rocklin, CA: Prima Publishing. 

Bass, B. M. (1990). Handbook of leadership: theory, 
research and managerial applications. New York: The 
Free Press, 

Blau, F. D,, & Ferber, M, A, (1992), The economics of 
women, men, and work, Englewood Cliffs, NJ: Prentice 
Hall, 

Burns, J. M. (1978). Leadership. New York, NY: 
Harper & Row Publishers, Inc. 

Career Path and Career Car Program. (2000), Advance: a 
proven program for achieving career success/Mary Kay, 
(5̂ ^ ed.) [Brochure], Mary Kay Inc, Dallas Texas. 

Carton, S. (2001). September ll's impact on life and your 
business. Advantage Marketing. Available online at 
http://www.clickz,com/tech/lead_article,php/909301 

Cornwall, J. R,, & Perlman, B. (1990), Organizational 
entrepreneurship, United States: Irwin. 

Dilley, P. (2000). Conducting successful interviews: tips 
for intrepid research. Theory into Practice, 39, 131-
137. 

Epstein, R. (2001). Getting psyched! A playful new 
approach. Psychology Today, 34, 54-60. 

Glaser, B. G., & Strauss, A. L. (1967). The discovery of 
grounded theory: strategies for qualitative research. 
New York: Aldine De Gruyter. 

56 

http://www.clickz,com/tech/lead_article,php/909301


Greenhaus, J. H. (1998). The intersection of work and 
family roles: Individual, interpersonal, and 
organizational issues. Journal of Social Behavior and 
Personality, 3, 23-44. 

Guba, E. G. & Lincoln, Y, S. (1981). Effective 
Evaluation, London: Jossey-Bass Publishers, 

Hackman, M. Z., & Johnson, C. E. (1996). Leadership: a 
communication perspective, (2"'̂  ed,). Prospect 
Heights, Illinois: Waveland Press, Inc, 

Isaac, R, G,, Zerbe, W, J., & Pitt, D, C. (2001). 
Leadership and motivation: the effective applicatiOon 
of expectancy theory. Journal of Managerial Issues, 
13, 212-228. 

Jaswa, R. (2001), The rest of the company will emulate 
the leadership. American City Business Journals, Inc, 
Available online at http://www.bizjournals.com 

Marks, S. J. (2001), Incentives that really reward and 
motivate. Workforce, 80, 108-114, 

Maslow, A. H. (1954). Maslow on higher needs: Motivation 
and personality. New York: Harper & Brothers. 

Miller, K. (1999), Organizational communication: 
approaches and processes (2"̂  ed,), Belmont, CA: 
Wadsworth Publishing Company, 

Mulling, E, (2001), Position in management doesn't equal 
leadership, American City Business Journals, Inc. 
Available online at http://www.bizjournals.com 

Peake, A. & Harris, K. L. (2001). Young adults' attitudes 
toward multiple role planning: the influence of 
gender, career traditionality, and marriage plans. 
Journal of Vocational Behavior. Available online at 
http://www.idealibrary.com 

Pool, S. W. (1997). The relationship of job satisfaction 
with substitutes of leadership, leadership behavior, 
and work motivation. The Journal of Psychology, 131, 
271-283. 

57 

http://www.bizjournals.com
http://www.bizjournals.com
http://www.idealibrary.com


Potter, W. J. (1996). An analysis of thinking and 
research about qualitative methods. Mahwah, New 
Jersey: Lawrence Erlbaum Associates, Publishers. 

Quebin, N. (2001). Principles of motivation. Financial 
Executive, 17, 5, 37-38. 

Reskin, B., & Padavic, I, (1994). Women and men at work. 
Thousand Oaks, CA: Pine Forge, 

Sanders, M. M., Lengnick-Hal, M, L., Lengnick-Hall, C, A,, 
& Steele-Clapp, L, (1998). Love and work: Career-
family attitudes of new entrants into the labor force, 
Journal of Organizational Behavior, 19, 603-619. 

Schumpter, J .A. (1934). Theory of economic development. 
Cambridge, MA: Harvard University Press. 

Schunk, D. H. (2000) . Coming to terms with motivation 
constructs. Contemporary Educational Psychology, 25, 
116-119. 

Sewell, M. (2001). The use of qualitative interviews in 
evaluation. Cyfernet Evaluation. [on-line], 
http://aq.arizona.edu/ The University of Arizona, 
Tucson Arizona. 

Souba, W. W. (1998) . The job of leadership. Journal of 
Surgical Research, 80, 1-8. 

Spade, J. Z., & Reese, C. A. (1991). We've come a long 
way, maybe: College students' plan for work and 
family. Sex Roles, 24, 309-321. 

Strauss, A., & Corbin, J. (1998), Basics of qualitative 
research: Techniques and procedures for developing 
grounded theory (2""̂  ed.). London: Sage Publications, 

Trochim, B. (1999), Electronic textbook: "Ask and ye 
shall receive:" An introduction to interviewing. 
Qualitative Research. [On-line], 
http://jan.ucc.nau,edu/ Northwestern Arizona 
University, 

58 

http://aq.arizona.edu/
http://jan.ucc.nau,edu/


Waggoner, C. E, (1997), The emancipatory potential of 
feminine masquerade in Mary Kay Cosmetics, Text and 
Performance Quarterly, 17, 256-272. 
Web site, (2001). www.marykay.com. 

Wigfield, A., & Eccles, J. S. (2000). Expectancy-value 
theory of achievement motivation. Contemporary 
Educational Psychology, 25, 68-81. 

59 

http://www.marykay.com


APPENDIX A 

RECRUITING OF SUBJECTS 
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As noted, direct person-to-person solicitation was 

utilized. At weekly meetings the researcher announced that 

she would be conducting research on Mary Kay. Then the 

researcher asked for volunteers that would be willing to 

participate in the research (interviews) for a class 

project. 

Additionally, Stanley called individuals who she felt 

would contribute a vast amount to this research project and 

asked if they would be willing to participate in interviews 

dealing with Mary Kay and their own personal experiences 

within the organization. 

The researcher told the target audience of the 

expected time that the interviews will take (approximately 

30 minutes) in addition to a time and place of meeting 

(Mary Kay Training Center, Lubbock, TX). 
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Interview Format and Questions 
1. Greet and build rapport 
2. Give an overview of interview 
3. What is your current career status with Mary Kay? 
4. How long have you been in Mary Kay? 
5. Why did you choose to start a career in Mary Kay? 
6. When you began selling Mary Kay, what were the most 

important aspects of your 
business? 

7. Are these still applicable to you and your business 
today? 

8. Do you feel that you have fulfilled the original 
desires you had when you began selling Mary Kay 
cosmetics at your current position in the company? 

9. Do you have any desire to move up the career ladder in 
Mary Kay? 

a. If yes, what motivates you to excel in this 
company? 

b. If no, why? 
10. Do personal reasons outweigh the material factors 

for your decision to excel, not to excel in Mary Kay? 
-Why? Ask the respondent to expand here 

OR 

11. Do material factors outweigh personal reasons for 
your decision to excel, not to excel in Mary Kay? 

-Why? Ask the respondent to expand here 
12. In short story form, tell me your dream position 

in the company and what a great day would be like for 
you with this title. 

13. Close Interview 
-Thank interviewee for time and cooperation 
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Investigation of Factors that Motivate Women to Excel in 
Mary Kay 

Consent Form 

I want to begin by thanking you for your willingness to 
participate in this study. This study is concerned with 
learning what the factors are that motivate women to move 
up the career ladder in Mary Kay. I am requesting that you 
participate in an in-depth, one-on-one audio taped 
interview session (approximately 30 minutes in length) in 
which you will discuss aspects of your Mary Kay career. 

The audiotapes of the interview will be stored in a secure 
location and will only be heard by Stephanie Stanley. In 
order to further ensure confidentiality, the audiotapes 
will not have any identifying information on them except 
for a research number, 

I anticipate no foreseeable risks or discomfort resulting 
from participation in this study. However, should you 
become upset at any time, we will stop the interview. At 
that time I will attempt to address concerns you might 
have. If I can not adequately address your concerns, we 
will terminate the interview. In addition, if you feel 
that you need additional assistance in dealing with an 
issue that may have arisen during this study, I will refer 
you to the Professional Psychology Center. 

There are two exceptions to the promise of confidentiality. 
If information is revealed concerning suicide, homicide, or 
child abuse and neglect, it is required by the law that 
this be reported to the proper authorities. In addition, 
should any information contained in this study be the 
subject of a court order or lawful subpoena, Texas Tech 
University might not be able to avoid compliance with the 
order or subpoena. 

Upon completion of this study, I will send you a report of 
the findings from the research conducted, if you are 
interested, I expect this report to be completed within 
the next seven months. Results of this study may also be 
used for professional and popular publications, 
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If you have any concerns or complaints about how you were 
treated during the research session, please contact Dr. 
Patrick Hughes, Communication Studies, Texas Tech University, at 
(806) 742-3911 or write to him at Texas Tech University, 
Mass Communications Building, Communication Studies 
Department, Mail stop 3083, Lubbock, Texas 79409, 

If you would like to discuss any issue related to this 
study or have any further questions concerning this study, 
please feel free to call Stephanie Stanley, Communication 
Studies at Texas Tech University (806) 742-3911, 

"I have read and understood the foregoing description of 
this research study- I have asked for and received a 
satisfactory explanation of any language that I did not 
fully understand, I agree to participate in this study, 
and I understand that I may withdraw my consent at any 
time, I have received a copy of this consent form," 

Signature Date 

Interviewer's Signature Date 

I agree to be audio taped 

I do not agree to be audio taped 
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PERMISSION TO COPY 

In presenting this thesis in partial fulfillment of the requuements for a master's 

degree at Texas Tech University or Texas Tech University Health Sciences Center, 1 

agree that the Library and my major department shall make it freely available for 

research purposes. Permission to copy this thesis for scholariy purposes may be 

granted by the Duector of the Library or my major professor. It is understood that 

any copying or publication of this thesis for financial gam shall not be allowed 

without my fiirther written permission and that any user may be liable for copyright 

infringement. 

Agree (Permission is granted.) 

Student Signature Date 

Disagree (Permission is not granted.) 

Smdent Signamre Date 


