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Summary
Research suggests that leader displays of positive affect are conducive to attributions of
charisma. We qualify and extend this conclusion by arguing that this mainly holds for
displays of positive affect that are associated with high levels of arousal. Results of a
scenario experiment and a survey support this hypothesis, and show that besides the
transfer of positive feelings per se, it is the transfer of arousal that mediates the relationship

between leader affective displays and attributions of charisma.

Keywords: Charisma, Leader Affect, Arousal, Positive Feelings
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Leader Affective Displays and Attributions of Charisma: The Role of Arousal

Leadership has traditionally been studied mostly from a cognitive perspective (cf. Lord
& Brown, 2004; Yukl, 2002). Increasingly, however, research is focusing on the role of
affect in leadership processes (e.g., Ashkanasy & Daus, 2002; Brief & Weiss, 2002;
Dasborough & Ashkanasy, 2002; Fitness, 2000; Glomb & Hulin, 1997; Lord & Brown,
2004; Sy, Coté, & Saavedra, 2005). Leaders’ displays of affect (i.e., emotions, moods) in
particular have been quoted as an ingredient of charismatic leadership and a determinant of
leadership effectiveness (Bass, 1985; Bono & Ilies, 2006; Conger & Kanungo, 1998; Sy et
al., 2005). The main conclusion emerging from this research is that leader display of
positive affect (as compared with negative affect or no affect) adds to attributions of
charisma and leadership effectiveness (Bono & Ilies, 2006; Gaddis, Connelly, & Mumford,
2004; Newcombe & Ashkanasy, 2002).

Affect can be described not only in terms of its valence, however, but also in terms of
its level of associated arousal (Larsen, Diener, & Lucas, 2002; Russell, 1980), and in the
present study we qualify and extend the conclusions from previous research, arguing that
the results from previous studies apply mainly to displays of positive affect that are
associated with high levels of arousal (e.g., enthusiasm). We present the results of a
scenario experiment and a survey of leadership in organizations supporting this hypothesis.
Moreover, we show that besides the transfer of positive feelings, it is the transfer of arousal
that mediates the relationship between leader affective displays and attributions of
charisma.

Leader Affective Displays and Attributions of Charisma
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There is a large body of evidence suggesting that charismatic (and transformational)
leadership is a particularly effective style of leadership (Conger & Kanungo, 1998; Shamir,
House, & Arthur, 1993; Yukl, 2002). Lowe, Kroeck, and Sivasubramaniam (1996), for
instance, find in a meta-analysis of 39 studies using the MLQ measure of charisma that
charisma correlates between .35 and .81 with leader effectiveness, and there is also ample
evidence from experimental and field studies not relying on the MLQ corroborating this
conclusion (e.g., De Cremer & van Knippenberg, 2002; Dvir, Eden, Avolio, & Shamir,
2002; Howell & Frost, 1989; van Knippenberg & van Knippenberg, 2005). Several
researchers also made a persuasive argument that to a certain extent charisma is in the eye
of the beholder — it is an attribution to the leader made by followers (Avolio, Bass, & Jung,
1999; Conger & Kanungo, 1987; Meindl, 1995). Given its clear link to leadership
effectiveness, it is therefore an important question for leadership research what leads
followers to attribute charisma to a leader (Conger & Kanungo, 1998).

There is emerging evidence that leader affective displays may play an important role in
this respect (Bono & Ilies, 2006; cf. Conger & Kanungo, 1998; Meindl, 1995; Shamir &
Howell, 1999). Conceptual analyses of charismatic and transformational leadership suggest
that the effectiveness of charismatic and transformational leaders derives partly from their
use of emotions (Ashkanasy & Tse, 2000; Bass, 1998; Conger & Kanungo, 1988).
Empirical studies support this point as well. In an extensive study of charismatic leadership
and affect, Bono and Ilies (2006) found that charismatic leaders express more positive
emotions. In a related vein, Awamleh and Gardner (1999) found that leaders who are

smiling when giving a speech are perceived as more charismatic than leaders who are not
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smiling. More indirect evidence comes from studies of leader effectiveness rather than
charisma that show that leader’s positive affective displays are more effective than displays
of negative affect (e.g., Gaddis et al., 2004; George, 1995; George & Bettenhausen, 1990;
Newcombe & Ashkanasy, 2002). Gaddis et al. (2004) for example found that group leaders
who displayed positive affect in interaction were perceived as more effective than group
leaders who displayed negative affect, and George and Bettenhausen (1990) showed that
leaders who are in a positive mood have a positive impact on pro-social behavior of
workers and a negative impact on voluntary turnover. Furthermore, it was found that
leaders who expressed positive affect in a video message were rated as giving more
freedom of negotiation to followers than leaders who expressed negative emotions by
observers of the video message (Newcombe & Ashkanasy, 2002).

There is also evidence suggesting that the transfer of positive affect (cf. emotional
contagion, Hatfield, Cacioppo, & Rapson, 1992) may play a role in the relationship
between leader displays of positive affect and attributions of charisma. Bono and Ilies
(2006) found that leader display of positive affect predict follower positive affect, and Sy et
al. (2005) found that leader positive or negative mood transferred to followers. In addition
studies of charismatic and transformational leadership (that did not assess leader affective
displays) show that charismatic and transformational leadership are associated with more
positive follower affect and less negative follower affect than non-charismatic and
transactional leadership (Cherulnik, Donley, Wiewel, & Miller, 2001; Dvir & Wenger,
2004). These findings point to the possibility that the transfer of positive affect mediates

the relationship between leader affective displays and attributions of charisma, although
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this mediational model has to our knowledge not been tested.

Attributions of charisma or effective leadership may flow from the match between
leader characteristics and follower pre-conceptions of charismatic and effective leadership
(Epitropaki & Martin, 2005; Lord, Foti, & De Vader, 1984; Lord & Maher, 1991; Meind],
1995; Meindl & Ehrlich, 1987; Meindl, Ehrlich, & Dukerich, 1985, cf. Dasborough &
Ashkanasy, 2002). It may be assumed that the display of positive affect (more than of
negative or no affect) is also part of followers’ cognitive schema for charismatic leadership
(cf. Meindl, 1995). Accordingly, leader displays of positive affect would match follower
standards for charismatic leadership and thus render attributions of charisma more likely. In
a similar vein, the experience that leader positive affect elicits positive affect in oneself
may likewise match followers’ conceptions of charismatic leadership and thus feed into
attributions of charisma.

All studies discussed previously looked at the influence of displays of positive affect in
comparison with displays of negative affect and/or no affect, but none of these studies has
differentiated affective displays in terms of the associated level of arousal. We argue,
however, that arousal may be as important as valence in eliciting attributions of charisma.
The Arousal and Valence Dimensions of Affect and Attributions of Charisma

Research in the psychology of affect has resulted in widely recognized Affect
Circumplex Models identifying two core dimensions underlying differences between
affective states: a psychological (valence, pleasantness) and a physiological component
(arousal, activation) (e.g., Larsen et al., 2002; Russell, 1980; Watson, Clark, & Tellegen,

1988). Some positive affective states are associated with relatively high levels of arousal
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(e.g., enthusiasm), whereas others are associated with relatively low levels of arousal (e.g.,
relaxation). In a similar vein, some negative affective states are characterized by higher
arousal (e.g., anger) than others (e.g., sadness). Therefore, in an attempt to understand the
relationship between leader affective displays and attributions of charisma it stands to
reason to not only explore the effects of the valence of the affective display, but also of the
associated level of arousal.

Following the same logic that suggests that leader displays of positive affect may be
part of follower conceptions of charismatic leadership (cf. Meindl, 1995) and therefore
render attributions of charisma more likely, we argue that these attributions of charisma are
more likely when the leader displays high arousal positive affect rather than low arousal
positive affect. Conceptual analyses have associated charismatic leadership with being
action-driven and able to energize followers (e.g., Bryman, 1992; Conger & Kanungo,
1988). Moreover, the display of high arousal affect more than that of low arousal affect
suggests power and competence (Tiedens, 2001; cf. Lewis, 2000), which may feed into
attributions of charisma. Displaying high arousal affect may therefore be as important as
displaying positive affect, and we propose that it is the combination of positiveness and
high activation that leads to attributions of charisma.

Transfer of affective state may also play a role in this respect. Indeed, just as the
positive and negative components of affective states may transfer from the one person to
the other through emotional contagion processes, the arousal associated with affective
states may also transfer from one person to the other (cf. Hatfield et al., 1992). Likewise,

George (1995, 1996) argues, that energized, aroused states may transfer from leader to
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followers. For similar reasons as outlined above, such transfer of arousal may elicit
attributions of charisma, because the feeling of being energized by a leader is likely to
match follower conceptions of charismatic leadership. That is, in addition to the transfer of
positive feelings, the transfer of activation may render attributions of charisma more likely.

In sum, then, extending earlier research, we predict that the display of high arousal
positive affect causes stronger attributions of charisma than the display of low arousal
positive affect and of (high and low arousal) negative affect. In addition, we expect that this
relationship is mediated by the transfer of arousal from leader to follower as well as by the
transfer of positive feelings.

We tested these predictions in a scenario experiment (Study 1) and a cross-sectional
survey of leadership in organizations (Study 2). The use of these different methodologies
allows us to on the one hand establish the causality implied by our analysis (Study 1) while
on the other hand establishing that the predicted relationships may also be observed in the
field (Study 2). Thus, the combination of methods may substantially bolster the confidence
in our conclusions (cf. Dipboye, 1990; van Knippenberg, Martin, & Tyler, 2006). As a way
of operationalizing high arousal positive and negative affect we focused on enthusiasm and
anger respectively (cf. Larsen et al., 2002; Russell, 1980; Watson et al., 1988). Enthusiasm
and anger have both been quoted as important emotions in leadership situations (e.g.,
Conger & Kanungo, 1998; George, 1995, 1996; Lewis, 2000; Tiedens, 2001). As low
arousal counterparts, we focused on relaxation and sadness (cf. Lewis, 2000; Russell, 1980;
Tiedens, 2001). In terms of these specific affective states, we predicted the following.

Hypothesis 1. Leader displays of enthusiasm lead to higher attributions of charisma
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than leader displays of anger, relaxation, or sadness.

Hypothesis 2. The relationship of leader displays of enthusiasm (as compared with

anger, relaxation, and sadness) and attributions of charisma is mediated by transfer of

arousal from leader to subordinates as well as by transfer of positive feelings.

Study 1
Method

Participants and Design

One hundred fifty-two business students participated voluntarily in this scenario
experiment. The participants were randomly assigned to the four conditions (Leader Affect:
enthusiasm/ anger/ relaxation/ sadness). Mean age was 20.50 years (SD = 2.16).
Participants were paid 3 euro (approximately US $4). Seven respondents were omitted
from the analyses because of missing data.
Procedure

Participants were seated in separate cubicles and were told the study would be about
“communication management”. They were introduced to the scenario nature of the study,
and asked to do their best to imagine themselves to be in the described situation. The
scenario portrayed a situation in which employees of a small organization were spoken to
by their leader. Participants were to imagine that they, as an employee of this company,
listened to this leader. The leader, being the leader of the company, was giving a speech
concerning the quarterly results of the company. As part of the scenario, participants read
an excerpt of this speech. In all conditions, the leader announced that quarterly results had

stayed stable as compared to the previous quarter, which in itself did not qualify results as
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either good or bad. Depending on the experimental condition, the leader displayed a
different affective state (see below) when announcing the quarterly results. After reading
the scenario, participants filled out a short questionnaire assessing reactions to leadership
and manipulation checks. Finally, participants were debriefed, paid, and thanked for their
participation.
Manipulation of Leader Affect

The wording of the leader’s speech was identical in all conditions, aside from the affect
the leader quoted to experience. Depending on the condition, the leader claimed to be
enthusiastic, relaxed, angry, or sad about the quarterly results. To describe this affective
state, the leader used words like “enthusiastic” and “excited” in the enthusiastic leader
condition, “angry” and “nettled” in the angry leader condition, “tranquil” and “relaxed” in
the relaxed leader condition, and “sad”, and “dismal” in the sad leader condition. Such
verbal statements of affect have been shown to effectively communicate affective states to
others in (simulated) interaction (Van Kleef, De Dreu, & Manstead, 2004a, 2004b, 2006)
including in scenario experiments on affective displays (e.g., Sinaceur & Tiedens, 20006).
Measures

For all measures, participants were asked to indicate their agreement on 5-point scales
ranging from disagree completely to agree completely. To check the manipulation,
participants were asked by single item measures to indicate how enthusiastic, angry,
relaxed, or sad the leader was (e.g., “this leader is enthusiastic™).

Perceived charisma of the leader was measured with five items (oo = .87, M =2.90, SD

=.98), based on the work of Bass (1985) and Conger and Kanungo (1987). An example of
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an item is “This leader moves people towards a goal”.

Transfer of arousal was measured with two items: “This leader transfers energy” and
“This leader has an activating impact on me” (r =.75, o = .86, M = 2.70, SD = 1.18).

Transfer of positive feelings was measured with two items: ”This leader transfers a
good feeling to me” and “This leader makes me feel pleasant” (r = .85, o =.92, M =2.42,
SD = .98).

Results
Manipulation Checks

Manipulation checks were analyzed in an analysis of variance. This analysis revealed
an effect on the question to what extent the leader displayed enthusiasm, F(3, 141) = 38.52,
p <.001, n?=.45. The perceptions of leader’s enthusiasm was contrasted with the
perception of the other three leader affective displays and this analysis showed that in the
leader’s enthusiasm condition, he was indeed perceived as more enthusiastic (M = 4.29, SD
= .93) than the other three leader affective displays (anger, M = 2.77, SD = 1.20, relaxation,
M =2.22, SD = .87, or sadness, M = 2.00, SD = .87), t(141) = 10.45, p <.001.

An analysis on the subordinates’ perceptions of the leader’s display of anger showed a
strong effect, F(3, 141) = 86.50, p <.001, n? = .65. Contrast analysis revealed that a leader
displaying anger was also perceived as being in a higher state of anger (M = 4.44, SD =
.91) than leaders displaying the other three affective states (enthusiasm, M = 1.63, SD =
.81, relaxation, M = 1.58, SD = .73, or sadness, M = 2.80, SD = 1.05), t(141) = 14.69, p <
.001.

Leader Affect has also an effect on perceptions of relaxation, F(3, 141) =51.07, p <
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.001, n?=.52. Contrast analysis revealed that leaders who were relaxed, were also seen as
more relaxed by participants (M = 3.94, SD = 1.29) than the other three leader affective
displays (enthusiasm, M = 2.77, SD = .94; anger, M = 1.33, SD = .53; sadness, M = 2.17,
SD =.86), t(141) = 10.28, p <.001.

Leader Affect has a significant effect on perceptions of sadness, F(3, 141) =52.84, p <
.001, n? = .53. Displays of sadness contrasted with the other three leader affective displays
showed that a leader displaying sadness was seen as sadder (M = 4.29, SD = .83) than the
leaders in the other three conditions (enthusiasm, M = 1.60, SD = .81; anger, M = 2.95, SD
= 1.10; relaxation, M =2.06, SD = 1.07), t(141) = 11.13, p <.001.

We may therefore conclude that our manipulation of Leader Affect was successful.
Charisma, Transfer of Arousal, and Transfer of Positive Feelings

An analysis of variance on perceived charisma resulted in an effect of Leader Affect,
F(3, 141) = 11.89, p <.001, n? = .20, showing that enthusiastic leaders are seen as more
charismatic than angry leaders, relaxed, or sad leaders (see Table 1). We found therefore
evidence for Hypothesis 1.

Analyses on transfer of arousal, showed a significant effect of Leader Affect (F(3, 141)
=22.19, p <.001, n?> = .32). Enthusiastic leaders transferred more arousal than angry,
relaxed, or sad leaders (see Table 1).

An analysis of variance on transfer of positive feelings revealed an effect of Leader
Affect (F(3, 141) = 12.04, p <.001, n? = .20). Enthusiastic leaders transfer more positive
feelings than angry, relaxed or sad leaders (see Table 1).

Mediation Analysis
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We hypothesized (Hypothesis 2) that the transfer of arousal and the transfer of positive
feelings mediate the effect of leader display of enthusiasm (vs. anger, relaxation, or
sadness) on attributions of charisma. To test this prediction, we conducted mediation
analyses following Baron and Kenny (1986).

We have already shown that Leader Affect significantly influences attributions of
charisma, transfer of arousal, and transfer of positive feelings. To establish whether the
effects on transfer of arousal and transfer of positive feelings accounted for the effect on
attributions of charisma, both transfer of arousal and transfer of positive feelings were
included as covariates in the analysis of attributions of charisma. The regression was
significant, F(3, 141) =112.82, p <.001, n? = .40, B = .68 (transfer of arousal), B = .23
(transfer of positive feelings). The effect of Leader Affect on perceived charisma
disappeared when controlling for both transfer of arousal and transfer of positive feelings,
F(3, 140) =2.10, p = .10, ns., n*> = .04. Two Sobel tests (Sobel, 1982) indicated that both
transfer of arousal and transfer of positive feelings were significant mediators, z=4.23, p <
.0001 (transfer of arousal), and z = 2.48, p < .05 (transfer of positive feelings). Hypothesis
2 is therefore confirmed.

Study 2
Method

Hundred employees of a medium-sized soft drink company, a public health
organization, and the railway police were sent a survey by electronic mail with the request
to rate their direct leaders, or were approached during a team meeting with this same

request. Seventy-one employees (mean age 38.29 years, SD = 9.85; response rate 71%)
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granted the request.
Measures

Leader affect was assessed by asking respondents to rate on 5-point scales (varying
from 1 = disagree completely, to 5 = agree completely) the extent to which their direct
leader tended to be relaxed, enthusiastic, angry, and sad in the workplace. Perceived
charisma of the leader was measured with the same five items as in Study 1 (a0 =.90, M =
3.57, SD = .90). Transfer of arousal was measured with the same two items as in Study 1 (r
=.55,0=.71, M=3.50, SD = .86). Transfer of positive feelings was measured with the
same two items as in Study 1 (r =.76, a = .86, M =3.72, SD = .87).

Results

Means, standard deviations, and inter-correlations for all variables are displayed in
Table 2.
Charisma, Transfer of Arousal, and Transfer of Positive Feelings

The results of the regression analyses of leader affective displays on perceived
charisma, transfer of arousal, and transfer of positive feelings are shown in Table 3. Results
showed that leader enthusiasm was the only affective display related to perceived charisma,
transfer of arousal, and transfer of positive feelings. Furthermore, tests of the regression
weight for enthusiasm against the regression weights of the other affective displays showed
that enthusiasm was more strongly related to attributions of charisma, transfer of arousal,
and transfer of positive feelings than the other leader affective displays (see Table 3).
Hypothesis 1 was therefore confirmed.

Mediational Analysis
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To establish mediation, following Baron and Kenny (1986), leader affective displays
must have a significant impact on the mediators (both transfer of arousal and transfer of
positive feelings) and the dependent variable (perceived charisma). As we can see (Table
3), this is only the case with leader enthusiasm. The mediators must also have a significant
impact on perceived charisma, which was the case. Finally, the effect of enthusiasm on
perceived charisma must drop to non-significance when including both transfer of arousal
and transfer of positive feelings in the regression. This was also the case (see Table 3),
which was a significant decline as indicated by two Sobel tests, z=2.65, p < .01 (transfer
of arousal), and z = 3.24, p < .01 (transfer of positive feelings). Therefore, we can conclude
that transfer of arousal and transfer of positive feelings mediate the relationship between
leader displays of enthusiasm and attributions of charisma (Hypothesis 2).

Discussion

Research in leadership is getting more attuned to the role of affect in leadership
processes, and the present study adds to the growing body of evidence that leader affective
displays influence followers. Extending earlier work suggesting that leader displays of
positive affect may engender attributions of charisma and transfer to followers, we showed
that this holds mainly for leader displays of high arousal positive affect. The present study
also provided the first test of a mediational model linking transfer of positive feelings to
attributions of charisma. Moreover, we showed that it is not only transfer of positive
feelings per se, but also transfer of arousal that mediates the relationship between displays

of high arousal positive affect and attributions of charisma.
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Previous studies of leader affective displays have not distinguished between the valence
and arousal associated with affective states, and especially studies distinguishing high and
low arousal affective states are scarce. A key contribution of the present study therefore is
that it puts the arousal dimension of affect more firmly on the agenda of leadership research
(cf. van Knippenberg, van Knippenberg, Van Kleef, & Damen, forthcoming). Arousal adds
to the influence of positive affect per se, and transfer of arousal played as important a role
in engendering attributions of charisma as transfer of positive feelings. The current study
thus suggests that it may be worthwhile to consider the role of the arousal associated with
leader affective displays in leadership processes related to leadership effectiveness (Lord &
Brown, 2004), identification with the leader (Hogg & van Knippenberg, 2003), and
attributions of power and status (Schubert, 2005; Tiedens, 2001), among others. The
present findings suggest that in these processes too, arousal may augment the impact of
positiveness per se.

Our hypotheses were grounded not only in theory and anecdotal evidence in
charismatic leadership, but also in the notion that the display, and transfer, of high arousal
positive affect might be part of followers’ implicit assumptions about charismatic
leadership (cf. Lord & Maher, 1991; Meindl, 1995). While this seems to be a reasonable
assumption, and indeed the present findings are consistent with this assumption, future
research might explicitly assess the extent to which affective displays, and the transfer of
affect, are part of people’s implicit beliefs about charismatic leadership.

The finding that arousal plays an important part in the effect of leader positive affective

states also has clear implications for practice. Organizations that rely heavily on employees
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adhering to expression norms (i.e., norms that dictate which and how emotions may be
expressed, cf. Hochschild, 1983; Kemper, 2000; Zapf, 2002), as for instance call centers,
may benefit from the notion that arousal may be just as an important aspect of affect as
valence. Indeed, expression norms often originate from the idea that employees’ expression
of positive emotions ensures positive feelings of customers or prospects, which in the end
leads to higher sales. It may be that especially employees’ display of high arousal positive
emotions may lead customers to see the organizational representatives in a positive light,
which in turn may result in employees being more effective in their dealings with
customers. Of course, the present study also implies that leaders may benefit from a
stronger focus on arousal. Leaders displaying positive arousal (i.e., an energized,
enthusiastic state) may be more effective, and leadership training could explicitly address
the importance of arousal in communication with followers.

The present study is not without its limitations. Clearly it is a strength that we
combined scenario experimental and field data, because the strength of the one method
may compensate for the weakness of the other (Dipboye, 1990; van Knippenberg et al.,
2006), and the use of two different methodologies led to the same conclusions regarding
our hypotheses. Whereas the scenario experiment allows for conclusions about causality
and yet maintains a relatively high degree of mundane realism, it does describe a
hypothetical situation. This aspect of our first study makes the replication in the field
important. Conversely, due to its cross-sectional nature the field study is mute in matters of
causality and susceptible to common method bias, and the first scenario experiment is

important in addressing these shortcomings. The replication in the field may also be argued
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to be important vis-a-vis our manipulation of leader affective displays (i.e., written
statement of affect). While verbal statements of affect have been shown to be effective in
conveying affective states (Johnson & Tversky, 1983; Sinaceur & Tiedens, 2006; Van
Kleef et al., 2004a, 2004b, 2006), an important part of affective displays is nonverbal and
the field data may be assumed to also reflect the influence of these nonverbal aspects of
affective displays.

Even though scenario experiments in leadership typically yield results that are
replicated in the lab as well as in the field (De Cremer & van Knippenberg, 2002, 2004; De
Cremer, van Knippenberg, van Knippenberg, Mullenders, & Stinglhamber, 2005; van
Knippenberg & van Knippenberg, 2005), from the perspective of obtaining strong
experimental evidence it would be valuable if future research would replicate and extend
the current findings in a non-hypothetical experimental set-up in which participants are
actually immersed in the leadership situation. Ideally, such an experimental set-up would
also allow for the assessment of the transfer of arousal through physiological rather than
self-report measures that would increase measurement quality and thus further strengthen
the confidence in our findings. In a related vein, follow-up research in the field that
combines different data sources would provide a valuable extension of the current findings.

In addition, we should note that while our theoretical analysis concerns valence and
arousal in general, our empirical work was limited to four specific instances of high versus
low, positive versus negative leader affective displays. While these affective displays were
representative of the four quadrants distinguished by Affect Circumplex Models (Larsen et

al., 2002; Russell, 1980), we cannot exclude the possibility that the present findings are
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limited to the four distinct affective displays under consideration. Therefore, a replication
with other affective displays would give us more insights into the effects of leader affect
and would bolster our argument. The bottom line is, however, that the present findings
provide an important point of departure for future studies of leader affective displays that
are not only attuned to the valence of leader affective displays, but also to the interplay of

valence and arousal in affecting followers.
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Table 1

Means, Standard Deviations, and Comparison of Means, Study 1.

Transfer
Perceived Transfer Positive
Charisma Arousal Feelings
M SD t M SD t M SD t
Enthusiasm  3.53 1.00 3.67 1.00 3.14 91
Anger 2.98 .93 2.65% 2.91 1.00 3.32% 1.95 75 5.80%*
Relaxation 2.28 .62 5.93%* 1.85 77 7.81%* 2.40 1.00 3.53%
Sadness 2.85 94 3.21% 2.39 1.13 5.47%* 2.23 .87 4.33%*

Note. * p <.01. ** p <.001; t-values are for comparisons of enthusiasm with the other affective displays.
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Table 2

Means, Standard Deviations, and Inter-correlations, Study 2.

M SD 1 2 3 4 5 6
1 Enthusiasm 3.75 .97 -
2 Anger 220 1.04 -21 -
3 Relaxation 323 1.05 .16  -44%* -
4 Sadness 2,11 1.07 -21 -38*% 65%*
5 Transfer Arousal 3.50 .86 A4x* .19 =22 -20% -

6 Transfer Positive Feelings  3.72 .87  .54** .07 -25% =20 .68** -

7 Perceived Charisma 3.57 .90 S53%* .03 =22 -24 I3k JR**

Note. * p <.05. ** p <.01
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Table 3

Results of Regression Analysis, Study 2.

Transfer
Perceived Transfer Positive Perceived
Charisma Arousal Feelings Charisma
B SEB B B SEB B B SEB B B SEB B

Enthusiasm .52 .10 52% .39 .10 A42% .50 .10 53*% 12 .09 12
Anger -12 13 -.13 .00 12 .00 -.19 12 =22 -04 .09 -.04
Relaxation  -.11 .10 -12 .05 .10 .06 -.08 .10 -09 -.10 .07 -.11
Sadness -12 12 -13 -21 12 -24  -03 12 -03 -.03 .09 -.03
Transfer of .39 11 37*
Arousal
Transfer of 46 11 45%*
Positive
Feelings

Note. R? = .34 for Step 1; R?=.71 for Step 2 (ps <.001). The regression is significant, F(6, 60) =23.91, p <
.001. Effects marked with an asterisk are significant at p <.001; Difference in regression weights of
Enthusiasm vs. other 3 conditions on Transfer of Arousal, Transfer of Positive Feelings and Perceived
Charisma are all significant at .05 level (cf. Cohen & Cohen, 1983).
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Appendix
SIDEBAR: Organizational Context Study 1

All participants in Study 1 were students of RSM Erasmus University, Erasmus
University Rotterdam, a business school in the Netherlands. RSM Erasmus University is
ranked in the top of European business schools, and the ambition of most students at the
school, and presumably most participants in Study 1, is either a career in management or
the start of their own business. For the study, they were invited to the Erasmus Behavioral
Lab to make sure participants could work undisturbed by, and uninfluenced by, others.

SIDEBAR: Organizational Context Study 2

In Study 2, members of three small Dutch organizations were surveyed: a soft drinks
manufacturer, an institution for mental health care, and the railway police. By surveying
employees of such a diverse set of organizations, we hoped to ensure that our findings are
not tied to any specific organizational context, type, or branch.

The soft drinks manufacturer produces and distributes juices, sports drinks, chocolate
drinks, and yoghurt drinks. In Study 2, we only surveyed employees who fulfilled functions
within the head-office, especially sales functions, marketing functions, HR functions, and
logistic functions. The team of the mental health care institution that participated in our
research consisted of psychologists that diagnosed and counseled people (adults) with
complaints concerning mental health. People that worked for the railway police operated in
the southern district of the country and their role was to maintain order around railway
stations. Participants were all police officers. While the nature of the job differs widely

between organizations in some aspects, employees from all three organizations have in
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common that they have direct contact with their external clients, and regular contact with
their direct supervisor. For all three organizations, there did not appear to be special

circumstances that could be expected to impact leaders’ affective displays.
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