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APPENDIX 
 

APPENDIX A: Detailed Description of CLTs 
 

Overall, nine core verbal and three nonverbal CLTs whose use makes leaders appear 

charismatic have been identified, which are frequently referred to by neocharismatic scholars 

(Antonakis, 2017; Antonakis et al., 2011, 2012; Awamleh & Gardner, 1999; Den Hartog & 

Verburg, 1997; Shamir et al., 1994). The framing category encompasses five verbal CLTs. 

Namely, a) metaphors to invoke a symbolic image, appeal to emotions and imagination, 

simplify information processing, and make the message more memorable (Den Hartog & 

Verburg, 1997; Willner, 1984); b) stories and anecdotes to make the message easy to visualize 

and remember, and make salient the morality of the message, creating a sense of shared identity; 

c) rhetorical questions to involve followers in the creation of the vision, and create anticipation, 

intrigue, and a puzzle that requires an answer or a solution; d) contrasts to sharply focus the 

message, combine reason with passion, and bolster the desired values; as well as e) three-part 

lists to project completeness and to condense complex argumentation. Four verbal CLTs 

constitute the substance category: a) showing moral conviction to demonstrate a belief in the 

moral righteousness of the message by communicating crucial values that point to the right 

thing to do (House, 1977); b) sharing the sentiments of the collective to bring leader and 

followers psychologically close by connecting the leader’s message and followers’ needs 

(Shamir et al., 1993); c) setting high and ambitious goals while d) demonstrating confidence 

these goals can be achieved to demonstrate the leader’s ambition and commitment to the vision, 

concentrate common efforts on a target, and raise follower motivation and self-efficacy 

perceptions. Lastly, the delivery category consists of three nonverbal CLTs that convey the 

leader’s passion and conviction by demonstrating confidence and conveying emotions by a) 

body gestures, b) facial expressions, and c) an animated tone of voice. Contrary to early 

conceptualizations of charisma as a gift, neocharismatic scholars demonstrate that charisma is 

learnable, and that interventions teaching appropriate use of CLTs can have an effect on 

outcomes such as perceptions of competence, affective reactions, trust, and ability to influence 

followers (Antonakis et al., 2011, 2012; Frese et al., 2003; Howell & Frost, 1989; Towler, 

2003).  
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APPENDIX B: Manipulations of Leader Charisma and Change Commitment Signals 
 

Note: All participants first received this short introduction to the change scenario. Participants 

were then randomly assigned to one of four conditions. The four conditions are presented 

including the e-mail formatting also used in the online survey. Participants in both the pre-test 

and the main experiment received the same general introduction and conditions. 

 

 

General Introduction to the Scenario  
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High Charisma Signal, High Change Commitment Signal Condition  
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High Charisma Signal, Low Change Commitment Signal Condition  
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Low Charisma Signal, High Change Commitment Signal Condition  
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Low Charisma Signal, Low Change Commitment Signal Condition  
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APPENDIX C: Coded Manipulations by Condition 
 

The tables given in the following provide a detailed overview of the CLTs and leader change commitment signal cost aspects used as manipulations 

to create the four charisma and change commitment signals conditions. 

 

Table C1. High Charisma Signal, High Change Commitment Signal Condition Coded 
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Note: Coded CLT categories include: c1 = metaphors, c2 = rhetorical questions, c3 = stories or anecdotes, c4 = contrasts, c5 = three-part lists, c6 

= moral conviction, c7 = sentiments of the collective, c8 = sets high / ambitious goals, and c9 = creates confidence goals can be achieved. A “1” 

in the coded CLT category indicates the presence of a charismatic leadership tactic. Coded change commitment cost categories include: t1 = kick-

off events in all company locations, and t2 = personal time investment by the CEO. A “1” in the coded change commitment cost category denotes 

that the specific aspect of costly commitment by the CEO is mentioned in the respective sentence. 
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Table C2. High Charisma Signal, Low Change Commitment Signal Condition Coded 
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Note: Coded CLT categories include: c1 = metaphors, c2 = rhetorical questions, c3 = stories or anecdotes, c4 = contrasts, c5 = three-part lists, c6 

= moral conviction, c7 = sentiments of the collective, c8 = sets high / ambitious goals, and c9 = creates confidence goals can be achieved. A “1” 

in the coded CLT category indicates the presence of a charismatic leadership tactic. Coded change commitment cost categories include: t1 = kick-

off events in all company locations, and t2 = personal time investment by the CEO. A “1” in the coded change commitment cost category denotes 

that the specific aspect of costly commitment by the CEO is mentioned in the respective sentence. 
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Table C3. Low Charisma Signal, High Change Commitment Signal Condition Coded 
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Note: Coded CLT categories include: c1 = metaphors, c2 = rhetorical questions, c3 = stories or anecdotes, c4 = contrasts, c5 = three-part lists, c6 

= moral conviction, c7 = sentiments of the collective, c8 = sets high / ambitious goals, and c9 = creates confidence goals can be achieved. A “1” 

in the coded CLT category indicates the presence of a charismatic leadership tactic. Coded change commitment cost categories include: t1 = kick-

off events in all company locations, and t2 = personal time investment by the CEO. A “1” in the coded change commitment cost category denotes 

that the specific aspect of costly commitment by the CEO is mentioned in the respective sentence. 
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Table C4. Low Charisma Signal, Low Change Commitment Signal Condition Coded 
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Note: Coded CLT categories include: c1 = metaphors, c2 = rhetorical questions, c3 = stories or anecdotes, c4 = contrasts, c5 = three-part lists, c6 

= moral conviction, c7 = sentiments of the collective, c8 = sets high / ambitious goals, and c9 = creates confidence goals can be achieved. A “1” 

in the coded CLT category indicates the presence of a charismatic leadership tactic. Coded change commitment cost categories include: t1 = kick-

off events in all company locations, and t2 = personal time investment by the CEO. A “1” in the coded change commitment cost category denotes 

that the specific aspect of costly commitment by the CEO is mentioned in the respective sentence. 
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APPENDIX D: Additional Pretest Results 
 

Table D1. Means, Standard Deviations, Min, Max, and Correlations among Study Variables. 
 

 
 

 

Figure D1. Rated Leader Charisma and Change Commitment by Condition. 
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Table D2. Hierarchical Multiple Regression Results of Manipulation Check. 
 

 

 

Note: The variables “High Charisma Signal” and “High Commitment Signal” are indicator 

variables for treatments. 

 

  



153 
 

APPENDIX E: Ex-Post Exclusion Process for Main Experimental Study 

 

Between 2006 and 2014, more than 15,000 papers that reference Amazon’s mechanical Turk 

have been published (Chandler & Shapiro, 2016). The importance of online crowdsourcing 

platforms such as mechanical Turk, CrowdFlower or Prolific as a research tool for recruiting 

survey respondents is undeniable (Chmielewski & Kucker, 2019; Matherly, 2019; Peer, 

Brandimarte, Samat, & Acquisti, 2017). The cost and time efficiency of acquiring large 

amounts of data (Buhrmester, Talaifar, & Gosling, 2018; Stewart et al., 2015), considerable 

evidence that data obtained from these crowdsourcing platforms is equivalent or superior in 

quality compared to data collected in the lab, from professional online panels, or using 

marketing research companies (Behrend, Sharek, Meade, & Wiebe, 2011; Buhrmester, Kwang, 

& Gosling, 2016; Kees, Berry, Burton, & Sheehan, 2017; Paolacci & Chandler, 2014), and 

representativeness advantages over student samples (Buhrmester et al., 2016; Goodman, 

Cryder, & Cheema, 2013) have contributed to the growing popularity of online crowdsourcing 

platforms in research. Nevertheless, concerns regarding data quality for participant 

crowdsourcing platforms remain (Chmielewski & Kucker, 2019; Hauser et al., forthcoming; 

Matherly, 2019; Peer et al., 2017). To minimize data quality risks, I took several precautions as 

recommended by literature. First, to ensure successful sampling, I included items on English 

language proficiency and full-time employment to assess whether these pre-screening attributes 

were met (Chmielewski & Kucker, 2019). Second, I addressed potential problems of 

inattentiveness and lack of effort in answering the survey. To ensure an attentive sample from 

the onset, I imposed a timer so that participants had to stay at least 60 seconds26 on the page 

containing the vignette (Kapelner & Chandler, 2010) to remove the speed advantage of 

inattention. In addition, I included two general memory checks (“What is the focus of the 

proposed change initiative in HT-Corp?” with the options cost reduction, geographical 

expansion, acquisition of a start-up, digitalization and dealing with a scandal, and “What kinds 

of products does HT sell?” with the options pharmaceutical, agricultural, technological, 

consumer goods and real estate) to evaluate overall survey attentiveness (Hauser et al., 

forthcoming). I used these memory checks as criteria for ex-post exclusions (Mason & Suri, 

2012). I also included additional validity measures to assess attentiveness and effort, as well as 

to alleviate the possible risk of including responses by bots (computer programs automatically 

 
26 I had five people read each vignette for the first and measured how long they took to attentively but quickly 
read the e-mail. On average, it took them around 80 to 90 seconds. 
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completing surveys) (Chmielewski & Kucker, 2019). Namely, I flagged statistically very 

improbable responses (on age), and checked the reasonableness of responses on the free 

response text on the behavioral task (Chmielewski & Kucker, 2019). This process resulted in 

the following data exclusions. Out of the 384 participants who agreed to take part in this study, 

34 were removed because they indicated that they were not indeed full-time employees, and 1 

was removed because he or she indicated to have English language skills below the level of 

fluency. Further, 65 participants were excluded because they failed either one or both of the 

included memory checks. Lastly, all responses were checked for reasonableness, which resulted 

in the exclusion of 0 additional participants. These steps resulted in a final sample of 284 

participants. I am confident that by following the above recommendations, I was able to ensure 

reliable data quality. 
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APPENDIX F: Items in Scales 
 

Table F1. Items Included in Scales. 
 

 
 

Note: R = Reverse Coded; All scales are 7-point Likert scales; following Lindeman & 

Verkasalo (2005), individual scores on Conversation and Self-Transcendence were obtained 

using the following formulas: Conservation = .92 + (.15 × Power) + (.03 × Achievement) – (.17 

× Hedonism) – (.25 × Stimulation) – (.31 × Self-Direction) – (.26 × Universalism) + (.04 × 

Benevolence) + (.30 × Tradition) + (.30 × Conformity) + (.20 × Security); Self-Transcendence 

= –.56 – (.30 × Power) – (.33 × Achievement) – (.16 × Hedonism) – (.14 × Stimulation) + (.04 

× Self-Direction) + (.22 × Universalism) + (.24 × Benevolence) + (.12 × Tradition) + (.03 × 

Conformity) + (.03 × Security).  
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APPENDIX G: Post-hoc Moderation Analyses 
 

Figure G1. Moderating Effect of Follower Conservation on the Relationship of Leader 

Charisma Signaling and Intended Behavioral Support. 
 

 
Note: Low, medium and high levels of Conservation are operationalized as 1 standard deviation 

above and below the (centered) mean score and thus correspond to values of -1.35, 0 and +1.35. 

 

Moderation analyses show that when a follower has low conservation values (that is, high 

openness to change values (Lindeman & Verkasalo, 2005), there is a significant positive 

relationship between leader charisma signaling and intended behavioral support (b = 0.285, 

95% CI [-0.046, 0.617], t = 1.693, p = .092). For mean conservation values, there is a 

nonsignificant positive relationship between leader charisma signaling and intended behavioral 

support (b = 0.071, 95% CI [-0.152, 0.294], t = 0.628, p = .531). When a follower has high 

conservation values (that is, low openness to change values), there is a nonsignificant negative 

relationship between leader charisma signaling and intended behavioral support (b = -0.143, 

95% CI [-0.436, 0.150], t = -0.963, p = .336). 
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Figure G2. Moderating Effect of Follower Conservation on the Relationship of Leader Change 

Commitment Signaling and Intended Behavioral Support. 
 

 
Note: Low, medium and high levels of Conservation are operationalized as 1 standard deviation 

above and below the (centered) mean score and thus correspond to values of -1.35, 0 and +1.35. 

 

Moderation analyses show that when a follower has low conservation values (that is, high 

openness to change values (Lindeman & Verkasalo, 2005), there is a nonsignificant negative 

relationship between leader change commitment signaling and intended behavioral support (b 

= -0.184, 95% CI [-0.533, 0.165], t = -1.038, p = .300). For mean conservation values, there is 

a nonsignificant positive relationship between leader change commitment signaling and 

intended behavioral support (b = 0.056, 95% CI [-0.171, 0.282], t = 0.484, p = .629). When a 

follower has high conservation values (that is, low openness to change values), there is a 

significant positive relationship between leader change commitment signaling and intended 

behavioral support (b = 0.295, 95% CI [-0.003, 0.594], t = 1.948, p = .052). 
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Figure G3. Moderating Effect of Follower Self-Transcendence on the Relationship of Leader 

Charisma Signaling and Intended Behavioral Support. 
 

 
Note: Low, medium and high levels of Self-Transcendence are operationalized as 1 standard 

deviation above and below the (centered) mean score and thus correspond to values of -0.98, 0 

and +0.98. 

 

Moderation analyses show that when a follower has low self-transcendence values (that is, high 

self-enhancement values (Lindeman & Verkasalo, 2005), there is a significant positive 

relationship between leader charisma signaling and intended behavioral support (b = 0.286, 

95% CI [-0.051, 0.623], t = 1.673, p = .095). For mean self-transcendence values, there is a 

nonsignificant positive relationship between leader charisma signaling and intended behavioral 

support (b = 0.075, 95% CI [-0.149, 0.299], t = 0.662, p = .509). When a follower has high self-

transcendence values (that is, low self-enhancement values), there is a nonsignificant negative 

relationship between leader charisma signaling and intended behavioral support (b = -0.136, 

95% CI [-0.432, 0.160], t = -0.902, p = .368). 
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Figure G4. Moderating Effect of Follower Self-Transcendence on the Relationship of Leader 

Charisma Signaling and Expressed Qualitative Behavioral Support. 
 

 
Note: Low, medium and high levels of Self-Transcendence are operationalized as 1 standard 

deviation above and below the (centered) mean score and thus correspond to values of -0.98, 0 

and +0.98. 

 

Moderation analyses show that when a follower has low self-transcendence values (that is, high 

self-enhancement values (Lindeman & Verkasalo, 2005), there is a significant positive 

relationship between leader charisma signaling and expressed qualitative behavioral support (b 

= 0.942, 95% CI [.498, 1.386], t = 4.177, p = .000). For mean self-transcendence values, there 

is a significant positive relationship between leader charisma signaling and expressed 

qualitative behavioral support (b = 0.643, 95% CI [0.326, 0.961], t = 3.992, p = .000). When a 

follower has high self-transcendence values (that is, low self-enhancement values), there is a 

nonsignificant positive relationship between leader charisma signaling and intended behavioral 

support (b = 0.344, 95% CI [-0.115, 0.804], t = 1.476, p = .141). 
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APPENDIX H: Examples for Expressed Values in Writing Task 
 

In the following, I list ten direct citations from written messages for each value dimension in 

order to give an indication of the kind of comments which were coded as an expression of each 

particular value dimension. Note that those examples do not necessarily only fall into the 

category they are listed in as an example.  

 

List H1. Examples for Expressed Openness to Change. 
 

● “In an increasingly digital world, it's important for a company to stay fluid. Change is 

a part of life, and we should embrace it with open arms.” 

● “Change is good, and in today's ever-evolving world, we must be adept to pivots. 

Digitization is the future, and I believe this is a step in the right direction.”  

● “With this new strategy this company will be more innovative than ever before. These 

changes will make us grow into a more competitive company overall. Through hard 

work and diligence, I see great things moving forward.” 

● “Change is a constant in life and it is time that our company implements some new 

strategies to keep up with the times” 

● “We must move forward. We cannot be stuck in the backwards time period. We must 

progress.  The only way is via Boost HT.  This is a change we must embark on.” 

● “We need to expand and adapt in this changing technological environment and this 

initiative will open more opportunities for us to do so.” 

● “I think it's important to be agile and keep up with new technologies as they evolve.” 

● “Virtual development and presence has been essential for quite some time now, and 

it's only natural by now to not take any company seriously if they insist on remaining 

on the digital dark ages. Why should we resign ourselves to remain in the shadows?” 

● “Dear colleagues, the time to go digital is now and BOOST HT is here to give us the 

opportunity.” 

● “Fellow employees to make a further progress we must change and adapt. 
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List H2. Examples for Expressed Conservation. 
 

● “Our company clearly needs to change and modernize in order to survive so I believe 

this is something we must all do.  If we fail to modernize the viability of the company 

could be at stake in coming years.” 

● “Digitalization is the future and as our company's founders once did, we must continue 

to aim for success and prestige in the technological field.” 

● “We must adapt to changes in our industry if we do not want to be left behind.” 

● “The changes outlined in the Boost HT initiative are important for us all to understand 

and adapt to in order for our organization to remain successful. We need to adapt to 

the changes in the marked and industry our business exists in to keep our place, and if 

we remain ahead of the curve in practices like agile methodology and best practices in 

digitization, we can ensure the continued success of our group and in turn ourselves as 

individuals.” 

● “HT-Corp has been an industry leader for decades, and we all share in the desire to 

maintain that leadership position. Boost HT is designed to help HT-Corp maintain its 

edge against hungry competition. While it may be uncomfortable at first, we all need 

to do our best to support this new initiative. Our future success as a company and as 

individuals depends on it.” 

● “We all love this company, and work hard to for it to succeed. These new changes will 

take our business to a new, modern level so we can continue to be relevant in the years 

to come.” 

● “We need to ensure the future of our company - we owe it to our newer employees and 

our customers to establish a stable business for years to come.” 

● “In order to preserve the success of our company it's important that we keep up with 

societal changes, wants, and needs.” 

● “Our company has been a leader in this business for 70 years, as a long-time employee 

I feel it is of optimum importance that we do whatever is necessary to keep HT a 

thriving front runner in the technology business. The changes outlined in the Boost HT 

plan may seem daunting once first implemented, but we are all in this together! We 

should all do our part and help each other in keeping the legacy of this company on its 

path to further success.” 

● “This is a company we are proud of and one in which I think will rise to the challenge. 

Through Boost HT, I see us being proud of HT for decades to come.” 
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List H3. Examples for Expressed Self-Transcendence. 
 

● “for the good of the company we should try our best to preserve and grow our 

competition and sales.” 

●  “if we love and care for this company and the people it serves, we MUST come 

alongside our new management in order to lead, once again, our industry.” 

● “Together we stand and become stronger in skills and knowledge. Whenever we feel 

lost or have any concern we call upon and teach each other through the ease of 

communication” 

● “Embracing this change with only benefit our families, and this company for many 

years to come.” 

● “I am willing to give it my best effort and at least give it a chance to succeed and I feel 

you owe it to the company to do the same.” 

● “Our long and storied history has created a legacy we must continue. Boost HT is the 

next part of that legacy and we must all do our part to ensure the future success of our 

beloved company.” 

● “We should work together as a team to help one another succeed in this company.” 

● “Our CEO is counting on us and I think it's important to show him that we all support 

this change and we are willing to do our best to help this company succeed.” 

● “It is a good time for all to step up not only in support of the company but all 

employees who could have been affective negatively if this initiative was not 

introduced.” 

● “first of all, we all have a duty to save this company that has been a very huge part of 

our lives for a long time, so its normal that we support this change as it seems like the 

right thing to do.” 
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List H4. Examples for Expressed Self-Enhancement. 
 

● “I truly believe this is an enormous opportunity for us to grow as colleagues and as 

professionals and I'm looking forward to this new Era and to work with all of you!” 

● “I am excited about the chance to be educated in new technologies and ways of doing 

things.” 

● “We need to make this work so as to protect our own jobs.” 

● “We will have an education program that allows all us to develop digital skills, learning 

new things such as data analytical or agile skills. And that will benefit us all and will 

add up to our knowledge and CV” 

● “An increase in our firms revenue would probably give us a pay raise in time. Also there 

is the issue of our job security. The better our firm is able to stand among other firms 

say the company will remain afloat for a very long time and hence our job security.” 

● “We have the opportunity to learn new skills” 

● “This is success not only for HT but also for the employees who will be gaining new 

skills and cross-functional knowledge.  As employees we can leverage these new skills 

and training to improve our careers and our individual value to this company, that so 

many of us have put many years into helping build.” 

● “Without the business expanding and being successful, we no longer have jobs.” 

● “This improvement proposed will raise company revenue, raise our pay as well.” 

● “I'm looking forward to developing new skills and learning new things to keep up with 

other companies.” 

 

 

  


