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Abstract: Creativity in organizations is developing as a strategy of primary concern to the institutions found to 

be working in the context of uncertainty and intense competition. Emotional expressiveness and visionary style 

of communication characterizing leadership succession has displayed enormous potential of evoking creative 
behaviours of employees. In this paper, the connection between charismatic leadership and organization creativity 

contains the mediating know how of the emotional contagion. Based on leadership theories and theories of affect, 
this paper aims at arriving at an answer regarding the influence of emotional displays of the leaders on the 

creativity of the followers. In the study, questionnaires were used to gather information on the concepts of 

charismatic leadership, emotional contagion and organizational creativity on three hundred and ten employees in 
the Muthanna Electricity Directorate. It utilized structural equation modeling (SEM) in order to test the 

hypothesized mediation model. It is established in the study that emotional contagion is a formidable way through 

which the influence of transformational leadership on creativity is mediated to give an insight into the 
psychological process through which leaders decipher the effectiveness of an organization. These conclusions 

expand the knowledge regarding emotional aspect of leading and a gives several hints on how to promote 

innovation in regard to emotionally intelligent public service leadership. 
Keywords: Charismatic Leadership; Emotional Contagion; Organizational Innovation; Muthanna Electricity 

Directorate. 
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INTRODUCTION 
Creativity in the organization is regarded as the 

reason why organizations can adapt to the times, survive 

in the climate of intense competition and develop with 

the course of time (Zhou & George, 2023). To attain this 

level of creativity though is beyond the provision of 

technical or structural resources, but requires an open and 

encouraging cultural direction and leadership personality 

that gives freedom of thoughts and expression of such by 

any employees with confidence. In this respect, various 

leadership paradigms have been proposed as one of the 

major factors that predetermines personal attitude, 

emotional experiences alongside creativity in the 

professional setting. Amongst all these models, it has 

been deemed that charismatic leadership is one that 

promotes innovation in an organization to a large extent 

(Dinh et al., 2019; Zhao et al., 2021). The term 

charismatic leadership describes a process of influence 

of the leaders that is associated with aspects of an 

emotional promise in the future, irrationality, and 

expression of the power on individual and group 

emotions. It is also assumed that this kind of leadership 

promotes the experience of sharing positive emotions 

between the employees via the so-called process of 

emotional contagion (Barsade & Ward, 2020). Basing on 

the research data, emotional contagion can be discussed 

as a significant intermediate psychological factor that 

influences innovation at lo Innovative thinking is 

released, and trust with the team members is enhanced 

further when they are feeling (Gooty et al., 2020). The 

new empirical studies revealed that leaders who 

communicate positive emotions in the majority of cases 

make the creative level of employees bigger since they 

produce an atmosphere of support and inspiration (Zhang 

& Chen, 2020). 

 

Although a lot of researchers have already 

explored how charismatic leadership and organizational 

creativity are connected; one can still say that there is a 

loophole to address how emotional contagion impacts 

this interconnection, in the scenario of modern-day 

organizations that have been undergoing cultural 

diversity and constant change at an unprecedented rate 

(Carmeli et al., 2021; Zhou & George, 2023). 

 

In this regard, the study will have the objective 

of identifying the role of emotional contagion in 

deepening the impact of charismatic leadership on 

organizational creativity Studies have revealed that 

charismatic leaders can impact emotionally the members 

of an organization in a manner that evokes morale and 

compulsions towards performing tasks creatively within 

groups (Elfenbein & Eisenkraft, 2021; Shamir, 2020). 

However, it is yet unknown how these charged emotions 

can be converted to creative labor or goods in times of 

uncertainty, and pressures imposed by time, or climate 

on the resource coalitions, party-and-election 

mechanism, society and civil service reforms (Zhou & 

George, 2023). 

 

https://doi.org/10.5281/zenodo.15720786
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Emotional contagion is the involuntary passage 

of feelings between two people; it is one of the processes 

that often fall within the nonverbal communication 

channel of communications through the voice of leaders, 

their tone, certain facial expressions of emotion, eyes and 

smile among others (Lu & Hong, 2022). Charismatic 

leaders, with their strong expression of emotions, are the 

powerful transmitters of positive emotional experiences 

contributing to the psychological growth of creativity 

(Gooty et al., 2020; Zhang & Chen, 2020). 

 

Although a few studies have linked managerial 

charisma to organizational trappings and individual 

creativity, the available sources have not sufficient 

figures that address the problem of managerial charisma 

comprehensively using clearly defined intervening 

propositions (Carmeli et al., 2021). Moreover, many of 

the previous research studies either investigated only 

some cultural contexts or did not pay attention to 

theProcess of change that the present work environment 

demonstrates a high degree of flexibility and diversity 

(Walumbwa et al., 2021). 

 

This study is thus committed to sealing this 

research hole by giving a wholesome examination of the 

position of emotional contagion as a moderating 

component in the correlation of charismatic leadership 

and organizational creativity. It also aims at providing an 

explanatory context that would assist scholars and 

practitioners to understand, better, how leaders could 

employ their emotions and emotional signals in invoking 

creativity in teams and organizational departments. 

 

THEORETICAL FRAMEWORK 
Charismatic Leadership 

The deliberations concerning charismatic 

leadership have become a growing scholarly attraction, 

which basically employs transformative leadership that 

has a strong impact on the organizational dynamics due 

to the continuous use of emotion pointed interaction and 

strong visionary communication. Firstly developed by 

Weber (1947) as an authority based on extraordinary 

nature of leaders, the theory was developed further by 

House (1977) through stressing the influence of 

behaviors of leaders on piloting extraordinary responses 

of followers. Subsequent revisions, which were adhered 

to despite the existence of a model that describes that 

charismatic leaders are attractive communicators, who 

care about the situation and the led, risk their own 

personal safety by going contrary to some of the standard 

practices (Conger and Kanungo, 1998). Through this, 

they win trust, loyalty, and motive to act around their 

subjects (Shamir et al., 1993; Antonakis et al., 2016; 

Dvir et al., 2002). These leaders establish effective bonds 

with the followers that contribute to upsurge in the level 

of performance, devotion, and innovation in 

organizations (Barsade & Knight, 2015). 

 

In such exchanges, one thing that is important is 

that charismatic leaders do not simply hide their feelings, 

and the expression of feelings is called contagious 

because it is based on a general psychology that is 

referred to as emotional contagion (Gooty et al., 2020; 

George, 2007; Zhang & Chen, 2020). Contagion of 

feelings among people; it is unquestionably 

acknowledged that this sort of thing always occurs, even 

though we do not detect it or even comprehend how and 

why it materializes (nonverbal communication, e.g., 

body signs and face expression; the vocal aspects, such 

as the pitch of the voice or the quality of the voice; and 

overt behaviors, like crying or laughing) (Barsade & 

Knight, 2015) 

 

Emotional contagion, as the mediator, brings 

about the conversion of the affective states of the leader 

to the collective affective unit that might help in 

promoting innovation at group level within the 

organization in terms of cognitive safety mechanisms as 

well as psychological safety mechanisms. The 

organization is creative and charismatic leadership 

impacts the attitude and feelings of the followers 

particularly in the turbulent environment or the instances 

of resource scarcity as in the case of the public sector 

(Howell & Shamir, 2005; Carmeli et al., 2015; Zhou & 

George, 2023). 

 

Still, despite the growing evidence, not much is 

known about the role considered by such affective 

processes in these trajectories; this applies to both 

different cultural backgrounds and to employees who 

operate in other situations under extreme pressure (Wang 

& Rode, 2010; Elfenbein & Eisenkraft, 2021; 

Walumbwa et al., 2021). Consequently, the role of 

emotional contagion should not be regarded as a 

supplementary factor but rather as a primary tool through 

which charismatic leaders can concentrate the 

psychological input on the encouragement of innovation. 

The interaction is very relevant to the contemporary 

flexible organizational systems, which stimulate 

collaboration and intrinsic motivation to enhance every 

employee (Ng, 2017; Grant, 2012; Rego et al., 2012). 

Whereas a number of studies confirm the fact that there 

is a positive relationship between charismatic leadership 

and creativity, very few have taken the form of adopting 

strong mediational formulas that consider the emotional 

subtexts of that mediation (Bono & Ilies, 2006; Van 

Knippenberg & Sitkin, 2013).  

 

Moreover, the risks of the dark side of charisma, 

such as over-reliance or coercion also mean that the 

control of emotions and ethical underpinning are 

significant dimensions of the leadership process 

(Tourish, 2013; Yukl, 1999). Overall, both charismatic 

leadership in general and charismatic leadership 

mediated through the emotional contagion in particular 

provides a potent explanatory tool as to how charismatic 

leaders can create a psychologically rich climate in 

favour of creativity, especially in the context of the 

public sector, including the Muthanna Electricity 

Directorate in which case, emotional engagement to the 
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leader concerned can be viewed as a make-shift 

solution to counter-act the structural constraints, and 

result in organizational innovation. 

 

Emotional Contagion 

Emotional contagion is a sociopsychological 

mechanism whereby people unconsciously imitate 

and coordinate their affective displays with those of 

others and in doing so, relates to others with the same 

affective state of personalities. At first, it was believed 

that emotional contagion consists in the exchange of 

the unspoken, expressed emotions that are non-

reflective among persons with a possible root in one 

of the underpinnings of the sociological understanding 

and the early studies of scholars in the field of 

emotional intelligence (Hatfield, Cacioppo, & 

Rapson, 1994). Emotional contagion among the 

members of an organization helps to develop the 

attitude of the group which in turn influences the 

behavior of the members which will lead to positive 

or negative consequences on group tasks (Barsade, 

2002; Walter et al., 2013). 

 

The leader will have positivity which would 

entail feelings such as optimism and confidence 

resulting in team members doing their job with good 

spirit; they will work together more and even harder 

to make sure they achieve their objectives faster (Sy et 

al., 2005; Gooty et al., 2020). This may otherwise be 

known as negativity bias and it may make employees 

lack trust in one another hence acting strangely 

because of lack of certainty (Dasborough, 2006). It is 

typical of the followers that when they feel that there 

is a leader who should show some emotion there is 

always a part of them that wants to be like that even 

when under such circumstances, they have no idea 

what they are supposed to feel; this has made the 

emotional contagion an important phenomenon, 

particularly in leadership relations (Van Kleef, 2009). 

Such leaders are regarded to be powerful tools of 

emotions as they are adept at using communication 

and seem very emotional where their overall aim is to 

have everybody align their emotions in accordance 

with the established goals, and so they are more than 

motivated (Bono & Ilies, 2006; George, 2000). 

 

Neurobiology studies have demonstrated that 

the mirror neurons stimulate emotional contagion such 

that an individual is capable of replicating or imitating 

the facial or bodily expression of a second party 

(Decety & Jackson, 2006). 

 

Although to a great extent not controllable, 

certain aspects of leadership it may be controlled and 

even enhanced such as emotional contagion through 

presentation, honest display of emotion and 

interpersonal affection (Dasborough & Ashkanasy, 

2002; Humphrey et al., 2008). 

 

Organizational Creativity 

In the present day, people have learnt to view 

organizational creativity as a means that enables 

people to be different to others by offering them new 

and good methods of doing things and solving 

problems that can be implemented in enhancing their 

capability of changing and remaining competitive. 

The capability has now been viewed as a changing 

organizational property, and it is not only based on 

personal modes of thought processes but also 

interactions of different contextual, affective, and 

leadership aspects (Amabile & Pratt, 2016; Zhou & 

Hoever, 2014). The classic componential model of 

creativity proposed by the first of its kind, Amabile 

(1988), suggests that creativity ensues as a result of 

the association between specific knowledge in a field, 

divergent thinking, problem solving capabilities, and 

task motivation. In the recent past, there has been 

study on how emotions, teamwork, and leadership 

support have a role to play in the creation of a 

favorable environment of innovation, particularly in 

situations of unpredictability (Anderson et al., 2014; 

Liu et al., 2016). Earlier researches have revealed that 

transformational and charismatic leadership leads to 

an increased creativity as the visionary leadership 

style enables people to take risks and yet they feel 

secure about themselves (Shin & Zhou, 2003; Rego et 

al., 2012).  
 

Besides this, some emotional processes such 

as emotional contagion, affective commitment, and 

positive mood state encourage flexible thinking at 

both individual and group levels, therefore increasing 

creativity, overall (George & Zhou, 2007; Gooty et al., 

2020). Leaders need to manage the cross-functional 

innovation not only during the product development 

but in other areas such as process improvement and 

innovative problem solving and new administrative 

practices by drawing together disparate resources that 

intersect across department or units of the company 

(Anderson et al., 2014; Zhou & George, 2023). 

However, the creativity is faced with a lot of 

impediments under the form of top-down, red tape 

regimes of power, and unhealthy emotional 

atmospheres that muzzle out the voices of the 

dissenters and experimentalists as well (Zhang & 

Bartol, 2010; Carmeli & Spreitzer, 2009). As such, 

open, supportive and challenging intellectually 

environments continue to be important in the 

sustenance of creativity in modern organizations 

especially the organization with high formalization 

and risk aversion that are being observed currently. In 

conclusion, the issue of creative development in an 

Organization is subject to a multiplicity of factors 
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which relate to what people believe, what they feel, 

and what situation one finds someone in. Leaders 

desiring such development to succeed ought to 

increase empowerment, participation and also 

establish good relations among a working team. 

 

The following hypotheses can be offered on the basis 

of the stated above. 

Hl: Charismatic Leadership has a significant and 

positive relationship with Organizational Creativity. 

H2: Charismatic Leadership has a significant and 

positive relationship with Emotional Contagion. 

H3: Emotional Contagion has a significant and 

positive relationship with Organizational Creativity. 

H4: Emotional Contagion mediates the relationship 

between Charismatic Leadership and Organizational 

Creativity. 
 

 
 

Figure 1. Research model 

 

METHODOLOGY 
Data Collection and Sampling 

As seen on Table 1, a comprehensive analysis 

of study sample (310 employees working in the 

Muthanna Electricity Directorate) demographics were 

reported, where they answered a structured questionnaire 

in reference to the measures of charismatic leadership, 

emotional contagion, and creative organizations. The 

information is then grouped in terms of various key 

variables, which include the following: gender, age 

category, level of education, and years of service at the 

workplace. These groupings assist in depicting the 

demographic features of the individuals in the study 

sample. Regarding gender patterns, the article found that 

61 percent of the sample i.e. 189 participants in this 

research article were male and 39 percent i.e. 121 

participants were female, indicating that this is a male-

dominated workforce in this particular public service 

organization. On age, the highest age group was 

identified to be 36-45 age group meaning 33 percent (102 

of the study participants), followed by 26-35 age group 

with 29 percent (90 of the participants). Remarkably, the 

population of employees 25-year-old or younger was 12 

percent (37 participants), which shows rather low 

representation of early-career professionals, and the 

group of them younger than 46 years old made up 17 

percent (53 participants), and 56 years and older group 

was represented by a small 9 percent (28 participants). 

 

In education, most respondents had a 

baccalaureate education that counted 81% (251) of them, 

and 10% (31) had a diploma, and postgraduate education 

(master or PhD) amounted to about 9 percent (28). Such 

distribution indicates that primary perceptions in the 

study belong to the employees with the undergraduate 

education, but there is certain trace of higher 

qualification. Employees aged between 11 and 20 years 

were the commonest categories constituting 38 percent 

(118 participants), and the workforce with 6-10 years 

experience was available in 26 percent (81 participants). 

Employees who had an experience of more than 20 years 

represented 21 percent (65 participants) with females 

forming the smallest group of 15 percent (46 

participants) who had less than 5 years’ experience of 

working. These numbers mark the fact that the 

workforce, overall, is rather experienced and a large 

percentage of professionals is close to the middle-career 

or late-career stage. 

 

Overall, these demographic characteristics 

testify to the fact that the sample of studies in question is 

distinguished by a highly educated, male-dominated 

workforce, long working experience, and concentration 

in productive middle-aged cohorts. This profile makes a 

strong basis of substantive interpretation of the 

relationships between chrisinatic leadership, emotional 

contagion as well as organizational creativity within the 

electrical services industry of the public sector. 

 

 

 

Charismatic 
Leadership 

Organizational 
Creativity 

Emotional 
Contagion 
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Table 1: shows the characteristics of the participants. 

Variable Category Frequency Percentage (%) 

Gender 
Male 189 61 

Female 121 39 

Age Group 

Under 25 37 11.9 

26-35 years old 90 29 

years old 36-45 102 32.9 

years old 46-55 53 17.1 

56 and above 28 9 

Educational Level 

Diploma 31 10 

Bachelor's 251 81 

Postgraduate 28 9 

Years of Service 

Less than 5 years 46 14.8 

6-10 years 81 26.1 

11-20 years 118 38.1 

More than 20 years 65 21 

 
Measures 

Selection of Measures 

The measurement of the main constructs of the 

present research, namely charismatic leadership, 

emotional contagion, and organizational creativity, was 

performed with the help of three assessments that are 

validated and psychometrically sound. The tools were 

selected based on reviews that relate to their theoretical 

significance, reliability, and common use in the research 

of leadership and organizational behavior. 

 

In their study, Conger and Kanungo (1994) had 

Charismatic Leadership Scale consisting of 15 items 

utilized in measuring charisma in leadership and 

specifically abilities such as the ability of the leader to 

articulate on what is expected, environmentally sensitive, 

take care of the needs of the followers, risk taking and 

unconventional behavior. During the assessing of the 

immediate authorities, employees answered questions in 

which they asserted to either agree or disagree with 

agreed with a 5-point scale, where one (Strongly 

Disagree) to 5 (Strongly Agree). The internal consistency 

has been found to be high and so is the construct validity 

across various organizational situations (Conger & 

Kanungo, 1998; Antonakis et al., 2016). 

 

The Emotional Contagion questionnaire that 

was initially discussed in Doherty (1997) had a total of 

fifteen questions that would establish the extent to which 

an individual would retain the urge of not catching the 

feelings of another person in the process of 

communicating with the other. Emotional contagion is 

assessed using five dimensions by this scale, and the 

dimensions include joy, love, fear, anger, and sadness. 

sadness. The rating was conducted on a 5 point Likert 

rating scale where higher the rating, the more emotion 

reaction was experienced. The ECS has proven to be a 

reliable measure and is therefore used by many 

researchers in their work relating to group affect and 

leadership and team dynamics (Barsade, 2002; Hatfield 

et al., 1994). 

 

Conceptualization of creativity in organizations 

was assessed as a manipulation of Creativity Scale by 

Zhou and George (2001) with thirteen items assessing 

tendencies by employees to generate, develop and 

implement dnew in the workplace. How the respondents 

endeavored to do "creative activities on their initiative" 

was rated on a scale of 1-5 (Never=1, Always=5). It 

measures two aspects of creativity; i.e., generating ideas 

and implementing ideas, and it has been helpful in 

forecasting organizational innovation (Zhou & Hoever, 

2014; Zhang & Bartol, 2010). In total, the current tools 

have a valid and reliable means of assessing significant 

components of psychology. behavior in organizations in 

the public sector. 

 

Statistical Reliability 

The computation of Cronbach alpha coefficient 

showed that the consistency was good in each of the 

scales used in the research in relation to its items. This 

implies that all of the measures assessed the construct in 

the same way. 

 

Data analysis 

The analysis of the data will seek to determine 

whether the hypothesized relationships of variables 

match the theoretical framework of the research. 

Confirmatory Factor Analysis (CFA) is initially 

performed to check the appropriateness of the 

measurement models and make sure that all the observed 

variables are fitted to the related latent variables with 

consistency. It is through this step that the validation of 

the construct authenticity in the measuring instruments 

and the assurance of the occurrence of each group of 

questions with measured accuracy to the abstract 

postulated construct is attained as the collected data is 

analyzed. To determine the model fits, different fit 

indices are computed and include: chi (2) statistic, CFI, 

TLI, RMSEA, SRMR and good fit index (GFI). When 

such indices fall within acceptable values as they are 

established by the literature (e.g., CFI and TLI 09, 

RMSEA 08, SRMR 08), they can be said to show good 

fit of the measurement model. 
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Once this has been established, an examination 

of the proposed model by Andy F. Hayes (Introduction 

to Mediation, Moderation and Conditional Process 

Analysis, Hayes (2018) in an analysis of the mediating 

role analysis in testing hypothesized relationships of 

variables that lie in a study was followed. These 

statistical tests are achieved with the assistance of the 

process macro SPSS developed by Hayes process that 

will allow testing more complex paths of mediation and 

the estimation of confidence intervals by means of 

bootstrapping. 

 

Table 2: Factor Loadings 

Item 
Charismatic 

Leadership 

Emotional 

Contagion 

Organizational 

Creativity 

CL1 0.712   

CL2 0.801   

CL3 0.765   

CL4 0.698   

CL5 0.632   

CL6 0.71   

CL7 0.749   

CL8 0.69   

CL9 0.774   

CL10 0.725   

CL11 0.738   

CL12 0.711   

CL13 0.764   

CL14 0.695   

CL15 0.727   

EC1  0.682  

EC2  0.703  

EC3  0.669  

EC4  0.64  

EC5  0.615  

EC6  0.701  

EC7  0.683  

EC8  0.655  

EC9  0.689  

EC10  0.712  

EC11  0.698  

EC12  0.674  

EC13  0.685  

EC14  0.667  

EC15  0.699  

OC1   0.744 

OC2   0.705 

OC3   0.732 

OC4   0.695 

OC5   0.768 

OC6   0.751 

OC7   0.703 

OC8   0.726 

OC9   0.719 

OC10   0.687 

OC11   0.731 

OC12   0.743 

OC13   0.7 

 

The Charismatic Leadership items (CL1 to 

CL15) factor loading varied between 0.632 to 0.801, 

which is the solid internal consistency, which justified 

that the scale consists of unidimensionality. The values 

represent the vehemence and lucidity as to how well the 

items measure the essence of charismatic leadership that 

comprises articulator of vision, sensitive to the needs of 

followers as well as behavioral uniqueness. Emotional 

Contagion items (EC1-EC15) items also had loadings in 

order of 0.615-0.712 which indicated high reliability of 

the measure that represented the emotional vulnerability 

of the participants to different emotions such as 

happiness, fear and sadness. Such findings ensure that 

the scale is sufficient to measure the construct of 

emotional contagion as an invisible affective process to 

be applicable in work situations. In terms of 

Organizational Creativity, the loading of items OC1-

OC13 varied between 0.687 and 0.768 and this is the 

reason why there was a high degree of measurement 

precision. The values confirm the efficiency of the scale 

in measuring generation, promoting and implementing 

creative ideas in organizational environments. On the 

whole, the factor loadings obtained on all constructed 

were under the acceptable limits (i.e. \(\geq\) 0.50), thus 

making the measurement instruments used in the 

investigation to have construct validity and internal 

reliability, and to be suitable to the future structural 

modeling and mediation analyses. 

 

RESULTS  
Measurement model assessment  

 

Table 3: Descriptive Statistics and Pearson 

Correlations 

Variable Mean SD 1 2 3 

Charismatic Leadership 

(CL) 
4.26 0.45 1   

Emotional Contagion 

(EC) 
4.19 0.41 .726** 1  

Organizational Creativity 

(OC) 
4.07 0.38 .648** .604** 1 

Note: *N = 310, *p < .01 

 

Table 3 represents the values of the statistically 

significant and high positive correlations between the 

main study variables. CL was positively correlated 

strongly with EC (r = 0.726, p < 0.01) and there was 

moderate strong correlation with OC (r = 0.648, p < 

0.01). Organizational Creativity was also significantly 

and positive correlated with Emotional Contagion (r = 

0.604, p < 0.01). Such findings correspond to the 

mutuality of emotionally expressive leadership, team 

emotional climate and displaying creative behavior at the 

workplace. They also support the theoretical framework, 

intimating that emotional contagion is also an illusionary 

medium subjected to which the influence of charismatic 

leadership on innovation performance. 
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The Table 4 shows the outcomes of the 

structural model analysis where four statistically 

significant associations are identified between the core 

constructs of the research. First, CL turned out to show a 

positive and strong stain on EC (beta = 0.481, t = 7.32, p 

< .001), with a 95 percent certainty range of 0.369 to 

0.593. This means that charismatic leadership is closely 

related with the emotional arousal and rapport among 

team members with high scores. Second, there was a 

positive attitude of Organizational Creativity (OC) to 

Emotional Contagion (EC) ( 0.327, t = 4.88, p <.001), 

with an interval of confidence level as 0.194- 0.460, 

which is an indication that an emotionally active group 

has higher chances of developing and executing a 

creative idea. Third, the direct impact of CL to OC was 

also statistically significant ( 0.294; t = 5.47, p < .001) 

with a confidence interval of 0.184 to 0.404 which shows 

that charismatic leadership adds value to creativity over 

and above the emotional contamination route. 

 

Lastly, the mediation analysis affirmed that 

Emotional Contagion mediated significantly the 

relations between Charismatic Leadership and 

Organizational Creativity, with the indirect effect of ( 0 

= 0.157, t = 4.21, p < .001), and the range of 95 percent 

confidence between 0.083 and 0.238. These results 

confirm both direct and indirect effects included in the 

conceptual model and emphasize the vital psychological 

process of how charismatic leaders can make a difference 

in innovation, that is, the charismatic leaders influence 

their followers through emotions and shape the 

emotional climate that allows creative performance. 

 

Table 4: Summary of Mediation Effects and Model 

Fit Statistics 

Path Beta t-value p-value LLCI ULCI 

CL → EC 0.481 7.32 <.001 0.369 0.593 

EC → OC 0.327 4.88 <.001 0.194 0.46 

CL → OC 

(Direct effect) 
0.294 5.47 <.001 0.184 0.404 

CL → OC 

(Indirect via EC) 
0.157 4.21 <.001 0.083 0.238 

Structural model assessment 

 

DISCUSSION 
This study provides strong empirical evidence 

in the mediation effect of Emotional Contagion (EC) 

variable in connectivity between Charismatic Leadership 

(CL) variable and Organizational Creativity (OC) 

variable. The outcome indicates that CL is a significant 

and positive predictor of EC (B = 0.481) and this 

indicates that leaders with charismatic behaviors, 

including being emotionally expressive, resulting in 

inspirational communication, and practicing 

individualized consideration are the ones who are likely 

to occasion identical emotional times shared by the 

employees. EC, in turn, was also shown to be a 

significant predictor of OC (0.327) and emotional 

resonance within teams was, thus, proven to make a 

significant input to the genesis and realization of creative 

ideas. These findings are consistent with the affective 

events theory and leadership studies, which put focus on 

how emotional processes determine the performance in 

organizations. 

 

More importantly, the indirect impact of CL on 

OC via EC (a x b = 0.157) was statistically significant, 

which supported the hypothesis that EC is a 

psychological transmission mechanism in which 

affective information of the charismatic leaders is 

internalized by the followers and transtranslated into 

creative behavior. Further, the direct relationship 

between CL and OC (c = 0.294), was considered as 

partially mediated because there was significant effects 

found after taking into account effects of mediator. This 

implies that although emotional contagion is the crucial 

part of the influence process, charismatic leadership has 

a direct impact on creativity, and this might be around 

the motivational aspects of charismatic leaders like 

vision articulation, and intellectual stimulation. 

 

This model had good explanatory power 

because it accounted to a high degree of variance in 

Emotional Contagion (52.4%), and Accounted to high 

degree of variance in Organizational Creativity (48.9%). 

In studies of organizational behavior, these amounts of 

explained variance can be deemed as high and testify to 

the theoretical integrity of the suggested framework. 

 

collectively, these results point to the syncretic 

involvement of leadership behavior and emotional 

dynamics in everyone promoting creative results. To 

promote innovation in organizations, managers must 

work to build as well as nurture emotionally sensitive 

environments that will help in spread of positive affect, 

which is in addition to building qualities and capabilities 

of charismatic leaders. The research provides a 

contribution to the existing knowledge as it empirically 

proves a mediated relationship between leadership and 

innovation by means of emotional contagion, which 

gives an idea of a bilateral relation of the expressing of 

leadership tends and the emotional resonance on 

innovativeness in modern work environments. 

 

Practical and Theoretical Implications 

This research has significant theoretical 

contents as it extends our knowledge in the operation of 

charismatic leadership as an affect and psychological 

accelerator that promotes organizational creativity along 

with the means-end process of emotional contagion. The 

paper has added to the existing leadership studies and 

emotional event schools of thought because it illustrates 

that another party receives the content of a visionary 

leader based on emotions, and this may result to 

innovative development. This indicates that leadership 

works quite a complicated path of influencing creative 

performance in organizations and this path relies on 
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certain mediating variables. The implications of the 

research findings are that encouraging innovation at the 

workplace cannot only happen through appointment of 

creative supervisors. The job of the organizations is to 

establish environments within which the leaders are able 

to be authentic with their feelings in addition to pushing 

and evoking the feelings of the followers including 

evoking grouped emotional experiences. Elements of 

human resource include leadership development 

programs, emotionally intelligent communications 

training and psychologically safe team climates which 

are vital in maximizing the creative potential that comes 

out of leader-induced emotional resonance. Notably, 

emotional contagion is to be perceived as a strategic 

strength but not a random front-product of leadership. 

Therefore linking leadership style and emotional climate 

initiatives can present an effective solution in releasing 

innovation and maintaining competitive advantage in 

knowledge based cultures. 

 

Limitations and Future Research 

Although the given model is powerful and the 

findings are statistically significant, a number of 

limitations should be admitted. To begin with, the 

research design employed by the researcher (cross-

sectional) prevents one to make any conclusive causal 

relationship between charismatic leadership, emotional 

contagion and organizational creativity. The study of 

Change In time, longitudinal or time-lagged designs are 

suggested to measure the dynamics of emotional 

communication and creative activity as leader-follower 

relationships develop and team emotional moods change. 

 

Second, the sampled confined just one 

organizational setting a national government-owned 

electricity directorate in one country, which can limit 

the externalization of the findings. Further studies are 

suggested to repeat the results in other sectors and 

other cultural realities, such as companies and 

nonprofit and for-profit organization to evaluate 

external validity and cultural sensitivity of the model. 
 

Besides, in this study the authors 

concentrated only on one mediated variable emotional 

contagion. The mediators used in the future studies 

might include alternative or complementary items 

including psychological empowerment, affective 

commitment, or team cohesion, which can also justify 

the relationship between charismatic leadership and 

creativity. There is also a possibility to investigate 

some moderating variables, which could help figure 

out to what extent charismatic leadership is the most 

successful type of innovation-driving style, e.g., the 

organizational climate, emotional intelligence, or task 

complexity. By broadening the model along this axis, 

one would provide more detailed and sophisticated 

insight into the psychological and situational 

dynamics supporting the relationship between 

leadership and creative outcomes. 
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