
T he world of
business has
s e e n s om e
tough times
over the last
few years and

we have all struggled to come
up with a magic formula for
success. There is just one for-
mula for achievement in mod-
ern business: get your people
on board and invested in your
success and the success of your
organisation. All other things
being equal, success in busi-
ness comes down to people.
Charisma for its own sake is

good for little more than your
ego, but put it to work in ser-
vice of your business and its
impact can be enormous.
Focused properly, leader-

ship charisma fosters an envir-
onment where every one of
your employees has a positive
and energetic attitude, is emo-
tionally and intellectually com-
mitted to your vision and is
inspired to contribute his or
her very best.
If your employees are totally

dedicated to the business, if
theybuy into the organisation’s
vision ^ and are prepared to do
all they can to ensure this vi-
sion comes to pass ^ your busi-
ness is more l ikely to be
successful.
This is why the concept of

‘employee engagement’ has
garnered so much attention in
recent years. The Conference
Board defines employee en-
gagement as a heightened
emotional connection that an
employee feels for his or her or-
ganisation, that influences him
or her to exert greater discre-
tionary effort to his or her
work.
Leadership charisma and

employee engagement are in-
extricably linked. The Towers
PerrinGlobalWorkforce Study
surveyed nearly 90,000 em-
ployees in 18 countries.
‘‘The companies with high

employee engagement had a
19 per cent increase in operat-
ing income and 28 per cent
growth in earnings per share,’’
it said. ‘‘Conversely, companies
with low levels of engagement
saw operating income drop
more than 32 per cent and
earnings per share decline 11
per cent.’’

Engaging
employees
GallupManagement Journal’s
Employee Engagement Index
reported that, in the US,17 per
cent of employees were ‘posi-
tively disengaged’ and 54 per
cent were not engaged. Disap-
pointingly, it found that just 29
per cent were engaged.
It estimated that the cost of

disengaged employees was be-
tween $250 billion and $350
billion per annum.The impact
is equally high everywhere else
in the world.
What is clear is that organi-

sations with high levels of em-
p loye e e ngag ement a r e
dramatically more successful
than those with low employee
engagement (not to mention
actual disengagement). This
success is evident where it
counts most ^ on the bottom
line.
Employee engagement is es-

sential for success in modern
business: it is all about people.
One of the questions at the
forefront of every results-or-
ientated business leader’s mind
must therefore be: how do I de-
velop higher levels of engage-
ment in my people?
There are many means to

measure environments in
which employees are engaged
and almost as many pro-
grammes for developing such
an environment. Most are
a imed at mak ing d i re c t
changes in employees’ environ-

ment and their work condi-
tions.This is all valuable, but it
ignores an important piece of
this complex puzzle. What’s
frequently forgotten is the
prime mover in creating the
right environment for engage-
ment: the leader.
Fortune magazine’s ‘100

Best Companies toWork For’
study revealed that an enga-
ging workplace is driven by
three inter-connected relation-
ships:
& the relationship between
employees and management
& the relationship between
employees and their jobs/com-
pany
& the relationship between
employees and other employ-
ees.
Let’s look at these first two

points. What is often over-
looked is that employee en-
gag ement ^ and a l l t h e
positive business benefits it
bringswith it ^ is largelydriven
by those we put in charge ^ the
managers and leaders at all le-
vels in our organisations.
Anyone who supervises or

leads people has an enormous
impacton engagement, for bet-
ter or worse. From the first two
points in the Fortune quota-
tion, it is clear that at least
two-thirds of the responsibility
for an engaging environment
falls to the leader. The influ-
ence of the leader can be criti-
cal in the third point.
This is the often-forgotten

reality of employee engage-
ment. If the leader is not creat-
ing an engaging environment,
then, no matter what else you
do, your people will not be en-
gaged.

Business results
Focusing on becoming a more
charismatic leader is a clear
way to obtaining superior re-
sults from people. JoHennessy,
director of research at the Rof-
ley Park Institute, put it like
this: ‘‘Charismatic leaders can
gather people behind them.
They’re inspiring and strong
and, if they’re able to engage
staff, the results will follow.’’
The reason that most people

confer magical status on char-
isma is that they mistakenly
think of it as an attribute that
an individual possesses; noth-
ing could be further from the
truth.
Charisma is not an attribute,

but a perception one person
has ofanother whose personal-
ity he or she finds appealing.
No one can be charismatic on
his or her own. It takes two
people ^ one to observe what
heor she describes as charisma
and another to behave in a
manner that the observer per-
ceives as being charismatic.
Charisma is simply the com-

binationof the impactofawide
variety of behaviours that peo-
ple observe practised, con-
sciously or unconsciously, by
those they term charismatic.
Ask ten people to explain why
they find someone charismatic
and you’ll probably get ten dif-
ferent answers.
Some will talk about the

person’s ability to speak in an
inspiring manner. Others will
describe his or her genuine
friendliness.Still morewill talk
about the interest he or she
shows in other people’s well-
being.They are all right ^ char-
isma is whatever others ob-
serve it to be.
Charisma is a term applied

to us when someone likes the
combination of how we be-
have, the actions we take, the
face we present to the world,
thewordswe use,our body lan-
guage and myr iad other
things.

Being
charismatic
All of these contribute to a
greater or lesser degree to our
perceived charisma. So charis-
ma is not a particular quality
that a person either possesses
or does not possess; and it is
based on behaviours, so it s de-
finitely not something that is
innate.
Whenyou thinkof charisma

in this manner, it becomes
clear why some people are per-
ceived as charismatic in one
setting, but not another.
Someone who has devel-

oped superior oratory, presen-
tation and performance skills
may come across as a charis-
matic speaker when addres-
sing a group of hundreds of
people, but be singularly un-
charismatic immediately after-
wardswhen talkingone-to-one
with members of the audience.
This is down to a lackofone-

to-one social and communica-
tion skills. Similarly, someone
may be charismatic for one
group of people who find his
or her behaviour appealing
and not at all charismatic to a
group of people who do not.
Everything we do contri-

butes to ^ or detracts from ^
our charisma. Those who are
charismatic simply display
more of thebehaviour that trig-
gers the ‘charismatic response’
in others.
Somepeople do this quite ef-

fortlessly ^ there is something
in their genes or in their up-
bringing that makes this the
most natural thing in the
world; the rest of us must learn
it. And learn it we can.
The good news is that be-

cause charisma is based on be-
haviour, it can be cultivated.
Anyone can decide to become
charismatic and, simply by as-
similating the behaviours that
will be charismatic by his or
her target audience, that per-
son can raise perceived charis-
ma i n p r e t ty mu ch any
situation.
This is especially good news

for business leaders for whom
charisma is an indispensable
element of success. If you want
to,you canbecome a genuinely
charismatic leader.
Looking at things from the

perspective of those perceiving
charisma is very enlightening
and doing so provided us with
two principles: WIIFM? and
the Charismatic Equation.
Both could be extremely

useful in helping you to deter-
mine whether any planned ac-
tion or behaviour would have
any charismatic impact upon
those whowork for you.

What’s in it for
me?
WIIFM?orWhat’s in it forme?
is not as cynical as it might
sound. When you strip away
all the niceties and all the layers
of proper behaviour that de-

fines the way we act and inter-
act with others, self-interest
tends to inform most of what
we do. It’s that simple. That’s
why the WIIFM acronym is
one of the most recognisable
in the lexicon of every English-
speaking business. Before
doing anything asked of them,
even the most altruistic people
(at least unconsciously) ask:
what’s in it for me?
If the answer is nothing,they

generally do not do what is
asked unless they are coerced
into it. Those who are charis-

matic are always appealing in
some real way to the wants
and needs of those uponwhom
they have a charismatic im-
pact. They always answer the
WIIFMquestion.
The Charismatic Equation

describes how charismatic
people meet a fundamental
and universal human need in
those they interact with ^ the
need to feel positive about one-
self and one’s situation.
This equation states that the

extent to which you are per-
ceived as being charismatic is

directly proportional to the ex-
tent to which people either feel
or fare better after each inter-
actionwith you.
Make a positive difference

in the way people feel or in
how well they do and they will
find you charismatic.

Business author Deiric
McCann has written several
books, including Leadership
Charisma (Lif fey Press,
e24.95), available in book-
shops and online at www.the
liffeypress.com

Deiric McCann: ‘Make a positive difference in the way people feel or in how well they do, and they will find you charismatic’
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What is
charisma?
Arthur C Clarke famously
said: ‘‘Any sufficiently
advanced technology is
indistinguishable from
magic.’’ It is a classic
human tendency to
describe anything we do
not fully understand in
magical or mystical terms.

The ancient Greeks
observed that some people,
generally their leaders,
had what they perceived to
be a mysterious quality
that enthralled others and
made them want to follow
them.

Because they did not
understand what this
quality was and couldn’t
quite pin it down, they
decided that it must be a
magical or God-given gift.

They even created a
special word for this
mysterious attribute:
‘kharisma’, a divinely

conferred gift or power
(www.dictionary.com).

This ancient Greek
word has found its way,
largely unchanged, into
many modern languages.

In all of these languages,
you will find definitions of
charisma similar to that
used by the Greeks several
thousand years ago.

If you look at some of
the other dictionary
definitions of charisma,
however, it becomes
obvious that there is more
than a passing connection
between charisma and
employee engagement.
Look at the definitions of
employee engagement and
charisma below.

What is abundantly
clear is the direct
connection between a
leader’s charisma and
business results.

Employee engagement
drives business results;
charismatic leaders bring
people on board, driving
employee engagement.

Good leadership can play a big part in keeping employees engaged in a tough business climate, writesDeiricMcCann

Leading
from
the top
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