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Abstract

Although former scholarly studies mostly focus on exploring leadership effectiveness under the traditional 

hierarchical leader-subordinate relationship, the research of leadership performance for non-hierarchical 

organizational structures, particularly the mediating factors of higher-order goals, trust-in-leader, and 

self-efficacy have been ignored. This study, therefore, makes an attempt to ascertain the impacts of 

transformational leadership on the performance of subordinates through the mediating effects of higher-order 

goals, trust-in-leader, and self-efficacy and the differences of these effects in the context of multi-level 

marketing (MLM). Like the small-sample studies adopted by Barling, Weber, and Kelloway [1996], Barling, 

Slater, and Kelloway [2000] and Bass, Avolio, Jung, and Berson [2003], this study adopts a sample of 

123 MLM distributors of an MLM company in Hong Kong, with a high response rate of 80.4%. The results 

indicate that the mediating effect of self-efficacy between transformational leadership and performance 

is significant under non-hierarchical organizational structures such as MLM in China. 
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1. Introduction

The essence of managerial works is per-

formance. Past studies have shown that leader-

ship predicts performance [Judge and Piccolo, 

2004; Pillai and William 2004; Bass, 1985; Burns, 

1978]. Heifetz and Laurie [1997] pointed out the 

demands on leaders to mobilize workers through-

out the organization to be adaptive in a changing 

workplace, claiming that instead of maintaining 

norms, leaders have to challenge “the way we 

do business” and help others distinguish immut-

able values from historical practices that must 

go. Rapid technological advancements have changed 

the landscape of workplaces such as working in 

non-hierarchical organizational structures, fac-

ing issues of diversity in organizations in a 

cross-cultural perspective [Mittal and Akhtar, 

2014], defining work engagement [Bakker and 

Leiter, 2010; Rosso et al., 2010], and most im-

portantly improving organizational creativity and 

innovation [Ghadi, 2012; Hu et al., 2012]. 

Transformational leadership is one of the most 

dominant paradigms in the contemporary leader-

ship literature [Judge and Piccolo, 2004]. The lead-

ership facilitates employees’ performance in the 

areas of well-being [Nielsen et al., 2008], crea-

tivity [Dionne et al., 2003], and task accomplish-

ment [Piccolo and Colquitt, 2006]. Burns [1978] 

found that transformational leaders motivate fol-

lowers’ behaviors and attitudes by generating 

higher-order goals and moral reasoning in them 

[Godwin et al., 1999]. However, many empirical 

studies found that transformational leaders influ-

ence subordinates not directly but indirectly 

[Ghadi et al., 2012]. Transformational leadership 

affects subordinates’ outcomes through numerous 

mediation mechanisms [Sivanathan et al., 2004; Avolio 

et al., 2009] such as trust [Gillespie and Mann, 

2004; Wu and Tsang, 2008; Jung and Avolio, 2000; 

Goodwin et al., 2011], higher-order goals [Spark 

and Schenk, 2001; Krishnan, 2002], self-efficacy 

[Brown et al., 2001; Walumbwa et al., 2005a. 2005b; 

Fitzgerald and Schutte, 2010], and empowerment 

[Avolio et al., 2004; Shah et al., 2011]. Sufficient 

evidence proves that transformational leaders 

work well across hierarchical levels in organ-

izations [Edwards and Gill, 2011]. However, no 

significant attention has been given to the effects 

of transformational leadership in non-traditional 

organizations, and the effects of the mediating 

mechanisms of transformation leadership in 

non-hierarchical organizational structures such 

as sales organizations and Internet companies. 

Moreover, a few studies have considered the rela-

tionship between transformational leadership and 

salesperson performance. Unfortunately, this re-

search stream has failed to explain the influences 

of transformational leadership on the performance 

of self-employed individuals and workers in 

short-term contracts. Recently, Barns and Novicevic 

[2012] indicated that the idea of shared leadership 

would be an effective way to transcend leadership 

power in today’s business organizations. They 

have raised concerns about the performance effect 

of transformational leadership in this century. 

Therefore, we posit to understand the unique 

effect of transformational leadership on fol-

lowers’ outcomes in a non-hierarchical struc-

tural context and workers with the self-em-

ployment status. We find that multi-level mar-

keting organizations (MLM) tend to be a proxy 
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for non-traditional organization for this study 

because of the unique operations in the MLM 

industry [Spark and Schenk, 2001; Nga and 

Mun, 2011]. Three common mediating factors of 

transformation leadership, which have been 

widely studied, are identified. They are high-

er-order goals [Podsakoff et al., 1996; Sparks 

and Schenk, 2001], trust-in-leader [Goodwin et 

al., 2011; Schwepker and Good, 2012], and self-

efficacy [Fitzgerald and Schutte, 2010]. Therefore, 

we further examine these three factors in rela-

tion to their mediation effects, namely, high-

er-order goals, trust-in-leader, and self-effi-

cacy in the context of MLM in China.

To the best of our knowledge, only Sparks and 

Schenk [2001] have written a paper in the US 

on higher-order goals in MLM, stating, “the 

transformational leadership indeed “transforms” 

followers by encouraging them to see the higher 

purposes in their work.” According to Rokeach 

[1973], differences, which have found in instrum-

ental values between Chinese and Americans, 

may lead to different cultural settings and eco-

nomic developments, and then to various working 

expectations [Egri and Ralston, 2004]. 

From a different perspective, Jung and Avolio 

[2000] stated that “transformational leadership 

had both direct and indirect effects on performance 

mediated through followers’ trust in the leader 

and value congruence.” In the recent meta-analy-

sis on trust and leadership, transformational lead-

ership is highly predictive of trust [Dirks and 

Ferrin, 2002]. However, mixed findings were 

found. On the one hand, some transformational 

practices such as appropriate model, indivi-

dualized support, and fostering acceptance of 

group goals are found to be consistently positively 

related with trust-in-leader [Butler et al., 1999; 

Mackenzie et al., 2001]. On the other hand, other 

transformational practices, namely, articulating 

a vision, setting high expectations, and stimulat-

ing new ways of thinking, have negative associa-

tions with trust-in-leader [Podsakoff et al., 1996]. 

Moreover, Podsakoff et al. [1990] studied of sales-

people and found that high performance expect-

ations and intellectual stimulation negatively af-

fect trust. Gillespie and Mann [2004] attributed 

the mixed findings to the sample or specific 

setting. As such, to follow this stream of studies, 

we need to examine whether trust-in-leader does 

not affect performance as a mediator in MLM 

because of varying specific settings. 

The third mediation mechanism of transforma-

tional leadership in this study is self-efficacy, 

which has been considered as a good predictor 

of people’s behavior and performance [Bandura, 

1986, 1997, 2000; Luthans, 2002]. Interestingly, 

efficacy mediation has been found to be positively 

related to transformational leadership and per-

formance in many empirical studies in terms of 

being a mediator [Walumbwa et al., 2005a; 

Fitzgerald and Schutter, 2010; Cavazotte et al., 

2013]. In particular, Walumbwa et al. [2005a] re-

vealed that efficacy enhances the effect of trans-

formational leadership on followers’ work-related 

attitudes across cultures. However, whether 

self-efficacy, with transformational leadership, 

has an effect on performance such as a sale or 

commission is yet to be investigated. 

This study examines the roles of higher-order 

goals, trust-in-leader, and self-efficacy in trans-

formational leadership as mediators. In doing so, 



82 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

a sample of MLM distributors in Hong Kong and 

China has been selected. In the following sections, 

several tasks are accomplished. First, we briefly 

describe MLM operations to update readers about 

the MLM business. Thereafter, we review the 

literature on the construct of transformational 

leadership and its dimensions. Eventually, we de-

pict the research model in terms of transforma-

tional leadership, higher-order goals, trust-in-

leader, self-efficacy and performance, its hypoth-

eses and findings.

2. MLM Operations

MLM (Multi-level Marketing, also known as 

network marketing) refers to the use of channel-

ing, selling, and supplying goods and services 

through independent agents. These agents earn 

income from selling retail products and from re-

cruiting new members. As people live in the digital 

age, the working environment has been gradually 

changed from a physical and formal organizational 

environment to a virtual and boundary-less or-

ganizational setting. Significant consumption re-

lies on customer-to-customer (C2C) transac-

tions. Job insecurity and the prolonged life span 

of human beings are factors that compel in-

dividuals to require additional financial resources 

to be achievable under the present medium and 

low-income employment because of the increas-

ing cost of living [Nga and Mun, 2011; Siahann 

et al., 2014; Siahann, 2014]. 

Though MLM seems to open a golden oppor-

tunity to efficiently attain financial independence, 

it is tough for distributors to succeed in the MLM 

industry, as pointed out by the high attrition rate 

of MLM membership in the industry. An issue 

is the leadership problems from the peculiar lead-

er-follower relationships found in MLM organi-

zations. The MLM distributorship is a legal con-

tractual relationship between an MLM company 

and a distributor. All MLM distributors work 

independently. In reality, they do not work alone 

but informally help one another to grow their 

distributorships. Every MLM organization has 

an incentive system to facilitate the recruitment 

and sponsorship of new distributors. As such, 

the traditional application of formal power and 

authority does not seem to be suitable for MLM 

businesses because distributors are independent 

owners (agents) who do not have a formal 

superior. The hierarchical leader-follower rela-

tionship found in other kinds of organizations is 

also not relevant to the sponsor-distributor re-

lationship. Although sponsors are expected to 

provide leadership to their distributors, sponsors 

have no formal authority over distributors [Sparks 

and Schenk, 2001]. Sponsors lack leadership tools 

that are normally embedded in leadership posi-

tions because they cannot reprimand or reward 

their distributors [raen and Cashman, 1975] This 

“quasi-leadership” role may reduce the effect of 

leadership in non-hierarchical organizational 

structures.

This study investigates the special transforma-

tional leader behaviors that should be employed 

to contribute to the career success of distributors 

in MLM businesses. Previous studies on trans-

formational leadership have indicated that lead-

er-subordinate plays an important role in hier-

archical organizational structures, in which, in 

fact, leaders provide “enough” resources within 



Vol.25  No.4 Higher-Order Goals, Trust-in-Leader, and Self-Efficacy as Mediators of Transformational Leadership Performance 83

the organizational boundary and provide a “good” 

working environment for subordinates to deliver 

effective services as expected from their leaders. 

Thus, the mediations of higher-order goal, trust-

in-leader, and self-efficacy are vital for sub-

ordinates in such traditional hierarchical organiz-

ations. On the contrary, MLM distributors use 

their own resources and networks that do not 

go beyond those provided by MLM organizations, 

and they do not “work” in an MLM office. This 

study examines the effects of these three media-

tors under such a setting.

3. Literature Review on 

Transformational Leadership

3.1 Transformational Leadership Behaviors

For more than three decades, leadership theo-

ries have evolved from “Great Man” and “Trait” 

theories to “Transactional” and “Transformat-

ional” leadership. James McGregor Burns was 

the first to propose the concept of “transforming 

leadership” in his book “Leadership.” Later, 

Bernard Bass developed Burns’ concept from 

transforming leadership to “transformational 

leadership” in “Leadership and Performance be-

yond Expectation,” where the leader serves to 

transform followers or subordinates [Burns, 1978; 

Bass, 1985]. The well-known transformational 

leadership behavior has been conceptualized as 

four I’s of behavioral components: idealized influ-

ence/charisma, inspirational motivation, in-

tellectual stimulation, and individualized consid-

eration [Bass, 1985, 1996; Bass and Avolio, 1993, 

1994; Avolio and Yammarino, 2002]. Idealized in-

fluence and inspirational motivation involve set-

ting challenging goals and providing a vision or 

a sense of mission for followers. Behaviors related 

to these aspects of transformational leadership 

include instilling pride in and among the group, 

gaining respect and trust, inspiring followers to 

achieve goals beyond their own self-interest for 

the good of the organization, providing assurance 

to overcome obstacles, and promoting a brighter 

future [Kouzes and Posner, 1995]. Idealized influ-

ence and inspirational motivation are also viewed 

as two notions of “charisma.” Jung et al. [2003] 

found that charisma has a significant effect on 

building rapport and bonding with the team 

[Sullivan, 1988; Shamir et al., 1993]. As Klein 

and House [1995] indicated, charisma is similar 

to a fire that ignites followers’ energies and com-

mitments to accomplish results beyond the call 

of duty. Moreover, intellectual stimulation pro-

motes problem solving. The core behavior of in-

tellectual stimulation is enhancing the re-exami-

nation of the ways in which work is approached 

and performed. Finally, individualized consid-

eration involves treating followers as individuals 

and not only as members of a group. Leadership 

behaviors relating to individualized consideration 

include spending time to teach and coach, listening 

to followers, and giving them feedback when 

necessary. 

 The abovementioned leadership dimensions 

are vital elements for top and middle managers 

in creating an organizational environment that 

promotes, facilitates, and leads their subordinates 

to achieve goals in the traditional organizational 

structure [Kuratko et al., 2005]. However, they 

create less managerial influence on MLM organ-
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izations than traditional organizations in four 

aspects.

First, the MLM relationship of sponsor-distrib-

utor is not the supervisor-subordinate relation-

ship. Second, the performance goals of MLM dis-

tributors are merely targets and suggestions. No 

punishment nor reprimand could be imposed by 

sponsors or up-lines and MLM companies when 

MLM distributors do not achieve such targets. 

Third, most MLM companies mainly play the 

role of suppliers and sales support for distributors, 

who do not view themselves as “employees” of 

an MLM company. Fourth, core transformational 

leadership theory is used to inspire followers to 

adopt and follow the vision of the organization 

as if it were their own and to focus on their ability 

to achieve the collected goals set by the leaders 

[Bass and Sosik, 1995]. Lastly, MLM distributors 

work independently with their own personal 

agenda, which may not necessarily be the same 

as the goals and objectives of MLM companies 

in which they join.

Reasons exist for the weak effect of trans-

formational leadership on improving distributors’ 

performance. Recently, scholars have called for 

further considerations of a less hierarchical lead-

ership process [Werhane, 2007] and more studies 

on unconventional groups and leaders [Peiró and 

Meliá, 2003] and counterculture to reframe the 

traditional mindset embedded in the traditional 

view of organizational leadership [Ghoshal, 2005].

Burns [1978] defined the transformational lead-

ership style as “the process through which leaders 

and followers help each other to advance to a 

higher level of morality and motivation.” Sivanathan 

et al. [2004] pointed out that transformational 

leaders influence subordinates’ attitudes and be-

haviors not directly but indirectly through numer-

ous mediation mechanisms. Considerable re-

search efforts have been devoted to understanding 

the influence of transformational leadership on 

follower attitudes, behaviors, and performance 

[Keller, 2006; Liao and Chuang, 2007; Piccolo and 

Colquitt, 2006]. However, the mechanisms and 

processes by which transformational leaders ex-

ert their influence on their followers’ motivation 

and performance have not been adequately ad-

dressed in the literature [Bono and Judge, 2003; 

Lord et al., 1999]. Reviewing the mediation mecha-

nisms and processes through which transforma-

tional leadership influences the performance of 

MLM contributors is needed. This motivates us 

to focus on examining three mediation factors 

as mediators of distributors’ higher-order goals, 

trust-in-leader, and self-efficacy. 

3.2 Effects of Transformational Leadership

As mentioned above, transformational leaders 

influence subordinates’ attitudes and behaviors 

indirectly through the process of influence known 

as the mediating effects. 

Although evidence suggests that higher-order 

goal, trust-in-leader, and self-efficacy have been 

found to have significant effects on performance 

in hierarchical organizational structures [Ghadi 

et al., 2013; Goodwin et al., 2011; Bass and Riggio, 

2006; Choi et al., 2003; Pillai and Williams, 2004; 

Brown et al., 2001; Bandura, 1986; Katz and Kahn, 

1978], the following effects need further inves-

tigation for non-hierarchical organizational struc-

tures such as MLM organizations:
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∙ higher-order goals effect

∙ trust-in-leader effect

∙ self-efficacy effect

These effects will be discussed in the follow-

ing paragraphs.

3.3.1 Higher-order Goals Effect

There are two frequently adopted theories of 

motivation: Maslow’s hierarchy of needs [Maslow, 

1943] and Locke’s goal setting theory [Locke, 

1968], which are especially relevant to the under-

standing of the facilitation of transformational 

leadership on the development of higher-order 

goals. According to Maslow’s hierarchy of needs, 

people perform optimally when they reach a stage 

of self-actualization and self-transcendence. 

This “stage” in the hierarchy aims to connect 

something beyond the ego that would help a sub-

ject reach their potential [Daniels and Walker, 

2001]. The stage of self-actualization advocates 

a strong link between higher-order goals and 

work life [Ghadi, 2012; Liaw et al., 2010]. Experi-

encing personal meaning at work has been found 

to be closely related to satisfying these high-

er-order needs, which involve progressing from 

“belonging” to “esteem” and “self-actualization” 

[Chalofsky, 2003]. Hackman and Oldhan [1976] 

further found that meaningful work and employee 

engagement are closely interconnected. To stay 

competitive in the marketplace, many organ-

izations have been developing self-managing 

work teams. This development has resulted in 

less clearly defined authority similar to those 

found in MLMs and has further increased the 

relevance of MLM research to other types of or-

ganizational settings. Sparks and Schenk [2001] 

found that transformational leaders improved 

MLM distributors’ performance by appealing to 

their higher-order motives. Whereas this evi-

dence suggests that the higher-order motives 

serve as the mediator between transformational 

sponsors (up-line) and distributors (down-line) 

in the US environment, the path and pace of high-

er-order needs in China and the US are not the 

same because of the differences in culture and 

economic conditions [Egri and Ralston, 2004]. As 

such, we cast doubt on the sole role played by 

higher-order goals between transformational 

leadership and performance in MLM, that is, high-

er-order goals might not have a direct effect on 

performance. Instead, higher-order goals might 

serve as a mediator for transformational leader-

ship on performance.  

3.3.2 Trust-in-leader Effect

In the leadership literature, trust has been more 

frequently cited in discussions of transforma-

tional leadership than in those of other leadership 

theories [Dirks and Ferrin, 2002]. Avolio et al. 

[1999] found that the effect of transformational 

leadership on followers is not direct. Trust pro-

vides a channel for this effect on follower out-

comes. In other words, transformational leaders 

are trusted by their subordinates, who in turn 

display positive job attitude and positive intra- 

and extra-role performance [Podsakoff et al., 

1990; Jung and Avolio, 2000; Mackenzie et al., 

2001; Connell et al., 2003]. Although trust is sup-

ported as a mediator in the transformational lead-

ership paradigm in the traditional management 

hierarchy. However, the condition of trust can 
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be faked. As a result, while exhibiting transforma-

tional behavior, these pseudo-transformational 

leaders may not produce positive outcomes be-

cause of low trust [Bass and Steidlmeier, 1999]. 

It is inappropriate to ask if subordinates trust 

a leader in the non-hierarchical organizational 

structure such as MLM organizations based on 

the following reasons. First, the relationship be-

tween sponsor and distributors are not the same 

as the leader-follower relationship in the tradi-

tional hierarchical organizations as they do not 

regularly communicate with each other in MLM 

organizations as in traditional organizations. As 

such, fostering trust is not solid as trust is ap-

praised from the view of subordinates. In fact, 

stages versus states theory of relationship mar-

keting proposed by Rao and Perry [2002] and 

Palmer [2007] and partnering theory proposed by 

Garbarino and Johnston [1999] have helped ex-

plain that the relationships between up-lines and 

down-lines may be as equal partners that foster 

mutual trust, entrepreneurial skills, and the capa-

bility to sustain their value proposition to cus-

tomers. As such, the norms of the behavior of 

trust among distributors may be viewed differ-

ently compared to trust-in-leader under the tradi-

tional organizational structure.  

3.3.3 Self-Efficacy Effect

Bandura [1995, p. 2] defines self-efficacy as 

individuals’ belief about their “capabilities to or-

ganize and execute the courses of action required 

to manage prospective situations. Efficacy beliefs 

influence how people think, feel, motivate them-

selves, and act.” He found that employees with 

low self-efficacy doubt their ability and tend to 

be distracted by their own negative thoughts, 

biases, and uncertainties. They tend to seek in-

formation that is consistent with their own view 

and interpret unclear information in a manner 

consistent with their view [Brown et al., 2001]. 

By contrast, employees with high self-efficacy 

seek to enhance the clarity of their role and work 

performance by continuously monitoring the 

work environment, updating their understanding 

of the organization’s expectation and assessing 

their performance. To gain a competitive edge 

in the market, many organizations have been 

streamlining and greatly improving their organ-

izational structures by promoting self-efficacy 

in various levels of workers [Gronn, 2000], and 

employees’ innovative behaviors and commit-

ment are fully endorsed [Hu et al., 2012; Dionne, 

et al., 2003]. 

Some theorists advocated that successful past 

experiences are the first way of creating a strong 

sense of efficacy [Bandura, 1997; Zimmerman, 

2000]. The second way of developing self-efficacy 

beliefs is through modeling behavior. For model-

ing behavior to be effective, two considerations 

are required. The first is the attribute of the model 

where the observer must see some similar attrib-

utes of the model in them. The second consid-

eration is the capability of the model where the 

observer must assume that the model’s perform-

ance is reflective of their own capacity. If these 

two aspects are matched to the observer, then 

self-efficacy beliefs are enhanced [Zimmerman, 

2000]. The third way of creating and strengthen-

ing self-efficacy beliefs is verbal encouragement. 

Although this experience is the least influential 

in developing self-efficacy, it can still play an 
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influential role in the development of self-efficacy 

[Bandura, 1997]. The last way of increasing 

self-efficacy is the individual’s own view of their 

physiological and emotional states. Individuals 

often anticipate their performance by their emo-

tional state and physical condition. A strong mind 

and a strong body enhance self-efficacy beliefs 

[Fitzgerald and Schutte, 2010]. 

Efficacy beliefs have been a focus of organ-

izational research for nearly three decades 

[Bandura, 1986, 1997, 2000]. Studies on efficacy 

have been conducted in two different streams: 

self-efficacy and collective efficacy. For the for-

mer stream, Bandura [1997] suggested that 

self-efficacy plays an important role in task-re-

lated performance by influencing an individual’s 

choice, effort, and persistence. In addition to his 

proposition widely tested by researchers on 

leadership, meta-analytic studies conducted in 

different settings and tasks have been conducted. 

The results of these studies revealed positive 

links among efficacy, effort, and performance 

[Stajkovic and Luthans, 1998]. 

Collective efficacy develops as each individual 

assesses their group’s collective capability to per-

form job-related behaviors [Riggs and Knight, 

1994]. The efficacy perceptions stay within in-

dividuals, and therefore collective efficacy must 

be measured at the individual level and then ag-

gregated to the group level [Gully et al., 2002]. 

Similar to the results on self-efficacy, the research 

results of the second stream indicate that collec-

tive efficacy is also positively related to perform-

ance, problem solving, and work-related attitudes 

[Gully et al., 2002]. 

In the contemporary approach of managing and 

leading changes in business, the emerging themes 

in leadership have emphasized the role of empow-

erment and shared influence for the task accom-

plishment of innovation and entrepreneurship 

[Gronn, 2000]. Effective leaders take empower-

ment as a tool for motivating their employees 

at the workplace and for making them more ac-

countable for their responsibilities. Dvir et al. 

[2002] suggests that empowerment leads to 

self-efficacy, which in turn develops a sense of 

independence in the thinking and behavior of 

employees. Moreover, the effects of efficacy be-

liefs and leadership style on work-related atti-

tudes have been examined across different na-

tional cultures [Lam, 2002]. An individual’s self-

efficacy would seem to enhance the effect of lead-

ership on their performance [Stajkovic and 

Luthans, 1998; Mittal and Dhar, 2015]. As such, 

this study focuses on the mediating effects of 

self-efficacy on the relationship between trans-

formational leaders and the performance of dis-

tributors in the MLM context.

3.4 Model and Hypotheses

A review of the literature on transformational 

leadership, intermediary effects, and performance 

was conducted in the last section. No study had 

examined the full set of interrelationships among 

transformational leadership, higher-order goal, 

trust-in-leader, self-efficacy, and performance. 

Therefore, the model depicted in <Figure 1> is 

an attempt to fill this gap in the literature. The 

model encompasses the following five constructs:

∙ Transformational leadership

∙ Higher-order goal
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Transformational

Leadership

High-order goal

High-order goal

H1

Trust-in-leader

H3

H2

Performance

<Figure 1> Inner (Structural) Model of Mediating Effects between Transformational Leadership and Performance

∙ Trust-in-leader 

∙ Self-efficacy

∙ Performance of MLM distributors

 

As shown in <Figure 1>, the model of trans-

formational leadership, represented by an ellip-

soid, is treated as the only exogenous construct 

measured by five manifested variables. Four de-

pendent constructs are found in the model. 

Located on the right-hand side, performance is 

a dependent variable measured by a single in-

dicator, which is a commission made by the in-

dependent distributor. The other three dependent 

constructs, which are located between trans-

formational leadership and commission, are high-

er-order goal, trust-in-leader, and self-efficacy. 

They serve as mediators. 

Actually, causality between components in the 

model is indicated by arrows, which show the 

direction of postulated influence. The model as-

sumes a one-way flow of causation. The solid 

lines and the arrows hierarchically show the influ-

ence of components on other components. Given 

that we do not assume that performance of distrib-

utors will affect transformational leadership, no 

feedback flow exists in the model. 

Importantly, the hypotheses in the model in-

dicate only a small number of the potential links 

that could be made. Only relationships that will 

be formally tested in this study are presented 

as hypotheses. The formulation of this specific 

model was mostly determined by prior research 

and by the basic objective of this study. 

The relationships among the independent con-

struct and the dependent constructs in terms of 

hypotheses will be discussed in the following 

sections. 

3.4.1 Transformational Leadership and 

Performance

As mentioned previously in the literature re-

view, transformational leaders do not influence 

subordinates’ performance in a simple way. They 

influence subordinates’ outcomes through nu-

merous mediation mechanisms [Sivanathan et al., 

2004]. Moreover, the role of context as a mediator 

in the development of transformational leadership 

has been overlooked by many studies [Osborn 
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et al., 2002; Conger, 1999; Rubin et al., 2005]. As 

Perrow [1970, p. 6] noted, “…leadership style is 

a dependent variable which depends on something 

else. The setting or task is the independent 

variable.” We should stress that “context” refers 

to an organization’s external and internal environ-

ment, such as structure, culture, technology, and 

others. We support these findings and propose 

that the leadership effects of four leadership be-

haviors, namely, inspirational motivation (IM), 

intellectual stimulation (IS), individualized con-

sideration (IC), and idealized influence should 

have different mediation effects in the MLM 

context.

Sales performance comprises in-role and 

ex-role performance. In-role performance is de-

fined as those activities or formal requirements 

that a salesperson is expected to perform to meet 

the prescribed requirements of a job [MacKenzie 

et al., 1991; 1993; Podsakeoff and MacKenzie, 1994; 

Williams and Anderson, 1991]. This construct is 

of interest in the vast majority of sales perform-

ance studies [Churchill et al., 1985]. The trans-

formational leader behaviors also positively affect 

in-role sales performance in a laboratory experi-

ment [Howell and Frost, 1989] and a number of 

field studies [Bass and Sosik, 1985]. However, 

the performance of MLM distributors refers to 

ex-role sales performance more than in-role per-

formance because MLM distributors normally set 

their own sales target by themselves and not 

by their supervisors. 

MLM operates by stipulating compensation 

schemes (consisting of commissions and bo-

nuses) for product and services sold as well as 

the recruitment of distributors [loch, 1996]. Pro-

duct sales reply on similar sales skills as outside 

industrial salespeople. A successful MLM mem-

ber should be able to do well in prospecting, pre-

senting, and closing a sale. A larger income comes 

from recruiting new distributors into the dis-

tribution networks of a distributor. Commissions 

on sales by new distributors are earned by current 

members recruited. To enhance this recruiting 

incentive, most MLMs pay commissions on mul-

tiple levels of distributors, hence the term MLM 

or network marketing. As such, MLM members 

could receive commissions from sales made by 

hundreds of other distributors. Performance in 

this study refers to the monthly commission 

earned by an individual distributor.

Statistically, when one antecedent and con-

sequent variable are related through a mediator, 

its direct effect tends to be insignificant. As 

such, in our model, we expect that the relation-

ship between transformational leadership and 

performance will not be significant.

3.4.2 Higher-Order Goals is a Mediator between 

Transformational Leadership and 

Performance

According to Sparks and Schenk [2001], 

transformational leadership positively impacts 

the higher purpose of distributors’ belief about 

work. Ghadi et al. [2013] further found that 

transformational leadership, work engagement, 

and perceptions of meaningful work are highly 

related. Meaningful work is conceptualized dif-

ferently across various cultures; therefore, it re-

quires further empirical investigation. 

Culture’s influence on the leadership process 

is generally accepted. Leadership styles are man-
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ifested differently in different cultural contexts 

[Mittal and Akhtar, 2014]. The perception of high-

er-order goals and the meaning in work are in-

terpreted differently in various cultures [Shin and 

Zhou, 2003; Chalofsky, 2003]. The idea of high-

er-order goals and meaningful work are fully en-

dorsed by different cultural contexts based on 

the different stages of the economic development 

of a country. However, some empirical studies 

have been conducted on the higher-order goals 

as a mediator in the transformational leadership 

paradigm, especially in the context of MLM or-

ganizations Sparks and Schenk [2001]. Thus, the 

following hypothesis emerges. 

H1 : Transformational leadership has a positive 

relationship with the performance of distri-

butors through higher-order goals. That is, 

higher-order goals will serve as a mediator 

between transformational leadership and 

performance of distributors.

3.4.3 Trust-in-Leader is a Mediator between 

Transformational Leadership and 

Performance

After thorough review of leadership perform-

ance literature, it is debatable if trust-in-leader 

is a mediator between transformational leader-

ship and performance. Basically, researchers fall 

into two opposite camps of arguments.

On one hand, the impact of followers’ trust in 

leaders has been well-attested in various busi-

ness processes [Covey, 2008] and academic pub-

lications [Mulder et al., 2009]. When followers 

trust a leader, they are prone to listen, follow 

and change so as to attain better performance 

and demonstrate more productive measures 

[Mayer et al., 1995; Coloquitt et al., 2007]. If trust 

is broken by a leader, there will be unfavorable 

impacts on followers [Dirks and Ferrin, 2002]. 

One of the possible impacts is that the foel-

lowers will tend not to take advice from the 

leader and thus the performance of the foel-

lowers will be eventually affected.

On the contrary, trust can be faked. According 

to Bass and Steidlmeier [1999], while showing 

transformational behavior, these pseudo-trans-

formational leaders may not create positive re-

sults due to low trust. As mentioned by Braun, 

Peus, Weisweiler, and Frey, [2013], trust is not 

a mediator of the relationship between trans-

formational leadership and performance. It is in-

appropriate to ask if subordinates trust a leader 

in the non-hierarchical organizational structure 

such as MLM organizations based on the follow-

ing reasons. First, the relationship between spon-

sor and distributors are not the same as the lead-

er-follower relationship in the traditional hier-

archical organizations as they do not regularly 

communicate with each other in MLM organ-

izations as in traditional organizations. As such, 

fostering trust is not solid as trust is appraised 

from the view of subordinates. sAs a matter of 

fact, the Partnering Theory suggested by Garbarino 

and Johnston [1999] and stages versus states 

theory of relationship marketing suggested by 

Rao and Perry [2002] and Palmer [2007] elucidate 

that the relationships between up-lines and 

down-lines as equal partners that cultivate en-

trepreneurial skills, build mutual trust, and estab-

lish the ability to add their value to prospective 

customers. Hence, according to Goodwin et al. 
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[2011], the behavioral pattern of trust viewed by 

distributors is different from trust-in-leader un-

der the traditional organizational structure. 

In sum, there are two sides of arguments. On 

the positive side, Coloquitt et al. [2007], Covey 

[2008], Mayer et al. [1995] and Mulder [2009] 

concur that trust-in-leader has affirmative im-

pacts on the performance of the follower. On the 

negative side, Garbarino and Johnston [1999], 

Goodwin et al. [2011], Rao and Perry [2002]and 

Palmer [2007] disagree that trust-in-leader has 

significant impacts on the performance of the 

follower. 

In the case of MLM organizations, we agree 

more with the opinions of the scholars on the 

negative side. All MLM organizations are primar-

ily sales organizations. A successful distributor’s 

career substantially depends on the professional 

salesmanship. As suggested by Garbarino and 

Johnson [1999], one key role of a sales manager 

is to offer support to followers. Under the MLM 

organizational structure, the punishment for a 

distributor is quite rare as all individuals sales-

persons are remunerated solely by a commission 

instead of a monthly salary, which might be vali-

dated by a sales manager [Harwood and Garry, 

2006]. The sponsor-distributor (up-line or down- 

line) relationship is a partnership relationship 

rather than a leader-follower relationship.

Given there is trust in between leaders and 

distributors in MLM, trust still cannot help en-

hance performance without the organization sup-

port coming from the traditional hierarchical 

organization. The productivity of the distributors 

very much depends on individuals’ factors such 

as hard work or self-efficacy of the distributors 

[Taormina and Lao, 2007].

According to the abovementioned reasons, we 

agree with Braun et al. [2013] that there is no 

support for the role of trust as a mediator of the 

relationship between transformational leader-

ship and follower performance.

For the benefit of statistical testing, we pro-

pose H2 for hypothesis testing in a null hypoth-

esis format. Nonetheless, we expect it to be 

rejected.

H2 : Transformational leadership will have a 

positive relationship with the performance 

of distributors through trust-in-leader, 

that is, trust-in-leader will serve as a me-

diator between transformational leader-

ship and the performance of distributors.

3.5 Self-Efficacy

Bandura [1997] mentioned that self-efficacy in-

fluences self-regulatory effectiveness. Self-effi-

cacy is the belief of a person that they have the 

resources to succeed in a specific task. Bandura 

further found out that self-efficacy and self-es-

teem are different. Perceived self-efficacy is con-

cerned with judgments of personal capability, 

whereas self-esteem is concerned with judg-

ments of self-worth. People with high (vs. low) 

self-efficacy perception seek to play a greater 

role in organizations. A number of studies have 

found that self-efficacy acts as mediator of trans-

formational leadership to improve performance 

in the organizational context [Gist and Mitchell, 

1992; Brown et al., 2001; Pillai and Williams, 2004]. 

In addition, the effective self-regulation of work 
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behavior is a requirement of achieving personal 

goals and accomplishing the outcomes of organ-

izations [Brown et al., 2001]. Nevertheless, we 

found no study that directly addressed the media-

ting effects of self-efficacy conducted under the 

non-hierarchical organizational context. Choi et 

al. [2003] found that the self-efficacy effect is 

significant in 169 training groups who attended 

a five-day workshop designed to increase partic-

ipants’ job-search skills and efficacy. Although 

their study was not conducted in a non-hier-

archical structure organizational setting, we are 

motivated to test if self-efficacy also serves as 

a mediator between transformational leadership 

in MLM organizations.

H3 : Transformational leadership will have a 

positive relationship with the performance 

of distributors through self-efficacy, that 

is, self-efficacy will serve as a mediator 

between transformational leadership and 

the performance of distributors.

4. Research Methodology

4.1 Data Collection

The data for this study were obtained from 

123 MLM distributors who attended four leader-

ship training meetings of an MLM company that 

mainly sells nutrition, skincare, personal care, 

home care, and home tech products in Hong 

Kong and Macau. These meetings were con-

ducted in a period of 30 days. With prior appro-

val from the company to collect data from its 

distributors, we distributed a questionnaire to 

each distributor based on the language of their 

preference, either in English or Chinese, at the 

beginning of these meetings. In verifying that 

the two versions of the questionnaire are liter-

ally the same, the original English version was 

double-translated to ensure that the meanings 

of all items in the Chinese version were the same 

as those in the original English version. Most 

respondents took approximately 20 minutes to 

complete the questionnaire. Similar to Barling, 

Weber, and Kelloway [1996], Barling, Slater, and 

Kelloway [2000] and Bass, Avolio, Jung, and 

Berson [2003], this study adopts a small sample 

size of MLM distributors with a high response 

rate of 80.4%. We are happy with the sample 

size for several reasons. First, the chosen com-

pany is a renowned MLM organization in Hong 

Kong. Second, the data were collected in a rare 

situation where representative distributors were 

present in four local sales meetings, and finally, 

the approval for collecting data by the company 

had seldom been granted.

4.2 Questionnaire Design 

The questionnaire has 49 questions and is div-

ided into three sections. Section A consists of 

20 items of the short form of Bass and Avolio 

[1993]’s Multifactor Leadership Questionnaire. 

Section B consists of three scales: the self-effi-

cacy [Scholz et al., 2002], the trust scale [Butler, 

1991], and the higher-order-goal scale [Sparks 

and Schenk, 2001]. For the first two sections, 

respondents were asked to rate each question 

on a five-point Likert-type scale, where 1 repre-

sents “strongly disagree,” and 5 represents 

“strongly agree.” Section C is concerned with 
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the classification data, which help describe the 

characteristics of the sample. Performance is 

measured by the amount of commission that each 

distributor earned in the preceding month.

4.3 Data Analysis

Profile of Distributors As indicated in <Table 

1>, a total of 11% of the distributors surveyed 

were affiliated with the training for the first 

time, 17% for the second time, 38% for the third 

time, and the remainder for more than three 

times. The fact that the company holds a train-

ing meeting each year indicates that most sur-

veyed distributors had been affiliated with the 

company for more than two years. 

Characteristics Frequency Percent

Age
18～29 years
30～39 years
40～49 years
50 years and above

26
48
35
13

21.3
39.3
28.7
10.7

Education 
Secondary
Post-secondary
Degree
Post-graduate
Professional
Missing

24
39
39
8
8
8

19.7
32.0
32.0
 6.6
 4.9
 4.9

No. of Meetings Attended  
First Time
Second Time
Third Time
Fourth Time
Fifth Time or more

13
21
46
26
16

10.7
17.2
37.7
21.3
13.1

<Table 1> Profile of Respondents

In terms of the age of the distributors, most 

of them (68%) were middle-aged persons with 

ages ranging from 30 years to 49 years. A total 

of 21% of distributors were under 29 years old, 

and 11% were over 50. In addition, these distrib-

utors had fairly good education : almost half of 

them completed secondary or post-secondary 

education, whereas the other half received an 

academic or professional degree. 

4.4 Scales Reliability and Validity

To examine the reliability and validity of the 

scales adopted for this study, the Statistical 

Package for the Social Sciences (SPSS) Version 

21 was employed to perform descriptive statistics 

and regression analysis, whereas Smart-PLS 

Version 3.17 was used for correlation analysis, 

reliability analysis, and confirmatory factor anal-

ysis. The software SmartPLS was adopted given 

its functions to examine the multiple relationships 

with independent and dependent factors, inter-

action effect and quadratic effect of a structural 

model [Hair and Lukas, 2014]. In addition, we 

chose Smart-PLS because it is a newly developed 

software to deal with structural equation model-

ing using small sample size. 

This study relied on data collected from a single 

informant, leading to the possibility of common 

method variance [Chang et al., 2010]. Several steps 

were used to limit and assess these effects. 

Harrison [1996] stated that response biases have 

been revealed to be more problematic at the item 

level than at the construct level. As such, specific 

questions in the questionnaire were worded and 

sequenced to reduce the potential for carryover 

response bias by using the following two mea-

sures. First, we adopted different response an-

chors across measured constructs. Second, we 

separated the items that operationalize the de-
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Dimension
Individual

Consideration
(IC)

Idealized 
influence
attributes

(IA)

Idealized
Influence
Behaviors

(IB)

Inspirational 
Motivation

(IM)

Intellectual
Stimulation

(IS)

IC 0.82
#

IA 0.68
+

0.80

IB 0.65 0.72 0.74

IM 0.73 0.59 0.67 0.78

IS 0.69 0.68 0.63 0.60 0.79
# Square root of AVE in the diagonal.
+
 r below the diagonal.

<Table 2> Discriminant Validity for Transformational Leadership Fornell-Larcker Criterion

pendent variable and items measuring the in-

dependent variables in question order. Analysis 

using Harmon’s single-factor test [Podsakoff and 

Organ, 1986] at a later stage indicated no evidence 

of artificial response bias. 

Given a small sample size, we used a sec-

ond-order confirmatory factor analysis with 

Smart-PLS to assess the validity derived from 

the questionnaire. A bootstrapping process with 

5000 samples was used to re-specify the measure-

ment model based on both content and statistical 

considerations. For the scale for transformational 

leadership, all items have loadings ranging from 

.0.83 to 0.88, which are significant at p < 0.001. 

R-square for each dimension of the scale was 

found to be higher than 0.6 and significant at 

p < 0.05. As such, the measurement model was 

considered acceptable.

We assessed convergent validity by examining 

the path coefficients of the second-order con-

firmatory factor analysis. Path coefficients were 

found to be ranging from 0.83 to 0.91, indicating 

that all dimensions of the scale were significantly 

pointing at the construct of transformational 

leadership. As such, convergent validity was 

warranted.

Discriminant validity examines the extent to 

which sub-constructs or the indicator variables 

of a construct differ from one another. As the 

path coefficients tend to be high, two methods 

were adopted to assess discriminant validity. 

First, we employed the Fornell-Larcker Criterion 

[1981], which assessed whether the square root 

of the average variance extracted (AVE) is great-

er than the correlation shared between the 

sub-constructs of a higher-order construct. 

<Table 2> shows the AVEs for all dimensions 

of transformational leadership using Smart-PLS 

with the bootstrapping procedure. The correla-

tions among the five dimensions of transforma-

tional leadership are shown under the diagonal, 

whereas the square roots of AVEs are on the 

diagonal. All AVEs are larger than the threshold 

of 0.5, and the correlations among the five di-

mensions of transformational leadership were 

found to be smaller than the square root of the 

AVEs (diagonal values). This finding provides 

evidence of discriminate validity. 

Second, we used the cross-loading approach 

to examine discriminant validity from a different 
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Construct

Dimension

Transformational

Leadership

Dimension of Transformational Leadership

Individual

Consideration

(IC)

Idealized 

influence

attributes

(IA)

Idealized

Influence

Behaviors

(IB)

Inspirational 

Motivation

(IM)

Intellectual

Stimulation

(IS)

IC1 0.80 0.84 0.65 0.63 0.65 0.63

IC3 0.70 0.84 0.54 0.51 0.53 0.58

IC4 0.65 0.78 0.49 0.45 0.54 0.53

IA1 0.65 0.44 0.78 0.50 0.54 0.45

IA2 0.62 0.54 0.74 0.54 0.54 0.45

IA3 0.77 0.64 0.87 0.65 0.57 0.59

IA4 0.72 0.54 0.80 0.60 0.61 0.49

IB1 0.51 0.36 0.40 0.65 0.43 0.44

IB3 0.66 0.49 0.61 0.77 0.44 0.52

IB4 0.71 0.58 0.58 0.80 0.57 0.57

IM1 0.66 0.58 0.54 0.46 0.74 0.51

IM2 0.62 0.46 0.48 0.49 0.75 0.46

IM4 0.70 0.57 0.59 0.54 0.81 0.47

IS2 0.56 0.45 0.42 0.42 0.36 0.73

IS3 0.63 0.61 0.40 0.52 0.46 0.73

IS4 0.74 0.63 0.55 0.63 0.56 0.81

<Table 3> Discriminant Validity for Transformational Leadership Cross-Loadings

perspective. <Table 3> shows the matrix of cross 

loadings generated by Smart-PLS Statistical 

Package Version 3.16. The rows of the matrix 

represent cross loadings of 16 items on the con-

struct of transformational leadership and its five 

dimensions. Two phenomena were observed. 

First, items load heavier on their own dimension 

than on other dimensions. For example, consider-

ing the first three rows of <Table 3>, we find 

that the loading of Consid1 on the dimension 

Consideration is 0.84, which is the largest loading 

across the row. Second, each item will have the 

heaviest loading on the construct, except for its 

own dimension. For example, item Consid1 loads 

heaviest on the dimension Consideration (0.84) 

but second heaviest on the construct of Transfor-

mational Leadership (0.80). 

5. Measures

5.1 Performance of Distributors

Our dependent construct, performance, is op-

erationalized by commission, which is the amount 

of payment in Hong Kong dollars received by 

the respondent from the MLM company in the 

preceding month. A logarithmic transformation 

was adopted to normalize the distribution of this 

variable.

5.2 Transformational Leadership

Our independent construct, transformational 

leadership, is composed of 20 five-point Likert-

type items, which are the short form of Bass 

and Avolio [1994]’s Multifactor Leadership 
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Construct and Items Loading Weight
Cronbach’s 

alpha
Composite
reliability

R2 T-statistics

Transformational Leadership
Inspirational motivation (IM)
Intellectual stimulation (IS)
Idealized influence attributes (IB)
Idealized influence behaviors (IA)
Individual consideration (IC)

0.84
0.83
0.85
0.88
0.86

0.926 0.935

29.36*
23.61
27.53
31.61
42.03

Inspirational motivation (IM)
  Item 1
  Item 2
  Item 4

0.78
0.76
0.80

0.42
0.40
0.45

0.70 0.83 0.70
17.47
15.61
19.72

Intellectual stimulation (IS)
  Item 2
  Item 3
  Item 4

0.74
0.75
0.85

0.37
0.41
0.49

0.68 0.83 0.68
13.18
14.73
33.56

Idealized influenced behaviors (IB)
  Item 1 
  Item 3
  Item 4

0.65
0.77
0.80

0.37
0.47
0.50

0.60 0.79 0.72
8.16
17.46
22.18

Idealized influenced attributes (IA)
  Item 1
  Item 2
  Item 3
  Item 4

0.77
0.74
0.88
0.80

0.29
0.28
0.35
0.32

0.81 0.88 0.77
16.34
12.06
34.89
21.14

Individual consideration (IC)
  Item 1
  Item 3
  Item 4

0.84
0.84
0.78

0.50
0.40
0.37

0.76 0.86 0.77
30.03
24.41
13.88

<Table 4> Loadings, Reliabilities, and R
2
 of the Dimensions of Transformational Leadership

Questionnaire. The literature on leadership in-

dicates that this construct consists of multiple 

dimensions that are highly interrelated. We chose 

the items that capture a variety of aspects of 

leadership and used factor analysis to confirm 

the validity of the underlying construct. Respond-

ents were asked to evaluate the extent to which 

their leader had to address the following five di-

mensions:

Idealized influence attributes (IIATT) involve 

challenging goals setting and provide a vision or 

sense of mission for followers. Four items are used 

in this dimension, with Cronbach’s alpha of 0.77.

Idealized influence behaviors (IIB) instill pride 

in and among the group of followers. This di-

mension also consists of four items and has a 

Cronbach’s alpha of 0.78.

∙ Inspirational motivation (Inspire) inspires 

followers to achieve goals beyond their own 

self-interest for the good of the organization. 

Four items are used in this dimension, and 

Cronbach’s alpha was found to be 0.7. 

∙ Intellectual stimulation (Intstim.) promotes 

problem solving and examines whether 

work is performed properly. Three items 

are used for this sub-scale. Cronbach’s al-

pha was found to be 0.74.

∙ Individual consideration (Consid.) involves 
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treating followers as individuals and not on-

ly as members of a group. This sub-scale 

consists of three items, and it has a 

Cronbach’s alpha equal to 0.8.

Eventually, four items were dropped from the 

inventory because of low item-to-total correla-

tion, each from four out of the five dimensions. 

As indicated in <Table 4>, the Cronbach’s alpha 

for the measure is 0.926, and the composite reli-

ability for the measure is 0.935.

5.3 Higher-Order Goals Effect

This single dimension-mediating construct is 

a two-item scale adopted from Sparks and 

Schenk [2001]. Cronbach’s alpha for the measure 

is 0.706, whereas the composite reliability is 

0.871.

5.3.1 Trust-in-leader Effect

This construct is the third mediating con-

struct in the model. The scale adopted from 

Butler [1991] consists of four items. However, 

one item was dropped because of low item-to-

total correlation. The final Cronbach’s alpha is 

0.833, and the composite reliability for the meas-

ure is 0.90.

5.3.2 Self-Efficacy Effect

One of our mediating constructs, self-effi-

cacy, which was adopted from Scholz et al. 

[2002], consists of ten items. Each item was 

measured on a five-point Likert-type scale. 

After two items are deleted from the scale be-

cause of extremely low item-to-total correla-

tion, the Cronbach’s alpha is 0.859, which is 

higher than the threshold of 0.70 as suggested 

by Nunnally [1978]. Thereafter, a split half reli-

ability analysis was conducted. Cronbach’s al-

phas for the two sub-scales were found to be 

0.735 and 0.811, with a correlation of 0.829 be-

tween them. The composite reliability for the 

measure is 0.888 (see <Table 5>). This unidi-

mensional scale was subject to an exploratory 

factor analysis. As the first factor contributed 

43% of the total variance, the construct can be 

regarded as unidimensional. 

5.3.3 Control Variables

A dummy variable identifying the gender of 

the respondents was included to control for pos-

sible differences in definitions and attitudes to-

ward transformational leadership, self-efficacy, 

higher-order goal, and trust-in-leader, all of 

which could systemically affect the results of 

the study. A value of 1 was assigned for males, 

and a value of 2 was assigned for females. 

As age may have some systematic effects on 

the relationships of interest because of cultural 

differences, an interval variable reflecting the 

actual age of the respondents was included in 

the model. 

We include the number of meetings that a dis-

tributor has attended as a control variable be-

cause we want to examine whether experienced 

distributors may display effects on the relation-

ships of interest different from those of new 

distributors. A value of 1 indicates that a re-

spondent attended the training meeting for the 

first time, a value of 2 indicates that a respondent 

attended for the second time, and so on. 

Education was used as a control variable bes-
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Construct and Items Loading Weight
Cronbach’s 

alpha
Composite 
reliability

R
2

T-statistics

Performance 1.00

Self-efficacy
Item 1
Item 4
Item 5
Item 6
Item 7
Item 8
Item 9
Item 10

0.66
0.75
0.71
0.68
0.75
0.70
0.74
0.67

0.23
0.17
0.18
0.14
0.14
0.16
0.12
0.16

0.861 0.888 0.70

12.08
*

 8.77
11.38
12.33
15.05
11.18
12.56
 8.53

Higher-order goals
Item 1
Item 2

0.90
0.85

0.62
0.52

0.706 0.871 0.87 17.51
16.36

Trust-in-leader
Item 1
Item 3
Item 4

0.81
0.90
0.89

0.34
0.39
0.42

0.833 0.900 0.90
10.22
34.05
23.02

* 
significant at p < 0.001.

<Table 5> Loadings and R2 of Self-efficacy, Higher-Order Goal, and Trust-in-Leader

Variable Mean s.d. 1 2 3 4

Performance a 0.46 0.78

Transformational leadership 3.91 0.59 −0.03

Self-efficacy 3.80 0.54 0.28
*

0.22
*

Higher-order goals 4.13 0.68 −0.05 0.31
**

0.23
**

Trust-in-leader 3.73 0.79 −0.04 0.55** 0.14 0.35**

a
Logarithm.

* significant at p < 0.05.
**

significant at p < 0.001.

<Table 6> Correlations and Descriptive Statistics

cause educational level was found to be related 

to the objective measures of task performance 

but weakly related to performance in training 

programs [Ng and Feldman, 2009]. Given that 

this study includes an objective measure of per-

formance, commission, and the distributors were 

participating in a training program while data 

were collected, we want to ensure that educa-

tional level did not introduce unwanted variance 

into the relational dynamics in this study. 

6. Testing Hypothesis

<Table 6> reports the variable means, standard 

deviations, and correlation coefficients between 

the dependent and independent variables. None 

of the variables used in the model has a correlation 

coefficient higher than 0.55. Collinearity diag-

nostics indicated that multicollinearity is not a 

serious problem [Belsely et al., 2005].

To examine the hypothesized effects in the 
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model as previously specified, we conducted 

structural equation modeling (SEM) analyses 

using Smart-PLS Version 3.27 [Hair and Lukas, 

2014]. Smart-PLS was used for two reasons. 

First, partial least square (PLS) approach is 

more suitable than other existing algorithms for 

studies with a small sample size. Second, this 

study has adopted some constructs (e.g., high-

er-order goal) with less than three indicators 

[Hair and Lukas, 2014]. In avoiding inadmissible 

or unidentifiable solutions, using PLS seems to 

be more appropriate [Hair and Lukas, 2014].

Through the use of Smart-PLS, a series of 

successive models were generated to determine 

the added value of each step. We started with 

a model using performance as the dependent vari-

able and control variables as independent varia-

bles and then added mediators such as high-

er-order goal, trust-in-leader, and self-efficacy. 

<Table 8> shows the most informative models. 

Several other confirmatory and additional inter-

action terms and disaggregated influence varia-

bles were first tested to ensure the validity of 

our findings. 

<Figure 2> shows the models with constructs 

and their operationalized items : Model 1 : Self-ef-

ficacy with Direct Effect and Model 2 : Self-effi-

cacy without Direct Effect. As Smart-PLS does 

not provide indices for goodness-of-fit, we only 

display the estimates of loadings, which are their 

respective t values and p values. The results of 

the analysis are divided into the following three 

parts :

Reliabilities of constructs

∙ Estimated loadings of the confirmatory 

factor analysis of constructs

∙ Standardized path coefficients between 

transformational leadership and other 

constructs with control variables

Part One : Reliabilities of Constructs

<Table 5> shows a summary of the reli-

abilities of all constructs in terms of Cronbach’s 

alpha and composite reliability. In general, com-

posite reliabilities are higher than Cronbach’s 

alphas. As presented in the previous section, all 

major constructs have composite reliabilities 

higher than the threshold of 0.7 [Nunually, 1978]. 

Among the five dimensions of transformational 

leadership, IIB has the lowest reliability co-

efficient of 0.79. Thus, all constructs have ac-

ceptable reliability. 

Part Two: Estimates of Confirmatory Factor 

Analysis of Transformational Leadership

“Outer model” is the name used by Smart-PLS 

for the measurement model in SEM. In our model, 

the construct of transformational leadership, its 

dimensions, and the three mediators are referred 

to. <Table 5> shows the standardized loadings 

of items on transformational leadership and its 

dimensions. All loadings range from 0.83 to 0.88, 

which are significantly higher than the acceptable 

level of 0.5. T-values for all loadings are sig-

nificant at p < 0.001. In addition, R2 for each di-

mension is high, reaching a level 0.65. This finding 

also indicates the high convergent validity of 

transformational leadership. However, as trans-

formational leadership is an exogenous construct 

in the model, it does not have R2.

<Table 5> shows the standardized loading of 
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Variable

Analysis 1 Analysis 2 Analysis 3

Control 
Variable

With 
Direct 
Effect

With 
Direct 
Effect

W/O 
Direct 
Effect

Self-
efficacy 
Only

Self-efficacy 
W/O Direct 

Effect

Control Variables

 Age

 Gender

 Education

 Meetings

 0.089

-0.014

 0.099

 0.086

0.090

-0.013

0.098

0.087

0.053

0.021

0.068

0.063

0.046

0.013

0.072

0.059

 0.055

0.016

0.065

 0.066

0.056

0.009

0.070

0.062

Direct Effect

 Transformational leadership 

Performance

-0.028 -0.077   -0.086  

Indirect Effect

 A1: Self-efficacy Performance

 A2: Higher-order goals Performance

 A3: Trust-in-leader Performance

 B1: Transformational leadership 

Self-efficacy

 B2: Transformational leadership 

Higher-order goal

 B3:Transformational leadership 

Trust-in-leader

 0.272
*

-0.043

0.006

0.222
*

0.308
*

0.507
*

0.261
*

-0.052

 -0.031

0.222
*

0.308
*

0.507
*

 

0.264
*

 0.220
*

 

0.244
*

 0.220
*

R
2

Change in R
2

0.025 0.026

0.001

0.090

0.004

0.086

0.004

0.089

0.003

0.082

0.007

**
 significant at p < 0.01.

*
  significant at p < 0.05.

<Table 7> PLS-SEM Predicting the Level of Performance in terms of Commission

items on self-efficacy, higher-order goal, and 

trust-in-leader. All loadings ranging from 0.66 

to 0.90 are significant at p < 0.001. As indicated 

by their R
2
, the explanatory power of the construct 

higher-order goal is as high as those of self-effi-

cacy, higher-order goal, and trust-in-leader, 

which have R
2
 of 0.70, 0.87, and 0.90, respectively. 

Performance does have an R2 because it has only 

one item (indicator).

Part Three: Standardized Path Coefficients be-

tween Transformational Leadership and other 

Constructs with Control Variables. 

In our model, “inner model” refers to the struc-

tural relationship among all constructs such as 

transformational leadership, performance, self-

efficacy, higher-order goal, and trust-in leader. 

We first consider Analysis 1 with control var-

iables in <Table 7>, which shows that all con-

trol variables do not significantly influence dis-

tributors’ performance. This indicates that trans-

formational leadership does not have a direct ef-

fect on the performance of distributors in the 

MLM environment and provides evidence to 

proceed examining the three proposed mediators. 

In Analysis 1, while direct effect of transforma-

tional leadership is introduced, the path co-

efficient between transformational leadership 

and performance was found to be insignificant 

and almost equal to zero. 

Hypotheses 1, 2 and 3 indicate the mediating 
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Model  1: Self-efficacy with Direct Effect

Transformational

Leadership
Performance

Self-efficacy

-0.086

0.220
*

0.264
*

* Significant at p <0.05 = 1.810, GFI = 0.926, CFI = 0.958, RMR = 0.074.

Model 2: Self-efficacy without Direct Effect

Transformational

Leadership
Performance

Self-efficacy

0.264*
0.220*

*
 Significant at p <0.05 = 1.810, GFI = 0.926, CFI = 0.958, RMR = 0.074.

<Figure 2> Relationship between Transformational Leadership and Performance

effects of higher-order goal, trust-in-leader, 

and self-efficacy on the relationship between 

transformational leadership and performance. In 

other words, Hypotheses 1, 2, and 3 suggest that 

transformational leadership affects performance 

through higher-order goals, trust-in-leader, and 

self-efficacy, respectively. 

In Analysis 2, the mediating effects of high-

er-order goal, trust-in-leader and self-efficacy 

are tested. 

There are two cases. The first case is related 

to higher-order goal, trust-in-leader. The in-

direct effects of transformational leadership on 

both higher-order goal and trust-in-leader are 

significant. However, the coefficients of the paths 

from higher-order goal and trust-in-leader to 

performance are insignificant, indicating that full 

mediation for higher-order goal and trust-in-

leader do not exist given that transformational 

leadership has no direct effect on performance. 

As such, hypotheses 1 & 2 that higher-order goal, 

trust-in-leader as mediators are rejected. However, 

the rejection of Hypothesis 2 is well anticipated 

as discussed in the literature review.

The second case is related to self-efficacy as 

a mediator. 

We examine the mediating effect of self-effi-

cacy with control variable in Analysis 2 in 

<Table 8>. The full mediating effect was found 

to be significant. This finding means that the 

paths from transformational leadership to self-

efficacy and from self-efficacy to performance 

were found to be large and significant at p < 

0.05. Thus, Hypothesis 3, stating that self-effi-

cacy is a mediator of transformational leadership 

and performance, is accepted.

We rely on Analysis 3 in <Table 7> to fully 

interpret our results for Hypothesis 3. The 
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Hypothesis Result

H1 : Transformational leadership will have a positive relationship with the performance of 

distributors through higher-order goals, that is, higher-order goals will not serve as a 

mediator between transformational leadership and the performance of distributors.

 Rejected

H2 : Transformational leadership will have a positive relationship with the performance of 

distributors through trust-in-leader, that is, trust-in-leader will not serve as a mediator 

between transformational leadership and the performance of distributors.

Rejected as 

expected

H3 : Transformational leadership will have a positive relationship with the performance of 

distributors through self-efficacy, that is, self-efficacy will serve as a mediator between 

transformational leadership and the performance of distributors.

Supported

<Table 8> Testing of Hypotheses

change in explained variance between Analysis 

1 without direct effect and Analysis 3 without 

direct effect is 5.6%, which is significant at p 

< 0.05. As the direct effect of transformational 

leadership on performance is not significant as 

shown in <Figure 2> Model 1 : Self-efficacy 

with direct effect, we further conduct an analy-

sis confirming that self-efficacy as a mediator 

is well-received as shown in <Figure 2> Model 

2: Self-efficacy without direct effect.

Thus, Hypothesis 3 is supported. 

6.1 Summary and Conclusions

In this study, we examine the impacts of trans-

formational leaders on distributors’ performance 

through distributors’ perceptions of trust-in lead-

er, higher-order goal, and self-efficacy in MLM 

organizations, which is an organizational context 

seldom employed in the literature on leadership. 

n recent years, a rising tide of transformational 

leadership is observed in some parts of the world. 

On the one hand, some researchers have viewed 

that this phenomenon will lead to better perform-

ance in organizations through variables such as 

trust-in-leader, higher-order goal, and self- 

efficacy. The literature on transformation leader-

ship is rooted in hierarchical organizations. 

Transplanting theories and practices relating to 

leadership to other type of organizations without 

clarifying the role of these variables between 

transformational leadership and performance 

would be detrimental. To avoid this limitation, 

this study has two objectives. The first objective 

draws together the various directions of theory 

and research in the study of transformational 

leadership by developing a model that con-

ceptually ties all three variables (either as media-

tors) together with transformational leadership 

as the antecedent and the performance of distrib-

utors as the consequence. The second objective 

tests the hypothesized causal links between the 

determinants in the model. 

In establishing a certain degree of faith in the 

hypotheses and model developed in this study, 

reliable measurements are necessary. The pri-

mary method for measuring the reliability of mul-

ti-item measures was the Cronbach’s alpha 

coefficient. In general, the reliability coefficients 

ranged from about 0.800 to 0.926 across all 

constructs. These values compared favorably 

with those obtained in other studies [Churchill 
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and Surprenant, 1982; Yau, 1994] and were of 

highly sufficient levels to warrant confidence in 

the measures [Nunnally, 1978]. Furthermore, the 

results of the item-to-total correlation analysis 

also showed that the strong internal consistency 

of the research instruments was prevalent. 

As transformational leadership is a core compo-

nent of the model, the assessment of construct 

and discriminant and convergent validity was 

conducted. A first-order confirmatory factor 

analysis indicated that all items have significant 

loadings and are above 0.83, leading to the con-

clusion that the measurement model has construct 

validity. Path coefficients of the second-order 

factor analysis were found to be large enough 

to warrant convergent validity. Discriminant val-

idity assessed by both Fornell-Larcker Criteria 

[1981] and the cross-loading approach was found 

to be acceptable. The model with five constructs 

was subjected to testing using Smart-PLS. 

According to the standardized path coefficients 

between transformational leadership and other 

constructs with control variables, all seven hy-

potheses received support. 

6.2 Theoretical Contributions

In this study, three different but related con-

tributions are made to the literature on leadership. 

First, it provides further insights for MLM busi-

ness particularly into the equal status of spon-

sor-recruit relationships in the success of MLM 

distributorship. Second, it does not support the 

mediation components of higher-order goals and 

trust-in-leader as a mediator between trans-

formational leadership and performance. Third, 

it supports the proposition stating that self-effi-

cacy serves as both a mediator through which 

transformational leadership may achieve per-

formance. 

For over two decades, scholars have offered 

consistent results showing that transformational 

leadership has direct and indirect effects on the 

performance of fellows through trust-in-leader, 

higher-order goals, and self-efficacy. However, 

trust-in-leader and self-efficacy mediation effect 

propositions have not been tested in non-hier-

archical organizational structures such as MLM. 

Using the MLM’s logic underlying the trans-

formational leadership perspective, we success-

fully demonstrate that full mediations for high-

er-order goals and trust-in-leader do not exist 

(Hypotheses 1 and 2). In the MLM business prac-

tice, MLM distributors do not need to build per-

sonal trustworthiness and emotional support for 

themselves. All sales and sponsorship information 

of any MLM company must be fully disclosed 

and be made available to all levels of distributors 

for easy recruitment. Distributors completely rely 

on their personal effort instead of their sponsors 

because all distributors are independent oper-

ators. 

Hence, we have two contributions to the 

literature. First, these findings confirm our think-

ing showing that the assumption stating that fol-

lowers’ success significantly depends on their 

leader or sponsor’s leadership is not universally 

true. The case in MLM clearly indicates this con-

firmation, where the success of distributors is 

solely relied on their own personal effort. This 

condition leads to the result showing that trans-

formational leadership has no significantly direct 
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effect on the performance of distributors.

Second, thus, self-efficacy is able to enhance 

the effect of transformational leadership on dis-

tributors’ performance, indicating that the 

self-development of distributors is a vital part 

of leadership effectiveness for MLM organiza-

tions. 

6.3 Management and Marketing Implications

This study makes certain contributions to man-

agement practices. The model and findings pro-

vide indications for developing both marketing 

and managerial strategies. 

First, our findings provide a new focus on lead-

ership development training for leaders in this 

century who are able to guide ambidextrous or-

ganizations by focusing on their followers’ 

self-concept and identity. The twenty-first cen-

tury has seen an accelerating move away from 

traditional organizational structures toward hy-

brid adaptations that focus on external, flexible 

interaction, interdependency, and a bottom-up 

approach. New forms of leadership such as shared 

leadership [Barnes et al., 2013] should shift from 

leader-follower-centric models to leader-leader 

models. The behavior of leaders in the future 

should focus on the mediating effects of mean-

ingful work [Ghadi et al., 2013] and a culture of 

innovation [Hu et al., 2012], empowerment [Shah 

et al., 2011], and intrapreneurship [Moriano et al., 

2014]. In other words, corporate training should 

be focused more on character development and 

enhancement than on skills training. 

In addition, the significant effect of efficacy 

belief on the performance of MLM distributors 

leads us to consider the adoption of a leader-leader 

approach instead of a leader-follower approach. 

In the MLM context, the adoption of the lead-

er-leader approach is a mean to strengthen 

self-efficacy of the followers so that better per-

formance can be achieved [Bandura, 1997; Riggs 

and Knight, 1994; Lam, 2002; Manz, 1983, 1986, 

1992]. Therefore, MLM leaders should focus on 

creating a culture showing that every distributor 

is a leader in the organization. In such a way, 

the self-efficacy that enhances the effect of lead-

ership on distributor performance will be nour-

ished eventually. 

7. Limitations 

This study has several limitations.

The first limitation is concerned with the sample 

size. In this study, only a small sample of 123 

distributors was used. This small sample size 

has created problems in data analysis. However, 

recent statistical development in SEM enabled 

us to employ a new SEM software called Smart-

PLS, which is specialized to handle small sample 

sizes effectively. 

Another limitation is related to the measure-

ment of performance. In this study, distributors’ 

performance was measured in terms of com-

mission. This practice is a good approach as re-

quested by contemporary researchers. However, 

distributors’ performance can be measured by 

other factors such as sales volume, costs, profits, 

and turnovers. In addition, other intangible per-

formance indicators exist such as satisfaction of 

customers and distributors, which are important 

in reflecting business success. 
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Finally, as the data were obtained using a sin-

gle informant approach, the measurement of 

transformational leadership in terms of its five 

dimensions may not necessarily reflect the true 

behaviors of the leaders as perceived by their 

distributors.

7.1 Directions for Future Research 

A number of suggestions can be made for 

building on this study and for furthering the un-

derstanding of the process of transformational 

leadership. 

The model in this study can be improved in 

a number of ways.

First, in this study, the participants were only 

chosen from Hong Kong and Macau. For future 

studies, transformational leadership in MLM can 

also be expanded to different major Chinese com-

munities such as Shanghai, Taipei, and Beijing. 

More specifically, by the joint efforts of different 

scholars from various Chinese communities, the 

transformational leadership in multi-level mar-

keting can be generalized in the mentioned 

Chinese communities.

Moreover, this study was tailored to explore 

the transformational leadership in MLM in the 

Chinese community. A research study about the 

cross-cultural differences between the Chinese 

and non-Chinese communities with regard to the 

transformational leadership in MLM would be 

interesting.

Furthermore, as the data for this study were 

obtained from MLM distributors of an MLM com-

pany selling nutrition, skincare, personal care, 

home care and home tech products, other studies 

may be conducted in different MLM companies 

with different product lines so that generalization 

can be made. 

References

 [1] Avolio, B. J. and Yammarino, F. J., Introduction 

to, and overview of, transformational and char-

ismatic leadership, In: B. J. Avolio & F. J. 

Yammarino (eds.) Transformational and char-

ismatic leadership : The road ahead. Oxford : 

Elsevier, 2002.

 [2] Avolio, B. J., Bass, B. M., and Jung, D. I., 

“Re-examining the components of transforma-

tional and transactional leadership using the 

Multifactor Leadership”, Journal of Occupatio-

nal and Organizational Psychology, Vol. 72, 

No. 4, 1999, pp. 441-462.

 [3] Avolio, B. J., Gardner, W. L., Walumbwa, F. 

O., Luthans, F., and May, D. R., “Unlocking 

the mask : A look at the process by which 

authentic leaders impact follower attitudes and 

behaviors”, The Leadership Quarterly, Vol. 15, 

No. 6, 2004, pp. 801-823.

 [4] Avolio, B. J., Walumbwa, F. O., and Weber, 

T. J., “Leadership : Current theories, research 

and future directions”, Annual Review Of Psy-

chology, Vol. 60, 2009, pp. 421-449.

 [5] Bakker, A. B. and Leiter, M. P. (Eds.), Work 

engagement : A handbook of essential theory 

and research, Psychology Press, 2010.

 [6] Bandura, A., “Self-efficacy : Toward a unifying 

theory of behavioral change”, Psychological 

Review, Vol. 84, No. 2, 1977, pp. 191-215.

 [7] Bandura, A., Social foundations of thought and 

action : A social cognitive theory, Prentice-Hall, 

Inc, 1986.

 [8] Bandura, A., Self-efficacy in changing societies, 



106 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

Cambridge University Press, 1995.

 [9] Bandura, A., “Editorial”, American Journal of 

Health Promotion, Vol. 12, No. 1, 1997, pp. 8-10.

[10] Bandura, A., “Exercise of human agency 

through collective efficacy”, Current Directions 

in Psychological Science, Vol. 9, No. 3, 2000, 

pp. 75-78.

[11] Barling, J., Slater, F., and Kevin Kelloway, E., 

“Transformational leadership and emotional 

intelligence : An exploratory study”, Leadership 

& Organization Development Journal, Vol. 21, 

No. 3, 2000, pp. 157-161.

[12] Barling, J., Weber, T., and Kelloway, E. K., 

“Effects of transformational leadership training 

on attitudinal and financial outcomes : A field 

experiment”, Journal of Applied Psychology, 

Vol. 81, No. 6, 1996, pp. 827-832.

[13] Barnes, B., Humphreys, J. H., Oyler, J. D., Pane 

Haden, S. S., and Novicevic, M. M., “Trans-

cending the power of hierarchy to facilitate 

shared leadership”, Leadership & Organization 

Development Journal, Vol. 34, No. 8, 2013, pp. 

741-762.

[14] Bass, B. M., Leadership and performance be-

yond expectations, Free Press; Collier Macmillan, 

1985.

[15] Bass, B. M., A New Paradigm for Leadership 

: An Inquiry into Transformational Leadership, 

State Univ. of New York at Binghamton, 1996.

[16] Bass, B. M. and Avolio, B. J., “Transformational 

leadership and organizational culture”, Public 

Administration Quarterly, Vol. 17, No. 1, 1993, 

pp. 112-121.

[17] Bass, B. M. and Avolio, B. J., “Shatter the glass 

ceiling : Women may make better managers”, 

Human Resource Management, Vol. 33, No. 4, 

1994, pp. 549-560.

[18] Bass, B. M. and Riggio, R. E., Transformational 

leadership, Psychology Press, 2006.

[19] Bass, B. M. and Sosik, J. J., “Bridging leadership 

and culture : A theoretical consideration of 

transformational leadership and collectivistic 

cultures”, Journal of Leadership & Organiz-

ational Studies, Vol. 2, No. 4, 1995, pp. 3-18.

[20] Bass, B. M. and Steidlmeier, P., “Ethics, charac-

ter, and authentic transformational leadership 

behavior”, The Leadership Quarterly, Vol. 10, 

No. 2, 1999, pp. 181-217.

[21] Bass, B. M., Avoilio, B. J., Jung, D. I., and Berson, 

Y., “Predicting unit performance by assessing 

transformational and transactional leadership”, 

Journal of Applied Psychology, Vol. 88, No. 

2, 2003, pp. 207-218.

[22] Belsley, D. A., Kuh, E., and Welsch, R. E., 

Regression diagnostics : Identifying influential 

data and sources of collinearity (Vol. 571), John 

Wiley & Sons, 2005.

[23] Bloch, S., “Coaching tomorrow’s top managers”, 

Employee Councelling Today, Vol. 8, No. 5, 

1996, pp. 30-32.

[24] Bono, J. E. and Judge, T. A., “Self-concordance 

at work : Toward understanding the motiva-

tional effects of transformational leaders”, 

Academy of Management Journal, Vol. 46, No. 

5, 2003, pp. 554-571.

[25] Braun, S., Peus, C., Weisweiler, S., and Frey, 

D., “Transformational leadership, job sat-

isfaction, and team performance : A multilevel 

mediation model of trust”, The Leadership 

Quarterly, Vol. 24, No. 1, 2013, pp. 270-283.

[26] Brown, S. P., Ganesan, S., and Challagalla, G., 

“Self-efficacy as a moderator of information-

seeking effectiveness”, Journal of Applied 

Psychology, Vol. 86, No. 5, 2001, pp. 1043-1051.

[27] Burns, J. M., Leadership, New York, NY : 

Harper and Row Publishers, 1978.



Vol.25  No.4 Higher-Order Goals, Trust-in-Leader, and Self-Efficacy as Mediators of Transformational Leadership Performance 107

[28] Butler, J. K., Cantrell, R. S., and Flick, R. J., 

“Transformation leadership behaviors, upward 

trust, and satisfaction in self-managed work 

teams”, Organization Development Journal, 

Vol. 17, No. 1, 1999, pp. 13-28.

[29] Butler, J. K., “Toward understanding and 

measuring conditions of trust : Evolution of 

a conditions of trust inventory”, Journal of Ma-

nagement, Vol. 17, No. 3, 1991, pp. 643-663.

[30] Cavazotte, F., Moreno, V., and Bernardo, J., 

“Transformational leaders and work perform-

ance : The mediating roles of identification and 

self-efficacy”, BAR-Brazilian Administration 

Review, Vol. 10, No. 4, 2013, pp. 490-512.

[31] Chalofsky, N., “An emerging construct for 

meaningful work”, Human Resource Develop-

ment International, Vol. 6, No. 1, 2003, pp. 69-83.

[32] Chang, S. J., Van Witteloostuijn, A., and Eden, 

L., “From the editors : Common method var-

iance in international business research”, 

Journal of International Business Studies, Vol. 

41, No. 2, 2010, pp. 178-184.

[33] Choi, J. N., Price, R. H., and Vinokur, A. D., 

“Self-efficacy changes in groups : effects of 

diversity, leadership, and group climate”, 

Journal of Organizational Behavior, Vol. 24, 

No. 4, 2003, pp. 357-372.

[34] Churchill, G. A. and Surprenant, C., “An inves-

tigation into the determinants of customer sat-

isfaction”, Journal of Marketing Research, Vol. 

19, No. 4, 1982, pp. 491-504.

[35] Churchill, G. A., Ford, N. M., Hartley, S. W., 

and Walker, O. C., “The determinants of sales-

person performance : A meta-analysis”, Journal 

of Marketing Research, Vol. 22, No. 2, 1985, 

pp. 103-118.

[36] Colquitt, J. A., Scott, B. A., and LePine, J. A., 

“Trust, trustworthiness, and trust propensity 

: a meta-analytic test of their unique relation-

ships with risk taking and job performance”, 

Journal of Applied Psychology, Vol. 92, No. 

4, 2007, pp. 909-927.

[37] Conger, J. A., “Charismatic and transforma-

tional leadership in organizations : An insider’s 

perspective on these developing streams of re-

search”, The Leadership Quarterly, Vol. 10, 

No. 2, 1999, pp. 145-179.

[38] Connell, J., Ferres, N., and Travaglione, T., 

“Engendering trust in manager-subordinate 

relationships : Predictors and outcomes”, Per-

sonnel Review, Vol. 32, No. 5, 2003, pp. 569-587.

[39] Covey, S., Trust is a competency, https://www.

clomedia.com/2008/04/29/trustcompetency, ac

cess 10 December 2018.

[40] Daniels, S. E. and Walker, G. B., Working 

through environmental conflict : The collabo-

rative learning approach, Westport CT: Praeger 

Publishers, 2001.

[41] Dionne, S. D. and Jaussi, K. S., “Leading for 

creativity : The role of unconventional leader 

behavior”, The Leadership Quarterly, Vol. 14, 

No. 4, 2003, pp. 475-498.

[42] Dirks, K. T. and Ferrin, D. L., “Trust in leader-

ship : meta-analytic findings and implications 

for research and practice”, Journal of Applied 

Psychology, Vol. 87, No. 4, 2002, pp. 611-628.

[43] Dvir, T., Eden, D., Avolio, B. J., and Shamir, 

B., “Impact of transformational leadership on 

follower development and performance : A field 

experiment”, Academy of Management Journal, 

Vol. 45, No. 4, 2002, pp. 735-744.

[44] Edwards, G. and Gill, R., “Transformational 

leadership across hierarchical levels in UK 

manufacturing organizations”, Leadership & 

Organization Development Journal, Vol. 33, 

No. 1, 2012, pp. 25-50.



108 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

[45] Egri, C. P. and Ralston, D. A., “Generation co-

horts and personal values : A comparison of 

China and the United States”, Organization 

Science, Vol. 15, No. 2, 2004, pp. 210-220.

[46] Fairholm, G. W., Leadership and the Culture 

of Trust, Greenwood Publishing Group, 1994.

[47] Fitzgerald, S. and Schutte, N. S., “Increasing 

transformational leadership through enhancing 

self-efficacy”, Journal of Management Develop-

ment, Vol. 29, No. 5, 2010, pp. 495-505.

[48] Fornell, C. and Larcker, D. F., “Evaluating 

structural equation models with unobservable 

variables and measurement error”, Journal Of 

Marketing Research, Vol. 18, No. 1, 1981, pp. 

39-50.

[49] Garbarino, E. and Johnson, M. S., “The different 

roles of satisfaction, trust, and commitment in 

customer relationships”, The Journal of Ma-

rketing, Vol. 63, No. 2, 1999, pp. 70-87.

[50] Ghadi, M. Y., “The role of meaningful work 

and employee engagement in understanding the 

relationship between transformational leader-

ship and work outcomes : an employee per-

spective”, Doctor of Philosophy Thesis, School 

of Marketing and Management, University of 

Wollongong, http://ro.uow.edu.au/theses/3701, 

access 10 December 2018.

[51] Ghadi, M. Y., Fernando, M., and Caputi, P., 

“Transformational leadership and work en-

gagement : The mediating effect of meaning 

in work”, Leadership and Organization Develop-

ment Journal, Vol. 34, No. 6, 2013, pp. 532-550.

[52] Ghoshal, S., “Bad management theories are de-

stroying good management practices”, Academy 

of Management Learning & Education, Vol. 

4, No. 1, 2005, pp. 75-91.

[53] Gillespie, N. A. and Mann, L., “Transforma-

tional leadership and shared values : The build-

ing blocks of trust”, Journal of Managerial 

Psychology, Vol. 19, No. 6, 2004, pp. 588-607.

[54] Gist, M. E. and Mitchell, T. R., “Self-efficacy 

: A theoretical analysis of its determinants and 

malleability”, Academy of Management Re-

view, Vol. 17, No. 2, 1992, pp. 183-211.

[55] Godwin, J., Neck, C. P., Neck, H. M., and Manz, 

C. C., ““I think I can; I think I can” A self-leader-

ship perspective toward enhancing entrepre-

neur thought patterns, self-efficacy, and per-

formance”, Journal of Managerial Psychol-

ogy, Vol. 14, No. 6, 1999, pp. 477-501.

[56] Goodwin, V. L., Whittington, J. L., Murray, B., 

and Nichols, T., “Moderator or mediator? Ex-

amining the role of trust in the transformational 

leadership paradigm”, Journal of Managerial 

Issues, Vol. 23, No. 4, 2011, pp. 409-425.

[57] Graen, G. and Haga, W. J., “A vertical dyad 

linkage approach to leadership within formal 

organizations : A longitudinal investigation of 

the role making process”, Organizational Behavior 

and Human Performance, Vol. 13, No. 1, 1975, 

pp. 46-78.

[58] Gronn, P., “Distributed properties a new archi-

tecture for leadership”, Educational Manage-

ment & Administration, Vol. 28, No. 3, 2000, 

pp. 317-338.

[59] Gully, S. M., Incalcaterra, K. A., Joshi, A., and 

Beaubien, J. M., “A meta-analysis of team-effi-

cacy, potency, and performance : interdepen-

dence and level of analysis as moderators of 

observed relationships”, Journal of Applied 

Psychology, Vol. 87, No. 5, 2002, pp. 819-832.

[60] Hackman, J. R. and Oldham, G. R., “Motivation 

through the design of work : Test of a theory”, 

Organizational Behavior and Human Perfor-

mance, Vol. 16, No. 2, 1976, pp. 250-279.

[61] Hair, J. F. and Lukas, B., Marketing research, 



Vol.25  No.4 Higher-Order Goals, Trust-in-Leader, and Self-Efficacy as Mediators of Transformational Leadership Performance 109

McGraw-Hill Education Australia, 2014.

[62] Harrison, A., “Openness and growth : A time-

series, cross-country analysis for developing 

countries”, Journal of Development Econo-

mics, Vol. 48, No. 2, 1996, pp. 419-447.

[63] Harwood, T. G. and Garry, T., “Relationship 

marketing : why bother?”, Handbook of Business 

Strategy, Vol. 7, No. 1, 2006, pp. 107-111.

[64] Heifetz, R. A. and Laurie, D. L., “The work 

of leadership”, Harvard Business Review, Vol. 

75, 1997, pp. 124-134.

[65] Howell, J. M. and Frost, P. J., “A laboratory 

study of charismatic leadership”, Organizational 

Behavior and Human Decision Processes, Vol. 

43, No. 2, 1989, pp. 243-269.

[66] Hu, J., Wang, Z., Liden, R. C., and Sun, J., “The 

influence of leader core self-evaluation on fol-

lower reports of transformational leadership”, 

The Leadership Quarterly, Vol. 23, No. 5, 2012, 

pp. 860-868.

[67] Judge, T. A. and Piccolo, R. F., “Transformat-

ional and transactional leadership : A meta-an-

alytic test of their relative validity”, Journal 

of Applied Psychology, Vol. 89, No. 5, 2004, 

pp. 755-768.

[68] Jung, D. I. and Avolio, B. J., “Opening the black 

box : An experimental investigation of the me-

diating effects of trust and value congruence 

on transformational and transactional leader-

ship”, Journal of Organizational Behavior, Vol. 

21, No. 8, 2000, pp. 949-964.

[69] Jung, D. I., Chow, C., and Wu, A., “The role 

of transformational leadership in enhancing or-

ganizational innovation : Hypotheses and some 

preliminary findings”, The Leadership Quarterly, 

Vol. 14, No. 4, 2003, pp. 525-544.

[70] Katz, D. and Kahn, R. L., The social psychology of 

organizations (2nd ed), New York : Wiley, 1978.

[71] Keller, R. T., “Transformational leadership, ini-

tiating structure, and substitutes for leadership 

: a longitudinal study of research and develop-

ment project team performance”, Journal of 

Applied Psychology, Vol. 91, No. 1, 2006, pp. 

202-210.

[72] Klein, K. J. and House, R. J., “On fire : Chari-

smatic leadership and levels of analysis”, The 

Leadership Quarterly, Vol. 6, No. 2, 1995, pp. 

183-198.

[73] Kouzes, J. M. and Posner, B. Z., The leadership 

challenge : How to keep getting extraordinary 

things done in organisations, Foreword by 

Tom Peters, San Francisco : Jossey-Bass 

Publishers, 1995.

[74] Krishnan, V. R., “Transformational leadership 

and value system congruence”, International 

Journal of Value-Based Management, Vol. 15, 

No. 1, 2002, pp. 19-33.

[75] Kuratko, D. F., Ireland, R. D., Covin, J. G., and 

Hornsby, J. S., “A Model of Middle-Level 

Managers’ Entrepreneurial Behavior”, Entre-

preneurship Theory and Practice, Vol. 29, No. 

6, 2005, pp. 699-716.

[76] Lam, Y. J., “Defining the effects of transforma-

tional leadership on organisational learning : 

A cross-cultural comparison”, School Leader-

ship & Management, Vol. 22, No. 4, 2002, pp. 

439-452.

[77] Liao, H. and Chuang, A., “Transforming service 

employees and climate : A multilevel, multi-

source examination of transformational leader-

ship in building long-term service relation-

ships”, Journal of Applied Psychology, Vol. 

92, No. 4, 2007, pp. 1006-1019.

[78] Liaw, Y. J., Chi, N. W., and Chuang, A., “Ex-

amining the mechanisms linking transforma-

tional leadership, employee customer orient-



110 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

ation, and service performance : The mediating 

roles of perceived supervisor and coworker 

support”, Journal of Business and Psychology, 

Vol. 25, No. 3, 2010, pp. 477-492.

[79] Locke, E. A., “Toward a theory of task motiva-

tion and incentives”, Organizational Behavior 

and Human Performance, Vol. 3, No. 2, 1968, 

pp. 157-189.

[80] Lord, R. G., Brown, D. J., and Freiberg, S. J., 

“Understanding the dynamics of leadership : 

The role of follower self-concepts in the leader/

follower relationship”, Organizational Behavior 

and Human Decision Processes, Vol. 78, No. 

3, 1999, pp. 167-203.

[81] Luthans, F., “The need for and meaning of pos-

itive organizational behavior”, Journal of Or-

ganizational Behavior, Vol. 23, No. 6, 2002, pp. 

695-706.

[82] MacKenzie, S. B., Podsakoff, P. M., and Fetter, 

R., “Organizational citizenship behavior and 

objective productivity as determinants of man-

agerial evaluations of salespersons’ perform-

ance”, Organizational Behavior and Human 

Decision Processes, Vol. 50, No. 1, 1991, pp. 

123-150.

[83] MacKenzie, S. B., Podsakoff, P. M., and Fetter, 

R., “The impact of organizational citizenship 

behavior on evaluations of salesperson per-

formance”, The Journal of Marketing, Vol. 57, 

No. 1, 1993, pp. 70-80.

[84] MacKenzie, S. B., Podsakoff, P. M., and Rich, 

G. A., “Transformational and transactional 

leadership and salesperson performance”, Journal 

of the Academy of Marketing Science, Vol. 29, 

No. 2, 2001, pp. 115-134.

[85] Manz, C. C., “Improving performance through 

self-leadership”, National Productivity Review, 

Vol. 2, No. 3, 1983, pp. 288-297.

[86] Manz, C. C., “Self-leadership : Toward an ex-

panded theory of self-influence processes in 

organizations”, Academy of Management Review, 

Vol. 11, No. 3, 1986, pp. 585-600.

[87] Manz, C. C., “Self-leadership... the heart of em-

powerment”, The Journal for Quality and 

Participation, Vol. 15, No. 4, 1992, pp. 80-89.

[88] Maslow, A. H., “A theory of human motivation”, 

Psychological Review, Vol. 50, No. 4, 1943, pp. 

370-396.

[89] Mayer, R. C., Davis, J. H., and Schoorman, F. 

D., “An integrative model of organizational 

trust : Past, present, and future”, Academy of 

Management Review, Vol. 32, No. 2, 2007, pp. 

344-354.

[90] Mittal, R. K. and Akhtar, M., “Strategic Flexi-

bility, Information System Flexibility and 

Enterprise Performance Management”, In Orga-

nisational Flexibility and Competitiveness (pp. 

41-51), Springer India, 2014.

[91] Mittal, S. and Dhar, R. L., “Transformational 

leadership and employee creativity : mediating 

role of creative self-efficacy and moderating 

role of knowledge sharing”, Management Decision, 

Vol. 53, No. 5, 2015, pp. 894-910.

[92] Moriano, J. A., Molero, F., Topa, G., and Mangin, 

J. P. L., “The influence of transformational lead-

ership and organizational identification on in-

trapreneurship”, International Entrepreneur-

ship and Management Journal, Vol. 10, No. 

1, 2014, pp. 103-119.

[93] Mulder, L. B., van Dijk, E., and De Cremer, 

D., “When sanctions that can be evaded still 

work : The role of trust in leaders”, Social 

Influence, Vol. 4, No. 2, 2009, pp. 122-137.

[94] Ng, T. W. and Feldman, D. C., “Occupational 

embeddedness and job performance”, Journal 

of Organizational Behavior, Vol. 30, No. 7, 2009, 



Vol.25  No.4 Higher-Order Goals, Trust-in-Leader, and Self-Efficacy as Mediators of Transformational Leadership Performance 111

pp. 863-891.

[95] Nga, J. and Wai Mun, S., “The influence of 

MLM companies and agent attributes on the 

willingness to undertake multilevel marketing 

as a career option among youth”, Journal of 

Research in Interactive Marketing, Vol. 5, No. 

1, 2011, pp. 50-70.

[96] Nielsen, K., Yarker, J., Brenner, S. O., Randall, 

R., and Borg, V., “The importance of trans-

formational leadership style for the well-being 

of employees working with older people”, 

Journal of Advanced Nursing, Vol. 63, No. 5, 

2008, pp. 465-475.

[97] Nunnally, J., Psychometric methods, New York 

: McGraw-Hill, 1978.

[98] Osborn, R. N., Hunt, J. G., and Jauch, L. R., 

“Toward a contextual theory of leadership”, 

The Leadership Quarterly, Vol. 13, No. 6, 2002, 

pp. 797-837.

[99] Palmer, C., “The role of leadership in the collec-

tive enforcement of community property rights 

in Indonesia”, Society and Natural Resources, 

Vol. 20, No. 5, 2007, pp. 397-413.

[100] Peiró, J. M. and Meliá, J. L., “Formal and 

Informal Interpersonal Power in Organisat-

ions : Testing a Bifactorial Model of Power 

in Role-sets”, Applied Psychology, Vol. 52, 

No. 1, 2003, pp. 14-35.

[101] Perrow, C., “Departmental power and per-

spectives in industrial firms”, Power in Orga-

nizations, Vol. 7, 1970, pp. 59-89.

[102] Piccolo, R. F. and Colquitt, J. A., “Transforma-

tional leadership and job behaviors : The medi-

ating role of core job characteristics”, Academy 

of Management Journal, Vol. 49, No. 2, 2006, 

pp. 327-340.

[103] Pillai, R. and Williams, E. A., “Transforma-

tional leadership, self-efficacy, group cohe-

siveness, commitment, and performance”, 

Journal of Organizational Change Manage-

ment, Vol. 17, No. 2, 2004, pp. 144-159.

[104] Podsakoff, P. M. and MacKenzie, S. B., “An 

examination of the psychometric properties 

and nomological validity of some revised and 

reduced substitutes for leadership scales”, 

Journal of Applied Psychology, Vol. 79, No. 

5, 1994, pp. 702-713.

[105] Podsakoff, P. M. and Organ, D. W., “Self-re-

ports in organizational research : Problems 

and prospects”, Journal of Management, Vol. 

12, No. 4, 1986, pp. 531-544.

[106] Podsakoff, P. M., MacKenzie, S. B., and 

Bommer, W. H., “Transformational leader be-

haviors and substitutes for leadership as de-

terminants of employee satisfaction, commit-

ment, trust, and organizational citizenship be-

haviors”, Journal of Management, Vol. 22, No. 

2, 1996, pp. 259-298.

[107] Podsakoff, P. M., MacKenzie, S. B., Moorman, 

R. H., and Fetter, R., “Transformational leader 

behaviors and their effects on followers’ trust 

in leader, satisfaction, and organizational cit-

izenship behaviors”, The Leadership Quarterly, 

Vol. 1, No. 2, 1990, pp. 107-142.

[108] Rao, S. and Perry, C., “Thinking about rela-

tionship marketing : where are we now?”, 

Journal of Business & Industrial Marketing, 

Vol. 17, No. 7, 2002, pp. 598-614.

[109] Riggs, M. L. and Knight, P. A., “The impact 

of perceived group success-failure on motiva-

tional beliefs and attitudes : A causal model”, 

Journal of Applied Psychology, Vol. 79, No. 

5, 1994, pp. 755-766.

[110] Rokeach, M., The nature of human values (Vol. 

438), New York : Free press, 1973.

[111] Rosso, B. D., Dekas, K. H., and Wrzesniewski, 



112 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

A., “On the meaning of work : A theoretical 

integration and review”, Research in Organi-

zational Behavior, Vol. 30, 2010, pp. 91-127.

[112] Rousseau, D. M., Sitkin, S. B., Burt, R. S., 

and Camerer, C., “Not so different after all 

: A cross-discipline view of trust”, Academy 

of Management Review, Vol. 23, No. 3, 1998, 

pp. 393-404.

[113] Rubin, R. S., Munz, D. C., and Bommer, W. 

H., “Leading from within : The effects of emo-

tion recognition and personality on trans-

formational leadership behavior," Academy of 

Management Journal, Vol. 48, No. 5, 2005, 

pp. 845-858.

[114] Scholz, U., Doña, B. G., Sud, S., and Schwarzer, 

R., “Is general self-efficacy a universal con-

struct? Psychometric findings from 25 coun-

tries”, European Journal of Psychological 

Assessment, Vol. 18, No. 3, 2002, pp. 242-251.

[115] Shah, S., “Building transformative youth lead-

ership : Data on the impacts of youth organiz-

ing”, Occasional Paper Series on Youth 

Organizing, Vol. 11, 2011.

[116] Shamir, B., House, R. J., and Arthur, M. B., 

“The motivational effects of charismatic lead-

ership : A self-concept based theory”, Organi-

zation Science, Vol. 4, No. 4, 1993, pp. 577-594.

[117] Shin, S. J. and Zhou, J., “Transformational 

leadership, conservation, and creativity : 

Evidence from Korea”, Academy of Manage-

ment Journal, Vol. 46, No. 6, 2003, 703-714.

[118] Siahaan, E., Lumbanraja, P., and Chairunisa, 

Y. M., “A Career Success of the Distributors 

in Multi-Level Marketing (MLM) Company”, 

Information Management and Business 

Review, Vol. 6, No. 6, 2014, pp. 309-316.

[119] Siahaan, S., The Moderating Effect of Project 

Overload and Relationship Climate on Project 

Members’ Performance : Affective Events 

Perspective, Successful University Interna-

tional Business Management Institute Disser-

tation, 2014.

[120] Sivanathan, N., Arnold, K. A., Turner, N., and 

Barling, J., Leading Well : Transformational 

Leadership and Well-Being. In International 

Positive Psychology Summit, 2nd, Washington, 

DC, US; A version of this chapter was pre-

sented at the aforementioned conference.. John 

Wiley & Sons Inc, 2004.

[121] Sparks, J. R. and Schenk, J. A., “Explaining 

the effects of transformational leadership : an 

investigation of the effects of higher-order 

motives in multilevel marketing organizations”, 

Journal of Organizational Behavior, Vol. 22, 

No. 8, 2001, pp. 849-869.

[122] Stajkovic, A. D. and Luthans, F., “Self-effi-

cacy and work-related performance : A meta-

analysis”, Psychological Bulletin, Vol. 124, No. 2, 

1998, pp. 240-261.

[123] Sullivan, J. J., “Three roles of language in 

motivation theory”, Academy of Management 

Review, Vol. 13, No. 1, 1988, pp. 104-115.

[124] Taormina, R. J. and K.M. Lao, S., “Measuring 

Chinese entrepreneurial motivation : Person-

ality and environmental influences”, Interna-

tional Journal of Entrepreneurial Behavior 

& Research, Vol. 13, No. 4, 2007, pp. 200-221.

[125] Walumbwa, F. O., Lawler, J. J., Avolio, B. 

J., Wang, P., and Shi, K., “Transformational 

leadership and work-related attitudes : The 

moderating effects of collective and self-effi-

cacy across cultures”, Journal of Leadership 

& Organizational Studies, Vol. 11, No. 3, 

2005a, pp. 2-16.

[126] Walumbwa, F. O., Orwa, B., Wang, P., and 

Lawler, J. J., “Transformational leadership, 



Vol.25  No.4 Higher-Order Goals, Trust-in-Leader, and Self-Efficacy as Mediators of Transformational Leadership Performance 113

organizational commitment, and job sat-

isfaction : A comparative study of Kenyan 

and US financial firms”, Human Resource 

Development Quarterly, Vol. 16, No. 2, 2005b, 

pp. 235-256.

[127] Werhane, P. H., “Women leaders in a glo-

balized world”, Journal of Business Ethics, 

Vol. 74, No. 4, 2007, pp. 425-435.

[128] Williams, L. J. and Anderson, S. E., “Job sat-

isfaction and organizational commitment as 

predictors of organizational citizenship and 

in-role behaviors”, Journal of Management, 

Vol. 17, No. 3, 1991, pp. 601-617.

[129] Wu, J. J. and Tsang, A. S., “Factors affecting 

members’ trust belief and behaviour intention 

in virtual communities”, Behaviour & Infor-

mation Technology, Vol. 27, No. 2, 2008, pp. 

115-125.

[130] Yau, O. H., Consumer behaviour in China : 

Customer satisfaction and cultural values, 

Taylor & Francis, 1994.

[131] Zimmerman, B. J., “Self-efficacy : An essential 

motive to learn”, Contemporary Educational 

Psychology, Vol. 25, No. 1, 2000, pp. 82-91. 



114 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

Author Profile

Anthony Tsui Shu-Chuen

Dr. TSUI is currently working 

as Director of Academy of Con-

tinuing Education at Beijing 

Normal University-Hong Kong 

Baptist University, United In-

ternational College. He received his Doctor in 

Business Administration from the University of 

Newcastle, Australia, Master of Arts, Master of 

Management from Macquarie University, Australia 

and Master of Business Administration (Finance 

Option) from California State University, USA 

and obtained several professional titles. Dr. TSUI 

has over twenty five years working experience 

in education, business development and invest-

ment in Hong Kong and Canada. In Hong Kong, 

Dr TSUI worked as a senior manager for HKU 

SPACE and two Hong Kong publicly listed com-

panies in Real Estate Development. He was also 

the Management Director for Economic Property 

Research Center (“EPRC”), a wholly owned sub-

sidiary of the Hong Kong Economic Times news-

paper group. In Canada, Dr. TSUI was engaged 

in the health food restaurant, electronic games 

& entertainment, and property & insurance 

businesses.

Dr. Bernard Lee

Dr. Lee received his Doctor of 

Philosophy from The Univer-

sity of Nottingham and Doctor 

of Business Administration from 

The University of Newcastle, ma-

joring in Marketing, his Master of Business 

Administration from The University of Edinburgh 

and Master of Science from The University of 

Hong Kong. Having more than ten years of 

Marketing experience, Dr. Lee is a Chartered 

Marketer and is also a member of both of The 

Hong Kong Institute of Marketing (MHKIM) and 

The Chartered Institute of Marketing (MCIM). 

His research interests include Chinese Value, 

Services Marketing, Consumer Behavior, Market-

ing Strategy and Leadership. 


