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This study is mainly based on Berger (2024), and investigates how prominent syllables can affect the 

perception of charismatic speech and charisma-related attributes (e.g., likability) on YouTube. 

Speakers on YouTube use strong prominences and in particular emphatic prominences frequently in 

their speech, which is part of what popular media outlets call “YouTube voice” (Beck, 2015). This 

style of speaking polarizes listeners, which is why it is also reasonable to assume that listeners 

accustomed to the speaking style would rate the speakers more positively. The investigation 

therefore also includes possible influences of raters being accustomed to the speaking style on 

YouTube or not. In general, prominent syllables are more salient compared to surrounding syllables – 

for example through pitch height, pitch accent timing or duration – and can be used in speech for 

functions such as structural organization, focus, or contrast (see Baumann & Lorenzen, 2024, for an 

overview). They can be categorized into different perceptual strength levels (weak, strong, emphatic; 

see the DIMA guidelines, Kügler et al., 2022). Previous investigations of speeches from business and 

political speakers found that they were perceived as more charismatic when they used more 

frequent and more varied types of emphatic accents (e.g., Niebuhr et al., 2020). These prominences 

stand out from the rest of an utterance more extremely than other prominent syllables, for example 

because of a combination of a pitch movement as well as a segmental hyper-articulation or 

lengthening (Kügler et al., 2022). This investigation addresses two prominence-related features and 

their correlation with charisma and likability ratings: the duration-normalized ratio of prominent to 

total syllables in a phrase, as well as the frequency of prominent syllables of different levels. The 

results provide insights into the use of emphatic prominence in storytelling on YouTube and illustrate 

the relevance of phonetic detail for the perception of charisma and likability. 
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