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B KOHKypeHTHOMY €KOHOMIYHOMY CEpEIOBHIII PEIMyTalis Jijfepa € BaKIMBOI YaCTHHOIO YCIIIITHOCTI OpraHizamii Ta
BIUIMBA€ Ha CHPUIHATTSA KOMIIaHIl PI3HUMH 3alliKaBICHUMH CTOpoHaMmHu. Pemyraris migepa GopMyeTscs yepes ail Ta
pillIeHHs] KePIBHULITBA, BPAXOBYIOYHM PI3HOMaHITHI yNPaBIiHCHKI MiAX0AM. Y CTATTi JOCIiKEeHa HarajbHa mpobieMa
(hopMyBaHHS Ta YIPABIIHHS PEMyTALI€0 Jijepa B CyYaCHUX YMOBax CKOHOMIYHOI HECTaOLIBHOCTI Ta IMOCHICHOT
KOHKYpEHIlIT Ha PWUHKY. ABTOPH aHaJI3YyIOTh pPi3HI €JIEMEHTH, 110 BH3HAUYAIOTh pEIyTalilo Jijepa, Taki K HOoro
npodeciiiHa eTuka, 3JaTHICTh NPUMMATH PIIIEHHS B YMOBaX HEBU3HAYEHOCTI, 37aTHICTh CTBOPIOBATH MOTHBYIOYE
CEepEeIOBUIIIE VIS CIIIBPOOITHUKIB TOIIO. JJOCTIIMKCHHS 30CEPe/KCHO Ha BUBUCHHI B3a€MO3B'sI3KY MK PEITyTaIli€o Jiaepa
Ta YCIHIIHICTIO IiSUTBHOCTI oOpraHizamii, Jie pemyTauis Jijepa BHCTyHAae BaXJIMBHM (aKTOPOM, IIO BIUIMBAE Ha
CHPUHHATTA KoMmmaHii B niyioMmy. Takox, B poOOTi 3a3HaYaeThes, 10 YIPaBIIIHHS PEMyTaLi€ro Jijiepa CTae BaKIMBUM
CJIEMEHTOM CTpATeTii B yMOBaX BUCOKOI KOHKYPEHTHOI 60pOTHOU, Ie KOJKEH aCIeKT B3aEMOIT 31 CTEHKXO0IaepaMu MOXKe
BH3HAYATH YCIIX YW HEBIAady MiINpUEMCTBA. B poOOTI pO3TITHYTO KOMITIOHSHTH YIIPABIiHHS pEMyTaIli€o Jiaepa Ta
MOIIMPEHi MOMIJIKK B ()OpMyBaHHI O3UTUBHOI peIyTarlii Jriiepa. ABTOpaMH 3apOITOHOBAHO KOMIUIEKCHE JHOCIiHKEHHS
podi pemyTarii JTiepa y CydacHOMY €KOHOMIYHOMY CEPEIOBHII Ta HATaHO MPAKTUYHI PEKOMEH/AIII] 010 YIIPABITiHHS
peTyTali€elo Uil JOCSITHEHHS YCIiXy Ta CTaOlIbHOCTI opraHizaiii. Y cTaTTi IpoaHaTi30BaHO OCHOBHI €JIEMEHTH BILTUBY
penyTarii KepiBHIKA Ha 1esKi KOMIIOHEHTH OpraHizaiii, o GopMyoTs epeKTUBHICTH mianprueMcTBa. B poboTi HaBeaeHO
€JIEMEHTH pPeIyTallii Jifepa, mo 0e3rmocepeIHhO BIUIMBAIOTh Ha PI3HOMAaHITHI KOMIIOHEHTH €(eKTUBHOCTI OpraHi3ariii.
CrarTs cripsiMOBaHa Ha PO3yMIHHS Ta ITiAKPECIICHHS BaYKIIMBOCTI BIAIOBIIaIBHOCTI Ta YBAXKHOTO BiTHOILICHHS KEPiBHUKA
110 (hopMyBaHHs TIO3UTHUBHOT peMyTallii Ta CIPUIHATTS 11 sIK IHUKAaTOpa YCIILIHOTO YIPaBIiHHS Ta PO3BUTKY OpTaHi3aiii.
KirouoBi ciioBa: stifep, pemyTariis Jiiiepa, yIpaBIiHHS pEryTalli€ro Jiaepa.
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The leader’s reputation is an integral part of the organization’s success and affects the company’s perception by various
stakeholders in a competitive economic environment. The leader’s reputation is formed through the actions and decisions
of the leadership, considering different managerial approaches. The article studies the urgent problem of forming and
managing the leader’s reputation in modern economic instability and increased market competition. The authors analyze
various elements that define the leader’s reputation, such as his professional ethics, ability to make decisions in conditions
of uncertainty, ability to create a motivating environment for employees, etc. The study focuses on the relationship
between the leader’s reputation and the organization’s success, where the leader’s reputation is an essential factor
influencing the company’s perception. Also, the paper notes that managing the leader’s reputation becomes a necessary
element of strategy in a highly competitive environment, where every aspect of interaction with stakeholders can
determine the success or failure of the enterprise. The article considers management components of the leader’s reputation
and common mistakes in forming a favorable leader’s reputation. The authors proposed a comprehensive study of the
role of the leader’s reputation in the modern economic environment. They provided practical recommendations for
managing reputation to achieve organizational success and stability. The article analyzes the influence of the leader’s
reputation on some organizational components that form the enterprise’s efficiency. The paper provides aspects of the
leader’s reputation directly affecting the organization’s effectiveness. The article emphasizes the importance of
responsibility and the attentive attitude of the leader to the positive reputation formation of an organization and its
perception as an indicator of successful management and development.
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INTRODUCTION

In today’s economic environment, where competition becomes more intense and the requirements
for organizations regarding efficiency and competitiveness constantly grow, the leader’s reputation
becomes an essential indicator of an organizational success. The reputation of management actions
and decisions determines the company’s perception by customers, partners, investors and employees.
The leader’s reputation is defined by various factors, such as ethics, trust, the ability to manage crises,
leadership properties and the ability to think strategically.

The problems of studying the leader’s reputation and its impact on organizational effectiveness
are relevant in modern management in current organization’s challenges. In constantly changing
conditions in technology, market demands, and geopolitical and economic factors, leaders have to
respond quickly and implement new strategies to ensure the stability and success of their organization.

Establishing objective evaluation criteria can be challenging because reputation is based on
subjective perceptions and impressions. In addition, the leader’s reputation and its impact on the
organization can vary from one context to another, further complicating the process of its analysis
and management.

The success of a leader and an organization is determined not only by strategies and processes but
also by the ability to manage one’s reputation. Sometimes, organizations have transparent
methodologies and guidelines for implementing reputation management principles into practice,
which can lead to ambiguity and the risk of an unsuccessful process, especially in rapid
transformations of the economic environment.

Another critical issue in studying the proposed topic is the relationship between the leader’s
reputation and the organizational effectiveness. Establishing a connection between these two aspects
Is important because the leader’s reputation can be essential in building trust, motivating and engaging
staff, and influencing the company’s perception by customers and partners.

ANALYSIS OF RECENT PUBLICATIONS AND RESEARCH

The study of the relationship between the leader’s reputation and the organizational performance
indicators to establish the level of influence of the manager’s reputation on such aspects as
profitability, development, customer satisfaction, and personnel involvement helps to understand how
important the leader’s reputation is for the overall organizational effectiveness and are relevant for
scientists [1-6].

The mechanisms for influencing the leader’s reputation on organizational effectiveness include
various elements. For example, the leader’s reputation can positively affect the motivation of the
staff, attracting investment in the organization or improving the perception of the company’s brand.
The study of specific mechanisms of influence allows us to understand precisely how the leader’s
reputation affects organizational effectiveness and what aspects may be necessary for managing this
influence [7-10].

Analysis of the role of context is also an essential aspect of studying the relationship between the
leader’s reputation and organizational effectiveness. Context, such as industry, organization size, or
cultural characteristics, can influence how the leader’s reputation is perceived and affects
organizational performance [11-13]. By analyzing the relationship in different contexts, it is possible
to understand what factors may be essential to maintain and strengthen the leader’s reputation in
specific conditions.

Management strategies for leadership reputation include developing and implementing strategies
to maintain and strengthen the leader’s reputation to increase organizational effectiveness. These
strategies involve communicating with stakeholders and participating in important events and other
activities to form and maintain a positive image of the leader [14]. The study and development of
such strategies help the organizational leadership to manage the leader’s reputation effectively and
improve the organizational effectiveness.



THE RESULTS OF THE STUDY

Reputation is the overall appreciation and perception that other people have of a particular person,
organization, product, or service, reflecting the level of trust, respect, and recognition over some time
[15, 16]. Reputation is formed based on various factors, such as professional activity, ethics, integrity,
communication and interaction with others, and the perception of these actions by others or groups.
A positive reputation is of great importance for the success of a person, company or product, as it
affects relationships with customers, partners, investors and employees, as well as their decisions on
cooperation and consumption of services or goods [17].

Measuring and assessing the leader’s reputation is a complex and vital task in today’s economic
environment. The leader’s reputation is an element of the organizational success, as it depicts the
perception of the leader himself and the entire company as an integral entity. Measuring and assessing
reputation is complex due to several factors that may include different aspects [18, 19].

First, the leader’s reputation is based on other people’s subjective impressions and perceptions. It
reflects the general impression of the personality, its characteristics, actions and decisions, which can
differ significantly from one group of observers to another. Such subjectivity complicates the
objective assessment and measurement of the leader’s reputation.

The second factor complicating this question is the components determining the leader’s
reputation. From business intelligence and ethics to resilience to stress and leadership skills, all these
elements influence the leader’s perception and reputation formation.

Constant variability is essential in measuring and evaluating the leader’s reputation. The leader’s
reputation can change from time to time according to his actions, decisions and impact factors. The
reputation assessment process requires constant monitoring and analysis (Tabl. 1).

Table 1. Qualitative indicators for measuring and assessing the leader’s reputation

Indicatior Description
Business Level of understanding and expertise in business and management.
intelligence
Ethics Adherence to ethical principles and standards of conduct.
Leadership Ability to motivate, inspire and lead a team.
qualities

Trust

The level of trust built between a leader and employees, customers, and other
stakeholders.

Communication

Ability to communicate and interact with others clearly and effectively.

Effectiveness

Achieving the goal and solving tasks and challenges successfully.

Image

Public and employee perceptions and perceptions of the leader.

Authority

The level of influence and respect a leader has among his audience.

Crisis resilience

Ability to demonstrate resilience and effective crises management.

Source: developed by the authors.

The table presented reflects an integrated approach to measuring and assessing the leader's
reputation. Each indicator of the table is an essential element that reflects different aspects of the
leader's personality and activities, from his professional competence to ethical standards and the
ability to communicate and interact with others. Professional competence is reflected through
business intelligence, and ethics and trust become the basis for positive image formation of the leader
and authority. Leadership qualities and the ability to communicate effectively contribute to forming
open and trusting relationships with the team and other stakeholders.

Effectiveness and resistance to crisis determine the leader’s ability to achieve goals and solve
problems in unpredictable conditions, essential for maintaining the trust and influencing the
environment. Peer-reviewed indicators help to create a complete picture of the leader’s reputation
and determine his place and influence in the professional and social environment.
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Leadership reputation management includes various components that are aimed at creating,
preserving and increasing the positive leader’s perception of his environment [20, 21]. The main
components of leadership reputation management include:

1. Developing a clear strategy and positioning defines the accents that distinguish the leader from
competitors and determines his unique style and values.

2. Communication strategy that covers communication with employees, customers, partners,
media and the public to maintain a positive image and promote a positive perception of the leader’s
activities.

3. Constant monitoring and analysis of the leader’s perception by various stakeholders to identify
and solve possible problems promptly.

4. Developing an action plan and response to crises affecting the leader’s reputation to minimize
the negative consequences.

5. Develop a personal brand by participating in events, conferences, publications, and other
formats that increase recognition and authority.

The proposed components help to create a holistic approach to managing the leader’s reputation,
which contributes to maintaining a positive image and successful functioning in a professional and
social environment.

The formation of the leader’s reputation can be negatively affected by errors in the activities and
behavior of the leader.

Management mistakes can be a severe obstacle to the success and influence of a leader and
organization. One of the most common managerial mistakes is the inability to adapt to changes in the
social, economic and technological environment, which can lead to the loss of competitive advantage.
More control over the perception of reputation can also complicate the timely response to negative
reviews and crises. A sustainable corporate culture can maintain the support and protection of the
reputation of the leader and the organization [22]. In addition, communication errors, such as
ineffective communication with employees, customers, and the public, or unsuccessful attempts at
communication by media and social networks, can significantly impair the leaders and the
organizational perception. Underestimating the importance of openness and transparency in
communications also impacts trust and perception [23]. Ethical violations such as dishonesty,
corruption, or other criminal acts undermine the leaders' and the organizational reputation and
influence. Violation of ethical standards by the leader forms distrust of subordinates, partners and
clients and negatively affects the corporate perception of the general system. In addition, ethical
violations can lead to legal problems, loss of business, and sometimes criminal consequences for the
leader. The organizational lack of authenticity can also be an obstacle to success. A leader creating
an artificial or false image that does not correspond to his values can lead to losing trust and respect
among colleagues and subordinates. Deterioration in the leader’s perception can also affect the team’s
internal dynamics and organizational effectiveness. Leaders must be open, honest and authentic in
their activities, as well as ready to interact with the environment to ensure the successful functioning
of the organization.

The impact of the leader’s reputation on the organization can be decisive for its success and
stability. The link between the leader’s reputation and organizational effectiveness is essential in the
management and development of business. The leader’s positive reputation can significantly impact
various aspects of an organization’s activities, from staff motivation to relationships with customers
and partners.

First of all, the leader’s reputation determines the degree of trust and loyalty of the staff. [26]
Honesty, integrity and the ability of the leader to communicate openly with the team create an
atmosphere of trust, which is a critical factor for motivating and attracting staff to work. When
employees feel that the leader is competent, they are more likely to demonstrate high productivity
and dedication to the company.

Additionally, the leader’s reputation affects the organizational attractiveness for talented
specialists [27]. If the leader has a positive reputation, the managed organization becomes more
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attractive to candidates for vacancies. Talented employees strive to work with successful and
influential leaders, which allows the organization to attract and retain highly qualified specialists.

In addition, the leader’s reputation has a significant influence on relations with clients and partners
[28]. The positive leader’s reputation contributes to building trust and cooperation with customers,
partners and other stakeholders, which has a positive effect on the expansion of activities, increasing
sales and strengthening the organizational market position.

Categories of influence on the leader's — Organizational components
reputation
( )
é A - attractiveness of the employer
- actions and decisions - motivation and involvement of
- communication employees
- ethics and values T -
- results and achievements - the organization's stability
- authenticity - trust of clients and partners
. J -competence and efficiency of
management
o J

Fig. 1. The influence of the leader’s reputation on the organizational effectiveness
Source: developed by the authors

The relationship between the leader’s reputation and the organizational effectiveness is significant
for understanding the success and stability of the organization. The influence of the leader’s
reputation on the organization includes actions and decisions, communication, ethics and values,
results and achievements, and authenticity. Leadership based on solid values and ethics contributes
to forming a sustainable culture of the organization, which positively affects staff motivation and
customer confidence. Leadership, which is marked by honesty, openness and authenticity, contributes
to the effectiveness of communication and the perception of the leader. The results and achievements
of the organization under the leader’s management significantly affect its reputation. A positive
leader's reputation can contribute to more successful implementation of strategies and achievement
of goals.

However, the relationship between the leader’s reputation and organizational effectiveness can be
complex and dynamic because it depends on many factors, such as context, economic conditions,
competition, etc. Therefore, it is essential that leaders carefully examine and understand the impact
of their reputation on the organization and actively work to maintain and strengthen their authority,
which can play a crucial role in achieving the organizational goals.

CONCLUSIONS

The leader’s reputation is an essential resource of the organization, which concerns not only the
external perception of the leader by stakeholders but also the internal one, which is reflected in the
relations in the team and the trust of employees in the leadership qualities of the leader. A positive
leader’s reputation can help to increase team confidence, strengthen interaction and improve work
efficiency [30, 31]. A leader with a positive reputation can catalyze innovation, open up new
opportunities for the organizational development and create a favorable atmosphere for achieving
common goals.

Successful management of the leader’s reputation requires management to communicate openly
with employees and stakeholders, build trust, adhere to high standards of ethics and integration, and
maintain a constant ability to develop. Reputation management requires continuous improvement of
personal qualities, a strategic approach to communications, and managing relationships with all
stakeholders.
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Successful leaders understand that their reputation is integral to the organization’s success and pay
great attention to their personal and professional development, constantly improving their skills and
competencies. It is also essential to consider that the leader’s reputation depends on external factors
such as media, public opinion, and stakeholders’ reactions. It is, therefore, important to have conflict
resolution and crisis management strategies in place to maintain trust and support positive
perceptions.

Consequently, the leader’s reputation is an essential factor in the effective management of the
organization. The leader’s reputation has a significant influence on the organizational effectiveness.
Employees who believe in their leader and feel his support are more inclined to cooperate and make
crucial decisions. It creates a positive working atmosphere and contributes to productivity growth and
achieving organizational goals.
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