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В конкурентному економічному середовищі репутація лідера є важливою частиною успішності організації та 

впливає на сприйняття компанії різними зацікавленими сторонами. Репутація лідера формується через дії та 

рішення керівництва, враховуючи різноманітні управлінські підходи. У статті досліджена нагальна проблема 

формування та управління репутацією лідера в сучасних умовах економічної нестабільності та посиленої 

конкуренції на ринку. Автори аналізують різні елементи, що визначають репутацію лідера, такі як його 

професійна етика, здатність приймати рішення в умовах невизначеності, здатність створювати мотивуюче 

середовище для співробітників тощо. Дослідження зосереджено на вивченні взаємозв'язку між репутацією лідера 

та успішністю діяльності організації, де репутація лідера виступає важливим фактором, що впливає на 

сприйняття компанії в цілому. Також, в роботі зазначається, що управління репутацією лідера стає важливим 

елементом стратегії в умовах високої конкурентної боротьби, де кожен аспект взаємодії зі стейкхолдерами може 

визначати успіх чи невдачу підприємства. В роботі розглянуто компоненти управління репутацією лідера та 

поширені помилки в формуванні позитивної репутації лідера. Авторами заропоновано комплексне дослідження 

ролі репутації лідера у сучасному економічному середовищі та надано практичні рекомендації щодо управління 

репутацією для досягнення успіху та стабільності організації. У статті проаналізовано основні елементи впливу 

репутації керівника на деякі компоненти організації, що формують ефективність підприємства. В роботі наведено 

елементи репутації лідера, що безпосередньо впливають на різноманітні компоненти ефективності організації. 

Стаття спрямована на розуміння та підкреслення важливості відповідальності та уважного відношення керівника 

до формування позитивної репутації та сприйняття її як індикатора успішного управління та розвитку організації. 

Ключові слова: лідер, репутація лідера, управління репутацією лідера. 
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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. 

Keywords: leader, leader’s reputation, management of leader’s reputation. 

 

Cite as: Rekunenko, I., Mayboroda, N., Balahurovska, I. & Adamu, A. (2023). The leader’s reputation as an indicator of 

organizational performance. Visnyk of Sumy State University. Economy Series, 7(3), 7–13. https://doi.org/10.21272/1817-

9215.2023.3-01 

 

 

 

 

mailto:i.balahurovska@biem.sumdu.edu.ua
mailto:i.balahurovska@biem.sumdu.edu.ua
https://doi.org/10.21272/1817-9215.2023.3-01
https://doi.org/10.21272/1817-9215.2023.3-01


 8 

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. 
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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 

intelligence 

Level of understanding and expertise in business and management. 

Ethics Adherence to ethical principles and standards of conduct. 

Leadership 

qualities 

Ability to motivate, inspire and lead a team. 

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. 

https://context.reverso.net/%D0%BF%D0%B5%D1%80%D0%B5%D0%B2%D0%BE%D0%B4/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9-%D1%83%D0%BA%D1%80%D0%B0%D0%B8%D0%BD%D1%81%D0%BA%D0%B8%D0%B9/results+of+the+study
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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. 

 

 
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. 

Categories of influence on the leader's 
reputation

- actions and decisions
- communication
- ethics and values
- results and achievements
- authenticity

Organizational components

- attractiveness of the employer

- motivation and involvement of
employees

- the organization's stability

- trust of clients and partners

-competence and efficiency of
management
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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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