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A Study on the CEO Reputation on
Organizational Favorability and Purchase Intention
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Abstract This study intends to apply the concept of reputation as a tool to positively build an evaluation of the
CEO, the CEO of a company. It aims to develop tools to manage the reputation of the CEO and empirically
explore the value of the tools use. As a result of the study, reliability, customer management, strategic vision,
employee management, and social responsibility were derived as the constituent factors of CEO reputation, and
it was confirmed that the relationship between CEO reputation and organizational favorability was statistically
causal. Furthermore, the relationship between CEO reputation and product purchase intention was also
statistically significant. It was confirmed that if the CEO's reputation was positively managed, it could help the
stakeholders to evaluate the company to which the CEO belongs, as well as to purchase the products provided
by the company. One of the ways to be well-received by various stakeholders in a corporate environment where
uncertainty is intensifying is a reputation management system for CEOs, and CEOs themselves should recognize
that their reputation can affect the organization and pay attention to reputation management.
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Table 2. Factor analysis of CEO reputation
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