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Abstract

Executives confront potentially conflicting pressures—maximizing shareholder wealth in the
long term and appeasing shareholders in the near term. Because they must address near-term
pressures to preserve tenure and to realize the benefits of long-term strategies, executives are
increasingly likely to seek to mollify shareholders. We develop a behavioral-agency theoretical
framework for studying how stock repurchase programs are used to help top managers
appease shareholders. Analysts of 250 large U.S. firms suggested that stock repurchase

programs are variously a function of information asymmetry, risky stock-based incentives, and
performance expectations.


https://journals.aom.org/journal/amj
https://journals.aom.org/toc/amj/46/2
https://journals.aom.org/doi/full/10.5465/30040612
https://doi.org/10.5465/30040612
https://journals.aom.org/

ACADEMY OF
Management

Academy of Management

100 Summit Lake Drive, Suite 110
Valhalla, NY 10595, USA

Phone: +1 (914) 326-1800

Fax: +1 (914) 326-1900

Privacy Policy Logo Use

© 2026 Academy of Management

Powered by Atypon® Literatum



http://aom.org/
https://www.aom.org/about-aom/privacy-policy/
https://www.aom.org/about-aom/branding/
http://atypon.com/

