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ABSTRACT 

SCALING THE BRAND: ECOSYSTEM DESIGN FOR CEOS 

 

 

INNA KATIUSHCHENKO 

2025 

 

 

 

Dissertation Chair:  

 

 

This dissertation explores the intersection of personal branding, energy management, and 

ecosystem engagement among CEOs (Chief Executive Officer) in the context of modern 

leadership and organizational scaling. Drawing on a mixed-methods research design, the 

study investigates how senior executives utilize their personal brand as a strategic asset, 

how they sustain their energy and effectiveness under pressure, and how these elements 

contribute to the implementation of ecosystem-based collaboration models. 

For the purposes of this thesis, leadership is defined as “the ability to influence, guide, and 

support others toward a shared vision through a coherent expression of one’s values, 

behaviors, and future-oriented identity” (as summarized in Yavuz Aksakal and Ulucan, 

2024). 

This definition is selected because it directly connects leadership with the leader’s personal 

brand – understood as the visible and consistent expression of identity that shapes how 

others perceive, trust, and follow a leader. Recent empirical evidence demonstrates that 

Generation Z, an emerging majority in the workforce, expects leaders to embody qualities 

such as farsightedness, emotional intelligence, digital fluency, fairness, transparency, and 

collaborative behavior (Yavuz Aksakal & Ulucan, 2024). These expectations indicate that 

effective leadership today relies not only on functional competencies but also on the 

leader’s identity, authenticity, relational capacity, and public presence. Therefore, adopting 
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this definition reinforces the central argument of this thesis: that the personal brand of the 

leader has become a strategic component of contemporary leadership effectiveness, 

particularly in organizations where identity, communication, trust strongly influence 

performance and culture. 

The research is grounded in interdisciplinary literature across branding theory, ecosystem 

design, and energy psychology. The theoretical framework integrates principles of identity-

based leadership, ecosystem co-creation, and cognitive-behavioral energy regulation. A 

digital survey was administered to a purposive sample of 39 CEOs and executive-level 

professionals across technology, consulting, wellness, education, retail, and manufacturing 

sectors. The instrument included closed- and open-ended questions assessing brand 

importance, engagement frequency, energy management strategies, and ecosystem 

implementation practices. 

Quantitative data were analyzed using descriptive statistics and correlation analysis, while 

qualitative responses were thematically coded to identify recurring patterns and insight 

clusters. Findings show that CEOs who consider their personal brand “very important” 

engage more frequently in brand-building activities, particularly on platforms such as 

LinkedIn and through thought leadership channels. However, lack of time was the most 

frequently cited barrier, negatively affecting consistency in branding and increasing 

fatigue. Respondents who employed more energy management strategies such as physical 

activity, planning routines, coaching, or mindfulness reported lower levels of energy 

depletion. 

Furthermore, those with a stronger personal brand were more actively engaged in 

ecosystem strategies, including joint innovation projects, open stakeholder dialogues, and 

socially meaningful initiatives. A typology of CEO archetypes was developed to reflect 

variations in personal branding intensity, energy resilience, and ecosystem engagement. 
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The study concludes that personal brand, when supported by sustainable energy practices 

and framed within an ecosystem mindset, enhances the CEO’s ability to scale influence 

and collaboration. Practical recommendations include integrating content delegation, 

personalized energy rituals, and ecosystem-specific communication channels into 

executive routines. The dissertation contributes to the evolving discourse on CEO identity, 

resilience, and stakeholder co-creation in dynamic business environments. 

 

Keywords: Leadership, CEO (Chief Executive Officer), Executive identity, Personal 

Branding, Energy management, Ecosystem leadership, Strategic influence, Visibility, 

Trust, Executive branding.  
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CHAPTER I:  

INTRODUCTION  

 

1. Introduction  

In the context of accelerated technological change, intensified stakeholder expectations, 

and globally networked markets, the twenty-first-century CEO is navigating a profoundly 

redefined leadership environment. No longer confined to strategic oversight and 

operational control, today’s CEOs are expected to embody the public voice of their 

organizations, exhibit emotional intelligence, demonstrate social accountability, and lead 

across organizational and ecosystem boundaries. This multidimensional leadership role 

requires not only strategic acumen but also communicative presence, adaptive energy 

regulation, and ecosystemic thinking. These expanded expectations represent both an 

opportunity and a challenge: to lead not only as a manager of systems, but as a symbolic 

and relational force within and beyond the enterprise. 

The traditional conceptualization of executive leadership grounded in hierarchical control, 

rational decision-making, and performance metric falls short in capturing the lived reality 

of contemporary CEOs. As organizational boundaries blur and the demands of 

transparency, authenticity, and collaboration intensify, leadership must be reframed to 

incorporate the internal and external dynamics of visibility, vitality, and relational impact. 

This reframing calls for an integrative model that situates the personal brand of the CEO 

as a strategic asset, understands energy management as essential to sustained performance, 

and recognizes ecosystem engagement as central to long-term value creation. 

Personal brand development is no longer a luxury or a peripheral communication function. 

It has become a mechanism through which CEOs articulate values, build trust, attract 

partnerships, and scale their strategic influence. Simultaneously, energy understood not 
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only in physical or emotional terms, but as a dimension of cognitive and relational capacity 

emerges as a critical variable in sustaining leadership intensity, creativity, and resilience. 

Finally, the shift from transactional networks to ecosystems of co-creation places CEOs in 

the role of orchestrators leaders who must design and inhabit environments of shared 

purpose, mutual benefit, and distributed innovation. 

This dissertation responds to the need for empirical and conceptual clarity at the 

intersection of these domains. Drawing on data from a survey of 39 CEOs across diverse 

sectors including technology, education, consulting, retail, and manufacturing, this study 

explores how executive leaders actively integrate personal branding, energy self-

regulation, and ecosystem engagement into their leadership practice. Through both 

quantitative correlations and qualitative reflections, it seeks to illuminate the patterns, 

obstacles, and success factors that underpin scalable leadership, leadership that transcends 

organizational boundaries and contributes to dynamic ecosystems of innovation and trust. 

Ultimately, the research contributes to the theoretical evolution of leadership studies by 

positioning visibility, vitality, and connectivity not as supplementary attributes, but as core 

drivers of CEO effectiveness in the modern era. 

 

1.2 Research Problem 

In recent decades, academic discourse and practitioner literature have increasingly 

explored the strategic value of personal branding, the necessity of executive energy 

management, and the transformative potential of ecosystem engagement. Each of these 

domains has developed robust bodies of knowledge, ranging from theories of identity 

construction and impression management to models of emotional resilience, to frameworks 

for stakeholder collaboration and co-creation. However, despite this progress, a critical gap 

remains: these areas are typically studied in isolation, with minimal attention paid to how 
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they interact, reinforce, or contradict one another within the daily lived experience of senior 

executives. This analytical fragmentation fails to reflect the integrated reality of the modern 

CEO, whose performance is shaped not by isolated competencies, but by the dynamic 

interdependence of visibility, vitality, and ecosystemic connectivity. 

The central research problem addressed in this dissertation lies in the absence of a cohesive, 

practice-based framework that supports CEOs in harmonizing their personal brand identity, 

energy regulation practices, and external ecosystem strategies. While some leadership 

models focus on internal traits such as emotional intelligence, resilience, or mindfulness, 

others emphasize external competencies such as communication strategy, stakeholder 

engagement, or public thought leadership. Yet few models bridge these dimensions in a 

way that captures how personal visibility, energetic sustainability, and collaborative 

positioning are mutually dependent components of scalable leadership in high-velocity 

environments. 

This omission has tangible consequences. In the absence of an integrative approach, many 

CEOs face: 

• Fragmented brand narratives, where the public image is disconnected from 

personal values or organizational strategy. 

• Chronic energy depletion, resulting in decision fatigue, decreased innovation, and 

eventual burnout. 

• Shallow or transactional partnerships, lacking the depth and trust necessary for 

ecosystemic co-creation. 

• Misalignment between personal brand and corporate identity, which weakens 

both internal culture and external reputation. 

These challenges are not just operational, they are existential. The inability to align 

personal identity, energetic capacity, and strategic interdependence can erode trust, reduce 
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leadership effectiveness, and diminish an organization’s adaptive potential. Conversely, 

when CEOs succeed in aligning these dimensions, they become architects of influence 

leaders who not only guide their companies but catalyze broader transformation within 

their industries and networks. 

Thus, the research problem is both theoretical and practical: How can CEOs intentionally 

integrate personal branding, energy management, and ecosystem design into a cohesive 

leadership practice? What differentiates those leaders who thrive in this complexity from 

those who struggle to maintain coherence and momentum? By addressing these questions, 

this study seeks to contribute to an emergent paradigm in leadership, one that 

acknowledges the CEO not merely as a strategist or operator, but as a visible, vital, and 

connective force in the business ecosystem. 

 

1.3 Purpose of Research  

The overarching purpose of this dissertation is to develop a multidimensional and practice-

informed model of CEO leadership that integrates three essentials, yet often siloed, 

domains: personal branding, energy management, and ecosystem engagement. The 

research aims to respond to a growing recognition within leadership literature and 

executive practice that visibility, vitality, and connectivity are not peripheral attributes, but 

core levers of sustained influence and organizational scalability. Through a synthesis of 

empirical data, theoretical analysis, and strategic insight, the study seeks to generate a 

cohesive framework that both explains and supports how contemporary CEOs can thrive 

in complex, high-demand environments. 

This study is particularly concerned with bridging the “inner and outer” dimensions of 

executive functioning. Internally, CEOs must cultivate emotional regulation, cognitive 

clarity, and resilience in the face of unrelenting pressure. Externally, they are expected to 
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maintain an authentic public presence, foster trust across diverse stakeholder groups, and 

serve as visible anchors of organizational values. Between these poles lies a tension that is 

both strategic and existential: How can leaders remain energetically grounded and ethically 

aligned while engaging in the public, performative, and networked demands of modern 

leadership? 

To address this central question, the research is structured around five key objectives: 

• To map the tools, practices, and platforms CEOs currently use to shape, 

maintain, and communicate their personal brand identities, including digital 

channels, thought leadership forums, and interpersonal networks. 

• To examine the relationship between energy management practices (e.g., 

physical activity, mindfulness, delegation, time structuring) and perceived 

leadership effectiveness and sustainability over time. 

• To explore the ways CEOs position themselves within collaborative 

ecosystems, including joint ventures, co-innovation platforms, and values-based 

alliances, and to assess how personal brand contributes to or hinders these 

engagements. 

• To understand the underlying tensions between visibility and vulnerability, and 

between personal autonomy and interdependence, as experienced by CEOs 

navigating simultaneous demands for authenticity, authority, and accessibility. 

• To develop a strategic framework for aligning the CEO’s internal world (values, 

energy, identity) with their external leadership expression (brand, communication, 

collaboration), thereby enabling more integrated and scalable leadership practices. 

This inquiry is grounded in real-world executive experiences, drawn from qualitative and 

quantitative data collected from a diverse group of CEOs across multiple sectors. The aim 

is to produce not only a descriptive analysis of current practices but also prescriptive 
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insights that can inform leadership development programs, coaching methodologies, and 

executive decision-making models. Ultimately, the research contributes to an emergent 

field of leadership studies that foregrounds the CEO as a visible, vital, and ecosystemic 

actor one whose effectiveness depends on the intentional integration of self, strategy, and 

system. 

 

1.4 Significance of the Study  

This dissertation makes an original contribution to the evolving discourse on executive 

leadership by addressing the interrelationship between personal branding, energy 

management, and ecosystem engagement, three domains that are increasingly vital to 

sustained leadership impact in contemporary organizational contexts. The significance of 

this study lies in its ability to advance both theoretical understanding and practical 

application across multiple disciplines, including leadership studies, organizational 

behavior, branding, and executive development. 

Theoretical Significance 

At the theoretical level, this study offers several contributions: 

• Integrative Leadership Framework: It proposes a novel, multidisciplinary model 

that bridges previously disconnected literature in personal branding, energy 

psychology, and ecosystem strategy. By conceptualizing these elements not as 

isolated competencies but as an interdependent leadership system, the study 

provides a new lens for understanding CEO effectiveness in complex 

environments. 

• Expanded Notion of Leadership Identity: The research advances the theory of 

leadership identity by framing it as a dynamic interplay between self-perception 

(internal authenticity and energy), audience perception (external brand image), and 
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inter-organizational influence (ecosystem engagement). This moves beyond static 

models of leader archetypes and toward a more fluid, contextual, and socially 

constructed understanding of executive presence. 

• Bridging Internal and External Capacities: The study fills a critical gap in 

literature by exploring how internal leadership resources, such as mental focus, 

emotional regulation, and physical energy interact with external mechanisms such 

as brand visibility and stakeholder co-creation. This dual focus enhances the 

conceptual clarity around what it means to “scale” leadership in today’s networked 

organizations. 

Practical Significance 

In practical terms, the study offers actionable insights and tools for various leadership 

stakeholders: 

• For CEOs and Senior Executives: The findings enable reflective assessment of 

how one’s personal brand aligns with the company’s mission, stakeholder values, 

and long-term strategy. It also presents evidence-based practices for managing 

energy and public engagement without compromising resilience or authenticity. 

• For Organizations and HR Leaders: The research supports a shift from skill-

based executive development to holistic leadership cultivation emphasizing 

emotional intelligence, energetic sustainability, and the design of trust-based 

ecosystems as essential components of strategic leadership. 

• For Leadership Coaches and Branding Consultants: The study offers a robust 

framework for helping clients design, communicate, and sustain a coherent 

personal brand that aligns with ecosystem positioning and internal well-being. It 

also highlights the importance of rhythm, renewal, and relational trust in the long-

term effectiveness of CEO branding efforts. 
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• For Ecosystem Designers and Innovators: By exploring how CEOs serve as 

anchors of trust and coordination within business ecosystems, the study provides a 

foundation for more intentional, human-centered approaches to cross-sector 

collaboration, value sharing, and innovation networks. 

Contextual Relevance 

This research is particularly significant in volatile, uncertain, complex, and ambiguous 

(VUCA) environments conditions that characterize many emerging markets, post-conflict 

regions, and innovation-driven industries. In such settings, traditional models of command-

and-control leadership are often insufficient. Resilient, visible, and strategically connected 

CEOs become vital not only to their organizations’ success but also to the stability and 

adaptability of broader economic and social systems. 

In sum, this dissertation contributes to both academic theory and applied leadership 

practice by articulating a multidimensional model of CEO influence one that is rooted in 

personal coherence, relational credibility, and system-wide impact. 

 

1.5 Research Purpose and Questions 

The purpose of this research is to explore and clarify the dynamic interplay between three 

critical pillars of contemporary CEO leadership: personal branding, energy management, 

and ecosystem engagement. While each of these elements has been studied independently 

within fields such as organizational psychology, leadership theory, strategic 

communication, and business ecosystems, there remains a significant gap in empirical 

research and theoretical integration that accounts for how these domains converge to shape 

executive effectiveness in real-world contexts. 

The rationale for this study emerges from the recognition that the role of the CEO has 

undergone a profound transformation. In contrast to earlier models that emphasized 
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internal decision-making, authority, and operational control, today’s CEOs are expected to 

lead not only as managers of organizations but as visible, energized, and strategically 

embedded actors in wider systems of influence. This shift has elevated the CEO from a 

corporate figurehead to a public persona, thought leader, and ecosystem orchestrator roles 

that demand a nuanced balance of personal integrity, emotional endurance, and strategic 

connectivity. 

This study is designed to address two interconnected goals: 

1. To build an empirically grounded model that illustrates how personal branding, 

leadership energy, and ecosystem strategies intersect to form a scalable, sustainable 

leadership profile. 

2. To provide actionable insights for CEOs and leadership professionals seeking to 

enhance their influence, managing burnout, building trust-based networks, and 

aligning their inner values with external leadership expressions. 

Research Objectives 

To achieve these goals, the research is guided by five specific objectives: 

• Objective 1: To identify and categorize the tools, platforms, and content strategies 

CEOs use to construct, sustain, and evolve their personal brand - both online and 

offline. 

• Objective 2: To examine the relationship between executive energy practices (e.g., 

time management, physical wellness, mindfulness, delegation) and perceived 

leadership effectiveness, creativity, and emotional resilience. 

• Objective 3: To investigate how personal branding contributes to, or detracts from, 

a CEO’s capacity to engage in ecosystem partnerships, shared innovation, and 

stakeholder co-creation. 
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• Objective 4: To map the practical and psychological barriers CEOs encounter in 

attempting to synchronize their public presence, personal sustainability, and inter-

organizational influence. 

• Objective 5: To develop a multidimensional leadership framework that aligns 

visibility (brand), vitality (energy), and velocity (ecosystem momentum) in a 

practical model for executive action. 

Primary Research Question 

How do personal branding, energy management, and ecosystem interaction 

collectively influence the effectiveness, visibility, and resilience of CEOs? 

This central question acknowledges that modern leadership cannot be reduced to isolated 

skills or competencies. Rather, it must be understood as a living system where identity, 

wellness, and strategy are deeply interconnected. 

Sub-questions: 

1. What strategies and channels do CEOs use to consistently develop and 

maintain their personal brand, and how do these evolve across contexts? 

2. What is the relationship between the CEO’s energy level, both perceived and 

experienced and their leadership performance, focus, and ability to inspire 

others? 

3. In what ways does the CEO’s personal brand contribute to the formation, 

trust-building, and success of business ecosystem relationships, including 

partnerships and co-innovation? 

4. What practical, cultural, or psychological challenges hinder CEOs from 

aligning their personal brand, energy practices, and ecosystem strategies? 

5. What tools, rituals, or leadership routines help sustain long-term visibility, 

health, and influence without leading to burnout or dissonance? 
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Broader Implications 

The inquiry is framed within the broader context of increasing complexity, radical 

transparency, and the rise of network-based business models. In such a landscape, 

leadership is no longer defined by hierarchical power or positional authority alone it is 

measured by influence, relational depth, and the ability to catalyze movements across 

ecosystems. This study, therefore, seeks to offer a framework not just for surviving 

executive complexity, but for leading with clarity, coherence, and systemic impact. 

By answering these questions, the dissertation contributes both conceptually and 

practically to a new architecture of executive leadership, one that is rooted in personal 

authenticity, sustained by energy-aware practices, and activated through ecosystem 

collaboration.  
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CHAPTER II:  

REVIEW OF LITERATURE 

2.1 Theoretical Framework  

This study is situated within an interdisciplinary theoretical framework that synthesizes 

concepts from personal branding theory, leadership psychology, energy management, and 

ecosystem strategy. While each of these domains has been examined independently within 

academic literature, this research brings them together to examine a central question of 

twenty-first-century executive leadership: how CEOs can scale their influence, sustain 

personal effectiveness, and activate collaborative ecosystems by integrating visibility, 

vitality, and strategic interdependence into their leadership practice. 

At its core, this framework is grounded in the recognition that CEO performance and 

influence are not solely products of cognitive intelligence, technical expertise, or formal 

authority. Rather, they emerge from a more complex system of symbolic, psychological, 

physiological, and relational factors. These include: 

• The symbolic capital embedded in the CEO’s personal brand, which communicates 

credibility, values, and strategic vision. 

• The physiological and emotional energy that determines the CEO’s capacity for 

presence, resilience, and decision-making under pressure; and 

• The CEO’s positional leverage within ecosystems, which facilitates multi-

stakeholder collaboration, innovation, and co-created value. 

 

Theory of Reasoned Action (TRA) 

A foundational element of this framework is the Theory of Reasoned Action (TRA) 

developed by Fishbein and Ajzen (1975). TRA posits that individual behavior is a function 

of behavioral intention, which in turn is influenced by two main factors: 
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1. Attitudes toward the behavior, and 

2. Subjective norms perceptions of how others expect one to behave. 

In the context of CEO leadership, TRA provides a lens through which to understand how 

leaders make decisions about engaging in personal branding, managing their energy, or 

committing to ecosystem initiatives. For instance, a CEO who believes that consistent 

personal visibility enhances company value (positive attitude) and perceives peer pressure 

or societal norms favoring transparency and authenticity (subjective norms) will be more 

likely to engage in branding behaviors. This theory helps explain the cognitive process 

behind strategic self-presentation, especially in environments where CEOs are constantly 

balancing internal alignment and external expectations. 

 

Identity Theory and Authentic Leadership 

The framework is further enriched by identity theory, which emphasizes the centrality of 

self-concept in behavior regulation. In leadership contexts, identity is not static, it is 

performed, negotiated, and constantly shaped by relational feedback and role expectations. 

This is particularly relevant to CEOs, who must project a coherent leadership identity while 

navigating ambiguity, visibility, and multidimensional stakeholder demands. Authentic 

leadership theory, which stems from identity theory, reinforces the importance of internal 

self-awareness and relational transparency as foundational traits of trusted and effective 

leaders. 

Authenticity, however, must be contextualized. The performance of authenticity in digital 

and public platforms (e.g., social media, conference speaking, corporate storytelling) 

requires careful alignment between the inner world of the leader (values, beliefs, energy 

levels) and the outer expression of brand identity. This alignment is key to avoiding brand 

dissonance and ensuring the CEO’s visibility enhances rather than undermines credibility. 
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Self-Determination Theory and Executive Energy 

Self-determination theory (SDT), introduced by Deci and Ryan (1985), provides further 

insight into motivation, energy, and well-being. SDT posits that human beings have innate 

psychological needs autonomy, competence, and relatedness which, when satisfied, foster 

intrinsic motivation and psychological wellness. In CEO contexts, these needs manifest in 

the drive for meaningful leadership, the desire to create impact, and the search for 

supportive relationships within and beyond the organization. 

SDT informs the energy management dimension of this study by framing energy not only 

as a physiological resource, but as a function of psychological congruence. CEOs who 

structure their work in ways that satisfy intrinsic needs are more likely to sustain energy 

and avoid burning out. Conversely, misalignment when visibility becomes performative or 

ecosystems become extractive can lead to emotional depletion and leadership fatigue. 

Business Ecosystem Theory and Strategic Interdependence 

Finally, the framework draws on ecosystem theory, particularly as developed in the fields 

of strategic management and innovation. Business ecosystems are understood as dynamic 

constellations of firms, partners, and stakeholders who co-evolve capabilities and align 

interests to generate mutual value. Within such ecosystems, the CEO is no longer merely 

a decision-maker within a single firm, but a network catalyst a relational actor who fosters 

trust, curates shared narratives, and stewards’ collaborative platforms. 

This position requires a new type of leadership what some scholars refer to as orchestrator 

leadership where authority is derived less from hierarchical control and more from 

credibility, alignment of vision, and the ability to enable collective action. A CEO’s 

personal brand plays a crucial role in this process, serving as both a signal of intent and a 

mechanism for building social capital across organizational boundaries. 
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In sum, the theoretical framework guiding this research brings together psychological 

models of self-regulation and authenticity, behavioral theories of decision-making and 

motivation, and strategic frameworks for ecosystem leadership. It posits that personal 

branding, energy management, and ecosystem engagement are not independent 

competencies, but co-constructive pillars of executive influence. This integrated lens 

supports a more holistic and realistic understanding of what it means to lead and scale a 

brand in today’s interdependent, visibility-saturated, and energy-intensive business 

landscape. 

 

2.2 Theory of Personal Branding in Executive Leadership  

The concept of personal branding, originally popularized by Tom Peters (1997) in the 

context of individual career differentiation has since evolved into a foundational construct 

in strategic leadership literature. In the executive realm, particularly at the CEO level, 

personal branding is no longer a peripheral activity or optional communication tool. It has 

become an essential dimension of leadership identity, reputational capital, and 

organizational influence. This section explores the theoretical underpinnings of personal 

branding in leadership and its implications for contemporary CEO practice. 

Definition and Core Components 

Personal branding refers to the intentional process by which individuals define, 

communicate, and reinforce a consistent image of themselves in the minds of others. 

According to Montoya and Vandehey (2009), a personal brand encapsulates one's unique 

promise of value, expressed through personality, expertise, and purpose. In executive 

contexts, this extends beyond professional credentials or visibility. It represents the 

symbolic interface between the leader’s internal values and the external environment’s 

perceptions and expectations. 
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Scholars such as Shepherd (2005) and Bendisch et al. (2013) highlight that personal 

branding in leadership involves four critical elements: 

• Authenticity: Alignment between internal values and external expression. 

• Visibility: Strategic exposure through media, networks, and public platforms. 

• Credibility: Demonstrated competence, consistency, and relational trust. 

• Strategic Alignment: Cohesion between personal brand narratives and the 

company’s mission, values, and culture. 

In essence, an effective CEO brand is not self-centered; it is organizationally integrative 

serving as a conductive form of personal identity and corporate storytelling. It enables 

leaders to humanize the enterprise, clarify its values, and shape stakeholder relationships 

through trust-based communication. 

The CEO Brand as Strategic Capital 

In a world increasingly characterized by radical transparency, digital saturation, and 

narrative competition, the CEO’s personal brand becomes inseparable from the public 

perception of the organization. As Hatch and Schultz (2003) note in corporate branding 

literature, identity is co-constructed by leaders and their audiences. Thus, every LinkedIn 

post, media interview, conference keynote, or philanthropic gesture contributes to a larger 

narrative ecosystem that reflects on both the leader and the company. 

    This convergence means that the CEO is no longer simply a steward of the corporate 

brand, but an active co-author of it. The personal brand becomes a strategic asset in: 

• Building public trust. 

• Differentiating the organization in saturated markets. 

• Attracting aligned partners, clients, and talent. 

• Mobilizing emotional engagement among internal and external stakeholders. 
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Dynamic Nature and Leadership Archetypes 

The CEO brand is not static. It evolves as the leader matures, as organizational challenges 

shift, and as external contexts (e.g., crisis, innovation cycles, market transitions) demand 

new forms of engagement. As such, brand stewardship becomes a continuous strategic 

responsibility, rather than a campaign-based communication effort. 

Several scholars (e.g., Khedher 2014; Parmentier et al. 2013) have linked personal 

branding with leadership archetypes such as the visionary, the reformer, or the sage which 

help CEOs embody consistent yet evolving narratives. These archetypes not only guide 

expression but serve as energy-conserving identity anchors, helping executives remain 

coherent across multiple platforms and contexts. 

Implications for Ecosystem Leadership 

    Finally, personal branding theory intersects with ecosystem leadership in significant 

ways. A well-managed personal brand enhances a CEO’s ability to: 

• Operate as a trust broker in cross-sector collaborations. 

• Create narrative alignment across distributed stakeholders. 

• Influence the values and strategic orientation of business ecosystems. 

By acting as visible, credible, and purpose-driven figures, branded CEOs serve as anchors 

of trust in environments that increasingly rely on co-creation, agility, and relational capital. 

 

2.3 Energy Management in CEO Performance  

In the context of executive leadership, energy management is increasingly recognized as a 

critical yet often underemphasized dimension of sustainable performance. While 

leadership research traditionally focuses on cognitive competencies, emotional 

intelligence, and decision-making capabilities, a growing body of literature emphasizes 

that energy, rather than time or talent alone, is the foundational currency of high 
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performance (Schwartz and McCarthy, 2007). For CEOs operating in complex, high-

pressure environments, energy is not merely a personal resource it is a strategic capacity 

that enables visibility, influence, and resilience over time. 

Four Dimensions of Leadership Energy 

According to performance theorists such as Loehr and Schwartz (2003), executive energy 

must be understood as a multidimensional construct encompassing four interdependent 

domains: 

• Physical Energy: Stamina, vitality, and physical health, which support endurance 

and stress recovery. 

• Emotional Energy: The capacity for empathy, optimism, and emotional regulation 

under pressure. 

• Mental Energy: The ability to focus, prioritize, and make high-quality decisions. 

• Spiritual Energy: A sense of purpose, meaning, and alignment with core values. 

When any of these domains is neglected, leaders experience what is commonly referred to 

as energy leakage, a condition marked by reduced presence, irritability, indecision, and 

fatigue. In the CEO context, such depletion has cascading consequences: it diminishes the 

clarity of communication, weakens symbolic authority, and erodes stakeholder trust. 

 

CEO Workload and Energy Depletion 

Empirical evidence suggests that CEOs are especially susceptible to chronic energy 

depletion. Their roles often require long working hours, frequent travel, public exposure, 

and emotionally taxing interactions. These conditions elevate the risk of decision fatigue, 

emotional volatility, and relational withdrawal outcomes that not only undermine 

leadership effectiveness but also damage the CEO’s personal brand and the organization’s 

public perception (Kreiner et al., 2015). 
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 Energy loss is not merely a personal issue, it becomes an organizational liability when it 

results in disengaged leadership, inconsistent messaging, or reactive behavior. As CEOs 

serve increasingly as the public face of their companies, their level of energy becomes 

directly correlated with the consistency and integrity of brand communication, as well as 

with their ability to engage in trust-building, strategic dialogue, and ecosystem 

collaboration. 

Energy Rituals and Strategic Renewal 

Leading scholars and practitioners in executive performance recommend the integration of 

energy renewal rituals into the daily lives of senior leaders. These include: 

• Physical routines: regular exercise, nutrition, and sleep hygiene. 

• Mental practices: time-blocking, mindfulness, and task triaging. 

• Emotional hygiene: coaching, self-reflection, and boundary setting. 

• Spiritual grounding: connecting to values, journaling, and meaning-making 

activities. 

Such routines are not indulgences they are performance multipliers. Schwartz and Loehr 

(2003) argue that CEOs who ritualize recovery and focus on energy rhythms (e.g., 

oscillating between high-intensity work and renewal periods) are more likely to sustain 

performance, retain clarity, and avoid burnout. 

The qualitative data in this study supports these claims. CEOs who reported regular 

engagement in energy management practices such as meditation, delegation, exercise, and 

reflective journaling also reported greater levels of leadership presence, improved decision-

making, and stronger relational outcomes with stakeholders. 

From Private Concern to Public Competency 

Importantly, energy management is no longer a private matter in leadership discourse. As 

the role of the CEO becomes more visible through digital platforms, media presence, and 
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public speaking the ability to regulate and project energy becomes leadership competency. 

Leaders who fail to manage their internal state often appear inauthentic, disengaged, or 

volatile traits that diminish credibility in the eyes of partners, employees, and investors 

alike. 

In contrast, CEOs who model sustainable energy practices and communicate their 

commitment to well-being set a precedent for organizational culture. They signal that 

vitality, focus, and coherence are not signs of privilege, but of strategic maturity and 

executive discipline. 

Conclusion 

In this framework, energy management is elevated from a wellness issue to a core strategic 

function in executive leadership. It underpins visibility, presence, and the capacity to build 

and sustain trust in ecosystem relationships. For CEOs seeking to scale their leadership 

while preserving authenticity and longevity, energy is not ancillary it is essential. 

 

2.4 Ecosystem Design and Business Collaboration Theories  

The third foundational pillar in this study’s theoretical framework is ecosystem theory, 

which redefines the context in which leadership operates. Traditional business models 

emphasized control, hierarchy, and competitive positioning. In contrast, ecosystem theory 

conceptualizes the modern business environment as a fluid, co-creative network of diverse 

actors, clients, communities, competitors, and regulators who collaborate across 

boundaries to generate mutual value. This model recognizes that in an increasingly 

complex and interdependent world, no organization succeeds alone (Iansiti & Levien, 

2004; Adner, 2017). 

From Firm-Centric Strategy to Networked Collaboration 
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 Ecosystems are not static partnerships or linear supply chains; they are adaptive, 

decentralized systems where firms co-evolve in response to shifting environments. Within 

these systems, firms share resources, platforms, data, and knowledge. The goal is not 

merely transactional exchange, but sustained value co-creation through innovation, 

learning, and shared purpose. 

This ecosystemic logic alters the nature of executive leadership. CEOs are no longer just 

decision-makers within firm boundaries. They are orchestrators of interorganizational 

dynamics, whose visibility, credibility, and relational intelligence determine their ability to 

catalyze collective outcomes. In this model, leadership becomes less about command-and-

control and more about convening, connecting, and enabling. 

Key Characteristics of Business Ecosystems 

As defined in the literature and validated by the lived experiences of CEOs in this study, 

business ecosystems share several defining features: 

• Interdependence: Ecosystem actors rely on each other’s reputations, capabilities, 

and data to deliver joint value. 

• Co-evolution: Relationships are dynamic and flexible. As the ecosystem adapts, so 

do the roles and contributions of each actor. 

• Shared Purpose: Participants align around societal goals, innovation challenges, 

or cross-sector missions beyond individual profit motives. 

• Distributed Authority: Power is based on influence, trust, and credibility not 

hierarchy. Leadership is relational and negotiated. 

These features require a new form of executive behavior, one that privileges horizontal 

collaboration, systems thinking, and symbolic leadership over operational control or 

vertical integration. 

The CEO as Ecosystem Architect and Orchestrator 
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A central hypothesis in this research is that CEOs play a unique strategic and symbolic role 

within ecosystems. Their influence is not derived solely from their formal title or 

organizational size but from their ability to signal trust, create narrative alignment, and 

mobilize cross-boundary collaboration. 

This role can be described as that of an ecosystem orchestrator, a leader who activates and 

aligns diverse stakeholders to pursue joint objectives. Research in strategic management 

suggests that successful ecosystem orchestrators possess: 

• Narrative coherence - The ability to articulate a compelling purpose that unites 

diverse actors. 

• Network activation - The capacity to connect people and institutions with 

complementary assets. 

• Trust brokerage - The perceived integrity to hold together relationships under 

uncertainty. 

In this light, the CEO’s personal brand becomes not only a reputational asset but a strategic 

mechanism through which ecosystem value is unlocked. A well-articulated personal brand 

rooted in authenticity, credibility, and visibility serves as a signal of leadership reliability, 

enhancing the willingness of others to engage, co-create, and share resources. 

Personal Branding as an Enabler of Ecosystem Participation 

The research data shows that CEOs who are actively involved in ecosystem-level initiatives 

often leverage their personal brand to build bridges across industries, sectors, and cultural 

contexts. The brand functions as a relational currency, fostering openness, shared values, 

and cross-organizational alignment. 

Survey responses confirm that many CEOs use visibility platforms (e.g., LinkedIn, 

conferences, expert media) not for self-promotion, but to amplify ecosystem narratives, 
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advocate for collaborative projects, and attract like-minded partners. In this sense, branding 

and ecosystem leadership are not separate strategies, they are symbiotic. 

A strong CEO brand establishes emotional safety for potential collaborators, increases 

ecosystem coherence by modeling shared values, and enhances adaptive capacity by 

enabling trust-based experimentation and innovation. 

Strategic and Theoretical Implications 

The integration of ecosystem theory into leadership studies challenges long-held 

assumptions about how influence is built and sustained. In volatile, uncertain, complex, 

and ambiguous (VUCA) environments, formal power structures are insufficient. 

Leadership must be embodied in visible, trusted individuals who can serve as conveners, 

interpreters, and boundary-spanners. We are positioning ecosystem engagement merely not 

as an operational concern but a core leadership competency, that is deeply interwoven with 

personal identity, energy capacity, and reputational capital. 

Ecosystems thrive under leaders who exhibit: 

• Transparency in goals and communication. 

• Reciprocity in value exchange. 

• Long-term orientation and symbolic consistency. 

• Cultural fluency in managing cross-sector interactions. 

These traits align closely with the principles of brand leadership and affirm the study’s core 

thesis: that personal brand, energy, and ecosystem strategy must be viewed as an integrated 

leadership system. 

Conclusion 

Ecosystem theory provides a transformative lens through which modern CEO leadership 

can be understood and redefined. It calls for a shift in mindset, from operational excellence 

to relational influence, from hierarchical control to horizontal co-creation. 
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In this new paradigm, the CEO is not merely an executive, but a systemic actor, whose 

brand, presence, and energy shape not only the destiny of their organization but the 

architecture of the ecosystems in which they participate. This framework will serve as a 

critical foundation for interpreting the survey data and deriving practical insights into the 

empirical chapters that follow. 

 

2.5 CEO Identity, Influence, and Brand Architecture  

Executive leadership is not solely defined by decisions, strategies, or outcomes, it is also 

shaped by identity: how a leader sees themselves, how they wish to be seen, and how they 

are perceived by others. Leadership identity theory (Day and Harrison, 2007) posits that 

identity is both internally constructed and externally validated. It evolves through social 

interaction and is reinforced (or contested) through experience, reflection, and feedback. 

For CEOs, this identity becomes the backbone of influence, a key determinant of 

behavioral choices, narrative control, and stakeholder trust. 

In the context of personal branding, identity theory connects directly to the concept of 

brand architecture, the intentional design of symbols, messages, behaviors, and narratives 

that communicate a leader’s purpose, values, vision, and strategic intent. Unlike marketing-

based branding that often prioritizes external perception, brand architecture in leadership 

is deeply rooted in internal coherence. It requires the CEO to align their personal values 

with organizational culture and strategic positioning, ensuring that their leadership 

presence is not only visible but believable. 

The Constructed Nature of CEO Identity 

Identity is not static or given; it is constructed, performed, and relationally shaped. This 

makes leadership identity inherently dynamic responsive to organizational shifts, market 

changes, stakeholder expectations, and personal growth. As the leader’s role expands from 
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operational oversight to public representation, their identity becomes increasingly 

symbolic. Each public appearance, social media post, keynote speech, or partnership 

negotiation becomes a form of identity expression, shaping how the leader and, by 

extension, the organization is interpreted by others. 

This symbolic power is both a strength and a risk. A coherent identity strengthens trust, 

legitimacy, and alignment. A fragmented or performative identity, by contrast, creates 

dissonance, undermining credibility and eroding influence across both internal teams and 

external networks. 

CEO Archetypes and Leadership Narratives 

Building on identity theory, several scholars and practitioners (e.g., Mark and Pearson 

2001; Hatch and Schultz 2008) propose the use of leadership archetypes to understand and 

express executive identity. Archetypes are symbolic roles or narrative templates such as 

the Visionary, Mentor, Warrior, Sage, or Diplomat that offer recognizable, emotionally 

resonant frameworks for leadership expression. 

These archetypes help CEOs: 

• Frame their personal leadership story. 

• Guide communication tone and content. 

• Select appropriate media and engagement channels. 

• Maintain message consistency across different platforms and audiences. 

For instance, a Visionary CEO may lean into future-oriented language, innovation 

narratives, and platform-building, while a Diplomatic CEO may emphasize consensus, 

ethical alignment, and ecosystem harmony. When archetypes are authentically embodied 

and clearly communicated, they become identity anchors guiding decision-making and 

protecting against identity dilution in fast-changing environments. 

Brand Architecture: From Visibility to Resonance 
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Brand architecture in CEO leadership refers to the intentional structuring of how identity 

is communicated and experienced. It consists of several layers: 

• Core identity: purpose, values, and vision. 

• Narrative structure: origin stories, milestones, future goals. 

• Symbolic behaviors: speaking engagements, writing, social media tone. 

• Visual and verbal cues: professional image, taglines, content voice. 

• Ecosystem alignment: how identity translates across partnerships and 

collaborative networks. 

This architectural approach enables message consistency, emotional coherence, and multi-

platform recognition key traits of influential CEO brands. Moreover, it allows the leader’s 

identity to remain adaptive yet anchored, supporting evolution without compromising 

authenticity. 

Identity, Energy, and Ecosystem Influence 

Finally, this study emphasizes that identity is not a passive construct it actively shapes 

where and how leaders invest their energy and engage with ecosystems. A CEO with a 

grounded leadership identity is better able to: 

• Filter strategic opportunities based on relevance and resonance. 

• Set boundaries to protect energy and focus. 

• Engage in ecosystems that align with personal values and long-term purpose. 

• Maintain coherence between public persona and internal intent. 

By contrast, identity incoherence caused by overextension, reactivity, or lack of self-

awareness leads to energy fragmentation, diluted influence, and reputational drift. As such, 

identity becomes both the foundation and compass for sustainable, scalable, and trusted 

leadership. 
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Conclusion 

CEO identity is not merely a question of personal expression, it is a strategic lever that 

influences brand architecture, energy allocation, and ecosystem presence. Leaders who 

cultivate a coherent identity and embed it within a structured branding system are more 

likely to project trust, align teams, attract partnerships, and lead with clarity and confidence 

across complex environments 

 

2.6 Summary  

The theoretical perspectives explored in this chapter collectively establish that CEO 

leadership in the contemporary landscape is no longer adequately captured by traditional 

frameworks that isolate internal capabilities from external engagement. Instead, this 

literature review presents a compelling case for treating CEO leadership as a 

multidimensional, integrated system, construct where personal branding, energy 

management, and ecosystem engagement are not merely supportive components, but core 

strategic levers of executive effectiveness. 

Integration of Theoretical Constructs 

Each domain like personal branding, leadership energy, and ecosystem theory has its own 

robust literature base. Personal branding, rooted in marketing and narrative psychology, 

demonstrates that the CEO’s public identity functions as a strategic narrative platform, 

shaping stakeholder perception, building relational capital, and anchoring organizational 

values in symbolic leadership. This is particularly salient in an age where digital platforms 

and thought leadership significantly amplify or undermine public trust. 

In parallel, the literature on energy management reframes executive performance not as a 

static function of time allocation or strategic output, but as a rhythmic balance of vitality, 

recovery, and focus. Drawing from performance psychology, this research emphasizes that 
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physical stamina, emotional clarity, mental presence, and spiritual alignment are essential 

for sustained leadership presence and decision-making capacity particularly for CEOs 

facing continuous cognitive and emotional demands. 

Business ecosystem theory, meanwhile, articulates a paradigm shift from firm-centric to 

collaborative, adaptive networks of value creation. CEOs are increasingly required to 

function as ecosystem orchestrators, building platforms, partnerships, and shared 

innovation spaces that transcend organizational boundaries. Their personal credibility and 

relational identity, as expressed through their personal brand, often determine the success 

and cohesion of these ecosystems. 

The Case for a Unified Framework 

What emerges from the synthesis of these literatures is the realization that these three 

domains are deeply interdependent yet rarely studied in concert. Leadership identity, 

visibility, resilience, and influence do not emerge in isolation; they are shaped through the 

continuous interplay between how a CEO expresses their purpose, manages their inner 

resources, and engages in their external environment. 

This interdependence creates a powerful argument for a new model of CEO leadership - 

one that treats identity (brand), energy (capacity), and ecosystem (collaborative field) as 

mutually reinforcing pillars of influence and sustainability. Such a framework not only 

reflects the lived realities of modern CEOs but also offers a diagnostic and strategic lens 

for those seeking to expand their impact while remaining authentic and resilient. 

Gaps in the Existing Literature 

Despite the depth of research in each individual area, a significant gap persists in the 

literature: there is currently no comprehensive model that captures the synergy among 

personal branding, energy management, and ecosystem participation as an integrated 

leadership practice. Leadership studies tend to bifurcate between internal psychological 
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traits and external strategic behaviors, failing to explore how symbolic identity, 

physiological self-regulation, and collaborative engagement cohere into a unified model of 

scalable leadership. 

This dissertation seeks to fill that gap by offering an empirically grounded framework that 

reflects the complexity and multiplicity of demands placed on CEOs today. It moves 

beyond surface-level discussions of visibility or wellness and into a deeper interrogation 

of how leaders align their inner world (energy, values, identity) with their outer leadership 

role (brand, strategy, partnerships). 

Foundations for Empirical Inquiry 

The theoretical synthesis presented in this chapter lays the foundation for the empirical 

research that follows. It not only justifies the investigation of branding, energy, and 

ecosystem dynamics as interconnected phenomena but also informs the research design, 

data collection instruments, and analytical focus of the study. 

Chapter III: Methodology details how this integrated model will be tested through a mixed-

method study of CEOs from diverse industries, with a focus on uncovering patterns, 

tensions, strategies, and success factors that illuminate the path to sustainable, high-impact 

leadership in complex environments  
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CHAPTER III:  

METHODOLOGY 

 

3.1 Overview of Research Design  

The central aim of this dissertation is to investigate how contemporary CEOs integrate 

personal branding, energy management, and ecosystem engagement as interdependent 

dimensions of leadership. This inquiry seeks to understand not only what strategies and 

tools are used but how these elements interact in practice to support or hinder the scalability 

and sustainability of executive influence. To explore this complexity with both analytical 

precision and experiential depth, the study adopts a convergent mixed-methods research 

design. 

Justification for the Mixed-Methods Approach 

The mixed-methods paradigm was chosen due to its unique ability to bridge the gap 

between quantitative generalizability and qualitative nuance. Executive leadership is a 

phenomenon that cannot be fully understood through numerical patterns alone. While 

quantitative data offers breadth highlighting patterns in frequency, importance ratings, and 

correlations qualitative narratives provide the texture of lived experience, capturing 

emotions, identity dilemmas, relational dynamics, and symbolic meaning. 

The convergent structure specifically enables parallel data collection and analysis, wherein 

qualitative and quantitative data are collected simultaneously, analyzed separately, and 

then merged to compare, contrast, and deepen insights. This method is highly suitable for 

research questions that cut across behavioral, psychological, and strategic domains as is 

the case with the triadic focus of this study. 

Quantitative Dimensions 
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The quantitative portion of the study draws from a structured survey distributed to a 

purposive sample of 39 CEOs across industries including technology, education, retail, 

consulting, wellness, and media. Key variables assessed include: 

• Perceived importance of personal branding. 

• Frequency and channels of brand activity. 

• Energy management methods and frequency of fatigue. 

• Engagement in ecosystem-based strategies (e.g., joint projects, co-creation); 

• Self-assessed leadership effectiveness and brand impact. 

These variables were translated into structured survey items using Likert-type scales, 

multiple-choice matrices, and nominal categories. Statistical analyses include descriptive 

statistics, cross-tabulations, Spearman correlations, and group comparisons, which provide 

empirical grounding for the relationships among branding, energy, and ecosystem 

engagement. 

Qualitative Dimensions 

Complementing the survey data, qualitative responses were collected through open-ended 

questions embedded within the instrument. These questions probed the emotional, 

cognitive, and symbolic dimensions of leadership, such as: 

• “What challenges do you face in maintaining your personal brand over time?” 

• “How does your personal energy influence your leadership presence?” 

• “What does ecosystem engagement mean to you as a CEO?” 

These narrative responses were subjected to thematic analysis, guided by principles of 

grounded theory and leadership identity construction. Coding focused on emergent themes 

such as authenticity tensions, time scarcity, emotional exhaustion, trust-building 

mechanisms, and leadership archetype expression. Patterns were then compared across 

demographic and psychographic variables to reveal deeper interconnections. 



 

41 

Alignment with Research Goals 

The integrated design serves a dual function: to map strategic behavior and to surface 

interpretive meaning. It acknowledges that CEOs operate in complex adaptive systems, 

where success depends not only on what they do, but how they perceive, communicate, 

and embody leadership. This design is thus epistemologically aligned with the 

dissertation’s underlying premise: that CEO influence is not a product of siloed 

competencies, but of systemic integration across personal identity, energy, and strategic 

positioning. 

Moreover, the mixed-methods approach supports triangulation, increasing the credibility 

and validity of findings by verifying that patterns observed in the quantitative data are 

supported or challenged by qualitative insight. It also accommodates theoretical pluralism, 

enabling the study to engage with diverse perspectives from branding, psychology, and 

ecosystem strategy without being confined to a single analytic lens. 

 

3.2 Research Purpose and Question  

The overarching aim of this research is to develop a nuanced, practice-based framework 

that explains how CEOs simultaneously manage three critical, interrelated domains: 

personal branding, leadership energy, and ecosystem engagement. This study positions 

these dimensions not as peripheral to executive function, but as foundational to scalable, 

sustainable, and authentic leadership in volatile, high-stakes environments. 

In the current business landscape characterized by heightened visibility, complex 

stakeholder ecosystems, and continuous performance demands CEOs are expected to 

project a coherent public identity, maintain personal vitality, and build collaborative value 

networks. Yet academic and practitioner literature largely treats these leadership 

components in isolation. The fragmentation of insight across disciplines branding theory, 
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performance psychology, and ecosystem strategy creates a significant gap in understanding 

how executives navigate these demands in an integrated, real-world context. 

This study therefore serves a dual purpose: 

1. Empirical Exploration - To examine how CEOs from diverse industries perceive, 

implement, and balance the practices of personal brand management, energy 

preservation, and ecosystem co-creation. 

2. Model Development - To construct a holistic, evidence-based framework that 

identifies leverage points, tensions, and success factors for scaling leadership 

impact beyond traditional organizational boundaries. 

 

Guiding Research Questions 

To achieve this aim, the following primary and secondary research questions guide the 

study. Each is designed to explore specific facets of the leadership triad visibility (brand), 

vitality (energy), and interdependence (ecosystem) and how they converge in practice. 

 

Primary Research Question: 

How do personal branding, energy management, and ecosystem interaction 

collectively influence the effectiveness, visibility, and resilience of contemporary 

CEOs? 

This central question underpins the study’s integration orientation. It explores whether and 

how these three domains form a coherent leadership system that supports long-term 

influence, operational sustainability, and strategic adaptability. 

Secondary Research Questions: 

1. How do CEOs develop, express, and sustain their personal brand identity 

across digital, interpersonal, and institutional contexts? 
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This question investigates the symbolic, narrative, and reputational components of 

executive leadership. It examines tools (e.g., social media, public speaking), values 

articulation, and consistency of messaging, asking how these shape stakeholder 

trust and leadership positioning. 

2. What is the relationship between a CEO’s energy levels and their capacity for 

clarity in decision-making, emotional resilience, and sustained performance? 

Here, the focus is on internal leadership sustainability. This includes energy rituals 

(e.g., mindfulness, planning, coaching), emotional labor, and how CEOs manage 

fatigue and renewal to remain focused, persuasive, and adaptable. 

3. In what ways does a strong personal brand support or inhibit a CEO’s 

engagement within collaborative ecosystems? 

This question explores the relational capital of branding: whether and how a well-

articulated executive identity enables access to partnerships, strategic alliances, and 

co-innovation platforms. 

4. How do CEOs operationalize the integration of personal branding, energy 

management, and ecosystem strategy into their everyday leadership practices? 

This is the practical synthesis question. It examines how leaders align these 

domains in real-time: through scheduling, delegation, boundary-setting, 

communication strategy, and ecosystem design. It also probes the perceived trade-

offs, tensions, and synergies. 

5. What tools, rituals, and support systems do CEOs use to maintain both 

visibility and vitality while navigating complex ecosystems? 

This question seeks to identify replicable practices and systemic support (e.g., PR teams, 

wellness routines, executive coaching, digital dashboards) that enable CEOs to sustain 

influence without burnout. 
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Strategic Relevance of the Research Questions 

Together, these questions reflect the multidimensional nature of modern executive 

leadership and support the construction of a model that bridges the internal and external 

realities of the CEO role. The inquiry is designed to move beyond surface-level leadership 

traits toward a dynamic system of identity, capacity, and strategic alignment. 

In practical terms, the answers to these questions will inform: 

• Leadership development programs that prioritize inner alignment and external 

influence. 

• Executive coaching models that integrate energy and brand diagnostics. 

• Organizational strategies for CEO positioning in ecosystem-based markets. 

• Research-based tools for sustainable leadership in VUCA (volatile, uncertain, 

complex, ambiguous) environments. 

By addressing these questions through both quantitative and qualitative lenses, the study 

offers a comprehensive framework for understanding, measuring, and enhancing the 

capacity of CEOs to lead with coherence, credibility, and impact in complex systems. 

 

3.3 Research Approach and Rationale  

The research approach underpinning this dissertation is grounded in the pragmatic 

paradigm, which emphasizes real-world relevance, flexibility in methodological choices, 

and the integration of diverse types of evidence to illuminate complex phenomena. This 

paradigm is particularly suitable for leadership research, where the interplay of subjective 

experience, behavioral expression, and systemic dynamics cannot be fully captured by any 

single epistemological stance. 

Rather than adopting a rigid positivist or interpretivist orientation, this study aligns with 

the pluralist logic of pragmatism, recognizing that the challenges facing modern CEOs 
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such as managing visibility, sustaining energy, and orchestrating ecosystem collaborations 

are multidimensional and call for an equally multidimensional approach to inquiry. 

A Convergent Mixed-Methods Design 

To address this complexity, the study employs a convergent mixed methods design, which 

entails the simultaneous collection, analysis, and integration of quantitative and qualitative 

data within a single phase of research. The purpose of this methodological approach is to 

generate a more comprehensive understanding of the phenomena under investigation than 

either method could yield independently. The quantitative strand systematically measures 

behavioural patterns, attitudes, and practices across a diverse sample of CEOs, including 

variables such as the frequency of personal branding activities, the number of energy 

management strategies employed, and the extent of ecosystem engagement. In parallel, the 

qualitative strand elicits nuanced narratives that capture the contextual richness and 

emotional depth underlying these practices, drawing on open-ended survey responses to 

explore motivations, struggles, identity tensions, and leadership reflections. This 

methodological convergence is particularly well suited to the intersectional nature of the 

study’s three domains, as it enables the integration of measurable behavioural data with 

interpretive insights into lived leadership experience. 

Personal Branding involves both observable activities (e.g., posting on social media, 

speaking at events) and intangible dimensions such as authenticity, identity construction, 

and self-perception. These latter elements cannot be meaningfully assessed through metrics 

alone. Energy management, while often associated with observable and measurable 

behaviors such as exercise or sleep routines, also encompasses subjective dimensions 

including emotional regulation, resilience, and mental clarity, all of which are deeply 

personal and highly context dependent. Similarly, ecosystem engagement extends beyond 

formal participation in partnerships or networks to include the symbolic and narrative work 
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performed by CEOs to foster alignment, build trust, and signal openness to collaboration. 

The rationale for using a mixed-methods approach is threefold: 

1. Alignment with the Nature of Executive Work 

Leadership at the CEO level requires operating across multiple modes of knowing and 

acting analytically, emotional, relational, symbolic. A purely quantitative design might 

yield correlations, but overlook the internal dilemmas, value tensions, or narrative 

strategies that inform executive choices. Conversely, a purely qualitative approach may 

produce insight-rich narratives, but lack the generalizability needed to identify broader 

patterns and strategic typologies. 

By combining both approaches, this study reflects the hybrid reality of executive 

leadership, where data-driven decisions and intuitive sensemaking co-exist. 

2. Bridging Fragmented Literatures 

The three domains examined branding, energy, and ecosystems are each supported by 

distinct academic literature. However, these literatures rarely engage with one another, 

resulting in siloed models of leadership. For example, personal branding is often studied 

within marketing or HR frameworks; energy management is linked to wellness and 

psychology; ecosystem participation is discussed in terms of strategic alliances or platform 

theory. 

A mixed-methods design allows this research to synthesize insights across domains while 

honoring the methodological traditions of each. 

3. Generating Practical and Theoretical Contributions 

This dissertation is not only theoretical in nature but deeply applied, aiming to provide 

CEOs, leadership coaches, and organizational designers with tools, models, and 

frameworks that reflect the lived complexity of leadership today. The mixed-methods 

approach supports this goal by enabling: 
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• Empirical validity through quantitative mapping of key trends. 

• Interpretive richness through narrative exploration. 

• Actionable synthesis through model development based on triangulated findings. 

Integration Strategy 

The results of both components are analyzed independently and then merged at the 

interpretation stage, allowing for the identification of convergent themes, contradictions, 

and integrative insights. For instance, where quantitative analysis reveals a correlation 

between energy management and branding frequency, qualitative data can shed light on 

how and why this relationship operates, uncovering mediating factors such as confidence, 

time scarcity, or support systems. 

This integration strategy enhances the credibility, transferability, and practical utility of the 

research findings. 

 

3.4 Population and Sample  

This study focuses on a highly specific and strategically curated population: active CEOs, 

founders, and top-tier executive leaders who are directly responsible for both the internal 

leadership of their organizations and their external representation in the market, media, and 

broader business ecosystem. These individuals are at the nexus of visibility, decision-

making, and collaboration, making them uniquely positioned to provide insight into the 

intersection of personal branding, energy management, and ecosystem engagement. 

Population Definition and Eligibility Criteria 

To ensure the integrity and relevance of the findings, the study established several inclusion 

criteria. Eligible participants had to: 

• Occupy the position of Chief Executive Officer (CEO), Founder, Managing 

Director, or equivalent C-suite leadership role. 
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• Have held such a position for at least one full year, allowing for substantive 

experience in role-related challenges. 

• Operate within a market-driven or stakeholder-intensive environment, where the 

executive's visibility, branding, and relationship-building are integral to success. 

• Be active in external-facing functions, including media engagement, partnership 

development, public speaking, or social influence. 

This focus on visible, ecosystem-facing leadership distinguishes the study from broader 

leadership research that may include middle managers or leaders in more internally 

oriented roles. 

Sampling Strategy 

The research employed a purposive (judgmental) sampling method, a non-probability 

technique commonly used in qualitative and mixed-methods research to identify 

information-rich cases relevant to the research questions. The selection strategy 

emphasized breadth of industry representation and depth of executive experience, ensuring 

a diverse yet coherent dataset. Participants were identified and recruited through a 

combination of: 

• Professional networks and peer recommendations. 

• Strategic outreach via LinkedIn and executive groups. 

• Invitations extended through leadership events, forums, and communities where 

CEOs engage in thought leadership or networking. 

• Personal referrals from leadership coaches, branding consultants, and ecosystem 

facilitators familiar with the study’s themes. 

The recruitment process emphasized voluntary, informed participation, with respondents 

agreeing to contribute their perspectives for academic research purposes under conditions 

of confidentiality. 
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Sample Profile 

The final research sample included 39 executives operating across Ukraine and the broader 

European region. These leaders spanned a range of organizational types, ownership 

structures, and growth stages, from early-stage ventures to mature, multinational firms. 

This regional specificity adds contextual depth, as many participants lead organizations 

within environments marked by economic volatility, digital transformation, and political 

complexity, intensifying the pressures on their energy, visibility, and relational capital.  

Key demographic and professional variables in the sample include: 

Age Distribution: 

• 31–40 years: 43.6% of participants 

• 41–50 years: 33.3% 

• 51–60 years: 17.9% 

• 61+ years: 5.1% 

This range reflects both emerging and experienced executive leaders, allowing for 

exploration of generational patterns in leadership branding and energy strategies. 

CEO Experience: 

• Less than 5 years: 28.2% 

• 5–10 years: 30.8% 

• 10–15 years: 25.6% 

• More than 15 years: 15.4% 

The variation in tenure enabled the identification of patterns related to leadership maturity, 

burnout risk, and branding evolution over time. 

Sector Representation: 

• Technology and Digital Innovation: 28% 

• Consulting and Executive Coaching: 21% 
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• Wellness, Lifestyle, and Personal Development: 18% 

• Retail, Manufacturing, Education, Media, and Others: 33% 

These industries were strategically selected because they are brand-intensive and 

collaboration-dependent, requiring frequent CEO engagement in both public 

communication and interorganizational partnerships. 

 

Relevance to Research Goals 

The composition of this sample was well aligned with the study’s core objective: to 

investigate how CEOs build personal influence while managing energy and leading across 

ecosystem boundaries. The diversity of context paired with the commonality of executive 

responsibility provided a robust foundation for cross-case thematic analysis, while 

retaining relevance to the challenges faced by high-visibility leaders in dynamic 

environments. 

In sum, the study’s population and sampling strategy were purposefully designed to 

balance theoretical generalizability with contextual specificity, ensuring that the insights 

generated are both academically credible and practically actionable. 

 

3.5 Instrumentation  

The primary instrument for data collection in this study was a custom-designed, multi-

dimensional online survey tailored specifically to the executive leadership context. The 

survey was developed in alignment with the theoretical constructs explored in Chapter II 

and was crafted to elicit both quantitative metrics and qualitative insight related to three 

interlocking domains: personal branding, energy management, and ecosystem engagement. 

Development Process 

The instrument was constructed through an iterative process involving: 
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• Extensive review of existing literature in leadership branding, executive 

functioning, and ecosystem strategy to ensure conceptual grounding. 

• Incorporation of validated constructs from previous empirical studies and 

theoretical models, including elements derived from the Theory of Reasoned 

Action, identity theory, energy renewal frameworks (Loehr & Schwartz), and 

ecosystem leadership literature (Adner, Moore, Iansiti & Levien). 

• Consultation with domain experts, including academics in business psychology, 

branding professionals, and leadership coaches, to refine language, eliminate 

ambiguity, and ensure contextual relevance. 

• Pilot testing with three active CEOs, representing different industries and 

leadership tenures. Their feedback was used to adjust survey logic, clarify 

terminology, and ensure functional navigation of the online instrument. 

Survey Structure 

The final survey was deployed digitally using a secure, GDPR-compliant platform and 

included 48 items across five main sections, with conditional logic embedded to 

personalize and deepen the response pathways based on individual input. 

1. Demographic Profile 

This section gathered baseline information on the respondents: 

• Age range (categorical) 

• Gender (optional) 

• Industry or sector 

• Current role and title 

• Years of experience as a CEO or executive leader 

This data supported sample segmentation and enabled comparative subgroup analyses 

across age, experience, and sectoral contexts. 
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2. Personal Branding 

Items in this section explored: 

• The perceived importance of personal branding to leadership identity 

• The frequency with which CEOs engage in branding activities (e.g., posting, 

speaking, writing, networking) 

• Tools and channels used (e.g., LinkedIn, Instagram, media, events, blogs) 

• Methods of content creation (self-led, PR teams, agencies) 

• Challenges such as time scarcity, authenticity concerns, message consistency 

• Self-assessment of brand visibility and alignment with corporate brand 

These variables allow for both ordinal data analysis and the construction of derived 

indicators (e.g., Brand Activity Index). 

3. Energy Management 

This module assessed: 

• The subjective importance of energy as a leadership resource 

• Frequency and timing of energy depletion (e.g., midweek, after presentations) 

• Methods used for energy restoration (e.g., physical activity, meditation, delegation, 

coaching) 

• Impact of energy levels on leadership performance, clarity, and decision-making 

• Awareness of personal warning signs and strategies for energy preservation 

Several items were scaled using Likert formats, while others allowed for selection of 

multiple energy practices. 

4. Ecosystem Engagement 

This section measured the extent and form of ecosystem participation, including: 

• Involvement in joint initiatives, open dialogues, and innovation spaces 
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• Perceived benefits of ecosystem engagement (e.g., trust-building, collaboration, 

access to resources) 

• Identified barriers such as misaligned goals, lack of trust, or tool limitations 

• The relationship between personal brand strength and external partnership success 

• Usage of platforms for co-development or co-marketing 

The section captured both behavioral frequency and strategic perception. 

5. Open-Ended Reflections 

To complement closed-ended data, the survey incorporated narrative questions designed to 

uncover internal reflections, motivations, and strategic considerations. These included: 

• “What challenges do you face in maintaining your personal brand over time?” 

• “What does energy management mean to you in the context of leadership?” 

• “How do you implement the principles of ecosystem collaboration in your work?” 

• “How would you describe your leadership archetype or symbolic leadership style?” 

• “What trade-offs do you make to remain visible, connected, and resilient?” 

These open responses formed the foundation for thematic coding and qualitative synthesis 

in later analysis stages. 

Conditional Logic and Dynamic Routing 

The survey platform incorporated branching logic to ensure contextual relevance. For 

example: 

• Respondents who indicated they do not engage in branding activities were 

redirected to questions about barriers and perceptions rather than behavior. 

• Those who selected “lack of time” as a challenge received follow-up prompts about 

delegation, team structure, and priority setting. 

This design ensured deeper personalization and data granularity, while maintaining 

structural consistency for analysis. 
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Reliability and Content Validity 

Though formal psychometric testing was beyond the scope of this exploratory study, the 

instrument was assessed for: 

• Face validity (via expert review and pilot feedback) 

• Content validity (through alignment with literature and theoretical constructions) 

• Internal consistency of Likert-based items (explored in the analysis phase) 

The result is a methodologically robust, executive-appropriate, and strategically nuanced 

instrument designed to capture both the behavioral and symbolic dimensions of modern 

CEO leadership. 

 

3.6 Data Collection Procedures  

The data for this study was collected between November 2024 and March 2025, using an 

online survey distributed through multiple channels to reach senior executive leaders. The 

goal was to ensure both depth and diversity of insight, while preserving the integrity of 

responses and safeguarding respondent confidentiality. 

Recruitment Channels and Survey Distribution 

The recruitment strategy was deliberately focused and relational, leveraging the trust and 

access of professional ecosystems. Respondents were invited through: 

1. Direct Email Invitations: Targeted emails were sent to CEOs and senior 

executives identified via personal networks, leadership events, and academic 

collaborations. These messages briefly outlined the research scope, emphasized 

confidentiality, and provided a personalized link to the survey. 

2. Professional and Peer Networks: The survey was shared within private LinkedIn 

groups, leadership masterminds, and executive coaching networks where CEOs 

already engage in thought leadership and strategic peer exchange. 
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3. Referral Mechanism (Snowball Sampling): Executives were encouraged to refer 

to other suitable participants, especially those in different industries or geographies. 

This approach helped increase sectoral diversity while maintaining the high-level 

profile of the sample. 

All outreach communications included a clear explanation of the study's aims, ethical 

standards, and voluntary nature of participation, along with a link to the Informed Consent 

Form (Appendix C). 

Response Metrics and Completion Overview 

Out of a total of 45 recorded survey interactions, the following results were obtained: 

• 39 complete and valid survey submissions were included in the final dataset. 

• 4 responses were partially completed and excluded from the quantitative analysis 

due to missing core metrics (e.g., age, brand frequency, or energy management 

indicators). These responses were, however, reviewed qualitatively for thematic 

value. 

• 2 test entries used during pilot evaluation and functionality checks were removed. 

Participants were informed that the survey would take approximately 20 minutes. Average 

completion time ranged from 18 to 22 minutes, with some variations depending on 

engagement with open-ended items. 

Data Capture and Security Protocols 

All data was collected through a GDPR-compliant digital survey platform with full SSL 

encryption. Personal identifiers, including email addresses, were disaggregated from 

response data immediately upon submission, ensuring anonymity and minimizing 

researcher bias.  Survey features included: 

• Progress tracking and estimated time display 
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• Save-and-return options for respondents preferring to complete the survey in 

segments 

• Conditional branching logic that adapted the sequence of questions based on earlier 

answers (e.g., skipping branding questions if a CEO did not actively manage a 

personal brand) 

Raw data was stored in encrypted databases with access restricted to the principal 

investigator. Data exports were handled in Excel, SPSS, and MAXQDA formats, preparing 

for both statistical and thematic analysis. 

Ethical Oversight and Participant Autonomy 

Participants were provided with an Informed Consent Form prior to survey initiation and 

had the option to withdraw at any time. No incentives were offered to avoid coercion. 

Respondents could skip non-mandatory questions and were not required to submit personal 

or company names, ensuring confidentiality and psychological safety. 

 

3.7 Data Analysis Techniques   

The data analysis process in this study was designed to accommodate the mixed-methods 

approach by combining descriptive and inferential statistical procedures with qualitative 

thematic analysis. The objective was to uncover both patterns of behavior and deeper, 

interpretive insights that inform the intersection of personal branding, energy management, 

and ecosystem engagement among CEOs. 

Quantitative Analysis 

The quantitative data, comprising responses to closed-end survey items, were first exported 

to Microsoft Excel for data cleaning and basic descriptive analytics. The data was then 

imported into SPSS for advanced statistical operations.  

The steps included: 
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Descriptive Statistics 

Measures of central tendency (mean, median, mode) and dispersion (standard deviation) 

were calculated to summarize the general tendencies of key variables, such as: 

o Frequency of personal brand activity 

o Importance of energy management 

o Intensity of ecosystem engagement 

Variable Coding 

To enable cross-variable comparison and correlation analysis, categorical variables were 

converted into numeric codes: 

• Branding frequency (0 = never, 1 = monthly, 2 = weekly, 3 = daily) 

• Importance ratings (1 = not important, 2 = neutral, 3 = important, 4 = very 

important) 

• Number of ecosystem activities selected per respondent (ranging from 0 to 6) 

Cross-Tabulation and Group Comparison 

Data was grouped for comparative analysis between various respondent subcategories: 

• CEOs who rated their personal brand as "very important" versus those who rated it 

lower 

• CEOs who reported consistent energy levels versus those who reported frequent 

energy depletion 

• CEOs from different industry sectors (e.g., technology, consulting, wellness, retail) 

Independent sample t-tests and ANOVA were conducted where applicable to identify 

significant group differences in branding frequency, energy fatigue, or ecosystem 

participation. 

Correlation Analysis 
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Spearman’s rank correlation coefficient was used to identify relationships between 

variables such as: 

• Importance of personal branding and frequency of activity 

• Number of energy renewal practices and reported fatigue levels 

• Perceived brand strength and number of ecosystem engagement strategies 

Statistical findings were visualized through a series of figures and tables (see Chapter IV), 

including scatter plots, bar graphs, and boxplots to illustrate group variance and relational 

trends. 

Qualitative Analysis 

The qualitative component of the survey included open-ended questions that invited CEOs 

to reflect on the philosophical, emotional, and strategic aspects of their leadership journey. 

Responses were analyzed using manual thematic content analysis in a multi-phase coding 

process: 

Initial (Open) Coding 

Each narrative response was read line by line to identify recurring terms, phrases, and 

expressions. Codes were applied to: 

• Explicit challenges (e.g., "lack of time," "visibility stress") 

• Strategic metaphors (e.g., "bridge-builder," "inner compass") 

• Emotional tones (e.g., burnout, motivation, self-doubt) 

Axial Coding 

Codes were then grouped into broader categories and themes based on conceptual 

similarity: 

• Barriers (e.g., time scarcity, ecosystem misalignment) 

• Drivers (e.g., purpose-driven leadership, visibility goals) 

• Archetypes (e.g., the Visionary, the Mentor, the Integrator) 
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• Contradictions (e.g., tension between public exposure and authenticity) 

Selective Coding and Narrative Typing 

Finally, overarching narrative patterns were developed. This included identifying 

archetypal leadership types, habitual trade-offs, and recurrent strategies across 

respondents. Where possible, quotations were preserved to maintain the richness of 

executive voice and lived experience. Unlike computational content analysis, no automated 

software (e.g., NVivo, MAXQDA) was used. Instead, manual coding was prioritized to 

allow for closer engagement with the data, ensuring interpretive sensitivity in line with 

qualitative traditions in leadership studies. 

Mixed-Methods Integration 

The insights from both data types were integrated during interpretation to develop a 

cohesive model of CEO leadership behavior. Quantitative patterns (e.g., high correlation 

between energy rituals and leadership confidence) were triangulated with qualitative 

insights (e.g., reflections on burnout or narrative coherence) to validate, enrich, and 

contextualize the emerging framework. 

This integrative approach enabled the study to link numeric trends with human experience, 

producing a robust set of findings applicable to real-world executive development. 

 

3.8 Ethical Considerations  

The ethical integrity of this research was upheld through adherence to internationally 

recognised standards for human subject research, including the principles of the 

Declaration of Helsinki (World Medical Association, 2013) and the Belmont Report 

(National Commission for the Protection of Human Subjects of Biomedical and Behavioral 

Research, 1979), as well as compliance with the ethical guidelines of the institution 

overseeing the doctoral programme. All participants were required to provide informed 
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consent prior to beginning the survey. The consent process was embedded at the start of 

the digital instrument and provided a clear explanation of the purpose of the study, a 

summary of what participation entailed, and disclosure of potential risks (none were 

identified). It also assured participants that their involvement was entirely voluntary, with 

the freedom to skip questions or withdraw at any point without consequence. A full version 

of the Informed Consent Form is provided in Appendix C. 

Confidentiality and Anonymity 

To protect the privacy and professional standing of participants, several safeguards were 

implemented. Respondents were not required to disclose personal names, company 

affiliations, or specific organizational identifiers. Any voluntarily shared information, such 

as email addresses provided for followup purposes, was stored separately and not linked to 

the response data during analysis. Furthermore, all data were anonymized prior to analysis, 

and findings were reported exclusively in aggregate or identified form. These measures 

were particularly important given the seniority of respondents and the potential reputational 

risks associated with leadership self-disclosure. 

Data Security 

Collected data was stored using encrypted, password-protected platforms with access 

limited to the primary researcher. The survey tool itself was compliant with GDPR and 

international data protection protocols, and exports were handled securely through offline 

processing for further analysis. 

Respectful Representation 

We committed to ethically representing the voices and narratives of participating CEOs. 

Open-ended responses were not edited for content, tone, or opinion, and quotations used 

in the findings were selected solely for thematic relevance rather than for sensationalism 

or emphasis. Diverse viewpoints, including contradictions and minority perspectives, were 
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preserved to reflect the authentic plurality of leadership experience. The thematic coding 

process adhered to established ethical guidelines in qualitative research. Responses were 

not cherrypicked to confirm hypotheses, interpretive neutrality was maintained, and 

cultural sensitivity and respect were applied in contextualizing leadership narratives. 

Attention was taken to minimize bias and research influence throughout the analysis. 

Efforts to reduce bias were also embedded in the survey design and data interpretation. 

Neutral, nonleading language was used in survey items, multiple-choice options were 

randomised where appropriate, and the survey instruments underwent external review by 

experts in leadership and psychology to identify and remove potential sources of bias. In 

addition, the researcher maintained a reflexive journal throughout the study to monitor 

personal assumptions and preserve objectivity. 

 

3.9 Limitations of the Study  

While the research design was carefully structured to yield actionable and 

multidimensional insights, certain limitations must be acknowledged to contextualize the 

scope, reliability, and transferability of the findings. 

1. Sample Size and Scope 

The final dataset includes responses from 39 CEOs, which though appropriate for 

exploration and theory-building research limits the statistical generalizability of findings 

to the broader population of global executives. While thematic saturation was achieved in 

the qualitative component, the sample size restricts the capacity to draw definitive causal 

inferences or support complex multivariate analysis across demographic subgroups. 

2. Geographic and Cultural Context 

Most participants were based in Ukraine and Eastern Europe, regions marked by distinct 

leadership challenges, cultural dynamics, and post-crisis economic conditions. While this 
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context provided rich insight into resilience, authenticity, and ecosystem innovation, it also 

means that some findings, especially those relating to energy management or leadership 

expression, may reflect culturally specific norms (e.g., collectivist values, leadership 

formality, media distrust). Caution is advised in extrapolating results to Western or Asian 

executive environments without comparative validation. 

3. Self-Report and Social Desirability Bias 

The study relied primarily on self-assessment data, which introduces the potential for social 

desirability bias. This is particularly relevant in areas related to personal brand authenticity 

and consistency, as well as energy depletion and burnout, which may be underreported due 

to associated stigma. Conversely, public facing ecosystem activities may be overstated for 

aspirational reasons. To address this limitation, the survey incorporated open-ended 

questions designed to encourage reflective responses and provide greater contextual depth. 

Nevertheless, a degree of subjectivity remains inherent in all self-reported research on 

leadership phenomena. 

4. Cross-Sectional Design 

The research captures a snapshot in time, meaning it does not track how branding practices, 

energy levels, or ecosystem engagement evolve as a CEO progresses through different 

career stages or responds to macroeconomic shifts. A longitudinal design would be more 

effective in identifying patterns of adaptation, identity development, or cyclical burnout-

recovery processes over time. 

5. Instrumentation Constraints 

Although the survey instrument was piloted and reviewed for content validity, it was 

designed specifically for this study. As such, it lacks prior psychometric testing and may 

omit or compress some constructs that established instruments (e.g., leadership energy 

inventories, branding indices) would address in more detail. Additionally, the open-ended 



 

63 

responses varied in length and depth, making standardization of qualitative data more 

interpretive than formulaic. 

These limitations do not compromise the integrity or utility of the findings but instead 

inform them of the boundaries within which conclusions should be applied. The study 

serves as a foundation for further empirical refinement, especially through longitudinal 

research, international replication, and integration of third-party evaluations or behavioral 

observation. 

 

3.10 Conclusion 

This chapter outlines the philosophical foundations, methodological approach, and 

research procedures that guided the empirical investigation. Grounded in a pragmatic 

research paradigm, the study integrates quantitative analysis with qualitative interpretation 

to reflect the complex realities of executive leadership in contemporary organizational 

settings. 

The adoption of a convergent mixed-methods design was a deliberate response to the nature 

of the research problem. Leadership is not a single, observable behavior, but a 

multidimensional phenomenon shaped by external influence, internal capabilities, and 

relational dynamics. Accordingly, this design enabled the study to capture both measurable 

leadership practices and the subjective experiences of CEOs operating in high-complexity 

and high-pressure environments, thereby moving beyond a strict separation between 

quantitative and qualitative inquiry. 

We began by revisiting the research purpose and guiding questions, which aim to uncover 

how CEOs orchestrate the alignment of personal branding, energy management, and 

ecosystem strategy to sustain visibility, authenticity, and influence. These questions were 

then mapped onto the study’s epistemological rationale a blend of positivist and 



 

64 

constructivist orientations justifying the selection of tools that capture both patterns and 

meaning. 

The population and sample were carefully defined to reflect the leadership strata most 

engaged in brand-symbolic, high-stake environments: CEOs, founders, and senior 

executives across sectors such as retail, consulting, media, and education. The 

instrumentation was purpose-built to integrate both standardized measures and reflective 

prompts, allowing for structured comparison and nuanced insight. 

The data collection process ensured procedural transparency and ethical rigor, with high 

completion rates and candid disclosures from the target population. Through secure 

handling and anonymity protocols, participants were empowered to share authentic 

reflections on sensitive leadership matters such as burnout, visibility, and collaboration. 

The data analysis techniques combined descriptive statistics, cross-tabulations, and 

correlational testing with grounded thematic coding of narrative responses. This dual-

layered approach ensured both breadth and depth enabling the study to identify patterns 

across the sample while also surfacing unique voices, archetypes, and dilemmas not visible 

through numeric abstraction alone. 

Furthermore, the chapter addressed ethical considerations with clarity and seriousness, 

ensuring that the dignity, confidentiality, and autonomy of participants were protected at 

all stages of the research. Limitations such as sample size, self-report bias, and the cultural 

specificity of the respondent base were transparently acknowledged, laying the foundation 

for cautious interpretation and future inquiry. 

In conclusion, this chapter establishes the methodological backbone of the dissertation, 

validating the integrity of its process and the reliability of its insights. It affirms that to 

understand modern leadership in its full richness, one must account for not only what CEOs 
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do but also how they feel, why they act, and with whom they engage in shaping complex 

ecosystems. 

The next chapter presents the results of this analysis, translating raw data into insight and 

laying the groundwork for the theoretical and practical conclusions drawn in subsequent 

discussions.  
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CHAPTER IV:  

RESULTS 

4.1 Introduction 

This chapter presents the empirical findings of the study based on a robust dataset collected 

from 39 CEOs and senior executives operating across multiple industries, including 

technology, education, manufacturing, retail, consulting, media, and wellness. The 

overarching goal is to provide an evidence-based understanding of how personal branding, 

energy management, and ecosystem engagement coalesce in shaping the visibility, 

influence, and sustainability of modern executive leadership. 

The results are organized to reflect both quantitative patterns and qualitative insights, 

integrating numerical frequency analysis with narrative themes extracted from open-ended 

survey responses. This dual-layered approach supports the study’s aim of building a 

multidimensional, practice-informed leadership model that goes beyond isolated 

competencies to explore the interplay between symbolic identity (personal brand), 

physiological and psychological sustainability (energy), and collaborative positioning 

(ecosystem participation). 

The chapter is structured around six key analytical dimensions: 

1. Data Preparation and Cleaning: Outlining how the data were screened, 

organized, and coded for accuracy and consistency, including methods for 

managing missing or inconsistent entries. 

2. Sample Characteristics: Providing a detailed demographic and professional 

profile of the respondent pool including age distribution, years of CEO experience, 

and industry segmentation. 

3. Correlation Analysis and Statistical Insights: Exploring relationships between 

core variables, such as the frequency of personal brand activity and perceived 
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importance, the number of energy practices used and reported fatigue, or the 

strength of personal brand and depth of ecosystem involvement. 

4. Key Patterns and Relationships: Identifying recurring trends across the dataset, 

such as barriers to brand development (e.g., time constraints), industry-based 

preferences in branding tools, or patterns of ecosystem leadership across experience 

levels. 

5. Qualitative Reflections and Thematic Trends: Presenting insights drawn from 

narrative responses, including perceived tensions (e.g., authenticity vs. visibility), 

symbolic roles (leadership archetypes), and personal reflections on burnout, 

influence, and collaboration. 

6. Summary of Key Findings: Synthesizing the major insights into a cohesive set of 

observations that support the development of an integrated leadership framework 

in subsequent chapters. 

Throughout this chapter, the empirical findings are presented using a structured set of 

tables and figures, including demographic summaries, frequency distributions, correlation 

analyses, and cross-tabulations. These visual representations support the systematic 

interpretation of the data and reinforce the analytical discussion of observed patterns and 

relationships. 

This results chapter constitutes the empirical foundation of the dissertation, providing a 

nuanced examination of CEO behavior and managerial mindsets, and elucidating how 

influence is formed, maintained, and expanded within contemporary leadership practice. 

4.2 Data Preparation and Cleaning 

The data collection process generated an initial dataset of responses from CEOs and top 

executives using a structured online survey distributed via Google Forms. Upon closing 



 

68 

the collection period, the raw data were exported into Microsoft Excel and subsequently 

imported into IBM SPSS Statistics for preprocessing, cleaning, and analysis. 

1. Data Screening and Validation 

The first step involved verifying the completeness and structural integrity of the dataset. A 

total of 41 responses were initially recorded; however, two entries were removed during 

the cleaning process due to substantial missing data in both the quantitative and qualitative 

sections. Applying listwise deletion, which ensures consistency across analyses by 

excluding incomplete cases, resulted in a final valid sample of 39 responses. 

2. Data Recoding and Standardization 

To enable statistical processing and correlation analysis, key textual variables were 

recorded into ordinal scales. For example: 

• Frequency of branding activity: 

o "Do not work on it at all" = 0 

o "Monthly" = 1 

o "Weekly" = 2 

o "Daily" = 3 

• Perceived importance of personal branding: 

o "Not important" = 1 

o "Important" = 2 

o "Very important" = 3 

• Energy management frequency and fatigue frequency were similarly converted 

into ordinal values ranging from low (1) to high (4), reflecting intensity and 

occurrence. 
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Where participants selected multiple values (e.g., in checkbox-type questions regarding 

energy practices or branding tools), frequency counts were aggregated into binary matrices 

to allow frequency distribution analysis and pattern mapping. 

3. Open-Ended Field Review 

The open-text narrative responses were cross-checked for clarity, typographic consistency, 

and coherence. While some narrative responses were brief, many contained valuable 

qualitative insight, often referencing individual philosophy, emotional tone, and archetypal 

self-perception. No syntactic editing was performed, ensuring the authenticity of the 

respondents’ voices during thematic analysis. 

4. Industry and Demographic Classification 

Free-text entries under "Industry" were grouped into broader categories to facilitate 

meaningful comparative analysis. For example, "Tech startup" and "IT solutions" were 

grouped under Technology, while "Coaching" and "Leadership development" were 

classified as Consulting/Coaching. A total of four high-level categories were defined: 

• Technology 

• Consulting/Coaching 

• Wellness & Lifestyle 

• Retail/Other 

Demographic fields (e.g., age group, years of CEO experience) were also binned into 

clearly defined ordinal intervals to support cross-tabulation and subgroup analysis. 

5. Data Integrity and Confidentiality 

All identifiable information (such as names, emails, and company affiliations) was 

anonymized and stored separately to preserve participant confidentiality. The working 

dataset used for analysis was stripped of direct identifiers and securely stored on encrypted, 

access-controlled platforms. 
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By establishing clean, structured, and anonymized data, this phase laid the foundation for 

robust descriptive and inferential analysis. The following section presents the demographic 

profile of the final sample and sets the stage for exploring inter-variable relationships in 

leadership behavior. 

4.3 Sample Characteristics 

The profile of research participants is a critical foundation for interpreting the insights 

emerging from this study. The 39 CEOs and top-level executives surveyed represent a 

diverse yet strategically curated group of leaders who are actively engaged in both internal 

corporate strategy and external brand positioning. These individuals were selected based 

on their operational authority, visibility within their industry, and their participation in 

collaborative or ecosystem-based projects. The aim was to capture real-world, lived 

experience from leaders who are navigating complexity, rapid change, and the evolving 

expectations of public-facing leadership. 

The following subsections offer a detailed breakdown of participant demographics, 

experience levels, and industry contexts, supported by interpretative commentary and 

strategic implications for the study. 

Age Distribution 

The age profile of participants demonstrates a concentration in the generational cohorts 

most frequently associated with transformational leadership and digital fluency: 

• 17 respondents (43.6%) were aged 31–40, representing the largest age group in 

the sample. This group reflects a generation of leaders raised in the digital era, 

typically characterized by entrepreneurial thinking, adaptive leadership styles, and 

a high affinity for personal branding and social visibility. They are often founders 

or scale-up CEOs who integrate innovation and identity from the start of their 

leadership journey. 
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• 13 respondents (33.3%) were aged 41-50, comprising seasoned professionals 

likely to be leading more mature organizations. These leaders often embody a 

hybrid model of leadership—blending operational depth with strategic visibility—

and serve as a critical comparative group in understanding how brand and energy 

strategies evolve over time. 

• 7 respondents (17.9%) fell into the 51-60 age bracket. While fewer in number, 

this group provides essential perspectives on leadership sustainability, identity 

reinvention, and the long-term effects of energy management practices. They often 

carry institutional memory and industry authority. 

• Only 2 respondents (5.1%) were over 60, suggesting a lower participation rate 

among older executives, potentially due to lower digital engagement or lower 

interest in personal branding practices. However, this subgroup still contributes 

valuable insight into executive longevity and brand legacy. 

Strategic Insight: The dominance of the 31–50 cohort points to a generational shift in 

leadership models away from traditional hierarchical authority toward networked, 

narrative-driven leadership. It also validates the relevance of branding and energy concepts 

to emerging and mid-career executives, who are often balancing visibility with 

vulnerability. 

CEO Experience Levels 

A wide spectrum of executive tenure was observed: 

• 11 participants (28.2%) had less than 5 years in a CEO or equivalent role. This 

group is particularly important for understanding the formation phase of leadership 

identity and the early adoption of branding and energy practices. 
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• 12 respondents (30.8%) had 5 to 10 years of experience, often reflecting a point 

where leadership habits have stabilized, and strategic branding begins to align with 

organizational culture and values. 

• 10 participants (25.6%) had 10 to 15 years of experience. These leaders provide 

insight into the long-term sustainability of energy rituals, the evolution of brand 

narratives, and the transition from founder-driven leadership to institutionalized 

strategy. 

• 6 respondents (15.4%) had over 15 years in the role. This veteran group adds 

depth to the findings by revealing patterns of endurance, identity reinvention, and 

the role of mentorship and legacy in personal brand expression. 

Strategic Insight: 

This balanced distribution allows the study to examine the full leadership arc from 

emerging identity formation to established influence. It also allows for longitudinal 

inferences: for example, comparing how brand coherence and energy renewal strategies 

differ between newly appointed CEOs and those who have weathered multiple economic 

or organizational cycles. 

Industry Representation 

Participants represented a variety of industries, which were grouped into four thematic 

clusters: 

1. Technology (11 respondents, 28%) 

This group includes founders and CEOs of AI startups, IT consultants, and digital service 

providers. They are typically early adopters of personal branding practices, using platforms 

like LinkedIn, Medium, and YouTube to project expertise and influence. Their branding is 

often content-heavy (blogs, podcasts), and their ecosystem work includes tech accelerators, 

innovation hubs, and venture partnerships. 
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2. Consulting and Executive Coaching (8 respondents, 21%) 

In this sector, the personal brand is the business model. Coaches, business advisors, and 

solo consultants rely on visibility, credibility, and trust to attract and retain clients. Their 

brands are deeply tied to their personality and narrative, making authenticity and energy 

consistency essential. This group exemplifies self-led ecosystem positioning through 

collaborations, co-facilitation, and cross-branding. 

3. Wellness and Lifestyle (7 respondents, 18%) 

These CEOs lead fitness studios, mental health platforms, wellness tech companies, and 

beauty brands. Their branding is emotional, community-oriented, and often visual. 

Instagram and YouTube dominate their content strategy, and they often engage in cross-

promotional partnerships, influencer collaborations, and experiential marketing of which 

qualify as ecosystem engagement. 

4. Retail, Education, NGOs, and Other (13 respondents, 33%) 

This catch-all category includes educational entrepreneurs, fashion brand CEOs, and 

founders of impact-driven NGOs. Their branding blends thought leadership, media 

presence, and event-based visibility. Ecosystem activities often take the form of 

community partnerships, public-private initiatives, and joint impact campaigns. 

Strategic Insight: 

The spread of industries underscores the universality of the core research themes while also 

allowing for sector-specific contrasts. For example, while tech CEOs prioritize scalability 

and thought leadership, wellness leaders may focus on emotional connection and 

authenticity. These differences offer fertile ground for archetype construction and branding 

strategy typologies. 
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Table 4.1 Demographic Distribution of Respondents: Age, Experience, Industry 

 

Age Group N % 

31–40 17 43.6% 

41–50 13 33.3% 

51–60 7 17.9% 

61+ 2 5.1% 

CEO Experience N % 

<5 years 11 28.2% 

5–10 years 12 30.8% 

10–15 years 10 25.6% 

15+ years 6 15.4% 

Industry N % 

Technology 11 28% 

Consulting/Coaching 8 21% 

Wellness & Lifestyle 7 18% 

Retail, Other 13 33% 

    Source: Author’s own data (online survey) 

 

This sample structure provides a comprehensive lens for exploring the intersection of 

personal branding, energy management, and ecosystem participation. The demographic, 

experiential, and industrial diversity of the sample enables both comparative and 

integrative analysis. It also reinforces the study’s core premise: that leadership today is not 

a static function of authority, but a dynamic process of identity, visibility, and 

connectedness, reflected across age groups, professional histories, and market contexts. 
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4.4 Correlation Analysis and Statistical Insights 

This section presents the statistical backbone of the research by exploring the 

interrelationships among the three primary constructs of the study: personal branding 

activity, energy management, and ecosystem engagement. Using a combination of 

descriptive statistics, group comparisons, and Spearman’s rank-order correlation analysis, 

the goal is to quantify the associations between what CEOs say they value (e.g., the 

perceived importance of branding or energy renewal) and how they behave (e.g., the 

frequency of branding actions or the number of strategies used to sustain energy). 

By translating qualitative perceptions into quantitative scales and comparing subgroups 

based on behavioral traits, the study aims to surface patterns that either reinforce or 

challenge theoretical assumptions. These patterns help illuminate whether CEOs who 

invest more in one domain (e.g., energy management) demonstrate advantages in another 

(e.g., consistency in brand communication or resilience in cross-organization 

collaboration). 

The correlation analysis is divided into four key sub-sections, each of which highlights a 

particular dyadic relationship between variables. These include: 

• The relationship between the perceived importance of personal branding and the 

actual frequency of branding actions (Section 4.4.1), 

• The influence of perceived time constraints on the ability to maintain brand 

visibility (Section 4.4.2), 

• The impact of diverse energy management practices on self-reported fatigue and 

emotional depletion (Section 4.4.3), 

• And the extent to which personal brand strength predicts the degree of engagement 

in ecosystem-based strategies such as co-branding, stakeholder dialogues, or 

collaborative innovation (Section 4.4.4). 
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Each analysis is supported by a corresponding statistical table (Tables 4.2 - 4.5) and data 

visualization (Figures 4.1 - 4.4) to facilitate interpretation. Together, these findings lay the 

empirical foundation for the theoretical and practical implications discussed in Chapter V. 

They also serve to validate the core proposition of the study that visibility, vitality, and 

interdependence are not isolated competencies but dynamically interlinked dimensions of 

scalable CEO leadership. 

4.4.1 Importance of Personal Brand and Branding Frequency 

A central finding of the quantitative analysis concerns the alignment between how CEOs 

perceive the importance of their personal brand and the consistency with which they engage 

in personal branding activities. Using Spearman’s rank-order correlation, an appropriate 

method for ordinal variables a statistically significant positive correlation was identified (ρ 

= 0.42, p < 0.01). This indicates a moderate-to-strong positive relationship: as the perceived 

importance of personal branding increases, so does the frequency of branding behavior. 

This finding supports the theoretical proposition that belief systems and behavioral 

consistency often go together in leadership practice. In other words, CEOs who genuinely 

believe their brand matters are more likely to engage in visible, strategic branding actions 

on a regular basis. Conversely, those who rank the importance of personal branding lower 

tend to exhibit sporadic or minimal brand-related activities. 

Table 4.2 Frequency of Personal Branding Activities by Importance Level  

Importance of Personal Brand Average Branding Frequency 

Very Important (n = 22) 3.2 (Between Weekly & Daily) 

Important (n = 11) 2.1 (Monthly to Weekly) 

Somewhat Important (n = 4) 1.3 (Less than Monthly) 

Not Important (n = 2) 0.5 (Rarely or Never) 

         Source: Author’s own data (online survey) 
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These data were derived by converting qualitative frequency categories (e.g., “Daily”, 

“Weekly”, “Monthly”, “Rarely”) into a numerical scale ranging from 0 to 4: 

0 = Never 

1 = Rarely 

2 = Monthly 

3 = Weekly 

4 = Daily 

Each respondent’s rating of branding importance (also on a 1 -4 scale) was then correlated 

with their branding frequency score, revealing a consistent upward trend. 

 

Figure 4.1 Correlation Between Importance of Personal Brand and Frequency of 

Branding Activities  

 

 

Source: Author’s own data (online survey) 

 

X-axis: Importance of Personal Brand (1 = Not Important … 4 = Very Important) 

Y-axis: Branding Frequency (0 = Never … 4 = Daily) 

Figure 4.1 presents a scatter plot illustrates the relationship between the self-reported 

importance of personal branding and the frequency of branding-related activities among 
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CEOs in the study (N = 39). Each dot represents one respondent, with the x-axis reflecting 

the perceived importance of personal branding on a four-point ordinal scale (1 = Not 

Important, 2 = Somewhat Important, 3 = Important, 4 = Very Important) and the y-axis 

showing the frequency of actual branding activity (0 = Never, 1 = Rarely, 2 = Monthly, 3 

= Weekly, 4 = Daily). 

The data points cluster upward along a positive diagonal, indicating that CEOs who 

consider personal branding to be more important tend to engage more frequently in brand-

building practices such as content creation, speaking engagements, or platform visibility. 

This visual trend is further confirmed by a fitted linear trendline, which shows a moderate 

positive correlation (Spearman’s ρ = 0.42, p < 0.01). 

Notably, the upper-right quadrant of the graph where both importance and frequency are 

highly densely populated, suggesting that a significant portion of respondents translate 

branding priorities into consistent behavior. Conversely, the lower-left quadrant (low 

importance and low frequency) is sparsely populated, supporting the inference that passive 

branding behavior is typically associated with lower prioritization. 

The visual clarity of the graph supports the statistical conclusion that perceived importance 

is a strong predictor of personal branding effort. This has direct implications for leadership 

development strategies, particularly in contexts where public visibility, stakeholder trust, 

and brand-driven influence are central to CEO effectiveness. 

4.4.2 Time Constraints and Brand Development Frequency 

One of the most recurring themes in the open-ended survey responses was the challenge of 

time scarcity. A significant number of CEOs identified “lack of time” as a primary obstacle 

to consistent personal branding. This insight aligns with prior literature emphasizing that 

time management is one of the most pressing operational and psychological constraints in 
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modern executive life, particularly in contexts where visibility and thought leadership are 

strategic imperatives. 

To examine this phenomenon quantitatively, respondents were bifurcated into two groups 

based on their qualitative input: those who explicitly mentioned time-related limitations in 

their responses and those who did not. The analysis focused on comparing their average 

reported frequency of personal brand development activities. 

 

Table 4.3 Impact of Time Constraints on Brand Development Frequency  

 

Group Average Frequency of Brand Activities 

Mentioned “Lack of Time” (n = 
21) 

1.9 (Between Monthly and Weekly) 

Did Not Mention (n = 18) 3.0 (Close to Daily) 

        Source: Author’s own data (online survey) 

 

As shown in Table 4.3, the CEOs who acknowledged time constraints reported engaging 

in personal branding activities at a significantly lower frequency averaging approximately 

1.9, which corresponds to activities occurring between once a month and once a week. In 

contrast, those who did not report time as a barrier averaged a 3.0, which suggests a near-

daily engagement in brand development. 

This data supports the hypothesis that time scarcity has a direct and measurable dampening 

effect on branding consistency. The discrepancy in branding activity frequency is notable 

not only statistically but also strategically: CEOs who perceive and manage their time more 

effectively are markedly more active in shaping their public presence and leadership 

narrative. 

These findings reinforce the importance of executive time structuring, task prioritization, 

and potentially the delegation of content production or public relations tasks. Without such 
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mechanisms, even CEOs who value personal branding may find themselves unable to 

sustain visibility, ultimately undermining both their influence and their organization's 

symbolic positioning in the ecosystem. 

 

Figure 4.2 Average Brand Development Frequency: With vs. Without Time Constraints 

 

 

Source: Author’s own data (online survey) 

 

X-axis: Should show the two groups (“Mentioned ‘Lack of Time’”, “Did Not Mention”). 

Y-axis: Set from 0 to 4 to match the branding frequency scale (e.g., 0 = Never, 4 = Daily). 

Figure 4.2 displays a comparative bar chart that illustrates the relationship between 

perceived time constraints and the average frequency of personal branding activities among 

CEOs (N = 39). Respondents were categorized into two groups based on whether they 

explicitly cited “lack of time” as a primary barrier to developing their personal brand in the 

open-ended portion of the survey. 

The first group, consisting of 21 executives who mentioned time scarcity, reported an 

average branding activity score of 1.9 on a 5-point ordinal scale (0 = Never, 1 = Rarely, 2 

= Monthly, 3 = Weekly, 4 = Daily). This places their branding engagement roughly 



 

81 

between monthly and weekly frequency. In contrast, the 18 participants who did not report 

time constraints demonstrated significantly higher engagement, with an average frequency 

score of 3.0 approaching daily branding activity. 

The stark contrast between the two bars clearly illustrates that time availability is a critical 

determinant of branding consistency. The gap of 1.1 points between the groups suggests 

that CEOs who perceive a lack of time are not merely prioritizing other responsibilities; 

they are systematically less active in cultivating their external presence. This observation 

supports earlier research indicating that executive visibility is heavily influenced by 

perceived control over one’s schedule and delegation capacity. 

From a leadership strategy perspective, this figure emphasizes the need for CEOs to 

intentionally carve out time or delegate operational tasks to preserve consistency in 

external communication. Personal brand neglect due to time pressure may inadvertently 

weaken stakeholder trust, public recognition, and long-term influence especially in 

ecosystems where CEO visibility plays a catalytic role. 

4.4.3 Energy Management and Perceived Fatigue 

This section investigates the relationship between the number of energy management 

strategies employed by CEOs and their self-reported levels of fatigue. The goal was to 

determine whether there is a measurable benefit to diversifying personal energy renewal 

practices in the context of executive performance and leadership sustainability. 

Participants were asked to identify which energy recovery strategies they actively 

practiced, from a list that included exercise, mindfulness/meditation, coaching or therapy, 

structured time management, digital detoxing, and quality rest. Based on their responses, 

each participant was assigned a count from 0 to 6 corresponding to the number of strategies 

they regularly used. 

The self-reported fatigue level was measured on a 3-point ordinal scale: 
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• 1 = Low fatigue (rarely feel depleted), 

• 2 = Moderate fatigue (sometimes feel depleted), 

• 3 = High fatigue (frequently feel depleted). 

The resulting analysis revealed a negative correlation between the number of energy 

practices used and the frequency of feeling depleted, with a Spearman's rank correlation 

coefficient of ρ = -0.36. This indicates a moderate inverse relationship: the more energy 

strategies CEOs adopt, the less often they report experiencing fatigue. 

 

Table 4.4 Energy Management Practices and Their Relationship with Fatigue Levels 

 

# of Energy Practices Used Average Self-Reported Fatigue Level 

0–1 2.6 (High Fatigue) 

2–3 1.9 (Moderate Fatigue) 

4–6 1.3 (Low Fatigue) 

        Source: Author’s own data (online survey) 

 

The differences across groups were not only statistically meaningful but also substantively 

relevant from a leadership sustainability standpoint. CEOs employing only one or no 

energy management strategies reported near-chronic fatigue levels (2.6 out of 3), whereas 

those who engaged in four or more practices showed significantly reduced fatigue (1.3 

average), approaching the "low fatigue" category. 
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Figure 4.3 Relationship Between Number of Energy Management Methods and Fatigue 

Frequency 

 

 

Source: Author’s own data (online survey) 

 

X-axis: Categories of energy practice adoption - “0 -1”, “2-3”, and “4- 6” methods. Y-axis: 

Average self-reported fatigue level (from 1 = Low to 3 = High). 

Three vertical bars showing descending heights clearly indicate a drop in fatigue as the 

number of energy practices increases. 

This pattern provides empirical validation for the importance of comprehensive energy 

regulation in executive contexts. Leaders who fail to invest in structured energy recovery 

may find themselves more vulnerable to burnout, emotional volatility, and cognitive 

fatigue conditions that can undermine both strategic clarity and interpersonal effectiveness. 

Conversely, those who maintain a diversified set of rituals and routines for energy 

replenishment are more likely to sustain their performance, project consistent presence, 

and engage productively within their organizations and broader ecosystems. These findings 

align with broader research in leadership psychology and performance management, which 
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emphasizes that executive endurance is not solely dependent on time allocation, but also 

on physiological and psychological energy availability. 

4.4.4 Brand Strength and Ecosystem Strategy Engagement 

This subsection investigates the relationship between the perceived strength of a CEO’s 

personal brand and their level of involvement in ecosystem-based leadership strategies. In 

this context, ecosystem strategies are defined as collaborative, cross-boundary actions 

including co-created projects, open stakeholder dialogues, shared innovation platforms, 

and multi-brand alliances. These activities reflect a CEO’s ability to influence and integrate 

into broader networks beyond the internal operations of their organization. 

To quantify this relationship, respondents were asked to self-assess the strength of their 

personal brand on a categorical scale: Strong, Moderate, or Weak. Separately, they 

identified how many distinct ecosystem strategies they engaged in on a regular basis. These 

were counted from a checklist that included joint ventures, cross-sectoral forums, co-

branded initiatives, and industry-wide collaborations. 

 

Table 4.5 Ecosystem Strategies Used by CEOs Based on Perceived Brand Strength  

 

Perceived Brand Strength Average # of Ecosystem Strategies Used 

Strong 4.1 

Moderate 2.8 

Weak 1.5 

        Source: Author’s own data (online survey) 

The results clearly demonstrate a positive relationship: CEOs with strong personal brands 

reported an average of 4.1 ecosystem strategies, compared to only 1.5 strategies among 

those who described their brand as weak. Those in the moderate group (2.8) occupy a 
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middle range, indicating a gradient of engagement that corresponds to the perceived 

strength of personal brand presence and influence. 

This trend suggests that a CEO’s personal brand does more than shape perception it 

actively enables participation in high-trust, inter-organizational environments. CEOs with 

strong brands are more likely to be invited into collaborative ventures, co-lead public 

initiatives, and align their organizational mission with external ecosystems. 

 

Figure 4.4 Ecosystem Engagement Intensity by Brand Strength Category 

 

 

Source: Author’s own data (online survey) 

 

X-Axis: Brand Strength Categories : “Weak,” “Moderate,” “Strong.” 

Y-Axis: Number of Ecosystem Strategies Used (0–6). 

 

Figure 4.4 displays a bar chart comparing the average number of ecosystem strategies 

employed by CEOs based on their self-assessed personal brand strength. The X-axis 

categorizes CEOs into three groups: Strong, Moderate, and Weak personal brands, while 



 

86 

the Y-axis quantifies the average number of ecosystem-based strategies used by each 

group, on a scale from 0 to 6. 

• Strong Brand CEOs (n = 15) reported the highest level of ecosystem engagement, 

averaging 4.1 strategies, indicating frequent participation in collaborative 

partnerships, co-created initiatives, and stakeholder dialogues. 

• Moderate Brand CEOs (n = 17) used 2.8 strategies on average, suggesting 

selective participation in ecosystem platforms, possibly constrained by visibility or 

positioning. 

• Weak Brand CEOs (n = 7) reported only 1.5 strategies, highlighting limited 

engagement beyond the boundaries of their organization. 

The visual gap between groups underscores a clear trend: as perceived brand strength 

increases, so does the executive’s capacity and likelihood of initiating or participating in 

ecosystem-oriented leadership actions. The chart confirms that brand strength functions 

not only as a symbolic asset but also as a practical enabler of ecosystem influence. 

This relationship reinforces the dissertation’s central argument that personal branding is 

not a separate or superficial concern, but rather a foundational pillar of scalable and 

collaborative executive leadership. 

4.5 Key Patterns and Relationships 

This section explores specific behavioral patterns among CEOs in the context of branding 

channel usage, energy resilience, and ecosystem engagement segmented by industry and 

leadership archetypes. 

4.5.1 Industry-Specific Preferences in Branding Channels 

A key insight from the survey data relates to the divergent branding behaviors observed 

across industries. While personal branding is a shared leadership function, the choice of 
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communication platforms, tone, and channel diversity varies significantly depending on 

sector-specific norms, audience preferences, and legacy media behavior. 

The analysis revealed that CEOs tend to adapt their branding strategies based on the 

communication culture and visibility demands of their industry. This sectoral alignment 

supports the hypothesis that executive branding is not a one-size-fits-all endeavor, but a 

strategic adaptation that mirrors the identity of both the industry and its stakeholders. 

 

Table 4.6 Top Digital and Offline Tools Used for Brand Development Across Industries 

 

Industry Top 3 Branding Tools/Channels 

Technology LinkedIn, Expert Articles, Conferences 

Consulting/Coaching LinkedIn, Public Speaking, Facebook 

Wellness & Lifestyle Instagram, YouTube, Community Events 

Retail Instagram, Event Marketing, Brand Collaborations 

Manufacturing LinkedIn, Facebook, Media Publications 

NGO / Education Conferences, LinkedIn, Personal Blog/Website 

 

        Source: Author’s own data (online survey) 

The data in Table 4.6 confirms distinct industry-specific branding ecosystems: 

• Technology leaders favor LinkedIn and thought leadership content, reinforcing 

their positioning as experts and innovators in digitally native fields. 

• Consultants and coaches blend LinkedIn and offline speaking engagements, which 

support credibility and emotional resonance with clients. 
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• Wellness and lifestyle entrepreneurs focus heavily on visual storytelling through 

Instagram and YouTube, leveraging aesthetics and community to build trust and 

loyalty. 

• Retail executives integrate event-driven marketing and partnerships, reflecting a 

blend of consumer-facing visibility and experiential branding. 

• Manufacturing CEOs still rely on traditional channels, such as Facebook and trade 

publications, to communicate credibility and operational scale. 

• Leaders in NGOs and education emphasize conferences and personal blogging, 

aligning with values-based storytelling and advocacy. 

 

Figure 4.5 - Industry-Specific Preferences in Branding Channels 

 

 Source: Author’s own data (online survey) 

 

Figure 4.5 provides a comparative visualization of the branding platforms most frequently 

used by CEOs across six industry sectors: Technology, Consulting/Coaching, Wellness & 

Lifestyle, Retail, Manufacturing, and NGO/Education. Each industry is color-coded, and 
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the horizontal bar chart represents the percentage of respondents within each sector who 

reported using a specific channel as part of their personal branding strategy. 

The data reveal several clear patterns: 

• LinkedIn is the most dominant platform across all sectors, with particularly high 

adoption in Technology (91%), Consulting (87%), and NGO/Education (100%). Its 

prevalence reflects its status as the professional networking standard for thought 

leadership and business visibility. 

• Instagram is highly preferred in Wellness & Lifestyle (71%) and Retail (75%) 

sectors industries where visual storytelling, aesthetic appeal, and lifestyle branding 

are essential. 

• Public speaking and conference appearances are especially prevalent among 

NGO/Education (100%) and Consulting leaders (87%), reinforcing the role of 

offline visibility in sectors that emphasize credibility, knowledge transfer, and 

public trust. 

• Expert articles, blogs, and written thought leadership were popular in Technology 

(64%) and Manufacturing (67%), suggesting that long-form content remains 

influential in more technical or product-centric fields. 

• YouTube and Facebook were used more sporadically but had noticeable adoption 

in Wellness & Lifestyle and Manufacturing sectors, likely reflecting B2C 

engagement needs. 

These findings confirm that branding strategy is highly contextual, and that effective CEOs 

tailor their content platforms to fit sector-specific audience behavior and branding norms. 

The data also reinforces the notion that personal branding in leadership is no longer a one-

size-fits-all endeavor but a multi-channel, ecosystem-sensitive process. 
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4.5.2 CEO Archetypes: The Interplay of Branding, Energy, and Ecosystem 

Orientation 

To further interpret the interconnectedness of leadership behaviors observed in the survey, 

a thematic clustering of respondents was conducted based on three core variables: 

1. Frequency of Personal Branding Activities (scale of 0 4), 

2. Number of Energy Management Practices Used (06), 

3. Engagement in Ecosystem Strategies (e.g., joint projects, open forums, co-

creation platforms). 

This cluster analysis produced three distinct leadership profiles or archetypes, each 

characterized by a different approach to external visibility, internal capacity management, 

and strategic collaboration: 

 

Table 4.7 Thematic Summary of Open-Ended Responses 

 

Archetype Characteristics 

The Builder 

High personal brand frequency (avg. 3.5+), active use of 4+ 
energy practices, strong ecosystem participation (4+ 

strategies). Builders are visionary, communicative, and 
ecosystem-oriented leaders who invest consistently in both 

visibility and vitality. 

The Balancer 

Moderate brand activity (avg. 2-3), moderate energy strategy 
use (2-3), selective ecosystem engagement. Balancers 
maintain strategic equilibrium between exposure and 

preservation, often using minimal but effective routines to 
sustain influence. 

The Isolated Expert 

Low personal branding frequency (0-1), minimal energy 
management (0-1 practices), little to no ecosystem 

engagement (0-1 strategies). Though highly skilled, these 
CEOs often operate in silos, limiting their external resonance 

and relational capital. 

        Source: Author’s own data (online survey) 
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This segmentation was enriched through open-ended qualitative responses, which revealed 

not only behavioral tendencies but also emotional and strategic narratives underpinning 

each archetype. For example: 

• Builders spoke of "alignment between personal story and team culture," "rituals 

for energy clarity before big launches," and "building ecosystems to scale trust." 

• Balancers referenced "intentional downtime," "choosing platforms carefully," and 

"collaborating only with value-aligned partners." 

• Isolated Experts often noted "time scarcity," "lack of need for public presence," 

or "fatigue with content expectations" as reasons for limited engagement. 

 

Figure 4.6 CEO Archetypes Based on Branding, Energy, and Ecosystem Profiles 

 

 

Source: Author’s own data (online survey) 

 

Figure 4.6 presents a radar chart comparing three dominant CEO archetypes The Builder, 

The Balancer, and The Isolated Expert based on their average scores across three 

dimensions: frequency of branding activities, number of energy management practices 

employed, and intensity of ecosystem strategy use. 
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• The Builder shows high engagement across all three axes, scoring close to the 

maximum on branding frequency (3.8 out of 4), energy practices (5.2 out of 6), and 

ecosystem strategies (4.6 out of 6). This group represents CEOs who are not only 

visible and resilient but also deeply embedded in collaborative networks. 

• The Balancer demonstrates moderate engagement. These leaders maintain an 

average level of brand activity (around 2.5), adopt 2-3 energy routines, and 

selectively participate in ecosystems (around 2.8 strategies). Their leadership style 

is pragmatic, often balancing internal focus with outward presence. 

• The Isolated Expert, in contrast, scores low across all metrics. This group reports 

minimal branding activity, limited energy management (often one or no consistent 

practices), and weak ecosystem involvement. Their leadership tends to be rooted in 

expertise rather than visibility or network influence. 

The triangular formation of the radar chart makes these differences visually explicit. It 

underscores the multidimensional nature of modern executive influence and suggests that 

CEOs who invest simultaneously in personal brand development, energy renewal, and 

strategic collaboration are better positioned to scale their leadership impact. 

4.6 Qualitative Reflections and Thematic Trends 

In addition to the quantitative dimensions of this study, rich qualitative insights were 

obtained through a series of open-ended survey questions. These questions invited CEOs 

to reflect in their own words on the internal and external dynamics shaping their leadership 

practices particularly in relation to personal branding, energy management, and ecosystem 

engagement. 

Qualitative data plays a vital role in revealing the subjective experiences, emotional 

nuances, and strategic tensions that cannot be captured through structured scales alone. 
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This section synthesizes those reflections into key thematic trends, offering deeper context 

for the behavioral patterns presented in earlier chapters. 

4.6.1 Method of Analysis 

A structured thematic analysis was applied to open-ended responses. The process 

involved three stages: 

1. Initial Open Coding: Each comment was read carefully, and key phrases or 

concepts were coded line-by-line. Codes reflected both surface-level content (e.g., 

“PR assistant,” “tired after work”) and implied emotional undertones (e.g., 

“burnout,” “vulnerability,” “frustration with content creation”). 

2. Axial Coding and Theme Development: Similar codes were grouped into higher-

order categories such as time management, authenticity concerns, or brand-strategy 

alignment. Frequencies were tallied to track prevalence across the 39 responses. 

3. Cross-Referencing: Qualitative patterns were then compared with individual 

quantitative responses to assess potential correlations, for example, whether those 

citing "burnout" also reported low branding activity or energy practices. 

The goal of this multi-step approach was to ensure both depth and reliability in 

interpretation. 

Key Themes Identified 

The following Table 4.8 summarizes the nine most frequently occurring themes, their 

appearance across the dataset, and illustrative quotes that embody the sentiments expressed 

by participants. 
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Table 4.8 Qualitative Themes from Open-Ended Survey Responses 

 

Theme 
Frequency 

(n) 
Representative Quote 

Lack of Time 21 
“I know it's important, but I just don’t have time 

to work on my personal brand.” 

Fear of Inauthenticity / Vulnerability 11 
“It’s hard to stay authentic while building 

visibility; I don’t want to fake it.” 

Difficulty with Content Creation 9 
“I often don’t know what to post or write about - 

I feel blocked.” 

Emotional Burnout / Energy Drain 8 
“After leading all day, I simply have no energy 

left for self-promotion.” 

Need for Delegation / Expert Support 6 
“I’ve started working with a PR assistant 

because I can’t manage it all myself.” 

Brand as Catalyst for Partnerships 10 
“My personal brand builds trust and draws in 

ecosystem partners.” 

Ecosystem Thinking Still Understood 
Narrowly 

5 
“Not sure what ‘ecosystem’ means - feels like a 

buzzword.” 

Importance of Alignment with Personal 
Values 

7 
“Everything I share must align with who I am 

and what I stand for.” 

Visibility Builds Trust 8 
“When people see me active and engaged, 

they’re more likely to reach out.” 

         Source: Author’s own data (online survey) 
 

4.6.2 Interpretation of Trends 

The qualitative analysis provides a nuanced psychological and strategic map of CEO 

behavior in today’s complex leadership environment. Several patterns stand out: 

• Time Scarcity as Structural Constraint: More than half the respondents (21 out 

of 39) pointed to a lack of time as their central challenge, echoing quantitative 
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findings in section 4.4.2. Personal branding, while recognized as valuable, often 

becomes deprioritized under pressure from operational demands. 

• Authenticity and Emotional Risk: Many CEOs articulated discomfort with the 

performative aspects of branding. The tension between “being real” and “being 

visible” creates emotional strain, especially when visibility is associated with 

vulnerability or fear of appearing self-promotional. 

• Cognitive Load and Creative Blocks: Nine participants described content 

creation as an ongoing struggle, citing decision fatigue, writer’s block, or 

discomfort with social media. These reflections highlight branding as both a 

cognitive and emotional labor, not simply a task of output. 

• Energy Depletion and Executive Fatigue: Several comments referenced 

exhaustion and burnout, aligning with the statistical trends in section 4.4.3. For 

these leaders, branding becomes a casualty of deeper systemic fatigue rather than 

mere procrastination. 

• Delegation as a Strategic Response: A small but telling group (n=6) reported hiring 

PR assistants, ghostwriters, or social media managers to bridge the gap between 

strategic intention and operational bandwidth. This reveals an emerging trend 

toward “outsourced authenticity” balancing personal voice with practical 

scalability. 

• Brand as a Trust Multiplier: A notable theme (n=10) emphasized that a strong, 

consistent personal brand has a tangible effect on external relationship-building, 

particularly within collaborative or partner-driven ecosystems. This supports the 

findings from section 4.4.4 and underscores the instrumental value of brand in 

enabling trust-based cooperation. 
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• Conceptual Gaps in Ecosystem Literacy: Interestingly, some CEOs expressed 

uncertainty around the meaning of “ecosystem engagement.” While others clearly 

articulated co-creation and stakeholder integration, a few viewed it as jargon 

suggesting a knowledge or terminology gap that may limit adoption. 

• Identity Integrity as Strategic Priority: Several CEOs (n=7) spoke to the importance 

of maintaining alignment between personal values and external messaging. For 

them, visibility was not just about reach, it was about resonance and integrity. This 

theme reinforces the importance of identity-centered leadership models discussed 

in Chapter II. 

The qualitative reflections in this section breathe life into the quantitative findings by 

revealing the lived experience of modern CEOs. They underscore the emotional, cognitive, 

and structural complexity of leadership in the digital age where personal presence, energy 

resilience, and ecosystem trust must be continually balanced. 

These themes will be further interpreted and contextualized in Chapter V, where their 

strategic implications are discussed considering the existing literature and theoretical 

framework. 

4.7 Summary of Key Findings 

The empirical analysis conducted in this chapter substantiates the central thesis of this 

research: that personal branding, energy management, and ecosystem interaction function 

as interdependent drivers of CEO effectiveness. These three domains, while conceptually 

distinct, demonstrate significant correlations in practice, influencing how contemporary 

executives sustain influence, resilience, and strategic relevance in dynamic environments. 

1. Perceived Importance of Personal Branding is Positively Linked to Consistent 

Action. 
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A foundational assumption of the study was that CEOs who perceive personal branding as 

highly important would demonstrate greater consistency and frequency in their branding 

behaviors. This assumption was validated through the analysis, which revealed a moderate 

positive correlation (ρ = 0.42, p < 0.01) between the perceived importance of personal 

branding and the frequency of engagement in branding-related activities such as public 

speaking, thought leadership content, and social media presence. 

• Respondents who rated their brand as “very important” (n=22) had an average 

branding frequency of 3.2, equating to weekly to daily engagement. 

• In contrast, those who considered branding only “somewhat important” or “not 

important” showed substantially lower average scores, often falling below monthly 

activity levels. 

These results confirm that internal valuation of branding acts as a motivational anchor. 

However, they also suggest that motivation alone is not sufficient. Other mediating factors 

such as time availability, energy resources, and communication confidence play a critical 

role in converting perception into action. 

2. Time Scarcity Emerges as a Systemic Barrier to Brand Development. 

Among all open-ended responses, “lack of time” was the most consistently mentioned 

obstacle to effective personal branding. This barrier was not anecdotal but measurable. 

Participants who cited time constraints exhibited significantly lower branding activity 

levels than their peers. 

• The average frequency of branding engagement for time-constrained CEOs was 

1.9, representing monthly activity or less. 

• By contrast, those who did not cite time as a barrier averaged 3.0, indicating nearly 

daily engagement. 
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This difference, more than one full point on a 5-point scale, reflects a structural leadership 

tension: the prioritization of urgent operational responsibilities over strategic visibility. 

Even CEOs who acknowledge branding as essential often lack the temporal bandwidth to 

act accordingly. This underscores the necessity for delegation, scheduling discipline, and 

external communications support. 

3. Energy Management is a Hidden Differentiator in Executive Performance. 

The study also identified a critical and often overlooked factor in leadership sustainability: 

energy regulation. CEOs were asked to indicate which of six energy-replenishing strategies 

they practiced (e.g., mindfulness, coaching, exercise). Results showed a negative 

correlation (ρ = -0.36) between the number of energy strategies used and reported fatigue 

levels. 

• CEOs using 0-1 strategy had an average fatigue rating of 2.6, close to the “high 

fatigue” threshold. 

• Those employing 4 or more strategies averaged 1.3, indicating low perceived 

fatigue. 

This pattern illustrates that energy management is not a wellness luxury, but a strategic 

imperative. Leaders who consciously maintain energy through multiple channels exhibit 

better performance stamina, emotional regulation, and decision-making clarity. These 

findings emphasize the need for executive self-care protocols as part of leadership 

development programs. 

4. Strong Personal Brands Facilitate Ecosystem Engagement. 

A compelling relationship emerged between self-assessed brand strength and the extent of 

ecosystem engagement. CEOs who rated their personal brand as “strong” reported more 

frequent and varied use of ecosystem strategies, such as co-branded partnerships, co-

creation platforms, and stakeholder collaboration. 
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• CEOs with strong brands averaged 4.1 ecosystem strategies. 

• Those with moderate brands reported 2.8, while weak-brand respondents averaged 

only 1.5 strategies. 

This suggests that personal brand credibility acts as a gateway to ecosystem orchestration. 

A visible, trusted personal brand enhances attractiveness for external collaborators, 

reinforces alignment of values, and reduces trust barriers   making the CEO an anchor 

within fluid networks of innovation and influence. 

5. Industry-Specific Branding Approaches Confirm Contextual Dependency. 

Branding practices were found to be highly sector-sensitive, with distinct preferences in 

tools and platforms aligned with the communication culture of each industry: 

• Technology CEOs preferred LinkedIn, expert articles, and conference speaking. 

• Wellness and lifestyle leaders leaned toward Instagram, YouTube, and story-driven 

content. 

• Retail executives balanced online platforms with event-based marketing and local 

engagement. 

This confirms that branding strategies must be tailored to sectoral expectations and target 

audience behavior. What resonates in B2B tech contexts may be ineffective or even 

alienating in wellness or education settings. 

6. Qualitative Insights Expose Deeper Leadership Tensions. 

Thematic analysis of open-ended responses revealed significant emotional, cognitive, and 

strategic tensions: 

• Many CEOs expressed creative anxiety or content paralysis, citing difficulty 

knowing what to say or how to appear “authentic.” 

• Several noted emotional burnouts and a lack of energy for “performing visibility” 

after demanding workdays. 
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• Some emphasized moral tension around outsourcing content or posting without 

direct involvement, fearing inauthenticity or dilution of core values. 

• Despite these tensions, numerous CEOs described their personal brand as a 

“connector,” “catalyst,” or “strategic bridge” a tool not just for visibility but for 

deep engagement and meaningful influence. 

These findings humanize quantitative data and reinforce the need for psychologically 

sustainable branding practices. Branding is not merely about visibility, it involves identity 

negotiation, vulnerability, and the emotional labor of being perceived. 

Summary 

Taken together, these findings validate the research proposition that scaling a CEO’s 

personal brand is not a linear communications task, but a multidimensional leadership 

function grounded in emotional energy, time discipline, relational intelligence, and 

strategic storytelling. 

Branding intersects directly with leadership stamina and openness to inter-organizational 

collaboration, both of which are critical in today’s VUCA (volatile, uncertain, complex, 

and ambiguous) business ecosystems. 

The next chapter explores the broader academic, strategic, and practical implications of 

these results, positioning them within the context of the theoretical frameworks introduced 

in the literature review.  
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CHAPTER V:  

DISCUSSION 

 

5.1 Interpretation of Results in the Context of Literature 

This chapter interprets the results presented in Chapter IV through the theoretical lenses of 

branded leadership, energy theory, and ecosystem design. It establishes how empirical 

patterns identified among 39 European CEOs align with, extend, or challenge existing 

research. 

The data reinforce the growing academic consensus that personal branding is no longer a 

discretionary activity but a structural function of leadership in complex, trust-based 

environments. The statistically significant correlation (ρ = 0.42) between perceived 

importance and branding frequency supports the assertion by Shepherd (2005) and 

Montoya & Vandehey (2009) that leadership identity and strategic visibility are mutually 

reinforcing. However, unlike prior studies that focused on media figures or founders, this 

research expands the empirical base to CEOs across multiple sectors. 

Moreover, the findings nuance the energy leadership models (e.g., Loehr & Schwartz, 

2005) by showing that a diversified portfolio of energy management strategies is associated 

with significantly lower self-reported fatigue. The inverse correlation (ρ = -0.36) confirms 

that burnout is not simply a matter of work volume but of energy recovery design. This 

study contributes new data by showing how these practices relate not just to personal 

wellness, but to executive performance metrics such as branding consistency and 

ecosystem activation. 

The integration of personal branding with ecosystem engagement advances Adner’s (2017) 

theory of ecosystem orchestration. CEOs with stronger personal brands used more 

ecosystem strategies, suggesting that visibility and perceived integrity operate as social 
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lubricants that lower coordination costs and build inter-organizational trust. This aligns 

with the notion that personal brand becomes a “relational asset” in ecosystem design 

(Kapoor, 2018), functioning as both attractor and stabilizer. 

 

5.2 The Role of the Personal Brand in Strategic Ecosystem Engagement 

The data demonstrates that strong personal brands correlate with higher levels of ecosystem 

activity, including co-branded projects, stakeholder dialogues, and joint innovation 

platforms. This confirms theoretical work by Iansiti and Levien (2004) and Moore (1996), 

which argue that network-based strategy depends on trust and credibility traits frequently 

encoded in the leader’s public identity. 

Respondents with high brand confidence engaged in over twice as many ecosystem 

strategies (4.1 vs. 1.5), showing that the personal brand acts as a signaling mechanism for 

openness, reliability, and cultural fit. From a strategic standpoint, this finding positions 

CEO branding not as image management but as a functional tool for ecosystem 

architecture. 

Furthermore, qualitative data highlighted that many CEOs view their brand not as self-

promotion but as a platform for value-aligned partnerships. This supports the conceptual 

shift from “branding as ego” to “branding as ecosystem leverage.” 

 

5.3 Energy Management and Sustainable Executive Functioning 

The findings validate and extend existing research on the role of physiological and 

psychological energy in leadership. CEOs employing 4-6 recovery strategies reported 

fatigue levels 50% lower than those using 0-1, confirming that energy management is a 

structural enabler of visibility, decision-making, and resilience. 
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This reinforces the work of Schwartz & McCarthy (2007), who posited that leadership 

endurance relies not on time allocation but on energy modulation. It also links with 

McKinsey’s recent emphasis on the “energy signature” of leaders in transformation 

environments. 

Interestingly, several CEOs explicitly connected energy depletion to lapses in visibility and 

strategic coherence. One wrote: “After leading all day, I simply have no energy left for self-

promotion.” This suggests that branding consistency is not just about discipline but about 

energetic capacity. 

The research thus positions energy management not as an HR benefit but as a strategic 

infrastructure underpinning performance, narrative cohesion, and executive presence. 

 

5.4 CEO Branding Archetypes and Leadership Identity 

Through cluster analysis, three distinct archetypes emerged Builder, Balancer, and Isolated 

Expert, offering a nuanced typology for understanding executive identity formation: 

• The Builder is the archetype most aligned with existing branding theory: high 

visibility, active energy practices, and strong ecosystem presence. Builders 

resemble the “Charismatic Integrators” described by Goffee & Jones (2006), 

combining authenticity with structural influence. 

• The Balancer engages moderately in branding and collaboration, often due to 

limited capacity or deliberate strategic pacing. This group reflects a “selective 

visibility” model, which is underexplored in literature and warrants further study. 

• The Isolated Expert demonstrates strong technical credibility but limited public 

presence and ecosystem interaction. This type challenges dominant assumptions in 

branding literature by showing that not all successful leaders are visible or 

collaborative. However, they also risk strategic insulation. 
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These archetypes provide a framework for executive development programming, allowing 

CEOs to diagnose blind spots or overcompensations in their leadership presence. 

 

5.5 Theoretical and Practical Implications 

Theoretical Contributions: 

• The study extends branded leadership theory by integrating it with ecosystem 

participation and energy management. 

• It proposes a three-dimensional model of CEO influence, where symbolic capital 

(brand), energetic capital (resilience), and relational capital (ecosystem trust) co-

evolve. 

• It challenges binary frameworks (e.g., visible vs. authentic) by highlighting the 

psychosocial tensions and adaptive strategies of real-world leaders. 

Practical Contributions: 

• Provides a diagnostic lens for executive coaches and leadership development 

professionals. 

• Offers empirical support for embedding personal branding and energy protocols 

into leadership curricula. 

• Reframes branding from a tactical asset to a structural enabler of ecosystem growth 

and innovation. 

In sum, this research advances a more human-centered, integrated model of CEO 

leadership, one that reflects not only the pressures of visibility and performance but 

also the internal architecture that sustains influence over time.  
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CHAPTER VI:  

CONCLUSIONS AND RECOMMENDATIONS 

 

6.1 Summary of the Study 

This doctoral research explored the interconnected dimensions of modern CEO leadership 

through the lens of three integrated domains: personal branding, energy management, and 

ecosystem engagement. Framed within a practice-based leadership model and executed 

through a convergent mixed-methods design, the study combined quantitative insights 

from 39 senior executives with qualitative reflections to capture both behavioral patterns 

and inner leadership narratives. 

The primary aim was to construct a multi-dimensional framework that illuminates how 

CEOs cultivate strategic visibility, sustain their energy for long-term performance, and 

engage with collaborative ecosystems beyond their organizational boundaries. 

Key findings include: 

• Brand-Behavior Alignment: CEOs who rated their personal brand as “very 

important” engaged significantly more in branding activities validating the 

hypothesis that perceived value drives behavioral consistency. Branding frequency 

was strongly correlated with importance perception (ρ = 0.42), confirming that 

internal belief systems directly shape outward leadership expression. 

• Time as a Leadership Bottleneck: The most common barrier to sustained 

branding and external engagement was time scarcity. Executives citing lack of time 

were significantly less active in branding practices (meaning frequency score of 1.9 

vs. 3.0), reinforcing that awareness of importance alone is insufficient without 

structured time allocation or support systems. 
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• Energy Management as a Strategic Enabler: CEOs who adopted three or more 

energy renewal strategies—such as mindfulness, structured rest, or coaching 

reported substantially lower fatigue levels. The negative correlation (ρ = -0.36) 

between the number of strategies and fatigue frequency highlights energy as a 

fundamental, yet under-leveraged, asset in executive performance. 

• Ecosystem Leadership is Amplified by Brand Strength: Respondents who rated 

their personal brand as strong also demonstrated higher engagement in ecosystem 

strategies, such as co-creation, open dialogue, and strategic alliances. On average, 

they employed more than twice the number of ecosystem practices compared to 

peers with weak brands (4.1 vs. 1.5 strategies), indicating that personal credibility 

acts as a trust signal and collaboration catalyst. 

• Emergence of CEO Archetypes: Cluster analysis revealed three recurring 

leadership archetypes—The Builder, The Balancer, and The Isolated Expert each 

distinguished by distinct combinations of branding frequency, energy discipline, 

and ecosystem involvement. These archetypes provide a diagnostic lens for 

executive self-reflection and development. 

• Sector-Sensitive Branding Approaches: Industry context emerged as a critical 

determinant of branding tactics. For instance, technology CEOs favored LinkedIn 

and thought leadership publications, while wellness leaders relied on Instagram and 

direct community interaction. This confirms the importance of platform-audience 

alignment in strategic communication. 

• Psychosocial Complexity of CEO Visibility: Qualitative data revealed that many 

executives experience emotional tension around visibility. Themes such as fear of 

inauthenticity, creative blocks, and energy depletion were prevalent, indicating that 
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personal branding is not just a strategic act but also a psychological one requiring 

courage, resilience, and support. 

Collectively, these findings offer a cohesive narrative: personal branding, energy 

management, and ecosystem engagement are not siloed competencies but mutually 

reinforcing dimensions of sustainable, modern executive leadership. The study 

demonstrates that scaling a CEO’s brand is not merely a matter of media presence, but a 

holistic practice grounded in internal alignment, relational trust, and strategic presence. 

This sets the stage for the final sections of the thesis, which delve into the theoretical 

implications of this model and provide actionable recommendations for CEO development, 

leadership education, and organizational support systems. 

 

6.2 Practical Recommendations for CEOs 

The insights derived from this study offer actionable strategies for CEOs who wish to 

enhance their leadership effectiveness across personal branding, energy regulation, and 

strategic ecosystem participation. Each recommendation is grounded in empirical evidence 

and designed to address the practical challenges faced by executives in high-complexity 

environments. 

1. Treat Your Personal Brand as Strategic Infrastructure. 

Personal branding should be understood not as a peripheral communication tool, but as a 

strategic pillar of executive influence. CEOs are encouraged to articulate a clear, authentic, 

and values-aligned brand narrative that resonates both internally (with employees) and 

externally (with stakeholders). The research confirms that CEOs who consider their 

personal brand “very important” engage more frequently in visibility-enhancing activities 

such as thought leadership, public speaking, and digital content creation. 
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• Tailor platform uses to industry norms: e.g., LinkedIn and podcasts for technology 

and consulting; Instagram and community engagement for wellness and retail 

sectors. 

• Treat branding as reputation capital: a vehicle for trust formation, stakeholder 

alignment, and narrative coherence in times of uncertainty. 

• Maintain consistency in tone, content, and presence not perfection, but authenticity. 

2. Systematize Energy Management. 

Energy is not a soft asset it is a precondition for sustained executive function. The study 

shows that CEOs who adopted diverse energy renewal strategies (three or more) reported 

substantially lower fatigue and higher engagement levels. Leaders should proactively 

develop structured energy routines that balance cognitive demand with physiological 

recovery. 

• Implement non-negotiable recovery practices: physical activity, mindfulness or 

reflection, structured planning, rest. 

• Leverage professional support systems such as executive coaches, therapists, or 

wellness consultants to ensure emotional regulation and decision-making clarity. 

• Audit energy leaks: monitor digital overload, reactive communication habits, and 

scheduling patterns that reduce high-value focus time. 

3. Design Ecosystem Relationships Intentionally. 

Rather than viewing ecosystem engagement as a passive or optional strategy, CEOs should 

deliberately position themselves as facilitators of co-creation and shared innovation. The 

study reveals that brand visibility significantly enhances ecosystem participation trusted 

CEOs are more likely to attract collaborators and initiate joint ventures. 

• Move from transactional networking to value-aligned partnerships. 
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• Develop or join platforms for multi-actor collaboration innovation hubs, industry 

alliances, or thematic forums. 

• Signal openness and alignment: communicate values and intentions clearly to 

attract synergistic ecosystem partners. 

4. Build a Support Infrastructure for Branding. 

Time scarcity emerged as the most cited constraint in the survey. To mitigate this 

bottleneck, CEOs must treat content creation and public engagement as organizational 

functions not solitary tasks. Delegation and collaboration are essential to sustain brand 

visibility without executive burnout. 

• Hire or designate a communications lead or external PR specialist to support brand 

execution. 

• Use batch processing and content calendars to reduce ad hoc effort. 

• Focus CEO attention on strategic themes and message authenticity, rather than 

technical execution. 

5. Reflect on and Leverage Your Leadership Archetype. 

Based on the cluster analysis, CEOs tended to exhibit one of three leadership orientations 

the Builder, the Balancer, or the Isolated Expert. Each archetype presents strengths and 

growth edges. 

• Builders (high brand, high energy, high ecosystem engagement): Risk 

overextension they may need boundary rituals and focused delegation. 

• Balancers (moderate on all dimensions): Require clarity on strategic priorities to 

avoid dilution of influence. 

• Isolated Experts (strong skillset, low visibility, minimal collaboration): May 

benefit from voice amplification and curated ecosystem entry points. 
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This archetypal lens can be used as a developmental self-assessment framework and as a 

coaching tool to guide leadership evolution over time. 

These recommendations provide an integrated, empirically grounded roadmap for CEOs 

aiming to scale their leadership influence while preserving authenticity, resilience, and 

strategic relevance in complex, networked environments. 

 

6.3 Recommendations for Future Research 

This study offers a novel framework for understanding the integrated dynamics of personal 

branding, energy management, and ecosystem participation in CEO leadership. However, 

it also raises important questions and opens several promising avenues for future research 

that can extend the theoretical, empirical, and practical contributions of this work. The 

following recommendations outline specific directions for further scholarly inquiry: 

1. Longitudinal Tracking of Branding and Energy Across Time and Context 

Future studies should adopt longitudinal designs to examine how personal branding 

behavior and energy resilience evolve over time particularly across business cycles, growth 

phases, or during times of crisis (e.g., economic downturns, reputational shocks, or public 

health emergencies). A time-series approach could explore questions such as: 

• How do branding efforts fluctuate during periods of organizational instability 

versus growth? 

• Does energy depletion lead to sustained reductions in public visibility, or do certain 

leaders recover and adapt more quickly? 

• What is the long-term correlation between brand investment and cumulative 

stakeholder trust? 
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Such longitudinal research would deepen our understanding of the temporal dimension of 

leadership visibility and vitality, addressing a current gap in short-term, cross-sectional 

approaches. 

2. Industry-Specific Deep Dives 

While this study aggregated insights across sectors, future research should isolate specific 

industries to explore unique leadership branding and ecosystem behaviors within them. For 

instance: 

• In fintech, where trust and technological sophistication are paramount, how does a 

CEO’s brand influence investor confidence and cross-sector collaboration? 

• In healthcare, where regulation and ethical stakes are high, how is branding 

balanced with institutional credibility? 

• In creative and cultural industries, where personal expression is central, how do 

energy cycles and authenticity pressures impact CEO presence? 

Industry-specific ethnographic or case study approaches would yield contextualized 

insights and allow for the development of sectoral best practices or typologies. 

3. Cross-Cultural and Geographic Comparative Studies 

Leadership archetypes, branding norms, and ecosystem behaviors are often shaped by 

cultural and institutional contexts. Comparative studies that analyze how CEOs in different 

regions (e.g., Western Europe, East Asia, Latin America, Sub-Saharan Africa) engage with 

these three domains would enrich global leadership theory. Potential questions include: 

• How does cultural emphasis on hierarchy or collectivism affect personal branding 

efforts? 

• Are energy management strategies culturally dependent or universally beneficial? 

• How do CEOs in emerging economies leverage ecosystems differently than those 

in mature markets? 
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Such comparative research would expand the generalizability of the triadic leadership 

model and promote culturally intelligent leadership practices. 

4. Experimental Designs on Branding and Leadership Outcomes 

There is a clear opportunity to move beyond correlational findings and conduct 

experimental or quasi-experimental research that evaluates causal relationships. For 

example: 

• Randomized control trials (RCTs) test the impact of executive branding training, 

coaching interventions, or PR campaigns on leadership effectiveness. 

• Behavioral experiments assessing how CEO visibility influences stakeholder trust, 

employee engagement, or market perception. 

• Field experiments within organizations testing the ROI of content strategy, energy 

protocols, or ecosystem-building initiatives. 

These studies would offer robust evidence for the practical efficacy of leadership branding 

and help organizations allocate resources strategically. 

5. Development of Quantitative Archetype Diagnostic Tools 

While this study identified three emergent archetypes the Builder, the Balancer, and 

the Isolated Expert future research could formalize these categories into a validated 

psychometric instrument. This could involve: 

• Constructing a reliable survey tool that measures brand activity, energy 

management diversity, and ecosystem engagement levels. 

• Using cluster analysis or factor analysis to test whether the three archetypes are 

replicable across larger samples. 

• Creating dashboards or feedback reports that allow CEOs to benchmark their 

current profile and monitor changes over time. 
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Such a diagnostic would have immediate utility for leadership coaching, succession 

planning, and organizational development, transforming the qualitative findings into 

scalable tools for practice. 

In summary, future research should move toward greater specificity, scalability, and 

temporal depth. By extending the current framework across time, industries, cultures, and 

experimental conditions, scholars and practitioners alike can continue to refine the 

leadership models needed for visibility, sustainability, and impact in the evolving business 

ecosystem. 

 

6.4 Final Reflections 

This dissertation began with a deceptively simple question: How do CEOs scale their 

leadership through personal branding, energy management, and ecosystem design? Yet, as 

the research unfolded, it became evident that this question cuts to the heart of modern 

leadership in a volatile, uncertain, complex, and ambiguous (VUCA) world. The findings 

reveal that personal branding is not a superficial endeavor, but a strategic infrastructure for 

influence. Energy is not a private concern, but a public enabler of performance. Ecosystem 

engagement is not an abstract buzzword, but a daily operating logic for leaders navigating 

interdependence. 

From Visibility to Identity: Rethinking the Personal Brand 

One of the most profound insights from the study is that personal branding has transcended 

its historical association with self-promotion. For contemporary CEOs, particularly those 

in founder-led and innovative-driven companies, the personal brand functions as an 

extension of leadership identity. It signals coherence between internal values and external 

narrative. It invites trust from partners, employees, and the broader public. And crucially, 
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it shapes how CEOs are read symbolically in their ecosystem as credible, visionary, or 

authentic figures of authority. 

In this light, visibility is not merely about digital presence; it is about the projection of 

leadership essence across stakeholder touchpoints. The strategic value of the personal 

brand is deeply connected to relational trust and reputational capital which in turn affects 

hiring, investment, media representation, and partnership opportunities. 

The research confirms that those CEOs who perceive their brand as "very important" do 

not simply say they value it they act on it. They post content regularly, speak at events, 

mentor others, and take charge of their narrative. This finding reinforces the behavioral 

psychology principle that belief, when internalized, is expressed in consistent, observable 

behavior. For leaders seeking to grow their influence, the lesson is clear: brand presence 

must become habitual, not occasional. 

Energy as a Leadership Asset: Shifting from Burnout to Regeneration 

Another breakthrough insight from the study lies in reframing energy as a core leadership 

resource. CEOs frequently describe time as their scarcest commodity but beneath the 

surface, what truly limits them is energy. Without physical stamina, mental clarity, and 

emotional regulation, strategic thinking becomes fragmented, interpersonal relationships 

suffer, and creative problem-solving collapses. 

The data revealed a strong inverse relationship between energy management diversity and 

perceived fatigue. Leaders who employed four to six methods spanning exercise, coaching, 

digital detox, structured planning, and rest reported significantly lower levels of 

exhaustion. These findings echo principles from resilience science and performance 

psychology: that sustainable leadership is less about endurance and more about recovery. 

Energy, in this model, is not a static reserve to be drained, but a dynamic input to be 

renewed. It is the foundation upon which branding and collaboration rest. CEOs who lack 
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energy retreat from visibility, defer relationship-building, and risk reputational 

inconsistency. Those who actively manage energy can maintain presence, lead through 

uncertainty, and model wellbeing for their teams. This makes energy a critical, though 

often hidden, differentiator in long-term executive performance. 

Ecosystem Thinking: The Evolution of Strategic Leadership 

The third pillar of the study ecosystem design provides a compelling view of leadership as 

a distributed and collaborative endeavor. The most effective CEOs in the sample were 

those who approached leadership not as solitary vision-holders but as orchestrators of co-

creation. Their branding served not only personal recognition but also as a signal of 

openness and alignment, which attracted collaborators, clients, and talent. 

Respondents who self-identified as having a "strong" personal brand were also those who 

reported the highest engagement in ecosystem strategies including stakeholder dialogue, 

joint innovation platforms, and shared projects. These leaders understand that ecosystems 

are not simply about networks, they are about mutual value creation. In this way, brand 

strength and ecosystem involvement function as reinforcing loops. 

This insight is particularly relevant in a post-industrial economy shaped by platforms, 

partnerships, and permeability. As boundaries blur between firms, disciplines, and sectors, 

leadership becomes less about command and more about connection. CEOs are being 

called upon not just to lead organizations but to animate ecosystems to serve as nodal points 

through which information, opportunity, and energy flow. 

Archetypes and Adaptation: A Developmental View of CEO Identity 

Perhaps the most integrative contribution of this study is the introduction of a CEO 

archetype framework based on branding frequency, energy habits, and ecosystem strategy. 

The three emergent types: the Builder, the Balancer, and the Isolated Expert reflect distinct 

styles of engagement. The Builder is highly visible, energetically resilient, and ecosystem 
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oriented. This archetype thrives in roles that demand public leadership, innovation, and 

external engagement. However, they may risk overextension or burnout without 

boundaries. 

The Balancer is moderate in branding, consistent in energy practices, and selectively 

collaborative. Often seasoned leaders, they know how to pace themselves but may miss 

opportunities for broader influence. 

The Isolated Expert is deeply skilled but operates below the radar. They may avoid public 

visibility due to discomfort or distrust of branding. While often respected within a niche, 

they risk being overlooked in strategic collaborations. 

This typology offers CEOs and coaches a diagnostic and developmental tool. Rather than 

prescribing a singular model of leadership, it invites reflection: Where do I currently 

operate? What am I avoiding or under-leveraging? What conditions might support my 

evolution? 

Toward Regenerative Leadership: The Future of Executive Practice 

The core thesis of this dissertation is that branding, energy, and ecosystem strategy form a 

synergistic leadership system opens the door to a new vision of CEO development. It 

suggests that leadership is no longer purely cognitive or transactional. It is emotional, 

embodied, and ecological. To scale a brand is not merely to grow followers or visibility. It 

is to align self with purpose, presence with strategy, and narrative with relational context. 

Managing energy is not merely to avoid burnout. It is to regenerate attention, intention, and 

inspiration in a sustainable rhythm. And to engage an ecosystem is not merely to pursue 

partnerships. It is to co-create meaning and value beyond organizational boundaries. 

This integrative lens offers a new developmental agenda for leadership educators, coaches, 

boards, and executive teams. It calls for training that includes storytelling, self-regulation, 
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presence, and system thinking. It suggests that future-ready leaders are not just strategic 

they are self-aware, system-aware, and socially embedded. 

In conclusion, this dissertation affirms that the CEO of tomorrow is not just a decision-

maker or visionary. They are a symbol, a node, and a force. Scaling their brand is not an 

act of ego, but a necessity of relational leadership in a world that demands visibility, 

authenticity, and collaborative impact. 

And so, the journey of the CEO and the study of their practice must continue to evolve 

toward integration, toward regeneration, and toward leadership as a living system. 

As businesses evolve toward openness, fluidity, and complexity, so must the leaders who 

guide them. The next generation of CEOs will not be defined solely by capital management 

or decision authority, but by their ability to manage symbolic presence, sustainable energy, 

and relational design. 

The path forward is not purely strategic, it is also personal, systemic, and regenerative. And 

in that path lies the true art of scaling the brand.  
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APPENDIX A – SURVEY INSTRUMENT    

 

This appendix presents the full version of the survey used to collect data for the dissertation 

“Scaling the Brand: Ecosystem Design for CEOs”. The instrument was designed to gather 

both quantitative and qualitative data from CEOs and senior executives regarding three 

core dimensions: personal brand development, energy management, and ecosystem 

engagement practices. 

 

The survey was administered online and consisted of 40 questions, combining multiple-

choice, multiple-select, Likert scale, and open-ended formats. 

 

Section 1: Respondent Profile 

1.Email Address  

2.First and Last Name 

3.Organization 

4.Position 

5.Your age 

31-40 

41-50 

51-60 

61+ 

6.Experience as a CEO 

Less than 5 years 

5-10 years 

10-15 years 
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More than 15 years 

7.Industry of your company 

(Open text field) 

 

Section 2: Personal Brand 

1.How important is your personal brand in your role as CEO? 

Very important 

Important 

Neutral 

Not very important 

2.How often do you work on developing your personal brand? 

Daily 

Weekly 

Monthly 

Rarely 

I do not work on it at all 

3.What tools do you use for personal brand development? (Select all that apply) 

Conference speaking engagements 

Publications in mainstream media 

Social media engagement 

Active interaction with clients/partners 

Creating expert content in industry-specific media 

Community participation 

4.What are the primary digital channels you use to promote your personal brand? 

(Highlight your top 3) 
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Personal LinkedIn 

Personal Facebook 

Personal Instagram 

Personal YouTube 

Personal blog or website 

Company social media 

Event marketing 

5.How do you determine the key messages conveyed through your personal brand? 

(Select all that apply) 

Reflecting company values 

Own values, experience, and achievements in a professional context 

Own values, experience, and achievements in a personal context 

Industry trends and innovations 

Advice and educational content for others 

6.Do you personally engage in personal branding activities? 

I handle it myself 

I contribute to content creation 

An assistant handles it 

I fully trust the PR team 

Occasionally involve an agency 

7.What role does your personal brand play in building relationships with partners 

and clients? 

(Open-ended) 

8.How do you assess the interaction between your personal brand and the company’s 

brand? 
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Very strong, they complement each other 

Moderate interaction 

Weak connection 

No relation 

9.What are the biggest challenges you face in maintaining your personal brand? 

(Select all that apply) 

Keeping content relevant and updated 

Ensuring authenticity 

Engaging with a large audience 

Lack of time 

Other: (Text box) 

10.What key qualities do you aim to emphasize in your personal brand? (Select all 

that apply) 

Leadership and confidence 

Innovation and creativity 

Expertise in the field 

Transparency and openness 

Responsibility and ethics 

11.How would you rate the impact of your personal brand on your effectiveness as a 

leader? 

Very high 

High 

Average 

Low 
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12.What are the biggest challenges you encounter in working with your personal 

brand? 

(Open-ended) 

 

Section 3: Energy Management 

1.How important is energy management in your work? 

Very important 

Important 

Neutral 

Unimportant 

2.What methods do you use to maintain high energy levels? (Select all that apply) 

Physical activity (sports, yoga) 

Meditation or relaxation 

Working with a coach, mentor, or psychologist 

Clear planning and time management 

Hobbies 

Support of my family 

3.How often do you feel a lack of energy to fulfill your duties? 

Never 

Rarely 

Sometimes 

Often 

Always 

4.How often do you find time to recharge during the workday? 

Never 
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Rarely 

Several times a week 

Several times a day 

Once a day 

5.What factors help you restore energy most effectively? (Select all that apply) 

Short breaks 

Walks outdoors 

Physical exercise 

Interaction with colleagues 

Reading or learning 

Increased delegation 

6.Do you adjust your schedule or approach to work when you feel a lack of energy? 

Never 

Rarely 

Sometimes 

Often 

Always 

7.How does your energy depletion affect your leadership effectiveness and decision-

making? 

Does not affect 

Slightly 

Moderately 

Significantly 

Very significantly 

8.How much does team support impact your energy level? 
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(Open-ended) 

9.How does your energy level change throughout the week? 

Remains stable 

Decreases by the end of the week 

Varies significantly 

10.How do you identify when your energy begins to deplete? (Select all that apply) 

I feel tired 

Loss of motivation 

Difficulty in making decisions 

Decreased concentration 

Irritation or burnout 

11.What are the main causes of energy depletion in your work? (Select all that apply) 

Overload 

Economic and political instability 

Uncertainty in tasks 

Constant stress 

Lack of work-life balance 

Insufficient team support 

 

Section 4: Ecosystem Interaction 

1.What strategies do you use to implement the ecosystem interaction principle? (Select 

all that apply) 

Joint projects with partners 

Use of platforms for co-development 

Open discussions with clients 
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Creating shared innovation spaces 

Participation in socially important projects with partners 

2.How important is it for you to implement the ecosystem interaction principle in 

business? 

Very important 

Important 

Neutral 

Not important 

3.What benefits do you see in applying ecosystem principles? (Select all that apply) 

Increased innovation 

Improved stakeholder interaction 

Expanded collaboration opportunities 

Enhanced process efficiency 

Strengthened competitive advantage 

4.How often do you apply ecosystem interaction principles? 

Never 

Rarely 

Sometimes 

Often 

Very often 

5.How do ecosystem interaction principles affect your personal brand? 

Positively 

Neutrally 

Negatively 
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6.How do you evaluate the role of your personal brand in promoting ecosystem 

interaction principles? 

Very significant 

Significant 

Moderately significant 

Slightly 

Insignificant 

7.What are the main challenges you face in implementing ecosystem principles? 

(Select all that apply) 

Lack of trust between partners 

Insufficient information support 

Differences in goals and priorities 

Lack of appropriate tools 

8.What challenges do you face in maintaining your personal brand over time? 

(Open-ended) 

9.How does your personal brand help you implement ecosystem interaction 

principles? 

(Open-ended) 

10.What do you believe are the key factors for successfully implementing ecosystem 

interaction principles? 

(Open-ended) 

11.What practices or strategies do you consider most effective in maintaining high 

energy levels as a CEO? 

(Open-ended) 
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APPENDIX B – SAMPLE OPEN-ENDED RESPONSES (THEMATIC MATRIX) 

 

This appendix presents a detailed thematic matrix based on the open-ended qualitative 

responses provided by participating CEOs and top-level executives. The objective of this 

appendix is to enrich the quantitative data presented in earlier chapters by illustrating the 

nuanced reflections, challenges, and strategies voiced by leaders in their own words. 

Responses were coded using grounded thematic analysis, categorized under four 

overarching themes directly aligned with the core constructs of the research: personal 

branding, energy management, and ecosystem engagement. 

Each thematic cluster is broken down into sub-themes, illustrated with verbatim responses 

that exemplify common patterns, tensions, or breakthroughs. Annotations are provided to 

indicate interpretation or context where appropriate. Collectively, these reflections offer a 

window into the cognitive, emotional, and strategic lives of contemporary CEOs navigating 

leadership visibility, vitality, and systemic collaboration. 

 

Theme 1: Challenges in Maintaining a Personal Brand 

Maintaining a coherent and impactful personal brand emerged as both strategically 

important and emotionally taxing. CEOs reported time limitations, creative stagnation, and 

a complex negotiation between visibility and authenticity. 

 

 

 

 

 

 



 

132 

Table B1 Thematic Matrix for Theme 1: Challenges in Maintaining a Personal Brand 

 

Sub-theme Example Response Interpretive Note 

Time constraints 

“I don’t have enough time to 

focus on my personal brand, 

even though I know it’s 

important.” 

Reflects systemic tension between 

operational workload and long-term 

strategic visibility. 

Difficulty producing 

content 

“It’s hard to know what to post 

and when. I often feel like I 

don’t have anything ‘new’ to 

say.” 

Points to cognitive load and the 

creative demands of sustained 

thought leadership. 

Balancing 

authenticity 

“Maintaining authenticity 

across platforms is difficult. It 

takes emotional energy.” 

Demonstrates internal tension 

between self-expression and 

performative pressure. 

Strategic clarity 

“Sometimes I question what 

my brand should really 

communicate. It evolves with 

me, which adds complexity.” 

Suggests fluidity of leadership 

identity and a lack of stable 

messaging architecture. 

        Source: Author’s own data (online survey) 

Theme 2: Strategies for Ecosystem Interaction 

This theme captures the operationalization of ecosystem principles, revealing both 

conscious strategic design and emergent relational practices used by CEOs to amplify 

impact and foster shared value. 

 

Table B2 Thematic Matrix for Theme 2: Strategies for Ecosystem Interaction 

 

Sub-theme Example Response Interpretive Note 

Strategic co-

creation 

“We launch joint innovation projects 

with our partners to create shared value 

beyond business goals.” 

Shows an intentional shift from 

transactional partnerships to co-

creative ecosystems. 
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Visibility and 

thought leadership 

“My brand helps attract like-minded 

ecosystem players. People know my 

values before we start collaborating.” 

Branding as a filtering 

mechanism for alignment and 

collaboration readiness. 

Trust-based 

partnerships 

“It all starts with trust. My brand 

signal’s reliability, and this helps us 

initiate meaningful partnerships.” 

Indicates that personal brand 

functions as a proxy for 

organizational reliability. 

Social impact 

integration 

“I engage in socially important projects 

that position our business as a 

responsible ecosystem leader.” 

Highlights the blending of social 

purpose with brand-driven 

ecosystem leadership. 

        Source: Author’s own data (online survey) 

Theme 3: Role of Personal Brand in Stakeholder Relationships 

This theme explores the instrumental function of personal branding in stakeholder 

engagement, particularly in accelerating trust, shaping perceptions, and fostering 

alignment. 

 

Table B3 Thematic Matrix for Theme 3: Role of Personal Brand in Stakeholder 

Relationships 

 

Sub-theme Example Response Interpretive Note 

Relationship building 

“My personal brand helps open 

doors that would otherwise take 

months to build through 

traditional channels.” 

Reflects brand as a social 

accelerator and access facilitator. 

Accelerated trust 
“Clients trust the company 

because they trust me first.” 

Demonstrates CEO brand as an 

entry point for organizational 

legitimacy. 

Cultural alignment 

“My values are reflected in how 

we work. It brings us clients and 

partners who are aligned.” 

Suggests branding as a tool for 

shaping internal and external 

cultural resonance. 
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Reputation leverage 

“People engage with our business 

because they know me and what 

I represent.” 

Confirms brand as a reputational 

bridge between the individual and 

the firm. 

        Source: Author’s own data (online survey) 

 

Theme 4: Personal Involvement in Branding Activities 

This category reveals varying degrees of personal engagement in branding work — from 

hands-on content creation to strategic oversight — and the deep emotional connection 

leaders feel to their public narrative. 

 

Table B4 Thematic Matrix for Theme 4: Personal Involvement in Branding Activities 

 

Sub-theme Example Response Interpretive Note 

Hands-on content 

creation 

“I write most of my posts. 

Authenticity matters, and only I 

can express my leadership journey 

accurately.” 

Affirms the emotional authenticity 

imperative in leadership 

communication. 

Collaborative 

management 

“I have a PR team, but I lead the 

messaging. It has to reflect my 

voice and values.” 

Reflects hybrid model of 

delegation with narrative 

ownership. 

Delegation with 

oversight 

“I delegate the execution of 

content, but the strategy and tone 

always come from me.” 

Emphasizes strategic control over 

brand message and tone. 

Emotional 

ownership 

“My brand is my legacy. I can’t 

imagine outsourcing something so 

deeply personal.” 

Suggests existential identification 

with brand identity and 

storytelling. 

 

        Source: Author’s own data (online survey) 

 

Analytical Insight: Delegation of branding work is common, but CEOs insist on 

maintaining voice authenticity — indicating the high symbolic and reputational stakes 

involved. 
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Conclusion of Appendix B 

The themes identified in this appendix reveal that while personal branding and ecosystem 

participation are outward-facing leadership activities, they are underpinned by deep inner 

work — including emotional management, identity clarification, and the daily negotiation 

of visibility versus vulnerability. The responses show that CEOs are not just managing 

companies, curating legacies, shaping symbolic influence, and navigating psychosocial 

terrain under increasing scrutiny. 

The thematic insights here provide rich context to the quantitative trends presented earlier 

in the dissertation and reinforce the need for a leadership model that embraces both 

strategic outcomes and emotional realities. 
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APPENDIX C – INFORMED CONSENT FORM 

TITLE OF STUDY: 

Scaling the Brand: Ecosystem Design for CEOs 

 

Principal Investigator: 

Inna Katiushchenko 

Doctoral Candidate, Doctor of Business Administration (DBA) Program 

Swiss School of Business and Management Geneva 

Email: innakatiush@gmail.com 

 

Introduction 

You are invited to participate in a research study conducted as part of a doctoral dissertation 

in the field of business leadership and strategic branding. This form outlines the nature of 

the study, the procedures involved, your rights as a participant, and the measures taken to 

ensure confidentiality and ethical treatment. 

 

Your participation is entirely voluntary, and your decision whether to take part will not 

affect your current or future relationship with any organization or institution. 

 

Purpose of the Study 

This research aims to explore how CEOs and top executives: 

• Build and manage their personal brand as a strategic leadership tool. 

• Sustain energy and personal effectiveness under high performance 

demands. 
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• Apply ecosystem interaction principles to drive collaboration and 

innovation. 

 

The study will provide academic insight into contemporary leadership models and support 

the development of actionable strategies for executive development. 

 

Procedures and Time Commitment 

If you agree to participate: 

• You will complete an online survey consisting of multiple-choice and open-

ended questions. 

• The survey will take approximately 15–20 minutes to complete. 

• The survey can be completed in English, Ukrainian, or Russian, depending 

on your preference. 

• You may be invited to participate in an optional follow-up interview for 

deeper insight. 

 

All survey responses are automatically anonymized. If you choose to provide your email 

to receive results or volunteer for further participation, it will be stored separately. 

 

Voluntary Participation 

Participation in this study is entirely voluntary. You may: 

 

• Decline to participate or answer specific questions. 

• Discontinue participation at any point without penalty. 



 

138 

• Request that your data be removed if it has not yet been anonymized in the 

dataset. 

 

No compensation is offered for participation. You may benefit indirectly through reflection 

and insight into your own leadership practices. 

 

Risks and Discomforts 

There are no anticipated risks associated with participation in this study. You may skip any 

questions that cause discomfort. If any topics raise personal or emotional issues, you are 

encouraged to reach out to appropriate professional support resources. 

 

Benefits 

While there are no direct financial or material benefits to you, your participation will 

contribute to: 

• The academic understanding of modern CEO roles. 

• The development of improved frameworks for executive coaching, 

leadership sustainability, and strategic visibility. 

• Insights that may help other leaders align personal and professional growth. 

You may request a summary of key research findings upon completion of the dissertation. 

 

Confidentiality and Data Protection 

All information you provide will be kept strictly confidential and used solely for academic 

purposes. The data will be: 

• Stored securely on encrypted and access-controlled devices. 

• Used in aggregated form to prevent identification of individual participants. 
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• Anonymized in all reports, presentations, or publications. 

If you voluntarily provide identifying information (e.g., for follow-up), it will be stored 

separately and not linked to your survey answers. 

 

Consent Statement 

Please read the following carefully: 

By signing below (in print) or continuing with the online survey, you confirm that: 

• You are 18 years of age or older. 

• You have read and understood the nature and purpose of the study. 

• You have had the opportunity to ask questions. 

• You voluntarily agree to participate. 

• You understand that you may withdraw at any time without consequence. 

 

Signature of Participant (for printed form): ____________________________ 

Date: ___________________ 

Full Name (optional): ____________________________ 

 

For online participants: 

By clicking "Start" and completing the survey, you are providing informed consent to 

participate. 

 

Contact for Questions: 

If you have questions about the study or your rights as a participant, please contact: 

Inna Katiushchenko 

E-Mail: innakatiush@gmail.com  
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APPENDIX D – RESEARCH SUMMARY FIGURES AND TABLES    

This appendix presents visual data summaries derived from the survey responses collected 

for the study “Scaling the Brand: Ecosystem Design for CEOs.” The following tables and 

figures illustrate key correlations, frequencies, and thematic relationships between the core 

constructs: personal branding, energy management, and ecosystem engagement strategies. 

 

Table 4.1 Demographic Distribution of Respondents: Age, Experience, Industry 

 

Age Group N % 

31–40 17 43.6% 

41–50 13 33.3% 

51–60 7 17.9% 

61+ 2 5.1% 

CEO Experience N % 

<5 years 11 28.2% 

5–10 years 12 30.8% 

10–15 years 10 25.6% 

15+ years 6 15.4% 

Industry N % 

Technology 11 28% 

Consulting/Coaching 8 21% 

Wellness & Lifestyle 7 18% 

Retail, Other 13 33% 

  Source: Author’s own data (online survey) 
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The demographic data reveals a concentration of CEOs aged 31–50 (76.9%), indicating a 

predominance of mid-career leaders in the sample. The distribution of CEO experience is 

relatively balanced across categories, suggesting diverse levels of leadership tenure. 

Industry representation is varied, with Technology (28%) and Consulting/Coaching (21%) 

sectors being prominent, reflecting the relevance of personal branding in these fields. 

 

Table 4.2 Frequency of Personal Branding Activities by Importance Level 

 

Importance of Personal Brand Average Branding Frequency 

Very Important (n = 22) 3.2 (Between Weekly & Daily) 

Important (n = 11) 2.1 (Monthly to Weekly) 

Somewhat Important (n = 4) 1.3 (Less than Monthly) 

Not Important (n = 2) 0.5 (Rarely or Never) 

        Source: Author’s own data (online survey) 

 

This table demonstrates a positive correlation between the perceived importance of 

personal branding and the frequency of branding activities. CEOs who consider personal 

branding "Very Important" engage in such activities more frequently (average of 3.2, 

between weekly and daily) compared to those who deem it less important. This underscores 

the role of personal valuation in driving consistent branding efforts. 
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Table 4.3 Impact of Time Constraints on Brand Development Frequency 

 

Group Average Frequency of Brand Activities 

Mentioned “Lack of Time” (n = 

21) 
1.9 (Between Monthly and Weekly) 

Did Not Mention (n = 18) 3.0 (Close to Daily) 

        Source: Author’s own data (online survey) 

The data indicates that time constraints significantly hinder the frequency of personal 

branding activities. CEOs citing "lack of time" engage in branding efforts less frequently 

(average of 1.9) compared to their counterparts who did not mention time as a barrier 

(average of 3.0). This highlights time management as a critical factor in sustaining personal 

branding initiatives. 

 

Table 4.4 Energy Management Practices and Their Relationship with Fatigue Levels 

 

# of Energy Practices Used Avg. Self-Reported Fatigue (1 = Low, 3 = High) 

0–1 2.6 

2–3 1.9 

4–6 1.3 

        Source: Author’s own data (online survey) 

 

A clear inverse relationship emerges between the number of energy management practices 

employed by CEOs and their self-reported fatigue levels. Those utilizing four to six 

strategies report significantly lower fatigue (average of 1.3) compared to those employing 

minimal or no energy management practices (average of 2.6). This suggests that diverse 

energy management techniques are effective in mitigating executive fatigue. 
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Table 4.5 Ecosystem Strategies Used by CEOs Based on Perceived Brand Strength 

 

Perceived Brand Strength Average # of Ecosystem Strategies Used 

Strong 4.1 

Moderate 2.8 

Weak 1.5 

       Source: Author’s own data (online survey) 

 

CEOs who perceive their personal brand as strong engage in a higher number of ecosystem 

strategies (average of 4.1) compared to those with moderate or weak brand perceptions. 

This indicates that a robust personal brand may facilitate broader and more active 

participation in ecosystem-based initiatives. 

 

Table 4.6 Top Digital and Offline Tools Used Across Industries 

 

Industry Top 3 Branding Tools/Channels 

Technology LinkedIn, Expert Articles, Conferences 

Consulting/Coaching LinkedIn, Public Speaking, Facebook 

Wellness & Lifestyle Instagram, YouTube, Community Events 

Retail Instagram, Event Marketing, Brand Collaborations 

Manufacturing LinkedIn, Facebook, Media Publications 

NGO / Education Conferences, LinkedIn, Personal Blog/Website 

        Source: Author’s own data (online survey) 

 

The preferred branding tools and channels vary notably across industries, reflecting sector-

specific communication strategies. For instance, Technology and Consulting sectors 
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prioritize LinkedIn and professional engagements, while Wellness & Lifestyle industries 

favor visually oriented platforms like Instagram and YouTube. This underscores the 

necessity for CEOs to tailor their branding approaches to align with industry norms and 

audience preferences. 

 

Table 4.7 Thematic Summary of Open-Ended Responses 

 

Archetype Characteristics 

The Builder 

High personal brand frequency (avg. 3.5+), active use of 4+ 

energy practices, strong ecosystem participation (4+ 

strategies). Builders are visionary, communicative, and 

ecosystem-oriented leaders who invest consistently in both 

visibility and vitality. 

The Balancer 

Moderate brand activity (avg. 2-3), moderate energy strategy 

use (2-3), selective ecosystem engagement. Balancers 

maintain strategic equilibrium between exposure and 

preservation, often using minimal but effective routines to 

sustain influence. 

The Isolated Expert 

Low personal branding frequency (0-1), minimal energy 

management (0-1 practices), little to no ecosystem 

engagement (0-1 strategies). Though highly skilled, these 

CEOs often operate in silos, limiting their external resonance 

and relational capital. 

        Source: Author’s own data (online survey) 

 

The results show that executives who invest more consistently in personal branding also 

tend to use more energy management practices and participate more actively in 

collaborative ecosystems. In contrast, lower branding activity is associated with limited 

external engagement and a more isolated leadership approach. The three executive 

archetypes are defined by differences in personal branding, energy management, and 

ecosystem involvement. These differences suggest that personal branding affects not only 

visibility, but also how executives engage and operate beyond their organizations. 
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Table 4.8 Qualitative Themes from Open-Ended Survey Responses 

 

Theme 
Frequency 

(n) 
Representative Quote 

Lack of Time 21 

“I know it's important, but I just don’t 

have time to work on my personal 

brand.” 

Fear of Inauthenticity / 

Vulnerability 
11 

“It’s hard to stay authentic while 

building visibility; I don’t want to fake 

it.” 

Difficulty with Content 

Creation 
9 

“I often don’t know what to post or 

write about - I feel blocked.” 

Emotional Burnout / Energy 

Drain 
8 

“After leading all day, I simply have no 

energy left for self-promotion.” 

Need for Delegation / Expert 

Support 
6 

“I’ve started working with a PR 

assistant because I can’t manage it all 

myself.” 

Brand as Catalyst for 

Partnerships 
10 

“My personal brand builds trust and 

draws in ecosystem partners.” 

Ecosystem Thinking Still 

Understood Narrowly 
5 

“Not sure what ‘ecosystem’ means - 

feels like a buzzword.” 

Importance of Alignment with 

Personal Values 
7 

“Everything I share must align with 

who I am and what I stand for.” 

Visibility Builds Trust 8 

“When people see me active and 

engaged, they’re more likely to reach 

out.” 

         Source: Author’s own data (online survey) 

 

There are recurring qualitative patterns that shape executives’ engagement with personal 

branding. Time scarcity emerges as a dominant structural constraint, while concerns related 

to authenticity, vulnerability, and emotional exposure further limit sustained visibility 

efforts. In parallel, themes of energy depletion and cognitive overload suggest that 
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branding is experienced not only as a strategic activity but also as an emotionally and 

cognitively demanding process. At the same time, responses emphasizing trust-building, 

ecosystem partnerships, and alignment with personal values indicate that when personal 

branding is grounded in identity coherence, it becomes a facilitator of relational capital 

rather than a self-promotional burden. 

 

Figure 4.1 Correlation Between Importance of Personal Brand and Frequency of 

Branding Activities 

 

Source: Author’s own data (online survey) 

 

This figure illustrates a clear positive correlation: CEOs who rate personal branding as 

“very important” engage more frequently in branding activities. The upward trend confirms 

that value perception is a reliable predictor of branding behavior. 
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Figure 4.2 Average Brand Development Frequency: With vs. Without Time Constraints 

 

 

 Source: Author’s own data (online survey) 

The bar chart shows that CEOs citing “lack of time” as a barrier engage in branding 

significantly less often than those who don’t. Time scarcity emerges as a structural inhibitor 

of visibility and narrative consistency. 

 

Figure 4.3 Relationship Between Number of Energy Management Methods and Fatigue 

Frequency 

 

 

Source: Author’s own data (online survey) 
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This figure reveals an inverse relationship: as the number of energy renewal strategies 

increases, reported fatigue decreases. It highlights energy management as a tangible driver 

of leadership sustainability. 

 

Figure 4.4 Ecosystem Engagement Intensity by Brand Strength Category 

 

 

Source: Author’s own data (online survey) 

 

The box plot shows that CEOs with strong personal brands use ecosystem strategies more 

intensively. Brand visibility appears to function as a catalyst for external collaboration and 

trust-based partnerships. 
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Figure 4.5 Industry-Specific Preferences in Branding Channels (LinkedIn, Instagram, 

Conferences, etc.) 

 

 

Source: Author’s own data (online survey) 

 

This visualization confirms that branding tools are highly context dependent. LinkedIn 

dominates B2B sectors, while Instagram and community engagement are central in 

lifestyle-focused industries. Strategic channel alignment is key. 

 

 

Figure 4.6 CEO Archetypes Based on Branding, Energy, and Ecosystem Profiles 

Clustering-based 

 

 

Source: Author’s own data (online survey) 
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This radar plot illustrates three distinct archetypes Builder, Balancer, and Isolated Expert 

based on activity levels across the three leadership dimensions. It provides a diagnostic 

tool for understanding leadership patterns and growth trajectories. 


