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ABSTRACT: This study aims to analyze the personal branding process of female leaders in the STEM field, with a case study on
the Generation Girl community. In the midst of the low representation of women in strategic positions in the STEM sector globally
and in Indonesia, the community acts as a counter-space that provides space for women to build leadership experience. This study
uses a qualitative approach by analyzing the experiences of women leaders in communicating STEM skills while shaping their
leadership image. The results of the research show that the personal branding of female leaders in the STEM field in the Generation
Girl community is formed through consistent digital communication, personal relationships, and shared values as the foundation of
trust, as well as a narrative based on personal achievements and values. This research provides a conceptual contribution in the form
of understanding the personal branding of women leaders in the community-based STEM field, a context that has not been widely
explored in STEM leadership studies and personal branding which generally focuses on formal organizations or other professions.
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L. INTRODUCTION

The involvement of women in leadership positions in the fields of Science, Technology, Engineering, and Mathematics (STEM)
still does not show equal conditions, both at the global and national levels. Globally, women represent only about one-third of the
scientific community. Even among women with careers in STEM, only about one in ten women manage to occupy leadership
positions (UNESCO, 2025). This condition shows that the gender gap does not only occur at the participation stage, but also in
women's opportunities to develop into strategic positions. In G20 countries, women also account for only about 22% of the total
workforce in STEM fields (UNESCO, 2025). This means that less than a quarter of workers in the science, technology, engineering,
and mathematics sectors are women, so this sector is still dominated by men.

According to the Global Gender Gap Report, by 2025 women will only account for 28.2% of the world's STEM workforce,
much lower than their involvement in the non-STEM sector which reached 47.3% (World Economic Forum, 2025). The gender gap
in the STEM field is also seen at the higher education level. Based on data from the UNESCO Institute for Statistics for the 2018-
2023 period, women only make up about 35% of all STEM graduates in the world (S. Montoya, 2024; UNESCO, 2024a). This
condition is one of the factors that limits the number of women entering the workforce in the STEM field and has the potential to
reduce their chances of achieving leadership positions in the future.

Women's Contribution in the STEM Field
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Figure 1. Percentage of Women's Contribution in STEM Fields
Sources: (UNESCO, 2024b, 2025)
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In Indonesia, the gender gap in STEM fields is also still visible. Based on the statement of the Deputy Chairman of the People's
Consultative Assembly of the Republic of Indonesia, Lestari Moerdijat, who cited data from the International Labour Organization
(ILO) in 2024, although female STEM graduates are estimated to account for around 35%, only a small percentage then work or
occupy leadership positions in the field. Based on ILO data in 2024, only about 8% of female STEM graduates in Indonesia work
in the science and technology sector (MPR RI, 2026). On the other hand, the proportion of women in managerial positions in various
sectors has indeed increased, from 22.32% in 2015 to 36.68% in 2025 (BPS RI, 2026; Christi, 2025). However, these figures still
show that women have not gained balanced representation in strategic positions. This condition indicates that the gender gap does
not only occur in access to education or employment, but also in women's opportunities to develop and be recognized as leaders in
STEM fields which have been dominated by men.

In the midst of these conditions, various communities then came together to expand women's participation in the STEM field
through education, capacity building, and leadership programs that reach the community more broadly. One of them is Generation
Girl, a non-profit community that focuses on introducing STEM to Indonesian women through education and leadership
development programs (Generation Girl, 2026a). Unlike programs run by educational institutions or companies, Generation Girl
develops a community-based women's leadership network through the Leaders program. This program provides opportunities for
women from various regions to lead community chapters, organize various activities, and expand community access to STEM
learning (Generation Girl, 2025).

g GEMERATION GISL About Us Impact Report Make a Donation Join Our Programs

Figure. 2 Generation Girl Community
Source: (Generation Girl, 2026b)

The involvement of women as leaders in Generation Girl is a space for them to show their leadership skills in a field that is still
often perceived as a masculine field (Generation Girl, 2025). Experience in a STEM environment not only contributes to the
development of technical competencies, but also shapes an individual's identity as part of the STEM ecosystem through aspects of
interest, competence, participation, and recognition from the social environment (Villa et al., 2026). Identity is then one of the
cornerstones in building personal branding, which is a person's way of communicating their competencies, experiences, values, and
professional identity to others (Gorbatov et al., 2018). For women leaders in STEM, personal branding not only demonstrates
technical skills, but also reflects their commitment to promoting gender equality, innovation, and women's empowerment
(Handayani et al., 2023). Thus, personal branding plays a role in building an image as a competent, inspirational, and able to have
a positive influence on their community.

Research on personal branding has been conducted in various professions, such as art workers, freelance workers, journalists,
and media professionals (Gorbatov et al., 2018; Kucharska & Mikotajczak, 2018; Misdah et al., 2025). However, studies that
specifically discuss personal branding of women leaders in the STEM field are still limited. Research on STEM and gender also
focuses more on the context of formal education, such as student participation in STEM education, as well as leadership in formal
organizations such as student associations or research institutions (Johnson, 2017; Padayachee et al., 2025; Villa et al., 2026).
Meanwhile, informal communities have different characteristics, such as voluntary membership, coordination that is largely done
digitally, and leadership relationships that do not depend on rigid organizational structures (Handayani et al., 2023). These
differences show that there is a research space that has not been widely studied.

Based on these conditions, this study offers novelty by examining the personal branding of women leaders in the field of STEM
in the context of the non-formal community in Indonesia, namely Generation Girl. This focus distinguishes the research from
previous studies that generally focused on formal education environments, student leadership, or STEM organizations that already
have formal institutional structures. Through the context of the community, this research is expected to provide a deeper
understanding of how women build leadership identities and communicate their role in driving STEM development in Indonesia.
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II. RESEARCH METHODS

This study uses a qualitative approach with a case study method to deeply understand the process of forming personal branding
of female leaders in the field of Science, Technology, Engineering, and Mathematics (STEM) in the context of community-based
leadership (Crowe et al., 2011). The qualitative approach was chosen because it allows researchers to explore the experiences,
meanings, and practices of leadership communication based on the perspectives of the informants in the context they are
experiencing (Creswell, 2023). The case study focuses on the Generation Girl community as a unit of analysis as this community
actively develops women's leadership through the Leaders program spread across various regions in Indonesia (Generation Girl,
2025).

The research informants were selected using the purposive sampling technique, which is based on the suitability of their
experience and role with the focus of the research (Creswell, 2023), This research involved two informants representing different
levels of leadership in the community structure. The first informant is the Community Chapter Coordinator who is responsible for
coordinating the implementation of the Leaders program in various chapters, while the second informant is the Chapter Leader of
Generation Girl Tangerang who has experience leading the community at the local level. These different roles provide
complementary perspectives on leadership practices as well as the process of forming personal branding in the community. To
maintain identity confidentiality, the two informants were presented using the codes I1 and 12.

Tabel 1. Characteristics of Informants

No Informants Role Remarks

L. Informant 1 (I1) Community Chapter Join Generation Girl in 2024-present
Coordinator

2. Informant 2 (12) Chapter Leader Generation Chapter Leader Batch 5 (July-December 2025)
Girl Tangerang

Source: Research Data (2026)

The research data was collected through in-depth interviews in a semi-structured format. This technique was chosen because it
gives researchers the flexibility to explore the informant's experiences in depth while keeping the discussion in accordance with the
research objectives (Busetto et al.,, 2020). The interviews focused on the informant's leadership experience, motivation for
involvement in the STEM community, communication practices carried out, confidence-building strategies in digital-based
leadership, and the process of building personal branding as a female leader in the STEM field. In addition to interviews, this study
also utilizes documentation studies through the search for various information published by Generation Girl, such as uploads on
Instagram and LinkedIn, to enrich understanding of leadership representation and personal branding displayed in public spaces
(Bowen, 2009).

All data were analyzed using the Miles and Huberman interactive analysis model which included three stages, namely data
reduction, data presentation, and conclusion drawn. In the reduction stage, the interview results data are selected, grouped, and
focused according to the research theme. The reduced data is then presented in the form of a narrative to make it easier for researchers
to identify patterns, relationships, and themes that emerge. The next stage is carried out through an interpretation process to produce
an understanding of how personal branding of women leaders is built in the STEM community (Miles et al., 2014). To increase the
credibility of the findings, this study applied source triangulation by comparing information obtained from two informants who had
different leadership positions and confirming it with relevant documentation data (Creswell, 2023).

II1. RESULTS AND DISCUSSION
A. STEM Community as a Space for Shaping Women's Leadership Identity
The results show that women's involvement in STEM community leadership in Generation Girl is motivated by diverse
experiences and motivations, although driven by a shared awareness of the importance of expanding women's participation in STEM
fields. Informant 1 (I1), who has a background in statistics education and professional experience in the field of data, sees that
women are still underrepresented in STEM fields. This awareness arises through first-hand experience in a work environment that
is still dominated by men. The experience prompted her to look for spaces that could strengthen women's self-confidence while
building a supportive community for women in STEM, namely through involvement in the Generation Girl community, as revealed
by the informant in the following interview.
“Well, 1 realized, especially earlier, that I had time to enter the data field where there were still many men, so I realized, o# it turns
out that the role of women here is still very little, and when I also discussed with friends in the same department who had also
started working, it turned out that the problem was felt not only by me, but also many other friends. Finally, I just started looking
for a community that can support me to be more confident, to continue my career, and then I can also help other female friends"
(Interview, 2026).
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Meanwhile, Informant 2 (I12) has a non-STEM educational background and joined Generation Girl in an effort to get to know the

STEM field as well as develop her leadership capacity, as revealed by the informant in the following interview.

"Because it turns out that without any background specialist, both social and or scientific, is exact. It can be learned and why it

is needed, looking at the industry and the job or professional setting that usually requires much more technical and harder skills.

So I think it's something that needs and can be learned by everyone, especially women" (Interview, 2026).

The difference in the backgrounds of the two informants suggests that leadership in the community in the field of STEM is not
entirely determined by the mastery of STEM technical competencies. On the other hand, aspects such as willingness to learn,
commitment to community values, ability to manage programs, and capacity to build relationships are important factors in carrying
out leadership roles. Research by Coluccio et al., 2024 shows that involvement in leadership tasks and teamwork contributes to
increased cell-efficacy, which ultimately drives the emergence of leadership (leader emergence) in women in STEM fields. These
findings show that non-formal communities in STEM fields such as Generation Girl can be an inclusive space that allows women
from diverse backgrounds to build leadership capacity in STEM fields. From the perspective of Woman Leadership in STEM,
communities like Generation Girl can be understood as a counter-space, which is a space that provides opportunities for women to
gain leadership experience in the midst of limited representation of women in strategic positions in the STEM field (Ong et al.,
2018). The existence of Generation Girl allows women to develop confidence, expand professional networks, and gain leadership
experience that may not be available in formal organizations or work environments.

This is in line with research on the Leadership Lab for Women in STEM which emphasizes the importance of providing a
supportive learning environment, mentoring, and opportunities to develop leadership skills for women in STEM fields (Van Oosten
et al., 2017). Furthermore, research by Ramirez, 2025 at Technological University Dublin also introduced the concept of
Infrastructures of Inclusion, which is the various forms of academic, social and institutional support needed to increase women's
participation in STEM fields. The study emphasizes that women do not lack abilities, but rather need an environment that is able to
accommodate diverse potentials and provide opportunities for development (Ramirez, 2025).

The results of the study also show that identity as part of the STEM ecosystem is built through different pathways in each
informant. Informant 1 already has a relatively strong STEM identity because it is supported by her educational background,
professional experience, and involvement in Generation Girl. In contrast, Informant 2 is still in the process of building STEM
technical competencies, but has gained recognition as a community leader through her successful management of various programs
at Generation Girl. These findings expand on the concept of STEM Identity put forward Carlone & Johnson, 2007, that is, that
STEM identity in the non-formal community is not only shaped by technical competence, but also by leadership performance and
recognition from the community. In line with this opinion, the findings of the study by Garcia-Silva et al., 2025 emphasized that the
opportunity to get mentoring is an important factor in empowering women in the STEM field because it can support professional
development, increase women's participation, and encourage them to challenge gender stereotypes that are still inherent in the STEM
field.

Figure 3. Involvement of Generation Girl Leaders as Speakers in Self-Development Activities
Source: Research Documentation (2026)

In the context of this research, this role is reflected in various Generation Girl activities that provide space for women to learn to
lead, build collaboration, and develop their capacity. Commitment to Generation Girl values, the ability to manage programs, and
build relationships with members are important parts of carrying out leadership roles. These findings are in line with opinion Jean,
2025 which emphasizes that the development of women's leadership through STEM approaches is not only oriented towards
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mastering technical aspects, but also on strengthening communication skills, collaboration, confidence, resilience, and involvement
in the community. Thus, women's leadership in the field of STEM can be understood as a process that combines professional
competence with interpersonal skills and a commitment to common goals. In addition, leadership is also one of the pathways that
allows women to build STEM identities even though they come from different disciplines.

Consistency in the leadership process carried out in the Generation Girl community, not only forms the leader to explore ideas,
knowledge, and creativity carried out and coordinated together with the members of the community, but also makes this community
environment can have a real impact on the development of women in the STEM field through various activities carried out, as well
as get appreciation and awards that are Proof of the achievement of the success of the leadership process carried out by the regional
representative leader. The achievements and achievements of these leaders are a pride in itself that can improve the performance
and confidence of leaders to continue to work and innovate to educate women to be more empowered in the STEM field.

' leaders # ' leaders

CERTIFICATE OF ACHIEVEMENT CERTIFICATE OF AURIEVEMENT
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Generation Gird Tangerang Generation Girl Tangerang
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Figure 4. Certificate of Achievement Leaders Generation Girl
Source: Research Documentation (2026)

Digital Communication in Community Leadership

All informants described that leadership activities in Generation Girl mostly take place through digital communication. Program
coordination, task division, member assistance, and evaluation of activities are carried out using various digital platforms such as
WhatsApp, Zoom, and social media. At the regional chapter level, internal communication is carried out through WhatsApp Groups
which are differentiated based on coordination needs, such as core teams, volunteers, participants, and external partners, as conveyed
by the informant in the following interview. Then, regular meetings are held through video conferencing to maintain continuity of
coordination.

"So, especially for our communication with chapter friends, yes, it's still fully online. So, indeed, even from the beginning to the

end to the management, there are many who have never met from myself, much more who have never met face-to-face, because

we are indeed fully online communication. But Alhamdulillah, they can still follow and do the program well in their area, even

though our communication is only online, Mbak" (Interview, 2026).

Meanwhile, social media such as Instagram is used to build communication with the community and display community activities.
At the central coordination level, the digital leadership pattern is seen to be getting stronger because the relationship between
coordinators and chapter leaders in various regions is not always supported by face-to-face interaction. Nevertheless, community
activities continue to run through structured digital communication mechanisms. This condition shows that Generation Girl
represents a form of leadership based on digital communities, which is a leadership model that does not depend on geographical
proximity, but on the ability to manage communication, coordination, and relationships through technology (Tigre et al., 2025).

These findings are in line with research by Wulandari & Ahmad, 2025 which shows that digitalization opens up wider
opportunities for women to strengthen leadership roles in various sectors. The use of digital technology allows women to overcome
space and time limitations in carrying out leadership roles, although support is still needed in the form of digital literacy and an
inclusive ecosystem (Kahanna, 2021). In the context of this research, these opportunities are reflected in leadership practices in
Generation Girl, where communication, coordination, and relationship management between members can take place effectively
through digital platforms without relying on geographical proximity. Generation Girl shows that technology is not only a medium
of communication, but also the main infrastructure that allows the process of leadership, coordination, and collaboration to take
place in a sustainable manner.

Informant 2 explained that closeness with members is built through interpersonal communication, such as sharing personal
experiences, creating informal discussion spaces, and carrying out activities that strengthen team relationships. On the contrary,
Informant 1 emphasizes the importance of the same vision and organizational values as the basis for building trust between leaders
in various regions. Even though they rarely meet in person, the leaders are still able to run the program independently because they
have the same understanding of Generation Girl's goals and values. These differences in strategies show that trust building in digital
community leadership is contextual. At the leadership level that is face-to-face with members, trust is built more through
interpersonal closeness. Meanwhile, at the level of organizational coordination, trust is formed through the alignment of values,
goals, and common identity.
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Figure 5. Generation Girl Central Team
Source: Research Documentation (2026)

These findings expand the understanding of STEM leadership that has often been studied in the context of formal organizations
with a clear hierarchical structure. In a volunteer-based digital community, the effectiveness of leadership is largely determined by
the leader's ability to build connections, convey values, and maintain member engagement on an ongoing basis. These findings are
in line with research by Zhao et al., 2025 Regarding digital leadership, it shows that digital leadership plays a role in building
community trust and encouraging the process of knowledge sharing, which ultimately strengthens the sustainability of the
community. Thus, digital communication is not only a medium of coordination, but also a key mechanism in building relationships
and maintaining member participation (Lin, 2025).

These findings are in line with the Leadership Communication Theory developed by Fairhust (2007 in the [Fairhurst &
Connaughton] [2014]), who view leadership as a communication process built through framing, sensemaking, and sensegiving. In
the context of this research, Informant 1 carried out the framing process by building a common understanding of the identity and
goals of the community so that each chapter leader has the same reference in running the program (Aritz, 2012). On the other hand,
the interpersonal approach carried out by Informant 2 shows the practice of sensegiving, which is the process of building meaning
through more personal relationships so that members not only understand more personal relationships so that members not only
understand the tasks they are carrying out, but also feel part of the community (Fairhurst & Connaughton, 2014). These findings
suggest that discursive leadership practices can still take place effectively in a digital environment, as long as communication is
done consistently and able to build common meaning among members (Mayfield & Mayfield, 2017).

The leadership character developed by the two informants is also reflected in the way they manage the conflict. Conflicts that
arise in communities and chapters are generally resolved through personal communication to understand the problems faced by each
member. In the context of a volunteer-based community, leadership challenges are not only related to program coordination, but
also to maintaining the sustainability of member engagement. Informant 2 explained that conflicts within the team are generally
resolved through personal communication between leaders and related members, not through formal open forums. This approach is
used to understand problems more deeply while maintaining interpersonal relationships within the team. These findings are in line
with research by Becker et al., 2022 on online innovation communities (ICs) that show that one of the main challenges of the
community is to maintain sustainable and quality member participation. The study also found that the way leaders communicate
affects the level of member participation, so leadership communication is an important factor in maintaining community engagement
(Becker et al., 2022).

At a broader level of coordination, Informant 1 identified the dynamics of volunteer commitment as one of the key challenges in
managing a community. Changes in the level of member involvement, role changes, and the need for regeneration are part of the
dynamics of volunteer-based organizations (Fernandes & Matos, 2023). According to Hallmann et al., 2025 volunteer motivation
differs based on the role they perform and has a relationship with their satisfaction in organizing. Fulfilling these diverse needs and
motivations is important to maintain volunteer involvement in the organization (Hallmann et al., 2025). In the Generation Girl
community, solving these problems is done by prioritizing dialogue, mentoring, and finding solutions together before taking
structural steps such as member change.

These findings suggest that the leadership style in Generation Girl is more relational and humanist oriented than a formal
administrative approach. Leaders not only play the role of task managers, but also facilitators who maintain social relations in the
community. This view is in line with research by Nash et al., 2017 regarding women's leadership in STEM shows that women tend
to describe their leadership through transformational characteristics. In Generation Girl, this orientation is seen through the role of
leaders in building interpersonal closeness, maintaining communication, and maintaining community member engagement. This
relational approach affects the way the two informants build personal branding.
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Personal Branding as a Community-Based Leadership Communication Practice

The main findings of this study are related to how the personal branding of female STEM leaders is built in leadership and
communication practices in the Generation Girl community. Both informants show a similar pattern, that the identity of female
STEM leaders is not constructed through explicit self-expression, but through activities, contributions, and impacts provided to the
community. Interestingly, the two informants showed different levels of awareness of the self-image formation process. Informant
2 revealed that she consciously wants to be known as a figure who encourages women to dare to enter and develop in the STEM
field, not only through skill improvement, but also through a change in mindset. In addition, he wants to be perceived as an individual
who is able to connect ideas with the implementation of programs because according to him real impact is an important aspect of
STEM activities. He also assessed that the image that has been attached to him is a person who has initiative, is reliable, has a high
sense of responsibility, is able to think strategically while being directly involved in the implementation of the program, and supports
the development of members through good teamwork. In addition, Informan 2 features many of the results of the work through
program documentation and community achievements, and the impact it has on the community as part of a portfolio of professionals
through social media such as Instagram and LinkedIn.
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Figure 6. Repost Report on Generation Girl Activities on Linkedin Leader
Source: Research Documentation (2026)

Identity as a STEM leader emerges not through personal claims, but through evidence of real involvement and contributions
made in the community. These findings are in line with research by Heriberta et al., 2024 which shows that personal branding is not
always built through intentional strategy, but can be formed naturally through authentic actions, leadership experience, and
involvement in networking. The research shows that leadership experiences and actions taken consistently can increase women's
visibility so that they are more easily recognized and heard in the organizational environment (Heriberta et al., 2024). Contrary to
this opinion, research by Garr-Schultz & Gardner, 2018 shows that women in the field of STEM professionals strategically adjust
the way women and STEM identities are presented based on the audience and the context of their interactions. Meanwhile, the
findings of this study show that in the Generation Girl community, identity as a female leader in the field of STEM is built through
real involvement and contribution in community activities, not through self-presentation.

Informant 1 said that at the beginning of joining Generation Girl she never consciously thought about how she wanted to be
known. Her main motivation at that time was to find an environment that had similar experiences related to women's challenges in
the STEM field. Over time, the orientation developed into a desire to advocate for more women to know and benefit from Generation
Girl. These efforts are carried out through various forms of communication, especially by sharing information about community
programs on social media and providing support to chapter leaders, as revealed by the informant in the following interview.

"Then through social media as well, so maybe social media is actually more personal, but for communication that does have

interests and a context related to Gen Gi, it is only through WhatsApp groups and Zoom. So, what is the name, if social media is

actually more for publication, so it is publication to the outside, outside the community" (Interview, 2026).

The use of social media is in line with research by Srivastava, 2026 show that digital platforms can be used to increase visibility,
build networks, and create engagement with audiences. In line with the findings of the study, (Steinke et al., 2024) revealed that
social media is used to showcase expertise in STEM fields, personal character, and build connections with audiences.

When asked to explain her self-image, Informant 1 also did not define it directly, but referred to the assessment of others who see
her as a figure who is synonymous with women empowerment and always strives to bring benefits to others, both in the community
and in a professional work environment. Informant 1 emphasized that the character of female STEM leaders is not only determined
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by technical abilities, but also by the ability to communicate experiences, learning, and impacts that have been generated.
Storytelling skills are an important part of building the perception of a leader's competence and credibility (Rasmussen, 2019).

The findings are in line with the Personal Branding Theory put forward by Peter Montoya. Several elements of personal branding,
such as leadership, visibility, personality, unity, and goodwill, are seen in the leadership practices of the two informants (Montoya
& Vandehey, 2002). Visibility is built through consistent publication of community activities and achievements, while personality
and unity are reflected in the alignment between personal values and the way they lead (Marenza et al., 2024; Zakiyah et al., 2024).
In Informant 2, the elements of leadership and visibility are seen through their awareness of building an image as a leader who is
able to make an impact, while in Informant 1 the two elements develop gradually through advocacy activities and the dissemination
of information about Generation Girl. One of the activities carried out to display the Visibility of a Leader to introduce STEM for
Women is carried out in various educational ways, one of which is by conducting educational webinars with STEM-Related
Materials which are carried out on digital platforms aimed at women in regions in Indonesia. This shows one of the self-
competencies of women leaders who seek to improve women's competencies in the field of STEM.

u/.rff,.., g
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Figure 7. STEM Leader Education Based on Webinars
Source: Research Documentation (2026)

The goodwill aspect is the most prominent characteristic because the reputation built is always associated with Generation Girl's
mission in expanding women's participation in STEM fields, not solely for the benefit of individuals (Marenza et al., 2024; Zakiyah
et al., 2024). Unlike personal branding in professions such as celebrities, politicians, or business people which are generally
strategically designed, personal branding in the Generation Girl community develops organically through daily leadership practices
(Afrilia, 2018; Dominika & Susilo, 2024; Maftukhah & Ma’ali, 2023). Reputation is built on consistency of communication, ability
to build relationships, and tangible contributions to the community. These findings show that personal branding in the informal
community is more appropriately understood as an impact-driven personal branding communication process than as a self-
promotion strategy.
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Figure 8. Conceptual Model of Leadership Communication and Personal Branding of STEM Women Leaders
Source: Researcher Analysis Results (2026)
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In Figure 8. describes a conceptual model that shows the relationship between leadership communication and personal branding
of female leaders in the STEM field within the scope of Generation Girl. Personal branding in this study is not formed independently,
but is influenced by two main elements, namely STEM expertise (technical competence) and gendered STEM context (gender
biased context in the STEM field). STEM competencies are the basis for the formation of core communication, which is the way
leaders communicate their skills and ideas. Meanwhile, the gender context also influences the way we communicate, form a
leadership ethos, and influence the process of forming personal brand recognition. The condition of STEM that is still dominated
by men is thus not only an obstacle, but also helps shape the values and ways in which women leaders build their leadership image.

Furthermore, core communication develops into a leadership ethos, which is the values and principles reflected in the leader's
communication style. The leadership ethos then contributes to the formation of personal brand recognition through the interaction
between competence, performance, and recognition from the community. This recognition further strengthens relational leadership,
which is characterized by an emphasis on interpersonal relationships and collaboration rather than a hierarchical approach. In this
process, the Generation Girl ecosystem acts as a counter-space that strengthens relational leadership practices while supporting the
formation of public and organizational influence. Ultimately, relational leadership supported by community recognition and the
Generation Girl ecosystem contributes to public and organizational influence.

IV. CONCLUSION

In general, this study concludes that the personal branding of female STEM leaders in Generation Girl is formed from a
combination of leadership identity, communication strategies and real contributions to the community. Nonformal communities
exist as an alternative space that allows women to hone their leadership experience while strengthening their identity in the STEM
ecosystem. At the same time, digital communication is the main means to move the wheels of leadership, unite visions, and foster
mutual trust even without intensive face-to-face interaction. Interestingly, this leadership reputation is not built on individual image
alone, but is measured by the success of the program, the quality of interpersonal relationships, and the social impact felt by members
and the community.

The findings prove that the self-image formation of female STEM leaders in the informal community has unique characteristics
that distinguish them from conventional professions. At Generation Girl, personal branding grows organically through daily
leadership practices, from how to communicate, build networks, manage organizations, to spread tangible benefits. This process
goes beyond just a strategy to build personal reputation, personal branding transforms into a strategic means of communication for
women to negotiate positions and strengthen their roles in the midst of STEM that is still haunted by gender inequality.

The strength of these findings is further clarified through the integration of four theoretical frameworks. Leadership
Communication Theory and Personal Branding Theory show how leadership and self-image are constructed through consistent
communication, visibility, and tangible actions. Meanwhile, the perspective of Women Leadership in STEM emphasizes the vitality
of community spaces in the midst of representation gaps, which is reinforced by the concept of STEM Identity that identity in the
STEM world does not always depend on technical ability, but can be formed through leadership performance and social recognition.
Theoretically, this study makes an important contribution by emphasizing that the personal branding of female STEM leaders in the
informal community is digital, relational, organic, and impact-based. Nonformal communities are proving to be a strategic space
for women to build identities, gain leadership legitimacy, while expanding their active participation in the STEM ecosystem.
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