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ABSTRAK

Personal branding merupakan aspek penting yang perlu dimiliki setiap individu,
terutama bagi seorang pembuat konten agar lebih mudah dikenali oleh khalayak.
Dalam era digital, media sosial menjadi sarana yang efektif untuk membangun
personal branding, salah satunya adalah TikTok, yang kini telah menjadi platform
populer bagi para kreator untuk memperkenalkan dan memperkuat citra diri
mereka. Penelitian ini bertujuan untuk menganalisis dan mendeskripsikan
bagaimana personal branding Aganta Ramadanu terbentuk melalui tiga
karakteristik utama yang saling berkaitan, berdasarkan konsep McNally & Speak.
Metode yang digunakan dalam penelitian ini adalah analisis isi (content analysis)
dengan pendekatan deskriptif kualitatif, mengacu pada teknik analisis data model
Krippendorff. Data diperolen melalui observasi, dokumentasi, dan studi pustaka.
Hasil penelitian menunjukkan bahwa Aganta Ramadanu mampu membangun
personal branding yang kuat dengan mempertahankan kekhasan, relevansi, dan
konsistensi dalam kontennya. Ciri khasnya tercermin dari kelenturan tubuh,
ekspresi wajah yang berlebihan, dan suara unik yang menjadi daya tarik utama
dalam kontennya. Konten Ganta relevan dalam memenuhi kebutuhan emosional
audiens, terbukti dari tingginya keterlibatan serta komentar yang menyatakan
bahwa videonya dapat meningkatkan suasana hati penonton. Selain itu, Ganta
secara konsisten menampilkan ciri khas tersebut dalam setiap unggahan, sehingga
semakin memperkuat personal branding Aganta Ramadanu sebagai kreator di
TikTok.

Kata Kunci : Personal Branding, Aganta Ramadanu, Content Creator, TikTok,

Karakteristik Personal Branding.
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ABSTRACT

Personal branding is an important aspect that every individual needs to have,
especially for a content creator to be more easily recognized by the audience. In
the digital era, social media has become an effective means to build personal
branding, one of which is TikTok, which has now become a popular platform for
creators to introduce and strengthen their self-image. This research aims to analyze
and describe how Aganta Ramadanu's personal branding is formed through three
main interrelated characteristics, based on the concept of McNally & Speak. The
method used in this research is content analysis with a qualitative descriptive
approach, referring to the Krippendorff model data analysis technique. Data were
obtained through observation, documentation, and literature study. The results
showed that Aganta Ramadanu was able to build a strong personal branding by
maintaining distinctiveness, relevance, and consistency in her content. Her
distinctive features are reflected in her body flexibility, exaggerated facial
expressions, and unique voice which are the main attractions in her content.
Ganta's content is relevant in meeting the audience's emotional needs, as evidenced
by the high engagement as well as comments stating that her videos can improve
the viewer's mood. In addition, Ganta consistently displays these characteristics in
every upload, thus further strengthening Aganta Ramadanu's personal branding as

a creator on TikTok.

Keywords : Personal Branding, Aganta Ramadanu, Content Creator, TikTok,

Personal Branding Characteristics.
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