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ABSTRAK

Personal branding penting bagi content creator dalam membangun identitas dan daya
saing di media sosial, khususnya di tengah tingginya persaingan konten pada platform
TikTok. Salah satu kreator yang berhasil membangun branding secara konsisten adalah
Niky Putra melalui akun TikTok @nikyrputra. Penelitian ini bertujuan untuk
menganalisis bagaimana Personal branding Niky Putra dibentuk dan ditampilkan
melalui konten TikTok dengan mengacu pada teori The 8 Laws of Personal branding
oleh Peter Montoya. Penelitian ini menggunakan pendekatan kualitatif dengan metode
analisis isi (content analysis) untuk menganalisis konten video, serta pemanfaatan fitur
TikTok yang mendukung pembentukan personal branding. Teknik pengumpulan data
dilakukan melalui observasi, dokumentasi, dan wawancara. Hasil penelitian
menunjukkan bahwa personal branding Niky Putra terbentuk melalui delapan elemen
The 8 Laws of Personal Branding dengan tingkat dominasi yang berbeda. Elemen yang
paling menonjol adalah kepribadian (The Law of Personality), yang tercermin dari
karakter komedi yang lucu, canggung, spontan, dan apa adanya. Perbedaan (The Law
of Distinctiveness) juga tampak kuat melalui penggunaan jargon khas seperti “asek”
dan “mihu-mihu”, ekspresi canggung, serta gaya penyuntingan yang menjadi pembeda
dari kreator lain. Selain itu, terlihat (The Law of Visibility) didukung oleh konsistensi
unggahan konten, keteguhan (The Law of Persistence) tercermin dari konsistensi gaya
humor di tengah perubahan tren, kesatuan (The Law of Unity) terlihat dari keselarasan
antara konten, live dan komentar, spesialisasi (The Law of Specialization) melalui
fokus pada konten komedi, kepemimpinan (The Law of Leadership) melalui
keberhasilan memelopori tren “mihu-mihu”, serta nama baik (The Law of Goodwill)
yang memperkuat citra positif Niky sebagai kreator yang sopan dan tidak kontroversial.

Kata Kunci: Personal Branding, TikTok, Analisis Isi, Content Creator, Niky Putra
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ABSTRACT

Personal branding is essential for content creators in building identity and
competitiveness on social media, particularly amid the intense content competition on
the TikTok platform. One creator who has successfully and consistently built a strong
personal image is Niky Putra through his TikTok account @nikyrputra. This study aims
to analyze how Niky Putra’s personal branding is formed and presented through
TikTok content by referring to Peter Montoya’s The 8 Laws of Personal Branding
theory. This research employs a qualitative approach using content analysis to
examine video content, as well as the utilization of TikTok features that support the
formation of personal branding. Data were collected through observation,
documentation, and interviews. The findings indicate that Niky Putra’s personal
branding is constructed through the eight elements of The 8 Laws of Personal Branding
with varying levels of dominance. The most prominent element is personality (The Law
of Personality), reflected in his comedic character that is humorous, awkward,
spontaneous, and genuine. Distinctiveness (The Law of Distinctiveness) is also strongly
evident through the use of signature catchphrases such as “asek” and “mihu-mihu,”
awkward expressions, and a distinctive editing style that differentiates him from other
creators. Furthermore, visibility (The Law of Visibility) is supported by consistent
content uploads, persistence (The Law of Persistence) is reflected in maintaining a
consistent humor style amid changing trends, unity (The Law of Unity) is shown
through the alignment between content, live interactions, and audience engagement in
comments, specialization (The Law of Specialization) is demonstrated through a focus
on comedy content, leadership (The Law of Leadership) is evident in his success in
pioneering the “mihu-mihu” trend, and goodwill (The Law of Goodwill) strengthens
his positive image as a polite and non-controversial content creator.

Keywords: Personal Branding, TikTok, Content Analysis, Content Creator, Niky Putra
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