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ABSTRACT

This study aims to analyze the personal branding strategy implemented by the
content creator of the Instagram account @marketinginaja through the application
of visual identity on social media. The research uses a qualitative descriptive
approach with a reflective case study method, in which the author also acts as the
primary subject in the content creation process. Data were collected through
content observation, visual documentation, and reflective creative production. The
findings reveal that visual elements such as the charcoal and coral color palette,
Poppins typography, 3x3 grid layout, and storytelling through the “60 Days
Building an Agency” challenge were consistently applied to build a professional,
humanistic, and relevant brand image for MSME audiences. This strategy
successfully created brand recall, strengthened positioning, and enhanced
emotional engagement with the audience. The study offers practical insights for
MSME actors and digital creators seeking to build strategic personal branding on

social media by leveraging visual identity and authentic narratives.

Keywords: Communication strategy, personal branding, visual identity, content

creator, Instagram
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis strategi personal branding yang
dilakukan oleh konten kreator akun Instagram @marketinginaja melalui penerapan
konsep visual identity di media sosial. Penelitian ini menggunakan pendekatan
kualitatif deskriptif dengan metode studi kasus reflektif, di mana penulis sekaligus
berperan sebagai subjek utama dalam penciptaan konten. Data diperoleh melalui
observasi konten, dokumentasi visual,dan refleksi produksi kreatif. Hasil penelitian
menunjukkan bahwa elemen visual seperti palet warna charcoal dan coral, tipografi
Poppins, layout grid 3x3, serta storytelling dalam tantangan “60 Hari Membangun
Agensi” digunakan secara konsisten untuk membangun persepsi brand yang
profesional, humanis, dan relevan bagi audiens UMKM. Strategi ini berhasil
menciptakan brand recall, memperkuat positioning, serta meningkatkan
keterlibatan emosional audiens. Penelitian ini memberikan kontribusi praktis bagi
pelaku UMKM dan kreator digital yang ingin membangun personal branding
secara strategis di media sosial berbasis visual identity dan narasi otentik.

Kata kunci: Strategi komunikasi, personal branding, visual identity, konten

Kreator, Instagram
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