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ABSTRAK 

TikTok Live menghadirkan komunikasi dua arah real-time yang menonjolkan 

autentisitas sehingga personal branding tidak selalu bergantung pada kurasi visual. Penelitian 

ini mendeskripsikan personal branding Bunda Corla pada TikTok @bundacorlaofficialss 

dengan The 8 Laws of Personal Branding Montoya dan Vandehey serta menelaah kaitannya 

dengan identitas digital dan impression management menurut Shepherd. Paradigma 

konstruktivisme digunakan melalui analisis isi kualitatif deskriptif. Data berupa rekaman siaran 

langsung, interaksi audiens, dan studi pustaka, dipilih dengan purposive sampling pada lima 

konten periode September hingga Desember 2025. Hasil menunjukkan dominasi Law of 

Personality lewat gaya ceplas ceplos, spontan, emosional, dan apa adanya yang membentuk 

citra jujur, dekat, menghibur. Prinsip lain muncul melalui rutinitas konsisten, ciri verbal visual, 

kontrol interaksi, dan kedekatan emosional. Kesimpulannya, personal branding menaturalisasi 

diri dan autentisitas konsisten menjadi fondasi kepercayaan serta loyalitas audiens dalam live 

streaming. 

 

Kata kunci: personal branding, TikTok Live, Bunda Corla, The 8 Laws of Personal 

Branding, identitas digital 
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ABSTRACT 

  TikTok Live enables real-time two-way communication that foregrounds creator 

authenticity, so personal branding does not always depend on visual curation. This study 

describes Bunda Corla’s personal branding on TikTok @bundacorlaofficialss using Montoya 

and Vandehey’s The 8 Laws of Personal Branding and examines its links to digital identity and 

impression management from Shepherd’s perspective. Guided by a constructivist paradigm, 

the research applies a descriptive qualitative approach through qualitative content analysis. 

Data consist of recorded live broadcasts, audience interactions, and literature sources, selected 

through purposive sampling from five TikTok Live sessions conducted between September and 

December 2025. The findings indicate the dominance of the Law of Personality, reflected in a 

blunt, spontaneous, emotional, and genuine communication style that constructs an image of 

being honest, approachable, and entertaining. Other principles emerge through consistent live 

routines, distinctive verbal-visual cues, interaction control, and emotional closeness with the 

audience. In conclusion, this personal branding develops as a naturalized self-presentation, 

where sustained authenticity becomes the main foundation for audience trust and loyalty in the 

context of live streaming. 

 

Keywords: personal branding, TikTok Live, Bunda Corla, The 8 Laws of Personal Branding, 

digital identity


