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INTISARI 

Perkembangan media sosial mendorong pertumbuhan content creator dalam 

mengunggah variasi konten di ruang digital seperti Instagram. Adapun mikro kreator konten 

Instagram yang membangun personal brandingnya melalui konten Reels photo & video 

mobile serta instastory hacks yaitu @morenotrisdinata_. Penelitian ini difokuskan 

menganalisis strategi komunikasi digital yang digunakan dalam membangun personal 

branding. Penelitian ini menggunakan metode kualitatif deskriptif dengan pendekatan 

netnografi. Data yang didapatkan melalui wawancara mendalam, observasi non-partisipatif 

dan dokumentasi. Hasil penelitian memperlihatkan strategi komunikasi digital yang 

digunakan melalui penentuan tujuan konten, identifikasi audiens dalam insight akun, 

pemilihan media yang sesuai, pengembangan konten dengan konsisten, pemanfaatan 

teknologi dan perangkat analitik, serta manajemen krisis komunikasi dalam akunnya. 

Berdasarkan temuan penelitian, penerapan strategi komunikasi digital mendukung personal 

branding melalui spesialisasi konten, konsistensi unggahan serta kebermanfaatan konten. 

Dengan demikian, strategi komunikasi digital berperan krusial dalam membangun personal 

branding di Instagram. 

Kata kunci: Strategi Komunikasi, Personal Branding, Kreator konten, Instagram Reels, Foto 

& Video Mobile 
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ABSTRACT 

The riset of social media has spurred the growth of content creators who upload a 

variety of content on digital platforms such as Instagram. One such Instagram micro-content 

creator who builds their personal brand through mobile photo and video Reels as well as 

Instagram Story hacks is @morenotrisdinata_. This study focuses on analyzing the digital 

communication strategy used to build personal branding. This study employs a descriptive 

qualitative method with a netnographic approach. Data was collected through in-depth 

interviews, non-participatory observation, and documentation. The findings reveal the 

digital communication strategy employed, including content goal setting, audience 

identification through account insights, selection of appropriate media, consistent content 

development, utilization of technology and analytical tools, and crisis communication 

management within the account. Based on the research findings, the implementation of 

digital communication strategy supports personal branding through content specialization, 

posting consistency, and content utility. Thus, digital communication strategy play a crucial 

role in building personal branding on Instagram. 

Keyword: Communication strategy, Content creator, Personal branding, Instagram Reels, 

Photo & Video Mobile. 

 

 


