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STRATEGI PERSONAL BRANDING SELEBGRAM ASHILLA SIKADO 
MELALUI MEDIA SOSIAL INSTAGRAM  

 
Hera Riana 

 
ABSTRAK 

Personal branding adalah cara untuk membangun merek atas diri seseorang. Ashilla 
Sikado merupakan contoh personal branding yang memiliki karakter kuat. 
Berdasarkan latar belakang tersebut, penulis tertarik untuk menganalisis bagaimana 
personal branding yang dilakukan Ashilla sikado melalui media sosial instagram nya 
berdasarkan personal branding pyramid yang terdiri dari 4 tahapan yaitu determine 
who you are, determine what you do, position yourself dan manage you brand. 
Penelitian kualitatif deskriptif ini dilakukan dengan metode wawancara mendalam, 
Observasi dan studi pustaka. Untuk pengujian keabsahan data, penelitian ini 
menggunakan triangulator sumber sebanyak 2 orang yaitu dari pihak followers dan 
pihak taletnt management. Berdasarkan hasil penelitian yang telah dilakukan, 
penelitian ini menunjukan bahwa instagram menjadi salah satu media sosial yang 
sangat berpengaruh besar dalam melakukan personal branding. Dalam proses 
melakukan personal branding, Ashilla telah mengetahui karakter dan ciri khas nya 
merupakan strategi awal yang harus dilakukan dan menjadi strategi yang konsisten, 
yakni dengan memiliki konten menarik serta menjaga interaksi dengan follower 
dengan baik. Dari penelitian ini terlihat bahwa Ashilla sikado telah menerapkan 4 
tahapan dalam personal branding pyramid dengan baik.  

 

Kata kunci: Personal Branding, Selebgram, Media Sosial, Instagram 
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PERSONAL BRANDING STRATEGY BY ASHILLA SIKADO USING 
SOCIAL MEDIA INSTAGRAM 

 
Hera Riana 

   
ABSTRAC 

 
Personal branding is a way for people to build a brand about themselves. Ashilla 
Sikado is an example of personal branding that has strong character. Based on this 
background, the author is interested in analyzing how personal branding conducted 
by Ashilla Sikado by social media (Instagram) based on personal branding pyramid 
that consists of 4 stages: determine who you are, determine what you do, position 
yourself and manage you brand. This descriptive qualitative research was carried out 
by in-depth interview method, observation and literature review. As for examination 
the validation of the data, the author used triangulation research technique that  
collect the data from two sources, which is followers and the talent management. 
Based on the results of the research, this research shows that Instagram has become 
one of the social media that has a great influence on personal branding. In the 
process of personal branding, Ashilla has aware about her characteristics which is 
an outset strategy of personal branding that people must have and became a 
consistent strategy. In this case, Ashilla is having interesting content and maintaining 
good interaction with her followers. From this research, it can be concluded that 
Ashilla Sikado has implemented 4 stages in personal branding pyramid. 

 

Keywords: Personal Branding, Selebgram, Social Media, Instagram 
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