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ANALISIS PERSONAL BRANDING INFLUENCER VHIENDY SAVELLA 

MELALUI INSTAGRAM DALAM MENCIPTAKAN CONSUMER 

ENGAGEMENT 

Sakila Adrikni 

 

 

ABSTRAK 

Personal branding sangat dibutuhkan oleh seseorang khususnya seseorang yang 

memiliki profesi untuk menunjukan keahliannya di suatu bidang tertentu kepada 

target audience. Vhiendy Savella adalah seorang influencer yang menunjukan 

personal branding melalui Instagram dalam menciptakan consumer engagement 

antara dirinya dan pengikutnya di Instagram. Dalam menunjukan personal branding 

melalui Instagram Vhiendy membagikan tiga jenis konten yaitu make-up, music, dan 

komedi. Fitur Instagram mendukung Vhiendy menunjukan personal branding dirinya 

kepada pengikutnya hingga terciptanya engagement melalui konten-konten yang 

dibagikan. Tujuan penelitian adalah untuk mengetahui personal branding seorang 

influencer Vhiendy Savella melalui media sosial Instagram dalam menciptakan 

engagement. Penelitian ini menggunakan teori personal branding menurut Montoya 

dan Rampersad yaitu sebelas karakteristik personal branding, authentic, integrity, 

consistency, specialization, authority, differentiation, relevant, visibility, persistence, 

goodwill, performance dan teori consumer engagement yaitu consumption, curation, 

creation, dan collaboration. Metode penelitian adalah penelitian kualitatif dengan 

pendekatan studi kasus serta menggunakan wawancara dengan narasumber yang 

terkait penelitian. Hasil dari penelitian ini adalah dalam menunjukan personal 

branding Vhiendy Savella melalui Instagram telah memenuhi sebelas karakteristik 

personal branding dan mampu menciptakan persepsi pengikutnya sesuai dengan 

personal branding yang ia tunjukan melalui Instagram yaitu seseorang yang ahli 

dalam bidang make-up, music, dan komedi. Akan tetapi engagement yang tercipta 

antara Vhiendy sebagai influencer dan pengikutnya baru sampai tingkatan creation 

belum sampai tingkat collaboration. 

Kata Kunci : Personal branding, Consumer engagement, Instagram 
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PERSONAL BRANDING INFLUENCER ANALYSIS OF VHIENDY SAVELLA 

THROUGH INSTAGRAM IN CREATING CONSUMER ENGAGEMENT 

Sakila Adrikni  

 

ABSTRACT 

Personal branding is needed by someone, especially who has a profession to show 

their skills in a particular field to the target audience. Vhiendy Savella as an 

influencer showed that her personal branding through Instagram in creating 

consumer engagement between herself and followers. In showing personal branding 

through Instagram, Vhiendy sharing about three types of content, there are make-up, 

music and comedy. Instagram fitur supported her to show about personal branding to 

her followers which has to create engagement through her contents. The purpose of 

this study is to find out personal branding of Vhiendy Savella as an influencer 

through social media Instagram in creating engagement. This research used personal 

branding theory by Montoya and Rampersad, there are eleven characteristics, 

personal branding, authentic, integrity, consistency, specialization, authority, 

differentiation, relevant, visibility, persistence, goodwill, performance and consumer 

engagement theory, there are consumption, curation, creation, dan collaboration. 

This method is qualitative with a case study approach and in-depth interview. The 

result showed that Vhiendy Savella personal branding in Instagram has fulfilled the 

eleven characteristics of personal branding and be able to create followers 

perception according to her skills like make-up, music and comedy. Until now, the 

engagement created between Vhiendy as an influencer and her followers is at the 

creation level, not yet up to the collaboration. 

Keywords : Personal branding, Consumer engagement, Instagram 
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