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ANALISIS MEDIA KOMUNIKASI CHANNEL YOUTUBE 

‘THE GOLDEN FAMILY’ DALAM MEMBENTUK 

SUBSCRIBERS ENGAGEMENT (STUDI PADA SUBSCRIBERS 

CHANNEL ‘THE GOLDEN FAMILY’ DI YOUTUBE) 

 
Nabilla Syakhina 

 

ABSTRAK 

 
Penelitian ini bertujuan untuk mengetahui, mendeskripsikan, dan menganalisis media 

komunikasi channel YouTube ‘The Golden Family’ dalam upaya membentuk 

subscribers engagement. Penelitian ini menggunakan penelitian kualitatif dengan 

pendekatan studi kasus. Subjek dalam penelitian ini adalah subscribers The Golden 

Family di YouTube. Objek dalam penelitian ini adalah media komunikasi melalui 

personal branding The Golden Family di YouTube. Teknik pengumpulan data dalam 

penelitian ini menggunakan wawancara mendalam, dokumentasi, studi kepustakaan, 

dan e-observation. Hasil dalam penelitian ini menunjukkan bahwa ketiga informan 

memberikan respon positif terhadap 11 karakteristik personal branding, yaitu 

Authenticity (Keotentikan), Integrity (Integritas), Consistency (Konsistensi), 

Specialization (Spesialisasi), Authority (Kewenangan atau Kewibawaan), 

Differentiation or Distinctiveness (Keberbedaan atau Kekhasan), Relevant (Relevan), 

Visibility (Kenampakan), Persistence (Kegigihan), Goodwill (Niat Baik), dan 

Performance (Kinerja). Dalam hasil penelitian ini, tahapan subscribers engagement 

yang terbentuk mencakup keempat tahapan yaitu consumption, curation, creation, dan 

collaboration. Karakteristik personal branding seperti spesialisasi dan relevan 

mampu membentuk engagement pada tahap consumption, curation, dan creation. 

Karakteristik diferensiasi mampu membentuk engagement pada tahap consumption. 

Karakteristik goodwill (niat baik) mampu membentuk engagement pada tahap 

curation dan collaboration. 

 

 

Kata Kunci: Personal Branding, YouTube The Golden Family, Subscribers 

Engagement 
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ABSTRACT ANALYSIS OF THE COMMUNICATION MEDIA OF 

‘THE GOLDEN FAMILY’ YOUTUBE CHANNEL IN FORMING 

SUBSCRIBERS ENGAGEMENT (STUDY ON THE 

SUBSCRIBERS OF ‘THE GOLDEN FAMILY’ ON YOUTUBE) 

 
Nabilla Syakhina 

 

ABSTRACT 

 
This study aims to identify, describe, and analyze the communication media of the 

YouTube channel 'The Golden Family' in an effort to form subscribers engagement. 

This research uses qualitative research with a case study approach. The subjects in 

this study are the subscribers of The Golden Family on YouTube. The object of this 

research is the communication media through personal branding of The Golden 

Family on YouTube. Techniques of collecting data in this study rely on in-depth 

interview, documentation, literature study, and e-observation. The results in this study 

indicate that the three informants gave positive responses to the 11 characteristics of 

personal branding, namely Authenticity (Keotentikan), Integrity (Integritas), 

Consistency (Konsistensi), Specialization (Spesialisasi), Authority (Kewenangan 

atau Kewibawaan), Differentiation atau Distinctiveness (Keberbedaan atau 

Kekhasan), Relevant (Relevan), Visibility (Kenampakan), Persistence (Kegigihan), 

Goodwill (Niat Baik), and Performance (Kinerja). In the results of this study, the 

stages of subscribers engagement that are formed include all four stages, namely 

consumption, curation, creation, and collaboration. Personal branding characteristics 

such as specialization and relevant are able to form the stages of consumption, 

curation, and creation. The characteristic of differentiation is able to form the stage of 

consumption. The characteristic of goodwill is able to form the stages of curation and 

collaboration. 

 

 

Keywords: Personal Branding, YouTube The Golden Family, Subscribers Engagement 
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