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PENGARUH PERSONAL BRANDING SOSIAL MEDIA INSTAGRAM 

@mardiguwp TERHADAP MINAT INVESTASI DIGITAL DINARAN 

Rizky Ananda Putra1 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis dampak personal branding melalui 

media sosial Instagram @mardiguwp, terhadap minat investasi digital Dinaran. 

Pada penelitian ini menggunakan variabel bebas yaitu Personal Branding sosial 

media Instagram (@mardiguwp) (X1) dan variabel terikat yaitu minat investasi 

digital (Y). Metode dalam penelitian ini menggunakan metode kuantitatif dengan 

pendekatan deskriptif dan menyebarkan kepada 123 responden dengan 

menggunakan kuesioner dan teknik simple random sampling. Teori AIDA 

(Attention, Interest, Desire, Action) dan teori New Media digunakan sebagai teori 

untuk memahami proses komunikasi dan pengaruh media baru terhadap minat 

investasi digital. Hasilnya menunjukkan pengaruh yang cukup kuat antara personal 

branding Mardigu Wowiek dan minat investasi digital Dinaran. Kuesioner 

mengidentifikasi dimensi personal branding meliputi spesialisasi, kepemimpinan, 

kepribadian, perbedaan, visibility, kesatuan, keteguhan, dan nama baik. Dimensi 

minat investasi digital terdiri dari ketertarikan, keinginan, dan keyakinan diri. 

Analisis menggunakan SPSS 26 menunjukkan korelasi sebesar 0,422, menandakan 

hubungan yang cukup kuat. Personal branding memberikan kontribusi sebesar 

17,8% terhadap minat investasi digital, sementara faktor lain termasuk pengetahuan 

investasi, pendapatan, dan keadaan ekonomi juga mempengaruhi. Temuan ini 

mendukung bahwa personal branding Mardigu Wowiek berperan positif dalam 

meningkatkan minat investasi digital di Dinaran, dengan implikasi strategis untuk 

pemasaran dan pengembangan platform investasi di masa mendatang. 

 

 

Kata kunci: Personal Branding, Minat Investasi, Dinaran, Instagram, Ketertarikan, 

Keinginan, dan Keyakinan diri. 
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@mardiguwp TERHADAP MINAT INVESTASI DIGITAL DINARAN 

Rizky Ananda Putra2 

 

ABSTRAK 

This study aims to analyze the impact of personal branding through the Instagram 

social media platform @mardiguwp on digital investment interest in Dinaran. The 

research employs the independent variable of Instagram personal branding 

(@mardiguwp) (X1) and the dependent variable of digital investment interest (Y). 

A quantitative method with a descriptive approach was utilized, involving 123 

respondents through the distribution of questionnaires using simple random 

sampling technique. The AIDA theory (Attention, Interest, Desire, Action) and New 

Media theory were employed to comprehend the communication process and the 

influence of new media on digital investment interest. The results demonstrate a 

significant impact between Mardigu Wowiek's personal branding and digital 

investment interest in Dinaran. The questionnaire identifies personal branding 

dimensions, including specialization, leadership, personality, differentiation, 

visibility, unity, resilience, and reputation. Dimensions of digital investment 

interest include interest, desire, and self-confidence. Analysis using SPSS 26 

indicates a correlation of 0.422, signifying a strong relationship. Personal 

branding contributes 17.8% to digital investment interest, while other factors, 

including investment knowledge, income, and economic conditions, also play a 

role. These findings support the positive role of Mardigu Wowiek's personal 

branding in enhancing digital investment interest in Dinaran, with strategic 

implications for marketing and platform development in the future. 

 

Keywords: Personal Branding, Investment Interest, Dinaran, Instagram, Interest, 

Desire, Self-confidence. 
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