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ANALISIS PERSONAL BRANDING LYODRA DI MEDIA SOSIAL 

INSTAGRAM DAN TIKTOK SEBAGAI BRAND AMBASSADOR 

IMPLORA DALAM MEMBANGUN KEPERCAYAAN MEREK 

 

 

Luki Melati Prioktarini 

 

ABSTRAK 

 

 

Di era pemasaran digital, personal branding figur publik menjadi strategi penting 

dalam membentuk kepercayaan konsumen terhadap merek. Brand ambassador 

tidak hanya berperan sebagai wajah promosi, tetapi juga sebagai representasi nilai 

dan identitas brand di mata audiens. Penelitian ini bertujuan untuk mendeskripsikan 

bagaimana personal branding Lyodra di media sosial Instagram dan TikTok 

sebagai brand ambassador Implora dapat membangun kepercayaan merek, 

khususnya di kalangan perempuan muda. Pendekatan kuantitatif deskriptif 

digunakan dengan melibatkan 146 responden, serta dilengkapi wawancara untuk 

validasi data. Analisis data dilakukan menggunakan tabulasi silang karena metode 

ini efektif untuk melihat pola hubungan antara variabel personal branding dan 

kepercayaan merek secara proporsional berdasarkan karakteristik responden. Hasil 

penelitian mengindikasikan bahwa seluruh dimensi personal branding yang terdiri 

dari authenticity, expertise dan relevance dinilai positif, sementara dimensi 

engagement dinilai netral. Begitu pula pada variabel kepercayaan merek, mayoritas 

responden menunjukkan tingkat kepercayaan tinggi. Temuan ini diperkuat oleh 

analisis tabulasi silang yang menunjukkan keterkaitan antara persepsi positif 

terhadap personal branding dengan tingginya tingkat kepercayaan terhadap suatu 

merek. 

 

 

Kata Kunci: Sosial Media, Personal Branding, Brand Ambassador, Kepercayaan 

Merek 
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ANALYSIS OF LYODRA'S PERSONAL BRANDING ON INSTAGRAM 

AND TIKTOK AS IMPLORA'S BRAND AMBASSADOR IN BUILDING 

BRAND TRUST 

 

Luki Melati Prioktarini 

 

ABSTRACT 

 

 

In the era of digital marketing, personal branding of public figures has become an 

important strategy in building consumer trust in a brand. Brand ambassadors not 

only serve as the face of promotions but also as representatives of the brand's values 

and identity in the eyes of the audience. This study aims to describe how Lyodra's 

personal branding on Instagram and TikTok as the brand ambassador for Implora 

can build brand trust, particularly among young women. A descriptive quantitative 

approach was used, involving 146 respondents, supplemented by interviews for 

data validation. Data analysis was conducted using cross-tabulation, as this 

method is effective for identifying patterns of relationships between personal 

branding variables and brand trust proportionally based on respondent 

characteristics. The research results indicate that all dimensions of personal 

branding, consisting of authenticity, expertise, and relevance, were rated positively, 

while the engagement dimension was rated neutrally. Similarly, for the brand trust 

variable, the majority of respondents demonstrated a high level of trust. These 

findings are reinforced by cross-tabulation analysis, which shows a correlation 

between positive perceptions of personal branding and high levels of trust in a 

brand. 
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