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“PERAN PERSONAL BRANDING DAN TRUST DR. ZAIDUL AKBAR DI 

INSTAGRAM TERHADAP LOYALITAS PELANGGAN TOKO JSR” 

RAHMAD ZAKIA RAMADHAN  

Abstrak 

Penelitian ini bertujuan untuk menganalisis gambaran personal branding dan trust dr. Zaidul 

Akbar di Instagram serta loyalitas pelanggan Toko JSR. Perkembangan media sosial telah 

mendorong figur publik memanfaatkan Instagram sebagai media komunikasi pemasaran untuk 

membangun citra diri sekaligus memperoleh kepercayaan audiens. Dalam konteks tersebut, dr. 

Zaidul Akbar dikenal sebagai influencer kesehatan berbasis sunnah yang memiliki jutaan 

pengikut dan membangun ekosistem bisnis melalui Toko JSR. Penelitian ini menggunakan 

pendekatan kuantitatif deskriptif dengan metode survei terhadap 100 pelanggan Toko JSR yang 

telah melakukan pembelian minimal dua kali. Pengumpulan data dilakukan menggunakan 

kuesioner dengan 71 butir pernyataan yang terdiri atas variabel personal branding, trust, dan 

loyalitas pelanggan. Analisis data menggunakan statistik deskriptif berupa distribusi frekuensi, 

nilai rata-rata, serta tabulasi silang untuk menggambarkan karakteristik hubungan antarvariabel. 

Hasil penelitian menunjukkan bahwa personal branding dr. Zaidul Akbar berada pada kategori 

sangat baik dengan dimensi goodwill sebagai dimensi paling dominan. Trust pelanggan juga 

berada pada kategori sangat tinggi dengan dimensi benevolence sebagai dimensi yang 

memperoleh penilaian tertinggi. Loyalitas pelanggan Toko JSR menunjukkan kategori tinggi 

yang tercermin melalui pembelian ulang, kesediaan merekomendasikan produk, pembelian 

lintas produk, serta ketahanan terhadap produk pesaing. Penelitian ini memberikan kebaruan 

melalui analisis kepercayaan terhadap dr. Zaidul Akbar berdasarkan dua peran, yaitu sebagai 

dokter dan sebagai ustad, dalam konteks influencer kesehatan berbasis media sosial. 

Kata Kunci: personal branding; trust; loyalitas pelanggan; Instagram; JSR Store 
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"THE ROLE OF DR. ZAIDUL AKBAR'S PERSONAL BRANDING AND TRUST ON 

INSTAGRAM TOWARD CUSTOMER LOYALTY OF TOKO JSR" 

RAHMAD ZAKIA RAMADHAN  

Abstract 

This study aims to analyze the personal branding and trust of dr. Zaidul Akbar on Instagram, 

as well as their relationship with customer loyalty at Toko JSR. The development of social 

media has encouraged public figures to utilize Instagram as a marketing communication 

medium to build self-image while gaining audience trust. In this context, dr. Zaidul Akbar is 

known as a sunnah-based health influencer with millions of followers who has built a business 

ecosystem through Toko JSR. This study employed a descriptive quantitative approach using a 

survey method involving 100 customers of Toko JSR who had made at least two purchases. 

Data were collected using a questionnaire consisting of 71 statement items covering the 

variables of personal branding, trust, and customer loyalty. Data analysis was conducted using 

descriptive statistics, including frequency distribution, mean values, and cross-tabulation, to 

describe the characteristics of the relationships among variables. The results show that dr. 

Zaidul Akbar's personal branding falls into the very good category, with the goodwill dimension 

being the most dominant. Customer trust was also found to be in the very high category, with 

the benevolence dimension receiving the highest score. Customer loyalty toward Toko JSR was 

in the high category, as reflected in repeat purchases, willingness to recommend the products, 

cross-product purchases, and resistance to competing products. This study offers novelty by 

analyzing trust in dr. Zaidul Akbar based on his two roles—as a physician and as an ustad 

(Islamic religious teacher)—within the context of social media-based health influencers. 

Keywords: personal branding; trust; customer loyalty; Instagram; JSR Store 
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