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ABSTRAK 
 

Fenomena personal branding di media sosial semakin berkembang, terutama di 

kalangan influencer Gen Z yang memanfaatkan platform seperti Instagram. Salah 

satu contoh yang menarik adalah Ghisela Thesa (@thes.a), seorang influencer yang 

berhasil membangun citra diri yang kuat melalui unggahan konten edukatif dan 

profesional di bidang public speaking. Penelitian ini bertujuan untuk menganalisis 

strategi personal branding yang diterapkan Ghisela Thesa di Instagram. Penelitian 

ini menggunakan pendekatan kualitatif dengan metode deskriptif. Data 

dikumpulkan melalui wawancara, dokumentasi, dan studi pustaka. Teori yang 

digunakan adalah The Eight Laws of Personal Branding oleh Montoya dan 

Vandehey (2002), yang mencakup hukum spesialisasi, kepemimpinan, kepribadian, 

keterlihatan, dan keteguhan. Hasil penelitian menunjukkan bahwa Ghisela Thesa 

membangun personal branding dengan konsistensi dalam berbagi pengalaman, 

pencapaian, serta keterlibatannya dalam berbagai acara bergengsi. Strategi ini 

meningkatkan kepercayaan audiens dan memperkuat citra dirinya sebagai figur 

inspiratif di bidang public speaking. Penelitian ini memberikan wawasan mengenai 

bagaimana influencer dapat memanfaatkan media sosial untuk membangun citra 

diri yang autentik dan profesional. 

 

Kata Kunci : Media Sosial, Instagram, Personal Branding, Influencer 
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ABSTRACT 
 

The phenomenon of personal branding on social media is rapidly evolving, 

especially among Gen Z influencers who utilize platforms like Instagram. One 

notable example is Ghisela Thesa (@thes.a), an influencer who has successfully 

built a strong personal brand through educational and professional content in public 

speaking. This study aims to analyze the personal branding strategies employed by 

Ghisela Thesa on Instagram.This research employs a qualitative approach with a 

descriptive method. Data was collected through interviews, documentation, and 

literature studies. The study applies The Eight Laws of Personal Branding by 

Montoya and Vandehey (2002), which include the laws of specialization, 

leadership, personality, visibility, and persistence. The findings reveal that Ghisela 

Thesa establishes her personal brand through consistency in sharing experiences, 

achievements, and participation in prestigious events. This strategy enhances 

audience trust and strengthens her image as an inspiring figure in public speaking. 

This research provides insights into how influencers can effectively utilize social 

media to build an authentic and professional personal brand. 

 

 

Keywords: Social Media, Instagram, Personal Branding, Influencer 
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