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ABSTRAK 

Nama   : Auliya (223516516159)  

Program Studi  : Ilmu Komunikasi 

Judul Skripsi : Analisis Peran Personal Branding Rossa Faradiba Dalam 

Strategi Periklanan Digital Tadaima Bakehouse Di Tiktok 

@Tadaimabakehouse Terhadap Pembentukan Brand 

Awareness. 

Dosen Pembimbing : Purnama Ayu Rizky, S.IP., M.IP.   

Penelitian ini bertujuan untuk menganalisis peran personal branding Rossa Faradiba 

dalam strategi periklanan digital Tadaima Bakehouse melalui platform TikTok serta 

kontribusinya terhadap pembentukan brand awareness. Penelitian ini 

menggunakan pendekatan kualitatif dengan paradigma konstruktivisme dan metode 

studi kasus. Teknik pengumpulan data dilakukan melalui wawancara mendalam 

dengan informan kunci dan informan pendukung, observasi konten TikTok 

@tadaimabakehouse, serta dokumentasi pendukung. Hasil penelitian menunjukkan 

bahwa personal branding Rossa Faradiba yang autentik, konsisten, dan dekat 

dengan audiens berperan sebagai elemen penting dalam komunikasi pemasaran 

digital Tadaima Bakehouse. Strategi konten yang diterapkan melalui storytelling, 

soft selling, serta pemanfaatan tren TikTok mampu membangun keterlibatan 

audiens secara emosional. Respons audiens yang tinggi, seperti peningkatan jumlah 

pengikut, interaksi positif, serta komentar yang menunjukkan minat mencoba 

produk, menandakan keberhasilan strategi tersebut. Pembentukan brand awareness 

terjadi secara bertahap, mulai dari brand recognition, brand recall, hingga indikasi 

top of mind, dengan figur Rossa Faradiba berfungsi sebagai jangkar ingatan merek. 

Penelitian ini menyimpulkan bahwa personal branding yang dikelola secara selaras 

dengan identitas merek dapat menjadi aset strategis bagi UMKM dalam 

memperkuat brand awareness di media sosial. 

Kata Kunci: Personal Branding, Periklanan Digital, TikTok, Brand Awareness, 

UMKM 
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Abstract 

Name   : Auliya (223516516159) 

Study Program : Communication Science 

Title : Analysis of The Role Of Rossa Faradiba's Personal Brand 

Ing in Tadaima Bakehouse's Digital Advertising Strategy 

on Tiktok @Tadaimabakehouse in Brand   Awareness 

Building 

Advisor  : Purnama Ayu Rizky, S.IP., M.IP.   

This study aims to analyze the role of Rossa Faradiba’s personal branding in 

Tadaima Bakehouse’s digital advertising strategy on TikTok and its contribution to 

brand awareness formation. The research employs a qualitative approach with a 

constructivist paradigm and a case study method. Data were collected through in-

depth interviews with key and supporting informants, observation of TikTok content 

on @tadaimabakehouse, and supporting documentation. The findings indicate that 

Rossa Faradiba’s authentic, consistent, and relatable personal branding plays a 

significant role in Tadaima Bakehouse’s digital marketing communication. Content 

strategies such as storytelling, soft selling, and trend adaptation effectively 

generate emotional engagement with the audience. High audience responses, 

including follower growth, positive interactions, and comments expressing 

purchase intention, reflect the effectiveness of the strategy. Brand awareness is 

formed gradually, starting from brand recognition, progressing to brand recall, 

and reaching indications of top of mind awareness, with Rossa Faradiba 

functioning as a brand memory anchor. This study concludes that well-managed 

personal branding aligned with brand identity can serve as a strategic asset for 

MSMEs in strengthening brand awareness through social media platforms. 

Keywords: Personal Branding, Digital Advertising, TikTok, Brand Awareness, 

UMKM 
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