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CREATIVE PERSONAL BRANDING  

SEBAGAI FOOD, TRAVEL AND LIFESTYLE BLOGGER 

(STUDI KASUS DESKRIPTIF PADA STANISLAUS HANS DANIAL 

SEBAGAI INDONESIAN FOOD, TRAVEL AND LIFESTYLE BLOGGER  

YANG KREDIBEL) 

ABSTRAK 

 

Oleh:  

Gloria Putri Angelina 

11140110191  

Personal branding kini telah berkembang dan diterapkan bukan hanya pada 

public figure saja. Personal branding diterapkan pula dalam bidang politik, 

profesional, olahragawan hingga pengguna media sosial. Banyaknya media sosial 

yang ditawarkan kepada publik ini menjadi medium menarik dan mudah dalam 

membangun personal branding. Ditengah berbagai macam media sosial yang ada, 

media sosial blog kini berkembang mengikuti perkembangan tren gaya hidup, 

salah satunya melahirkan food blogger. 

Di Indonesia adanya fenomena gaya hidup kuliner pada masyarakat urban 

yang didukung oleh pertumbuhan industri makanan dan minuman yang 

meningkat. Fenomena gaya hidup kuliner ini melahirkan food blogger, pengguna 

media sosial blog yang membagikan pengalaman mereka dengan makanan. 

Diantara banyaknya food blogger di Indonesia, adanya eatandtreats.blogspot.com 

milik Stanislaus Hans Danial. 

Penelitian ini bertujuan untuk mengetahui proses personal branding 

Stanislaus Hans Danial sebagai food, travel and lifestyle (FTL) blogger yang 

kredibel. Untuk itu, penelitian ini menggunakan model proses Creative Personal 

Branding dari Jurgen Salenbacher. 

Penelitian ini menggunakan metode penelitian studi kasus dengan data 

penelitian yang diperoleh melalui wawancara mendalam dengan subjek penelitian. 

Dari hasil penelitian dapat dipahami pada prosesnya Hans mampu mendefinisikan 

diri, kemampuan diri, membedakan diri dan bertumbuh dalam diri. Substance, 

conviction dan style merupakan key values yang memiliki peran dominan dalam 

membangun personal brand dirinya sebagai FTL blogger yang kredibel karena 

melalui kemampuan, integritas dan gaya otentik yang dikemas dalam ulasannya di 

blog mampu mengkomunikasikan konsep dirinya kepada publik. Ketiga key 

values tersebut juga mengandung karakteristik kredibilitas yakni kompetensi, 

kejujuran dan menjadi diri sendiri. 

 

Kata kunci: Creative Personal Branding, Food, Travel and Lifestyle Blogger, 

Personal Branding, Stanislaus Hans Danial 
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CREATIVE PERSONAL BRANDING  

AS FOOD, TRAVEL AND LIFESTYLE BLOGGER 

(DESCRIPTIVE CASE STUDY STANISLAUS HANS DANIAL AS A 

CREDIBLE INDONESIAN FOOD, TRAVEL AND LIFESTYLE BLOGGER) 

ABSTRACT 

 

By:  

Gloria Putri Angelina 

11140110191  

Personal branding has now developed and applied not only on public figure. 

Personal branding also applied in the political field, professional, sports and social 

media user. The number of social media that is offered to the public has made it as 

an interesting and easily applied medium for personal branding. Amidst the 

various kinds of social media, blog has developed closely to lifestyle trends, one 

of which born food blogger. 

In Indonesia, the phenomenon of culinary lifestyle in urban community is 

supported by the growth of food and beverage industry. With the culinary lifestyle 

phenomenon, appears food blogger, blog users that share their experiences with 

food. Among many food blogger in Indonesia, there’s eatandtreats.blogspot.com, 

a food blog belongs to Stanislaus Hans Danial. 

This research aims to know Hans’s personal branding process as a credible 

food, travel and lifestyle (FTL) blogger by using Creative Personal Branding 

process model by Jurgen Salenbacher. 

This research used case study methods and obtained its data through in-depth 

interviews with the research subject. The result showed that Hans’s through the 

process, Hans able to define himself, his ability, differentiate himself and grow 

personally. Substance, conviction and style are key values that have dominant role 

in building Hans’s personal brand as a credible FTL blogger because through his 

ability, integrity and authentic style that is packed inside his review on his blog 

able to communicate his individual concept to the public. These three key values 

also contain characteristics of credibility, which are competence, trustworthiness 

and being yourself. 

 

Key Words: Creative Personal Branding, Food, Travel and Lifestyle Blogger, 

Personal Branding, Stanislaus Hans Danial 
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