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STRATEGI PERSONAL BRANDING INFLUENCER 

GENERASI Z @ABEDNEGO_N DI MEDIA SOSIAL TIKTOK 

 
Yessica Permata Sari 

 

 

ABSTRAK 

 
Media sosial telah menjadi sarana utama bagi Generasi Z dalam membentuk citra 

diri secara digital. TikTok, sebagai platform video pendek yang populer di kalangan 

anak muda, membuka peluang besar bagi individu untuk membangun personal 

branding secara kreatif. Penelitian ini bertujuan untuk menganalisis strategi 

personal branding yang dilakukan oleh @abednego_n, seorang influencer Gen Z 

yang dikenal melalui kontennya seputar badminton di TikTok. Penelitian 

menggunakan metode kualitatif dengan pendekatan studi kasus. Data dikumpulkan 

melalui wawancara mendalam dengan narasumber utama yaitu Abednego, editor, 

dan manajer serta analisis konten. Teori yang digunakan adalah Twelve Steps of 

Personal Branding oleh Ryan M. Frischmann, yang mencakup; become self aware, 

take inventory of brand assets, identify target market, conduct competitor analysis, 

build personal website, create social media profiles, currate own content, get 

feedback, make connection in social media, evolve and make changes, behave 

according to the expectations, dan respons to chances in norms and scope. Hasil 

penelitian ini menunjukan bahwa dari kedua belas teori yang diungkapkan oleh 

Frischmann, Abednego hanya menerapkan sebelas teori, yang mana ia tidak 

membentuk website pribadi, karena ia merasa platform sosial media yang ia miliki 

sekarang telah berperan baik dalam pembangunan personal brandingnya. 

Kata kunci: Influencer, Personal branding, Strategi Media Sosial 
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THE PERSONAL BRANDING STRATEGY OF GENERATION 

Z INFLUENCER @ABEDNEGO_N ON THE TIKTOK SOCIAL 

MEDIA PLATFORM 

Yessica Permata Sari 

 

ABSTRACT 

 
Social media has become a primary medium for Generation Z in shaping the 

digital self-image, TikTok, as a short-video platform popular among young people, 

offers vast opportunities for individuals to build personal branding in a creative 

way. This study aims to analyze the personal branding strategy implemented by 

@abednego_n, a Gen Z influencer known for his badminton-related content on 

TikTok. This research uses a qualitative method with a case study approach. Data 

were collected through in-depth interviews with the main subject, Abednego, as well 

as his editor and manager, along with content analysis. The theoretical framework 

is based on Ryan M. Frischmann’s Twelve Steps of Personal Branding, which 

includes: becoming self-aware, taking inventory of brand assets, identifying the 

target market, conducting competitor analysis, building a personal website, 

creating social media profiles, curating content, getting feedback, making social 

connections, evolving and adapting, behaving according to expectations, and 

responding to changes in norms and scope. The results show that of the twelve steps 

proposed by Frischmann, Abednego applied eleven. He chose not to create a 

personal website, stating that the current social media platforms he uses already 

serve effectively in building his personal brand) 

Keywords: Influencer, Personal branding, Social Media Strategy 
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