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POLITICAL BRANDING CINDY MONICA PADA INSTAGRAM 
SEBAGAI ANGGOTA DPR MUDA  

(Analisis Isi Kualitatif pada Periode 1 Oktober 2024 - 31 Mei 
2025) 

 
 (Rizaldi Surya Putra) 

ABSTRAK 

 

Tujuan penelitian ini ingin menganalisis pengemasan konten political branding 
yang dibangun oleh Cindy Monica, anggota DPR RI muda pada masa pemerintahan 
2024 – 2029 dari partai Nasdem melalui akun Instagram yang merepresentasikan 
suara generasi muda. Fenomena ini merefleksikan jarak antara citra ideal politisi 
muda dengan realitas digital. Penelitian ini menggunakan metode analisis isi 
kualitatif dengan meneliti unggahan 205 konten @cindymonica.id dalam kurun 
waktu 1 Oktober 2024 – 31 Mei 2025. Hasil analisis menunjukkan bahwa political 
branding Cindy Monica didominasi oleh penekanan pada identitas politik 
responsif, citra kompeten atau profesional dan positioning sebagai pelayan publik. 
Disajikan melalui format visual single post dan gaya pengambilan full shot. Melalui 
penggunaan fokus tema pesan politik kebijakan publik, bentuk pesan yang 
informatif, dan menjadikan diri sendiri sebagai aktor atau komunikator 
penyampaian pesan. Tujuan komunikasi yang paling dominan adalah informatif 
dan promosi, menunjukkan fokus pada pelaporan kinerja resmi. Cindy Monica 
membangun merek politik yang berorientasi pada kinerja dan akuntabilitas melalui 
strategi komunikasi yang terencana di media sosial, disarankan untuk 
meningkatkan keterlibatan publik yang lebih aktif di konten mendatang. 
 
Kata kunci: Analisis Isi Kualitatif, Political Branding, Instagram, Anggota 
Termuda DPR RI 
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CINDY MONICA POLITICAL BRANDING ON INSTAGRAM AS 

THE YOUNG MEMBER OF THE HOUSE OF 

REPRESENTATIVES 

(Qualitative Content Analysis of the Period October 1, 2024 - May 

31, 2025) 

 (Rizaldi Surya Putra) 

ABSTRACT 

 

The purpose of this study is to analyze the packaging of political branding content 
created by Cindy Monica, a young member of the Indonesian House of 
Representatives during the 2024–2029 administration from the Nasdem party, 
through her Instagram account, which represents the voice of the younger 
generation. This phenomenon reflects the gap between the ideal image of young 
politicians and digital reality. This study uses qualitative content analysis by 
examining 205 posts on @cindymonica.id between October 1, 2024, and May 31, 
2025. The analysis results show that Cindy Monica's political branding is 
dominated by an emphasis on responsive political identity, a competent or 
professional image, and positioning as a public servant. This is presented through 
a single post visual format and a full shot style. Through the use of a focus on public 
policy political messages, informative message forms, and presenting herself as an 
actor or communicator of messages. The most dominant communication objectives 
are informative and promotional, showing a focus on reporting official 
performance. Cindy Monica builds a performance- and accountability-oriented 
political brand through a planned communication strategy on social media, 
suggesting an increase in more active public engagement in future content. 
 

Keywords: Qualitative Content Analysis, Political Branding, Instagram, Youngest 
Member of the Indonesian House of Representatives 
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