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IMPLEMENTASI ONLINE PERSONAL BRANDING MUA DI 

INSTAGRAM @bercaauditamakeup: PENDEKATAN TEORI 

THE CIRCULAR MODEL OF SOCIAL MEDIA 

COMMUNICATION. 

AJENG JIHAN SALSA NA’ILAH 
 

 

 

ABSTRAK 

 

Perkembangan media sosial saat ini menjadikannya sebagai media yang penting 

untuk membangun Online personal branding. Online personal branding 

merupakan  strategi bagi individu atau profesional, termasuk Makeup Artist, dalam 

membangun identitas dan reputasi. Instagram sebagai media sosial berbasis visual 

dimanfaatkan sebagai sarana untuk menampilkan keahlian dan karakter 

profesional. Penelitian ini bertujuan untuk mendeskripsikan Implementasi Online 

personal branding yang dilakukan oleh akun Instagram @bercaauditamakeup. 

Penelitian ini menggunakan paradigma konstruktivisme dengan metode kualitatif 

deskriptif. Kajian pustaka mengacu pada konsep Online personal branding menurut 

Ryan M. Frischmann yang meliputi skill set, aura, dan Identity, serta teori The 

Circular Model of Social Media Communication dari Regina Luttrell. Teknik 

pengumpulan data dilakukan melalui wawancara tidak terstruktur, observasi 

terhadap konten Instagram, dan dokumentasi. Hasil penelitian menunjukkan bahwa 

@bercaauditamakeup menerapkan Implementasi Online personal branding melalui 

konsistensi visual, penggabungan konten profesional dan personal, serta interaksi 

aktif dengan audiens. Penelitian ini menyimpulkan bahwa penerapan implementasi 

Online personal branding melalui Instagram mendukung keberlanjutan profesional 

sebagai Makeup Artist. 

 

Kata Kunci: Online personal branding, Makeup Artist, Instagram, Media Sosial 
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IMPLEMENTASI ONLINE PERSONAL BRANDING OF A 

MAKEUP ARTIST ON INSTAGRAM @bercaauditamakeup: AN 

APPROACH TO THE CIRCULAR MODEL OF SOCIAL 

MEDIA COMMUNICATION 

 

AJENG JIHAN SALSA NA’ILAH 

 

ABSTRACT 

The rapid development of social media has made it an important platform for 

building online personal branding. Online personal branding is a strategic effort 

by individuals or professionals, including Makeup Artists, to build their identity 

and reputation. Instagram, as a visual-based social media platform, is utilized as a 

medium to showcase professional skills and character. This study aims to describe 

the implementation of online personal branding carried out by the Instagram 

account @bercaauditamakeup. The research employs a constructivist paradigm 

with a descriptive qualitative method. The literature review refers to the concept of 

online personal branding by Ryan M. Frischmann, which includes skill set, aura, 

and identity, as well as The Circular Model of Social Media Communication theory 

by Regina Luttrell. Data collection techniques were conducted through 

unstructured interviews, observation of Instagram content, and documentation. The 

results show that @bercaauditamakeup implements online personal branding 

through visual consistency, a combination of professional and personal content, 

and active interaction with the audience. This study concludes that the 

implementation of online personal branding through Instagram supports 

professional sustainability as a Makeup Artist. 

 

Keywords: Online personal branding, Makeup Artist, Instagram, Social Media. 
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