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PEMBENTUKAN PERSONAL BRANDING SELEBGRAM 

@RIANIOND MELALUI MEDIA SOSIAL INSTAGRAM 
RANDY ALFREDO SAMOSIR 

 
 
 

ABSTRAK 
 
Instagram telah menjadi media utama bagi individu untuk membangun personal 
branding melalui komunikasi visual dan interaksi digital. Dengan konsistensi 
konten fashion serta identitas visual yang khas, Rian Iond berhasil membangun citra 
diri yang kuat sebagai selebgram fashion pria dengan niche quiet luxury 
minimalist dan menjadi salah satu influencer yang dipercaya berbagai brand untuk 
melakukan kolaborasi. Penelitian ini bertujuan untuk mengetahui bagaimana Rian 
Iond membentuk personal branding melalui media sosial Instagram berdasarkan 
konsep The Eight Laws of Personal Branding dari Peter Montoya. Penelitian ini 
menggunakan paradigma postpositivisme dengan metode studi kasus dan 
pendekatan kualitatif. Subjek penelitian terdiri atas informan utama, yaitu Rian 
Iond, serta dua informan pendukung, yaitu Adisty dan Doni. Pengumpulan data 
dilakukan melalui wawancara mendalam, observasi nonpartisipan terhadap akun 
Instagram @rianiond, dan dokumentasi digital. Keabsahan data diuji 
menggunakan metode triangulasi dengan membandingkan hasil wawancara, 
observasi, dan dokumentasi. Hasil penelitian menunjukkan bahwa personal 
branding Rian Iond dibangun secara strategis dan selektif dengan menonjolkan 
identitas visual sebagai elemen utama. Dari delapan hukum personal branding, The 
Law of Distinctiveness menjadi elemen yang paling dominan melalui konsistensi 
penggunaan konsep quiet luxury minimalist, warna-warna netral, estetika visual 
yang rapi, serta gaya berpakaian yang modern dan elegan sehingga menciptakan 
positioning yang kuat di benak audiens. Keberhasilan tersebut diperkuat oleh The 
Law of Specialization, The Law of Visibility, dan The Law of Personality yang 
mendukung fokus niche, konsistensi kehadiran digital, dan autentisitas karakter. 
Penelitian ini menyimpulkan bahwa diferensiasi visual dan konsistensi estetika 
merupakan faktor utama dalam membentuk personal branding fashion pria di 
Instagram 
 
Kata Kunci : personal branding, media sosial, Instagram, Rian Iond, Fashion  
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THE DEVELOPMENT OF INSTAGRAM INFLUENCER @RIANIOND’S 
PERSONAL BRAND THROUGH INSTAGRAM 

RANDY ALFREDO SAMOSIR 
 
 

ABSTRACT 
 
Instagram has become the main medium for individuals to build personal branding 
through visual communication and digital interaction. With consistent fashion 
content and a distinctive visual identity, Rian Iond has succeeded in building a 
strong self-image as a men's fashion celebrity with a quiet luxury minimalist niche 
and has become one of the influencers trusted by various brands to collaborate. 
This research aims to find out how Rian Iond creates personal branding through 
the social media Instagram based on the concept of The Eight Laws of Personal 
Branding from Peter Montoya. This research uses a postpositivism paradigm with 
a case study method and a qualitative approach. The research subjects consisted of 
the main informant, namely Rian Iond, and two supporting informants, namely 
Adisty and Doni. Data collection was carried out through in-depth interviews, non-
participant observation of the Instagram account @rianiond, and digital 
documentation. The validity of the data was tested using the triangulation method 
by comparing the results of interviews, observations and documentation. The 
research results show that Rian Iond's personal branding was built strategically 
and selectively by highlighting visual identity as the main element. Of the eight laws 
of personal branding, The Law of Distinctiveness is the most dominant element 
through consistent use of the concept of quiet luxury minimalist, neutral colors, 
neat visual aesthetics, and a modern and elegant dressing style, thereby creating a 
strong positioning in the minds of the audience. This success is strengthened by The 
Law of Specialization, The Law of Visibility, and The Law of Personality which 
support niche focus, consistent digital presence, and character authenticity. This 
research concludes that visual differentiation and aesthetic consistency are the 
main factors in forming men's fashion personal branding on Instagram 
 
Keywords: Personal Branding, Social Media, Instagram, Rian Iond, Fashion. 
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