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ABSTRAK 

Penelitian ini mengeksplorasi tipikasi personal branding Generasi Z di Indonesia 

berdasarkan karakteristik media sosial. Generasi Z adalah kelompok yang tumbuh 

dalam era teknologi digital yang berkembang pesat, di mana media sosial 

memainkan peran sentral dalam membentuk citra diri mereka. Tujuan dari 

penelitian ini adalah untuk memahami bagaimana Generasi Z menggunakan 

karakteristik media sosial dalam membangun dan mengelola personal branding 

mereka. Metode penelitian yang digunakan adalah kualitatif dengan 

mengumpulkan data melalui wawancara mendalam dengan lima key informan yang 

mewakili berbagai karakteristik Generasi Z. 

Hasil penelitian ini menunjukkan bahwa Generasi Z mengintegrasikan karakteristik 

media sosial, seperti pendekatan visual, multitasking, dan kewirausahaan, dalam 

strategi personal branding mereka. Mereka cenderung memanfaatkan platform 

media sosial untuk membangun citra pribadi yang autentik dan inklusif, serta 

terlibat dalam aktivisme sosial dan pengembangan diri. Dampak dari karakteristik 

media sosial ini juga menginformasikan tentang cara mereka memilih platform 

yang sesuai dan menyesuaikan konten yang mereka hasilkan. Kata kunci: Generasi 

Z, personal branding, media sosial, karakteristik, strategi branding. 
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ABSTRACT 

This research explores the personal branding of Generation Z in Indonesia based 

on the characteristics of social media. Generation Z is a group that grew up in an 

era of fast-paced digital technology, where social media plays a central role in 

shaping their self-image. The purpose of this study is to understand how Generation 

Z uses the characteristics of social media in building and managing their personal 

branding. The research method used is qualitative by collecting data through in-

depth interviews with five key informants representing various characteristics of 

Generation Z. 

The results of this study indicate that Generation Z integrates the characteristics of 

social media, such as a visual approach, multitasking, and entrepreneurship, in 

their personal branding strategy. They tend to utilize social media platforms to 

build an authentic and inclusive personal image, and engage in social activism and 

self-development. The impact of these social media characteristics also informs 

how they choose the appropriate platform and customize the content they produce. 

Keywords : Generation Z, Personal Branding, Social Media, Typification, 

Branding Strategy 

Mercu Buana University 

Faculty of Communication Sciences 

Communication Science Study Program 

Chika Ainur Rembulan 

44219110132 

Typical Personal Branding for Generation Z in Indonesia Based on Social Media 

https://lib.mercubuana.ac.id



ix 

LIST OF CONTENTS 

TITLE PAGE ......................................................................................................... i 

OWN WORK STATEMENT PAGE .................................................................. ii 

THESIS ASSEMBLY APPROVAL SHEET ..................................................... iii 

FOREWORD ........................................................................................................ iv 

STATING APPROVAL FOR PUBLICATION OF FINAL ASSIGNMENT 

FOR ACADEMIC PURPOSES .......................................................................... vi 

ABSTRAK ........................................................................................................... vii 

ABSTRACT ......................................................................................................... viii 

LIST OF CONTENTS ......................................................................................... ix 

LIST OF TABLES .............................................................................................. xii 

LIST OF FIGURES ........................................................................................... xiii 

CHAPTER I ........................................................................................................... 1 

INTRODUCTION ................................................................................................. 1 

1.1 Background ................................................................................................... 1 

1.2 Research Focus.............................................................................................. 8 

1.3 Research Objectives ...................................................................................... 8 

1.4 Benefits of Research ..................................................................................... 9 

1.4.1 Theoretical/Academic Benefits .............................................................. 9 

1.4.2 Practical Benefits ................................................................................... 9 

1.4.3 Social Benefits ....................................................................................... 9 

CHAPTER II ....................................................................................................... 10 

LITERATURE REVIEW ................................................................................... 10 

https://lib.mercubuana.ac.id



x 

2.1. Previous Research ...................................................................................... 10 

2.2. Theoretical study ........................................................................................ 18 

2.2.1 Social Construction Theory or Social Construction of Technology 

(SCOT) .......................................................................................................... 18 

2.2.2 Typification .......................................................................................... 21 

2.2.3 Generation Z......................................................................................... 23 

2.2.4 Social Media......................................................................................... 26 

2.3. Framework of Thinking ............................................................................. 28 

CHAPTER III ..................................................................................................... 29 

RESEARCH METHODOLOGY ...................................................................... 29 

4.1 Research Paradigm ................................................................................. 29 

4.2 Research Methods .................................................................................. 30 

4.3 Research Subjects ................................................................................... 31 

4.4 Concept Definition ................................................................................. 36 

4.5 Data Collection Technique ..................................................................... 36 

4.6 Data Analysis Techniques ...................................................................... 38 

3.7 Data Analysis Process ................................................................................. 39 

CHAPTER IV ...................................................................................................... 41 

RESULTS AND DISCUSSION ......................................................................... 41 

4.1 General Description of Research Objects ................................................... 41 

4.2 Research Results ......................................................................................... 47 

4.2.1 Research Questions on Informants' Perceptions of Gen Z 

Characteristics ............................................................................................... 47 

4.2.2 Data Analysis Results .......................................................................... 58 

4.3 Discussion ................................................................................................... 61 

https://lib.mercubuana.ac.id



xi 

4.3.1 Different Social Media Platform Strategies ......................................... 61 

4.3.2 The Influence of Personal Values and Identity in Personal Branding . 62 

4.3.3 The Role of Social Media in Achieving Personal Branding Goals ...... 64 

4.3.4 Impact on Personal Branding Strategy in the Digital Era .................... 66 

CHAPTER V ....................................................................................................... 69 

CLOSING ............................................................................................................ 69 

5.1 Conclusion .................................................................................................. 69 

5.2 Suggestions ................................................................................................. 70 

BIBLIOGRAPHY ............................................................................................... 71 

ATTACHMENT .................................................................................................. 77 

https://lib.mercubuana.ac.id



xii 

LIST OF TABLES 

Table 1.1Social Media Platforms ............................................................................ 7 

Table 2.1Previous Research .................................................................................. 15 

Table 4.1Typical Sources ...................................................................................... 55 

https://lib.mercubuana.ac.id



xiii 

LIST OF FIGURES 

Figure 1.1Most downloaded applications ............................................................... 5 

Figure 1.2Number of Social Media Users ............................................................... 6 

Figure 2.1Framework of Thinking ........................................................................ 31 

https://lib.mercubuana.ac.id




