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ABSTRACT 

 

Sabrina Dwi Astuty. Student Identification Number 202010040311209. Personal 

Branding On Instagram Social Media (An Analysis of the @fuji_an Account). 

Undergraduate Thesis, Communication Science Study Program, Faculty of Social 

and Political Science, University of Muhammadiyah Malang, 2025. 

 

Social media has become a strategic platform for constructing personal 

branding, particularly for public figures and influencers. Instagram, as a visually 

oriented medium, enables users to communicate identity, values, and personality 

consistently to a broad audience. This study aims to examine the application of 

personal branding principles based on the Eight Laws of Personal Branding 

proposed by Peter Montoya and Tim Vandehey on the Instagram account 

@fuji_an. 

This research employs a descriptive qualitative approach using content 

analysis. Data were collected through non-participant observation and 

documentation of Instagram content, including photos, videos, captions, and 

audience interactions, posted between January and March 2025. The data were 

analyzed using the Miles, Huberman, and Saldana interactive model, consisting of 

data reduction, data display, and conclusion drawing. 

The findings reveal that the @fuji_an Instagram account applies all eight 

principles of personal branding. The most dominant principles are the Law of 

Personality, Law of Visibility, and Law of Distinctiveness, which are reflected in 

authentic self-presentation, consistent online presence, and a distinctive visual 

identity and communication style. Other principles such as Specialization, 

Leadership, Unity, Persistence, and Goodwill are also evident through relevant 

content, positive audience engagement, consistent value delivery, and the 

establishment of a favorable public image. 

 

Keywords: personal branding, Instagram, influencer, social media 
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