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ABSTRAK 

PERSONAL BRANDING CRYPTO INFLUENCER (Analisis Isi Kuantitatif 

Personal Branding Dalam Akun Instagram @angga.andinata) 

Melalui personal branding, seseorang dapat membangun kepercayaan, 

reputasi, dan mengarahkan karir sesuai dengan bidangnya. Penelitian ini bertujuan 

untuk mengetahui bagaimana personal branding dari crypto influencer Angga 

Andinata melalui akun instagram @angga.andinata. Metode yang digunakan dalam 

penelitian ini adalah analisis isi deskriptif dengan pendekatan kuantitatif. Penelitian 

ini menggunakan 79 corpus penelitian berupa konten dalam bentuk foto dan video 

yang dianalisis berdasarkan teori delapan dasar hukum personal branding menurut 

Peter Montoya. Hasil penelitian menunjukkan bahwa dasar hukum personal 

branding yang paling sering muncul dalam konten instagram crypto influencer 

Angga Andinata yaitu aspek kepribadian, aspek keteguhan, aspek nama baik, aspek 

terlihat, aspek perbedaan, aspek spesialisasi, aspek kepemimpinan, dan aspek 

kesatuan. Angga Andinata dalam akun instagram @angga.andinata lebih cenderung 

membentuk personal branding yang humble dan tidak melakukan perbandingan 

dirinya dengan influencer yang lain. Angga Andinata tidak ingin melabeli dirinya 

menjadi seorang crypto influencer terbaik meskipun dirinya secara konsisten 

melakukan pembahasan terkait crypto. 

Kata kunci: personal branding, crypto, influencer, instagram 
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ABSTRACT 

PERSONAL BRANDING CRYPTO INFLUENCER (Quantitative Content 

Analysis of Personal Branding in the Instagram Account @angga.andinata) 

Personal branding is a process of differentiating yourself from others by 

identifying your strengths. Through personal branding, someone can build trust, 

reputation and direct their career according to their interests. This research aims 

to find out how the personal branding of crypto influencer Angga Andinata is via 

the Instagram account @angga.andinata. The method used in this research is 

descriptive content analysis with a quantitative approach. This research uses 79 

research corpuses in the form of content in the form of photos and videos which are 

analyzed based on the eight basic legal theories of personal branding according to 

Peter Montoya. The research results show that the legal basis for personal branding 

that most often appears in crypto influencer Angga Andinata's Instagram content is 

the personality aspect, the determination aspect, the good name aspect, the visible 

aspect, the difference aspect, the specialization aspect, the leadership aspect, and 

the unity aspect. Angga Andinata in her Instagram account @angga.andinata tends 

to create a humble personal brand and does not compare herself with other 

influencers. Angga Andinata does not want to label himself as the best crypto 

influencer even though he consistently discusses crypto. 

Keywords: personal branding, crypto, influencer, instagram 


