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ABSTRAKSI 

Penelitian ini bertujuan untuk mendeskripsikan dan mengetahui bagaimana strategi 

personal branding yang dilakukan oleh Yoshua Marcellos sebagai promotor tinju 

pada event Byon Combat melalui akun Instagram @celloszxz. Penelitian ini 

menggunakan pendekatan deskriptif kualitatif dengan metode analisis isi (content 

analysis) yang dikembangkan oleh Klaus Krippendorff. Pengumpulan data 

dilakukan dengan menyeleksi 25 konten video reels yang diunggah di akun 

Instagram @celloszxz selama periode 1 Juni hingga 31 Agustus 2025. Analisis 

didasarkan pada sembilan elemen personal branding dari Ashutosh Garg, yaitu be 

yourself, be credible, be confident, be different, be energetic, be special, be 

connected, be supportive and support, serta be consistent. Hasil penelitian 

menunjukkan bahwa Yoshua Marcellos berhasil membangun personal branding 

yang kuat, autentik, dan konsisten. Ia menampilkan citra dirinya sebagai sosok 

promotor yang jujur, humoris, ekspresif, dan tidak kaku. Selain itu, penelitian ini 

juga menemukan adanya penggabungan dari elemen-elemen tersebut yang 

membentuk konsep Authenticity, Optimistic, Collaborate, dan Committed. 

Kesimpulannya, keberhasilan personal branding Yoshua Marcellos sangat 

dipengaruhi oleh kombinasi autentisitas diri, konsistensi konten, interaksi dengan 

audiens, serta pemanfaatan media sosial Instagram secara optimal. 

Kata Kunci: Personal Branding, Instagram, Promotor Tinju, Byon Combat, 

Yoshua Marcellos. 
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ABSTRACT 

This study aims to describe and determine the personal branding strategy carried 

out by Yoshua Marcellos as a boxing promoter for the Byon Combat event through 

the Instagram account @celloszxz. This research uses a qualitative descriptive 

approach with the content analysis method developed by Klaus Krippendorff. Data 

collection was carried out by selecting 25 reels video contents uploaded on the 

@celloszxz Instagram account during the period of June 1 to August 31, 2025. The 

analysis was based on the nine elements of personal branding by Ashutosh Garg, 

namely be yourself, be credible, be confident, be different, be energetic, be special, 

be connected, be supportive and support, and be consistent. The results showed that 

Yoshua Marcellos successfully built a strong, authentic, and consistent personal 

branding. He presented his image as an honest, humorous, expressive, and flexible 

promoter. In addition, this study also found a combination of these elements 

forming the concepts of Authenticity, Optimistic, Collaborate, and Committed. In 

conclusion, the success of Yoshua Marcellos's personal branding is heavily 

influenced by a combination of self-authenticity, content consistency, audience 

interaction, and the optimal use of Instagram as a social media platform. 

Keywords: Personal Branding, Instagram, Boxing Promoter, Byon Combat, Yoshua 

Marcellos.
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