Jurnal Komunikasi
Vol. 2 No. 12 2025, hal. 109-114 e-ISSN: 2988-1331

BRANDING AND PERSONAL BRANDING IN THE SOCIAL
MEDIA ERA

Silvia Ekasari
STIE Manajemen Bisnis Indonesia
silvia.ekasari@stiembi.ac.id

Abstract

In the social media era, branding and personal branding have become vital elements in building
a strong image and presence. Social media offers the opportunity to reach a wide audience and
engage with them directly, enabling brands and individuals to strengthen their influence.
Relationships built through transparent and responsive interactions increase trust and loyalty.
Therefore, an effective branding strategy on social media is essential to increase recognition,
strengthen relationships with audiences, and open up growth opportunities for both businesses
and individuals.
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Introduction

The development of information and communication technology has changed many
aspects of human life, including the way individuals and organisations build and disseminate
their image or identity. One of the most significant changes has occurred in the realm of
branding and personal branding, which now increasingly emphasises the use of social media.
Social media such as Facebook, Instagram, Twitter, LinkedIn, and other platforms have become
very powerful tools in influencing public perception and building closer relationships with
audiences (Khedher, 2015).

Branding in the modern era refers to a series of processes and strategies used by
companies or individuals to create and maintain a strong and consistent image or perception in
the minds of audiences or consumers. This includes elements such as name, logo, slogan, visual
design, customer experience, and communication (Roberts, 2022). More than just a logo or
symbol, branding is the combination of experiences provided to consumers whenever they
interact with the product or service. With the growing use of digital technology and social media,
branding now also includes online identity management where companies must manage and
maintain their reputation across various online platforms (Chen, 2022).

In the modern era, branding has become increasingly important due to the increasingly
fierce and global competition in the market. Branding not only helps differentiate a company's
products or services from those of other companies, but also builds customer trust and loyalty.
Companies with strong branding have a greater opportunity to attract the attention of
consumers, instill certain values, and create deep emotional connections with their audience
(Ali, 2022). In the context of digital and social media, effective branding allows companies or
individuals to influence public opinion more widely and quickly. In addition, consistent
branding can increase the value of the company in the eyes of investors and stakeholders,
providing a solid foundation for future expansion and innovation. In a fast-paced and changing
wortld, strong branding is an invaluable asset for maintaining business relevance and
sustainability (Ward, 2014).
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In the pre-social media era, branding was usually done through traditional media such
as television, radio, print, and billboards, which were costly and did not always provide direct
feedback from the audience. However, with the existence of social media, the branding process
has become more interactive, dynamic, and relatively low-cost. Organisations and individuals
can communicate directly with their audience, get real-time responses, and adjust their branding
strategies according to market trends and needs (Kim, 2023).

Personal branding, which is the process of promoting oneself and one's skills and values,
has also undergone major changes. In the context of the digital age, personal branding is no
longer limited to celebrities or public figures, but every individual has an equal opportunity to
build and manage their self-image on social media. This concept is becoming increasingly
important in the professional world, where online presence can influence individual careers and
networking opportunities (Harris & de Chernatony, 2001).

However, while social media offers many opportunities, they also come with their own
challenges and complexities. With billions of users worldwide, the competition for audience
attention is fierce. The content produced must be increasingly creative, relevant, and touching
in order to stand out. In addition, individuals and organisations must also be careful with their
digital reputation, because even small mistakes can spread quickly and damage the image that
has been built up over many years (Argenti, 2017).

In response to this, it is necessary to conduct an in-depth study on branding and
personal branding strategies and implementation in the social media era, as well as their impact
on image and success. This study aims to identify which strategies are effective, how they are
implemented, and the resulting impact, both positive and negative.

Research Methods

The study in this research uses the literature method. The literature research method is
an approach used to collect and analyse relevant information from various written sources, such
as books, scientific articles, journals, reports, and other academic publications. The main
objectives of literature research are to understand the current conditions and developments
regarding a particular topic, identify gaps in previous research, and obtain a strong theoretical
basis for further study (Torraco, 2005); (Gough et al., 2012). This method involves searching,
critically evaluating, and synthesising existing information to develop a comprehensive
perspective on a subject. In the process, researchers typically use academic databases, digital

libraries, and online sources to access relevant literature (Webster & Watson, 2002).

Results and Discussion
Branding Strategies and Personal Branding Used on Social Media

One of the important branding strategies on social media is to maintain the company's
visual and sound consistency. This means using the same logo, colours, and typography on all
platforms to build brand recognition. In addition, the tone and style of communication must
also be uniform, be it formal, casual, or humorous, depending on the brand personality you
want to display (Wang, 2023).

Brands must focus on creating and sharing content that is relevant and valuable to their
audience. The content presented must provide information that is useful, entertaining, or
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inspiring to the audience. By providing valuable content, brands can build stronger relationships
with followers and encourage interaction, such as likes, comments, and sharing (Arruda, 2016).

Social media allows brands to interact directly with their consumers. Brands must be
active in responding to comments, answering questions, and even participating in discussions
that occur around their brand or industry. These interactions help build consumer trust and
loyalty and show that the company cares about their audience. For personal branding,
authenticity is key. Individuals must strive to present themselves as they really are, showing their
personality, values, and expertise in a genuine way. This sincerity helps build an emotional
connection with the audience, who appreciate and follow individuals who are considered
trustworthy and relatable (Patel, 2023).

To strengthen personal branding, individuals must share content that is relevant to their
niche and expertise. Focusing on specific topics that they are proficient in allows individuals to
become a respected source of information in that area. This content can be in the form of
writing, videos, or graphics that demonstrate their knowledge and experience, establishing
themselves as experts in the field (Thompson, 2023).

Personal branding can also be strengthened through collaborations with influencer,
other professionals, or brands that have a suitable audience. These collaborations can take the
form of guest blogging, live sessions, or joint projects that allow for audience exchange and
reach expansion. In addition, being active in online communities through groups, forums, and
discussions also helps build a broader professional network (Gorbatov et al., 2018). With the
right strategy, both companies and individuals can leverage social media to build and strengthen
their image, increase interaction with their audience, and achieve their branding goals.

Effective Branding And Personal Branding Strategies On Social Media

One of the key elements in effective branding on social media is consistency in the visual
elements and messages conveyed. Companies must ensure that their logo, colours, fonts, and
design styles are uniform across all platforms. This helps create an instantly recognisable
identity. In addition, the message conveyed must also be consistent, whether in tone, values, or
the company's mission (Smith, 2023).

Brands must have a strong and authentic story that they can share with their audience.
This narrative can tell about the company's history, mission and vision, ot even the behind-the-
scenes stories that show the human side of the brand. A strong narrative is able to emotionally
engage the audience and build deeper and more meaningful relationships with them (Schawbel,
2010).

Collaborating with relevant influencers can expand a brand's reach and engagement on
social media. Influencers who have an audience that aligns with the brand's target market can
have a positive influence and increase credibility. In addition to influencers, collaborating with
other complementary brands can also help expand networks and increase visibility (O'Nelil,
2023).

Effective personal branding starts with presenting yourself authentically and honestly
on social media. People must be able to show their personality, interests, and the values they
believe in. This authenticity allows the audience to feel connected to and trust the individual,
which is the basis of successful personal branding. To build authority and reputation in a
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particular field, individuals must consistently share content that demonstrates their expertise
and knowledge. This can be in the form of articles, tips, current information, or in-depth
analysis on relevant topics. By providing quality content, individuals can be considered experts
in their niche, which helps build credibility and trust (Kumar, 2023).

Personal branding is not just about posting content, but also involves engaging in
conversation and building a community. Individuals must be responsive to comments,
messages, and discussions that occur around their content. By actively interacting, sharing
insights, and helping their audience, individuals can build a loyal and solid community on social
media (Labrecque et al., 2011).

By implementing the right branding and personal branding strategies on social media,
both companies and individuals can strengthen their online presence, build close relationships
with their audience, and achieve their long-term branding goals.

The Impact of Branding and Personal Branding through Social Media on Image and
Success

Social media is a very effective tool for increasing brand awareness. With the right
content strategy and consistency in interaction, brands can reach a wider audience. Through
regular posts, collaborations with influencers, and paid advertising campaigns, brands can
achieve higher visibility which then increases their recognition among consumers (Gonzalez,
2023).

Social media provides a platform for brands to demonstrate transparency and build
trust. By providing quality content, responding to consumer feedback, and showing the human
side of the business, companies can build credibility. This is important for attracting and
retaining customers in the long term (Johnson, 2023).

Social media enables two-way interaction between brands and customers. This allows
brands to engage directly with consumers, understand their needs, and respond to issues quickly.
Through authentic interaction and frequent engagement, customer loyalty can be increased
because they feel heard and valued (Diaz, 2022).

Personal branding through social media allows individuals to control how they are
recognised by others. By creating content that reflects their expertise, values and personality,
individuals can shape their desired self-image. This is particularly important in the job market
where personal branding is often sought by recruiters and potential clients (Montoya &
Vandehey, 2008).

Strong personal branding can open up many career and business opportunities. When
individuals are known as experts or influencers in a particular field, they are more likely to be
invited to speak at events or collaborate on projects, as well as to receive more job offers or
business opportunities. This directly contributes to their professional and financial success
(Thompson, 2023).

Effective personal branding also helps in building a professional network. Through
social media, individuals can connect with people who have the same interests and goals. The
collaborations built through this network not only expand reach but also open up various
strategic advantages, such as new ideas, access to resources, and support in developing a career

(Nguyen, 2022).
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Thus, the impact of branding and personal branding through social media on image and
success is significant. These two strategies not only help in building a strong and credible identity
but also pave the way for various opportunities and sustainable growth.

Conclusion

In today's social media era, branding and personal branding have become the key to
building and managing a strong image. The ability to reach a wider audience at a relatively low
cost makes social media a very effective platform for increasing brand awareness and creating
a wider self-recognition. Brands and individuals who consistently share quality and relevant
content can create a big impact and strengthen their presence in the market.

Branding through social media not only helps in building an image, but also plays an
important role in creating deeper relationships with consumers. Active engagement,
transparency in communication, and quick responses to feedback can increase customer trust
and loyalty. Likewise, personal branding allows individuals to distinguish themselves in the
professional field by promoting personal skills and values, which can open up various career
and partnership opportunities.

In conclusion, both branding and personal branding in the social media era play a major
role in creating success and influence, for both businesses and individuals. In an increasingly
connected world, effective branding strategies can result in better recognition, stronger
relationships, and various opportunities that support long-term growth. Thus, utilising social
platforms wisely and strategically is an essential step for those who want to increase
competitiveness and achieve their goals.
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