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ABSTRAK 

 Fazar Munna Saleh. 202110415366. Apa Artinya Personal Branding Bagi 
Gen Z? Perspektif Gen Z Jakarta Mengenai Personal Branding di Media Sosial 
Instagram Dalam Menghadapi Dunia Kerja. 

Penelitian ini bertujuan untuk memahami bagaimana Gen Z di Jakarta memandang dan 
menerapkan personal branding di Instagram, terutama dalam persiapan memasuki 
dunia kerja. Sebagai platform media sosial yang populer, Instagram berperan penting 
dalam membangun citra profesional, namun pemahaman dan praktik personal 
branding di kalangan generasi muda masih bervariasi. Penelitian ini menggunakan 
metode kualitatif dengan pendekatan fenomenologi untuk menggali pengalaman dan 
perspektif individu dalam membangun personal branding di Instagram. Data 
dikumpulkan melalui wawancara terstruktur dengan mahasiswa Gen Z di Jakarta yang 
memiliki akun Instagram kurang aktif atau belum memahami konsep personal 
branding secara mendalam. Hasil penelitian menunjukkan bahwa sebagian besar 
informan menyadari pentingnya personal branding untuk meningkatkan daya saing di 
dunia kerja, tetapi menghadapi tantangan dalam konsistensi pengelolaan konten dan 
kurangnya pemahaman strategi branding yang efektif. Meskipun fokus utama mereka 
adalah aspek visual dan estetika, pemanfaatan Instagram sebagai alat strategis dalam 
membangun jaringan profesional masih belum optimal. Penelitian ini 
merekomendasikan perlunya edukasi lebih lanjut mengenai strategi personal branding 
melalui kegiatan kampus, pelatihan dari praktisi industri, serta program kolaboratif 
yang melibatkan mahasiswa dan dunia kerja. Upaya ini diharapkan dapat membantu 
generasi muda memaksimalkan penggunaan media sosial secara strategis untuk 
mendukung karier mereka. 

Kata kunci: Personal Branding, Generasi Z, Media Sosial, Instagram, Dunia Kerja
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ABSTRACT 

 Fazar Munna Saleh. 202110415366. What Does Personal Branding Mean for 
Gen Z? Gen Z Jakarta's Perspective on Personal Branding on Instagram Social Media 
in Facing the World of Work. 

This study aims to understand how Gen Z in Jakarta views and implements personal 
branding on Instagram, especially in preparation for entering the workforce. As a 
popular social media platform, Instagram plays an important role in building a 
professional image, but the understanding and practice of personal branding among 
the younger generation still varies. This study uses a qualitative method with a 
phenomenological approach to explore individual experiences and perspectives in 
building personal branding on Instagram. Data were collected through structured 
interviews with Gen Z students in Jakarta who have less active Instagram accounts or 
do not yet understand the concept of personal branding in depth. The results of the 
study show that most informants are aware of the importance of personal branding to 
increase competitiveness in the workforce, but face challenges in consistent content 
management and a lack of understanding of effective branding strategies. Although 
their main focus is on visual and aesthetic aspects, the use of Instagram as a strategic 
tool in building professional networks is still not optimal. This study recommends the 
need for further education on personal branding strategies through campus activities, 
training from industry practitioners, and collaborative programs involving students 
and the workforce. These efforts are expected to help the younger generation maximize 
the use of social media strategically to support their careers. 

Keywords: Personal Branding, Generation Z, Social Media, Instagram, Workforce 
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