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ABSTRACT
The objective of this research was to analyze personal branding development from personal brand
identity, personal brand positioning, and personal brand assessment. The object of this research was Diana
5LNDVDUL V EORJ ³+RW &KRFRODWH DQG 0LQW´ 6KH LV RQH of prominent influence and fashion blogger from
Indonesia. The research used the qualitative method with data collection by virtual observation from June until
$XJXVW
5LNDVDUL¶V SHUVRQDO EUDQGLQJ VKRZHG RQ KHU EORJ ZDV WKH IDVKLRQDEO\ VPDUW ZRPDQ ZKR had
entrepreneurship competence. This research finds out that Diana Rikasari success to make her personal identity
by her blog profile and blog posting. Her positioning is clear as Indonesian modern woman. The personal brand
assessment can be seen through the achievements and feedbacks on her blog post, both positive or negative.
Keywords: personal branding, fashion blogging, personal identity

INTRODUCTION
Fashion is a part of nonverbal communication that shows expression of an individual.
According to Martin and Nakayama (2010), non-verbal communication is the act of communicating
using forms of communication beyond speech. These include facial expression, personal space,
gestures, eye contact, paralanguage, use of time, and conversational silence. We send a lot of
nonverbal messages without realizing that these messages are meaningful to others. One form of
nonverbal communication is through fashion. We will know about images that are given by those who
are wearing these attributes. It is also one way to express someone's feeling, such as what kind of
clothes and color that one wears. The debate about the definition of fashion is still widely appearing
(Cumming & Cunnington 2010; Eicher, 2010; Steele 2010). Fashion is defined by Entwistle (2015) as
social arrangement regarding anything (object or idea) that has currency and is popular that will be
worn widely. Crewe (2013) has signified fashion as a whole array of different registers; a garment, a
body, a shop, a catwalk, an idea, a photograph, a memory, a moving image on a screen or a street, as a
blog or an application on our phone. From that discussion, we can conclude that fashion is the
important part of nonverbal communication.
One of the forms to share self-image, feeling, and personal style to the internet audience is
through the blog. Blogs are Internet sites where individuals post their thoughts, ideas, and inspirations
online in an unedited and spontaneous style (Crewe, 2013). Fashion blogs are made by individual who
personally curated their post in order to express their personal style to larger audiences. Nowadays, the
society is driven by self-image, fashion has a highlight, importance and democratic presence (Bruzzi et
al., 2013; Hermanaviciute et al., 2016). With the help of technology, digital and web-based fashion
have been developed to fashion films, fashion blogging, and online fashion publishing since the very
beginning of the 21st century (Bruzzi et al., 2013; Hermanaviciute et al., 2016).
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Fashion blogging is considered as one of the most commercially successful and publicly
visible forms of digital cultural production (Duffy & Hund, 2015). Rocamora (2011) has divided
fashion blogs into corporate and independent blogs. The former includes a broad range of genres. The
examples of the blogs that focused on street fashion are Face Hunter and The Sartorialist, the
FHOHEULWLHV DUH &RFR¶V 7HD 3DUW\ DQG 5HG &DUSHW )DVKLRQ $ZDUGV DQG WKH SDUWLFXODU type of
commodity like shoes are Sea of Shoes and Shoe Blog. Rocamora (2011) has also pointed out that
they are usually run by one individual only, as opposed to corporate blogs, which are the voice of a
fashion institution whether it be a magazine like vogue.co.uk/blog, a brand like paulsmith.co.uk/paulsmith-blog, or a store like topshop.com/webapp/wcs.
Through fashion blog, everyone can build their personal branding. Similar to product
branding, individual needs to do some actions to be seen in the marketplace (Khedher, 2014). The
,QGHSHQGHQW )DVKLRQ %ORJJHUV ,)% &RDOLWLRQ DGYRFDWH LV FUDIWLQJ D SHUVRQDO EUDQG ³WR VHW \RXUVHOI
DSDUW IURP WKH FRPSHWLWLRQ DQG KLJKOLJKW ZKDW PDNHV \RX VSHFLDO´ 'XII\ +XQG
1RWKLQJ
that blogs, in particular, are DVVXPHG WR EH ³DQ H[WHQVLRQ RU UHSUHVHQWDWLRQ RI >\RXUVHOI@´ ,)%
positions the self-EUDQGLQJ DV ³WKH PRVW LPSRUWDQW ZD\ WR SURDFWLYHO\ FRQWURO \RXU FDUHHU GHYHORSPHQW
DQG KRZ WKH PDUNHW SHUFHLYHV \RX´ 'XII\ +XQG
The concept of personal brandLQJ LV ILUVW SRSXODUL]HG E\ 3HWHUV
LQ KLV DUWLFOH ³7KH
%UDQG &DOOHG <RX´ WKDW KDV EHFRPH LQFUHDVLQJO\ LPSRUWDQW LQ WKH GLJLWDO DJH 7KH SURFHVV LV MXVW WKH
VDPH ZLWK SURGXFW EUDQGLQJ ZKLFK IRFXVLQJ RQ LQGLYLGXDO¶V VWUHQJWKV DQG XQLTXHQHVV .DSXWD 005;
Schwabel 2009; Shepherd 2005; Labrecque, et al., 2011). Khedher (2014) has described the personal
branding as the process of establishing a unique personal identity, developing an active
communication of one's brand identity to a specific target markeW DQG HYDOXDWLQJ LWV LPSDFW RQ RQH¶V
image and reputation that fulfill personal and professional objectives. This process involves three
phases just like other brands. The first phase is to establish a brand identity, the second phase is to
develop the brDQG¶V SRVLWLRQLQJ E\ DFWLYHO\ FRPPXQLFDWLQJ LW WR WKH PDUNHWSODFH DQG WKH WKLUG SKDVH LV
WR HYDOXDWH D EUDQG¶V LPDJH +RZHYHU SHUVRQDO EUDQGLQJ HQWDLOV VRPH XQLTXH FKDOOHQJHV ZKLFK
mainly stem from complexities inherent in the online environment (Labrecque, et al., 2011).
In an online context, personal brand identity relies on self-presentation as identities which
created in computer-mediated environments that are using social networking profiles, blogs, and
personal Web pages (Labrecque, et al., 2011). Personal branding once is considered as a tactic only for
celebrities (Rein, Kotler, and Shields 2006; Labrecque, et al., 2011). But nowadays, personal branding
is not only for celebrities. Everybody has the same opportunity to use it for their personal purposes. If
people can use personal branding correctly, they have the chance to transform themselves into brand
worthy (Rein et al, 2006). With the rise of internet and social media, personal branding becomes like
everyday commodity for society.
In Indonesia, fashion bloggers have started blogging since 2007. Diana Rikasari is one of the
pioneers in Indonesian fashion blogging. Rikasari has a very colorful and fun style. Luvaas (2013) has
described her style as quirky, unique take on the contemporary international style, an
Indonesianization of global couture that filters and translates on behalf of an Indonesian readership.
Rikasari has started writing a blog for Hot Chocolate and Mint since 2007. She actively shares her
personal style, thoughts, and dreams through her blog. She posts at least once a week. Consistency in
contents and timely posts are some of the key success of her blog. Not only consistency, but Rikasari
also spoils her reader with high-quality photos. In the beginning, not a lot of people read her blog.
However, Rikasari does not stop posting, until finally, she receives positive responses from her
readers. Now, Rikasari has won several blog awards and becomes the public speaker in various
seminars and workshops. In 2011 and 2012, her blog ranked #1 from IndonesiaMatters.com as the
most visited blog in Indonesia across all blog categories. With these achievements, Rikasari has been
appointed to become Brand Ambassador of various local and international brands, ranging from
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fashion, beauty, and telecommunication products as featured in various local and international media
(Rikasari, 2016).
The following research questions are created to develop an adequate representation of Diana
5LNDVDUL¶V personal branding; (1) How is she establishing her brand identity? (2) How is she
developing her brand positioning? (3) How is she evaluating her brand image? The objective of this
SDSHU LV WR DQDO\]H 5LNDVDUL¶V SHUVRQDO EUDQGLQJ GHYHORSPHQW IURP SHUVRQDO brand identity, personal
brand positioning, and personal brand assessment. By studying the development of personal branding,
RQH FDQ XVH WKH UHVXOW RI WKLV VWXG\ WR VKDSH DQG FRQWURO WKHLU WDUJHW DXGLHQFH¶V SHUFHSWLRQ RI WKHLU
personal brand. It will also JLYH PDUNV DERXW RQH¶V UHSXWDWLRQ

METHODS
The study is conducted within an interpretive framework with the qualitative method.
Research from an interpretive perspective is based on the construction of meaning and seeks to create
an understanding of the world in which we live (Creswell, 2007; Gubrium& Holstein, 2000). Yin
(2010) has illustrated that one of the focus on qualitative research is contributing insights into existing
concepts that may help to explain human social behavior.
Data are derived IURP YLUWXDO REVHUYDWLRQV WKURXJK 'LDQD 5LNDVDUL¶V EORJ IURP -XQH st to
August, 30th 2016. During this period, Rikasari has posted 71 blog posts. Data are also collected
through online media which covered her blog. Hot Chocolate and Mint is selected because it is the
pioneer of Indonesian fashion blogger and Rikasari is the perfect illustration of the successful personal
branding through fashion blog.

RESULTS AND DISCUSSIONS
Personal branding is a planned process in which people make efforts to market themselves
(Khedher, 2014). Like any other branding (product or service), personal branding demands the person
to make differentiation among the crowd. With personal branding, anyone can build their personal
image and compete with anyone else. The first step of personal branding is developing the personal
identity. As a fashion blogger, Rikasari builds her personal identity through her blog profile. It is
shown in how she described herself.
Diana Rikasari is an award-winning blogger, entrepreneur, and author. Shy, often a
wallflower, but a hyperactive shy wallflower. She shares a high interest towards
entrepreneurship, brandinJ PDUNHWLQJ PDUNHW UHVHDUFK«(Rikasari, 2016)
6KH XVHV µ$ZDUG-ZLQQLQJ EORJJHU¶ µHQWUHSUHQHXU¶ DQG µDXWKRU¶ WR PDNH D VWDWHPHQW DERXW
herself so that people can see the differences between her and other bloggers. What she did is in line
with the assumption in personal branding that someone needs to differentiate themselves from
HYHU\ERG\ HOVH +RZHYHU WKH\ KDYH WR PHHW WKH WDUJHW PDUNHW¶V H[SHFWDWLRQV 3DUPHQWLHU et al.,
2012). Rikasari also adds the following statements on her blog profile:
She loves paying attention to advertisements, marketing campaigns, and the way
people sell. A business girl, she thinks she is. And a marketing geek. On another note,
Diana is definitely passionate about fashion. Not necessarily a fashionista, however,
just someone who appreciates art and sees art within clothes, shoes, bags and
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accessories. She breaks boundaries when dressing up, clashing anything she feels like
clashing. Because clashing is her way of challenging the obvious. And she loves that
(Rikasari, 2016).
Even though she is known as a fashion blogger, interestingly she does not mention fashion at
the first place. Hence, she prefers to call herself as a business woman. However, she underlines that
she is passionate about fashion. The above statement shows that personal brand identity established by
Rikasari is a modern woman who loves entrepreneurship, marketing, and fashion.
$V D IRUP RI FRPPXQLFDWLRQ FRORU IRQW SKRWR DQG GHVLJQ RQ WKH EORJ ZLOO H[KLELW EORJJHU¶V
personality. Rikasari is trying to give certain images through her blog design, such as fun, fashionable,
DFWLYH DQG TXLUN\ 7KH FRORU DQG IRQW WKDW LV XVHG LQ 5LNDVDUL¶V EORJ KHDGHU DOVR VKRZ WKDW VKH LV IXQ
girly (from the pink color in the loved figure on the right side), and has a quirky taste (from her profile
picture). She also adds My Fashion daily section with hashtag #OOTD (Outfit of the Day) to grab
audience attention about her fashion style. Rikasari does not only focus on her style and daily activity,
but also she makes branding for her house, her book #88 Love Life, and her shoe line, UP. She makes
hashtag #bidibidibongbong as a metaphor of her home. To gain engagement with her followers, she
DOVR OLQNV KHU VRFLDO PHGLD ,QVWDJUDP DQG <RXWXEH ZLWK KHU EORJ 5LNDVDUL¶V EORJ KHDGHU Fan be seen
in Figure 1.

Figure 1 Screenshot of Diana Rikasari Blog Header
(Source: dianarikasari.blogspot.co.id, 2016)

Aside from the profile, personal identity is also demonstrated through her posts. One of
5LNDVDUL¶V blog strengths is the ability of storytelling, both through writing and pictures. She knows
KRZ WR JLYH HPRWLRQV RQ HYHU\ SRVW VKH PDGH $V H[HPSOLILHG RQ WKH EORJ SRVW ³$ERXW )DLOXUH´
below:
³:KHQ ZH IDLO ZH PLJKW LPPHGLDWHO\ ZDQW WR JLYH XS %XW ZH XVually get back up
and say, "I'll give it another go". And we fail again, but this time, we say to ourselves,
"this is it, I quit." But the next morning, our body is recharged, and our heart is no
longer hurt, so we smile and say, "I think I'll try again." And eventually, we learn to
IDLO DQG IDLO DJDLQ DQG UHDOL]H WKDW LW ZDV WKH IDLOXUH DOO DORQJ WKDW NHSW XV JRLQJ´
(Rikasari, 2016).
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Figure 2 reveals how Rikasari provides her personality as a lover to her blog readers.

Figure 2 Screenshot of Blog Post by Diana Rikasari
(Source: dianarikasari.blogspot.co.id, 2016)

Rikasari also develops her identity as a grateful person and humbled for every success that she
had. For instance, when an online magazine writes about her profile, she makes this post in her blog. It
can be seen in Figure 3.

Figure 3 Screenshot of Blog post by Diana Rikasari
(Source: dianarikasari.blogspot.co.id, 2016)

Every post that she makes display positivity. Through her blog, she puts herself as a figure of
WKH PRGHUQ ZRPDQ ZKR HVFDODWHV ,QGRQHVLDQ ZRPHQ¶V LPDJH 7KH ZD\ VKH FXUDWHG KHU EORJ DOVR
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constructs the image of Indonesian fashion reputation in the world. Baulch has mentioned that fashion
for Indonesian, was a field that takes place elsewhere (Luvaas, 2013). Fashion blogs have provided a
new potential backdoor to that industry, a way into the world that has previously afforded them almost
no possibility of entry. Such blogs redefine the meaning of expert in fashion. They reject the implicit
hierarchy between insider and outsider (Luvaas, 2013).
Khedher (2014) has stated that brand positioning refers to the active marketing
FRPPXQLFDWLRQV HIIRUWV RI RQH¶V EUDQG LGHQWLW\ WR D VSHFLILF WDUJHW PDUNHW ,W Ls important to
understand the target market of our personal branding so that we can make specific work on it. In
personal branding, brand positioning occurs through self-presentation (Labresque et al., 2011),
nonverbal cues (appearance, manner), verbal disclosures (information about the self), and actions
SHUIRUPDQFH FLWL]HQVKLS WKDW VKDSH RWKHUV¶ SHUFHSWLRQV RI RQH¶V FRPSHWHQFH FKDUDFWHU DQG DELOLW\ WR
meet the cultural standards (Roberts, 2005). It means that brand positioning on fashion blogging
occurs on how they curated and maintained the post. Fashion blogger needs to understand their
locality and know how to associate with the world globally.
Rikasari positions herself as a smart woman who has high selling power. Hot Chocolate and
Mint blog success bring her to the world of entrepreneurship. This is consistent with the positioning
that she makes, being a prominent entrepreneur. Currently, Rikasari owns a shoe brand called UP,
writes a book called # 88 Love Life in collaboration with Dinda Puspita, and becomes a graphic
designer. The book is a collection of quotes from her blog since 2007. In August 2016, Rikasari also
launched a clothing line called Schmiley Mo. The consistency makes her positioning messages are
clear to the audience.
Luvaas (2
KDV GHVFULEHG 5LNDVDUL¶V SRVLWLRQLQJ DV DQ H[HPSODU\ UHSUHVHQWDWLRQ RI
dressing, expressing, even being, in an Indonesia undergoing massive and rapid social change. Luvaas
has pointed out that she has offered herself up as a model of the modern Indonesian woman, one that is
FXWH DQG XQWKUHDWHQLQJ ZKLOH VWLOO IRUFHIXOO\ HQWUHSUHQHXULDO 7KH EORJ LV 'LDQD¶V ZRUNVKRS RI VHOIconstruction and her public working out of personal identity (Luvaas, 2013). Figure 4 and Figure 5
show 5LNDVDUL¶V SHUVRQDO VW\OH What is presented in her blog.

)LJXUH 5LNDVDUL¶V 3HUVRQDO 6W\OH
(Source: dianarikasari.blogspot.co.id)

74

HUMANIORA Vol. 8 No. 1 January 2017: 69-78

)LJXUH 5LNDVDUL¶V 3HUVRQDO 6W\OH
(Source: dianarikasari.blogspot.co.id)

The third stage of personal branding is personal brand assessment. It is important to get to
know feedbacks from the target audience. Feedback is essential because it is a sign whether the
branding efforts have achieved the branding and personal goals (Khedher, 2014). Clearly, Rikasari
inform readers about her DFKLHYHPHQWV IURP KHU EORJ¶V SURILOH DV PHQWLRQHG EHORZ
Being active in the blogosphere since 2007, Diana has won several blog awards and
becomes the public speaker in various seminars and workshops. In 2011 and 2012,
this blog ranked #1 in IndonesiaMatters.com for being the most visited blog in
Indonesia across all blog categories. With these achievements, Diana has been
appointed to become Brand Ambassador of various local and international brands,
ranging from fashion to beauty to telecommunication products, as featured in various
local and international media. Moving forward, Diana is now a prominent player in
the retail industry through her shoe line that aims to be a leading brand in the women
footwear market. The name is UP that is aiming to cheer you up. Through UP, Diana
has been acknowledged as one of Indonesia's 100 Most Influential Youth, Women,
Netizen (YWN) by The Marketeers&Markplus Inc., Inspiring Women of The Year by
Wardah Cosmetics, and also won the International Young Creative Entrepreneur
(IYCE) Award by British Council. Diana Rikasari is officially registered as the
youngest to make it into the prestigious 50 Tokoh FTUI list by Universitas Indonesia
for her significant contribution in the Arts and Culture sector in Indonesia. As for her
regional milestone, Diana has recently been awarded as Top Fashion Influencer by
Influence Asia. With her never-ending passion for creating, Diana is now popularly
known as the author of the #1 mega-bestselling book in two countries (Indonesia &
Malaysia) titled #88LOVELIFE which consists of her daily thoughts on love and life.
This book has recently won the Best Book of 2015 Award for the Non-Fiction
category by MP+ 0DOD\VLD ´ 5LNDVDUL
Her achievement and popularity is nothing without hard work. Perhaps, she is the most
IDPRXV ,QGRQHVLDQ IDVKLRQ EORJJHU DW WKH PRPHQW 5LNDVDUL¶V DELOLW\ LQ PL[LQJ RXWILW DQG DOZD\V
accentuate the positive posts are the strength of her position as a modern fashionable woman. Through
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her blog, readers can see her passion and creativity. Her fashion taste is colorful, unique, and not
reliant on the trend that makes her positioning is more noticeable. Her blog brings her featured in
popular Indonesian and International magazines, newspapers, and television programs.
Personal brand assessment is also done by analyzing incoming feedback on blog posts Hot
Chocolate and Mint. Most comments post with the positive tone that means they agree with the post
given. For example, when she posted about her new fashion online, SchmileyMo, her readers seems
happy about that:
³6HODPDW \D 'LH &RQJUDWXODWLRQ 'LH 3URXG RI \RX , EHOLHYH WKDW 6FKPLOH\0R ZLOO
JURZ ELJJHU DV \RX QHYHU JLYH XS 6HPDQJDW *RRG /XFN ´
³&RQJUDWXODWLRQV NDN , UHDOO\ ORYH DOO WKH FROOHFWLRQV DQG ZLVK , FDQ EX\ RQH '´
³7KLV PDNHV P\ KHDUW VR KDSS\ ´ 5LNDVDUL
In terms of fashion style, most of her readers like the way Rikasari dress herself. This is
shown in the comment section of her blog. Although there are also some negative comments, for
instance with the statement like odd or weird. However, when she finds something too much in the
comment section or direct email, she will reply with a firm tone and satire, through her posts or
quotes. Figure 6 shows when Rikasari receives negative comments because she has rejected an offer of
endorsement from a cosmetic surgery clinic.

Figure 6 Screenshot of Blog Post by Diana Rikasari (2016)

Diana Rikasari becomes a positive phenomenon in fashion blogging culture in Indonesia.
With the practice of personal branding through her blog, she gains recognition in the area of fashion
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and entrepreneurship, both national and international. Her unique characteristics expressed every blog
post make a high standard for Indonesian fashion blogging.
Personal branding is a quite new concept in communication, however, when one understand
on how to use this concept wisely, it will affect our personal and professional life. In communication
SHUVSHFWLYH SHUVRQDO EUDQGLQJ IDOOV ZLWKLQ WKH FXOWXUDO FRQWH[W :H FDQ VHH VRPHRQH¶V FXOWXUH DQG
SHUVSHFWLYH WKURXJK WKHLU SHUVRQDO EUDQGLQJ 7KLV VWXG\ VKRZV WKH GHYHORSPHQW RI 5LNDVDUL¶V SHUVRQDO
branding that makes readers appreciate about her culture and the way she sees the world. According to
this result, people engaged in personal branding need to aware of how personal branding can affect
RQH¶V OLIH 7KHUH DUH VRPH OLPLWDWLRQV RI WKLV VWXG\ WKH\ DUH WKH WLPH OLPLWDWLRQ DQG WKH PHWhods of the
study. This study is only conducted between June - August 2016 with virtual observation. For further
research, the study can conduct in the longer period with various methodological approaches.

CONCLUSIONS
+RW &KRFRODWH DQG 0LQW¶V FRQWHQWV GHPRQVWUDWH WKH SRVLWLYLW\ ERWK SKRWRV DQG ZULWLQJ 7KH
UHDGHUV RI 'LDQD 5LNDVDUL¶V EORJ LQVWDQWO\ FDQ IHHO KHU SDVVLRQ DQG FUHDWLYLW\ 3HUVRQDO EUDQGLQJ WKDW
Diana Rikasari exhibit on her blog are the fashionable, smart woman who has entrepreneurship
competence. She makes her personal identity by her profile and her blog posting. Her positioning is
clear as Indonesian modern woman. The personal brand assessment can be seen through the
achievements and feedbacks on her blog post, either positive or negative.
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