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ABSTRAK

Penelitian ini membahas tentang penerapan karakteristik personal branding
Ahmad Tito dalam media sosial Tiktok. Ahmad Tito adalah seorang influencer
dengan 270 ribu followers, sekaligus fotografer, videografer dan content creator
profesional yang cukup digemari oleh para pemuda pengguna media sosial,
khususnya TikTok. Personal branding ditinjau dari teori Peter Montoya dan Etika
Bisnis Islam.

Rumusan masalah yang diteliti adalah bagaimana karakteristik Personal
branding Ahmad Tito pada Akun Tiktok @_ahmadtito dan bagaimana praktik
personal branding Ahmad Tito pada Akun Tiktok @_ahmadtito menurut perspektif
etika bisnis Islam. Karakteristik teori Montoya yaitu Spesialisasi, Kepemimpinan,
Kepribadian, Terlihat, Kesatuan, Keteguhan, Nama Baik dengan cukup baik yang
dilakukannya. Sementara karakteristik menurut Etika Bisnis Islam yaitu Tauhid,
Keseimbangan, Kehendak Bebas, Tanggung Jawab, Kebajikan atau Kejujuran.

Metode yang dilakukan dan digunakan dalam penilitian ini adalah
pendekatan kualitatif bersifat deskriptif. Penelitian dilakukan di Surabaya, dengan
cara melakukan observasi data berupa lima video unggahan Ahmad Tito dengan
kriteria For You Page pada akun TikTok-nya. Konfirmasi atas data tersebut
dilakukan secara wawancara kepada dua informan yang merupakan follower Ahmad
Tito sekaligus yang pernah berinteraksi dengan Ahmad Tito.

Hasil penelitian menunjukkan bahwa Ahmad Tito belum sepenuhnya
menerapkan karakteristik Nama Baik (The Law of Goodwill). Hal ini ditunjukkan
dari jarangnya menjawab atas komentar dan pertanyaan netizen atas unggahan yang
telah dilakukannya. Berdasarkan personal branding Etika Bisnis Islam, Ahmad Tito
juga belum sepenuhnya menerapkan karakteristik Unity (Tauhid) dan Equilibrium
(Keseimbangan), yang ditunjukkan dari jarangnya menjawab komentar dan
pertanyaan netizen atas unggahan yang telah dilakukannya dan digunakannya model
perempuan yang belum menutup aurat sebagaimana diatur dalam syariat Islam.
Peneliti menyarankan agar Ahmad Tito meningkatkan pemantauan atas seluruh
komentar, pertanyaan dan chat yang berasal dari netizen/follower atas unggahan
yang telah dilakukannya. Komentar, pertanyaan dan chat netizen; yang bersifat
urgent dan strategis, agar direspon dan dijawab secara'tuntas, karena boleh jadi
masukan tersebut dapat dijadikan bahan perbaikan Personal-Branding bagi Ahmad
Tito. Selain itu, Ahmad Tito yang seorang Muslim, sebaiknya'menggunakan prinsip
Etika Bisnis Islam dalam menjalankan bisnisnya di media sosial TikTok, khususnya
terkait dengan busana yang digunakan oleh model pada video/kontennya.

Kata Kunci: Content Creator, Tiktok, Etika Bisnis Islam, Personal Branding
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ABSTRAC

This study discusses the application of Ahmad Tito's personal branding characteristics in
Tiktok social media. Ahmad Tito is an influencer with 270 thousand followers, as well as
a professional photographer, videographer and content creator who is quite popular
among young people who use social media, especially TikTok. Personal branding is
reviewed from Peter Montoya's theory and Islamic Business Ethics.

The formulation of the problem studied is how are the characteristics of Ahmad
Tito's personal branding on the @_ahmadtito Tiktok account and how is Ahmad Tito's
personal branding practice on the @_ahmadtito Tiktok account according to the
perspective of Islamic business ethics. The characteristics of Montoya's theory are
Specialization, Leadership, Personality, Visibility, Unity, Determination, Good Name
which are quite well done. While the characteristics according to Islamic Business Ethics
are Tauhid, Balance, Free Will, Responsibility, Virtue or Honesty.

The method used and used in this study is a descriptive qualitative approach. The
research was conducted in Surabaya, by observing data in the form of five videos uploaded
by Ahmad Tito with the For You Page criteria on his TikTok account. Confirmation of the
data was conducted through interviews with two informants who were followers of Ahmad
Tito and who had interacted with Ahmad Tito.

The results of the study showed that Ahmad Tito had not fully implemented the
characteristics of Goodwill (The Law of Goodwill). This is indicated by the infrequent
response to netizen comments and questions on the uploads he had made. Based on the
personal branding of Islamic Business Ethics, Ahmad Tito has also not fully implemented
the characteristics of Unity (Tauhid) and Equilibrium (Balance), which is indicated by the
infrequent response to netizen comments and questions on the uploads he had made and
the use of female models who have not covered their bodies as regulated in Islamic law.
The researcher suggests that Ahmad Tito increase monitoring of all comments, questions
and chats originating from netizens/followers on the uploads he has made. Netizen
comments, questions and chats that are urgent and strategic, should be responded to and
answered thoroughly, because this input may be used as material for improving Personal
Branding for Ahmad Tito. In addition, Ahmad Tito, who is a Muslim, should use the
principles of Islamic Business Ethics in running his business on TikTok social media,
especially regarding the clothes worn by the models in his videos/content.

Keywords: Content Creator, Tiktok, Islamic Business Ethics, Personal Branding
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