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Abstract
This research is to provide personal branding patterns on

social networks to influence consumers' attitudes. This study is
a fundamental approach with a practical approach. In nature, it
is also included in the mixed methods (exploration-precedent).
Research data is collected through the five -choice Likert
questions in the research questionnaire. In the present study,
the questionnaire has been used in line with the statistical
requirement of the statistical software of SPSS.V24 and the
PLS.V3 structural equation software used in the form of a
linear and multiple regression sections. The statistical
population of the present study includes professors and experts
in the field of marketing and specialist in the field of social
networking. The statistical sample in the qualitative section
based on the snowball technique will go ahead to reach the
saturation border. Research results showed that the criteria of
research on personal brand in customers (0.599) personal
brand on customer research strategies (241/ 0) Research
Research Factors on Customer Research Strategies (0.729)
Research Factors on Customer Research Strategies (0.331)
Research Strategies on Customer Research Consequences
(0.627) Research Consequences on Customer Attitude (0.783)
Among the Pouria Mozaffarian Instagram Falls has a
significant impact.
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Marketing, personal branding, social networks,
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