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Abstract 
This training program was designed to strengthen educators’ capacity in developing personal branding through 
strategic digital communication and the effective use of social media platforms. The initiative was conducted in 
several high schools in South Tangerang City and involved fifty teachers as active participants representing 
diverse educational backgrounds. The program aimed to address the growing need for teachers to build 
professional credibility and visibility in the digital era. Through a comprehensive learning framework, participants 
explored various aspects of online communication, self-presentation, and brand consistency across digital 
platforms. This initiative also emphasized ethical communication practices to ensure teachers could project 
professionalism and authenticity online. The training therefore became not only a skill enhancement activity but 
also a medium for digital self-empowerment among educators. The implementation process combined several 
participatory methods such as interactive training sessions, individualized mentoring, and focused group 
discussions (FGDs). These methods encouraged collaboration, reflection, and peer learning, allowing 
participants to share their digital communication experiences and strategies. Mentoring sessions provided 
personalized guidance in developing teachers’ digital portfolios and social media profiles aligned with their 
professional goals. The FGDs facilitated collective brainstorming to identify challenges in digital engagement 
and strategies for responsible online behavior. As a result, participants demonstrated improved confidence in 
public communication, creativity in producing educational content, and consistency in maintaining their digital 
identity. The blended learning design contributed to higher engagement and motivation throughout the program. 
Evaluation results indicated significant improvements in assertive communication, negotiation, and conflict 
management skills within the school environment. Teachers were able to apply their newly acquired digital 
competencies not only in social media branding but also in their day-to-day professional interactions. Many 
participants reported enhanced collaboration with students and colleagues, demonstrating the broader impact of 
personal branding on educational communication. The program’s outcomes confirmed that practical, 
experience-based approaches are highly effective in strengthening educators’ digital literacy and 
communication abilities. These findings highlight the importance of integrating similar capacity-building 
initiatives into ongoing professional development frameworks. Ultimately, the success of this program reflects 
the vital role of digital communication in shaping teachers’ professional identity and credibility in the modern 
educational landscape. 
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Introduction 

The development of digital technology has transformed the communication landscape across various sectors, 
including education. Teachers are required not only to possess pedagogical competence but also to develop skills 
in building a professional image in the digital space. One strategy relevant to these demands is personal 
branding, which can strengthen teacher credibility while increasing student engagement in the learning process. 
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However, in South Tangerang City, a preliminary survey showed that most high school and vocational school 
teachers have not yet utilized social media as a professional communication tool. This is due to a lack of 
understanding of digital communication strategies, skills in creating educational content, and a low awareness 
of the importance of personal branding in education. 

This community service program is designed to address these challenges through personal branding and digital 
communication training for educators. The focus of the program includes improving assertive communication 
skills, producing educational content, and strategically utilizing social media to build a professional image. It is 
hoped that this training will empower teachers to become more confident, collaborative, and adaptive in 
navigating the dynamics of learning in the digital age. 

Social Learning Theory 

Social Learning Theory, first introduced by Bandura and later developed to include digital learning dynamics, 
posits that individuals acquire behaviors, values, and attitudes through observing and emulating others in their 
social environments (Siemens, 2020). In the context of social media, educators play dual roles—not only as 
instructors but also as exemplars of professionalism and effective communication within online communities. 
When teachers actively produce and share digital content, they demonstrate how learning and personal branding 
processes can take place simultaneously through observation, imitation, and self-reflection. The ongoing 
exchange of ideas, feedback, and achievements among educators functions as a collaborative learning 
mechanism that promotes innovation and mutual growth. Such an environment nurtures creativity, cooperation, 
and confidence in the use of digital communication tools. 

From the standpoint of personal branding, this theory elucidates how educators adopt and adapt communication 
strategies they observe from professional peers, educational influencers, or institutional social media channels. 
Exposure to successful digital role models enables teachers to refine their expression, enhance their online 
identity, and align their digital presence with educational values. This perspective resonates with the concept of 
a community of practice, where collective engagement and experience sharing contribute to sustained 
professional development. Hence, social learning provides a theoretical basis for understanding how teachers 
internalize, replicate, and disseminate constructive communication practices in digital spaces. It emphasizes 
that personal branding among educators is inherently a social, reflective, and collaborative process influenced 
by digital interaction and shared learning experiences. 

 

Methodology 

This community service activity was implemented through several systematic stages to address the issue of 
educators' limited understanding and skills in building personal branding through digital communication. The 
program lasted three months and was divided into five main stages: 

 

1. Identifying Partner Needs 

The implementation team conducted an initial survey and interviews with high school and vocational school 
teachers in South Tangerang City to determine their understanding of personal branding and the use of social 
media in an educational context. The results of this identification served as the basis for developing training 
modules tailored to field needs. 

2. Training and Workshops 

Training sessions are conducted face-to-face using interactive lectures, case studies, and group discussions. 
Training materials include: personal branding concepts, assertive communication, strategies for creating 
educational content, and optimizing social media (LinkedIn, Instagram, TikTok, and YouTube) as a means of 
educator branding. 

3. Simulation and Direct Practice 

Participants are provided with practical guidance in creating educational digital content and managing 
professional social media accounts. This activity aims to ensure participants not only understand the theory but 
also are able to implement it directly in the school environment. 
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4. Program Evaluation 

Evaluation was conducted through pre- and post-tests to measure participants' understanding of personal branding 
concepts and digital communication skills. Additionally, field observations and qualitative surveys were 
conducted to assess changes in participants' attitudes and skill implementation after the training. 

5. Monitoring and Follow-up Following the training, the team conducted online monitoring to assess 
participants' progress in utilizing social media as a professional platform. Monitoring was conducted through 
observation of participants' social media account activity and intensive communication within the mentoring 
group. 

Equipment and Material Specifications: 

• Equipment: Laptop with a minimum of 8 GB of RAM, digital camera, projector, and stable internet 
connection for training, presentations, and simulations. 
• Materials: Training modules in PDF format and presentation slides; content editing software (Canva, 
CapCut, and PowerPoint); and social media platforms used for case studies and hands-on practice. This 
implementation method is designed to be practice-based to facilitate applied learning. This approach has 
proven effective in improving participant skills, as evidenced by improved evaluation scores and changes in 
professional attitudes and behaviors after the training. 

 

Discussion 

A personal branding and digital communication training program for high school and vocational school 
teachers in South Tangerang City significantly improved the participants' communication skills. Fifty teachers 
participated in the entire series of activities, which included theoretical training, practical educational content 
creation, and mentoring on implementing social media as a professional branding tool. 

Based on pre-test and post-test results, there was an increase in scores in four key aspects of teacher 
communication: verbal communication skills, active listening, negotiation skills, and communication 
confidence. This improvement demonstrates that the applied, experience-based training approach is effective in 
developing educators' non-technical competencies. 

 

Tabel 1. Pre-Test and Post-Test Results of Communication Skills 

No. Rated aspect 
Average Previous Score 

(%) 

Average Score After 

(%) 

1 Verbal Communication 60 85 

2 Active Listening 55 82 

3 
Negotiation and Conflict 

Resolution 
50 78 

4 Confidence in Communication 62 88 

In addition to quantitative improvements, participants also directly experienced qualitative changes. Through 
focus group discussions (FGDs), teachers reported feeling more confident in expressing their opinions, open to 
feedback, and able to convey ideas persuasively to students, colleagues, and parents. This aligns with research 
by Sari (2023), which found that teachers' communication skills significantly influence students' learning 
motivation. 

Their ability to use social media for professional purposes also improved. Before the training, most teachers 
didn't have professional accounts like LinkedIn or TikTok Edu. After the training, over 60% of participants 
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actively created and managed these accounts and began posting educational content. 

 

Tabel 2. Participants' Social Media Activities After Training 

No. Digital Activities 
Number of 

participants 

Percentage 

(%) 

1 Create a professional social media account 35 70 

2 
Upload educational content (at least 1 

time) 
30 60 

3 
Actively respond to student interactions on 

social media 
28 56 

 

Obstacles encountered during the implementation of activities include: 

• Variations in participants' digital literacy levels, which resulted in some teachers taking longer to understand 
certain digital platforms. 
• Limited training time, given that activities took place outside of teaching hours, necessitating strict time 
management. 
• Limited supporting devices, such as access to laptops or personal devices sufficient for content practice. 
However, these obstacles can be overcome through direct mentoring and the use of available school 
equipment. A collaborative approach between facilitators and participants also strengthens the learning 
process. 

Overall, this activity successfully addressed teachers' need for personal branding and digital communication 
training. The results not only improved individual skills but also opened up opportunities for digital 
collaboration between teachers and students, creating more interactive and relevant learning experiences. 

 

Conclusion 

Community service training in the form of personal branding and digital communication for high school and 
vocational school teachers in South Tangerang City has successfully enhanced educators' capacity to build a 
professional image in the digital age. Through a practical, experience-based training approach, participants 
demonstrated significant improvements in verbal communication, active listening, negotiation, and self-
confidence. 

Furthermore, there has been a marked shift in the use of social media as a tool for education and professional 
branding, demonstrated by the increasing number of teachers actively creating educational content and 
strategically managing social media accounts. This program demonstrates that strengthening teachers' 
communication skills and digitizing them can foster more participatory, communicative, and contemporary 
learning. 

The success of this program underscores the importance of ongoing training integrated with teacher 
professional development, as well as the need for institutional support to ensure optimal and broad- 

based use of digital media in education. 
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SUGGESTION 

Based on the results of the implementation of personal branding and digital communication training activities 
for high school/vocational school teachers in South Tangerang City, several suggestions can be conveyed as 
follows: 

1. Strengthening the Ongoing Mentoring Program 

Given the significant improvements in teachers' communication and social media management skills, similar 
programs need to be continued periodically to ensure consistent material deepening and quality improvement. 
Continued mentoring can focus on developing advanced educational content, managing digital communities, 
and analyzing social media account performance. 

2. Digital Infrastructure Support 

One of the main obstacles to implementation is limited devices and internet access for some participants. 
Therefore, schools and education offices need to provide adequate digital facilities to support the application of 
acquired skills, particularly in the practical application of educational content. 

3. Mid-Term Impact-Based Evaluation 

A follow-up evaluation system is needed to monitor the impact of the training on learning activities, student 
engagement, and academic achievement. This evaluation can be conducted 3–6 months after the training to assess 
the consistency of skills implementation and changes in teachers' professional behavior in schools. 

4. Developing Collaborative Networks Among Educators 

Participating teachers demonstrated high enthusiasm for sharing experiences and learning from their peers. This 
can be facilitated through the formation of online communities of practice as a platform for collaboration, 
content sharing, and expanding the impact of the training beyond the initial participant base. 

5. Integration with the Teacher Career Development Program 

The results of this training can serve as a basis for developing teacher performance assessment indicators, 
particularly in the area of digital-based learning innovation. A strong teacher personal brand and active 
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engagement on educational social media platforms can be a key factor in assessing teacher professionalism in 
the era of digital transformation. 
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