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Dampak Kredibilitas dan Engagement rate Key Opinion Leader
(KOL) Terhadap Minat Beli Konsumen: Studi Kasus
Endorsement Rachel Vennya pada Brand Kuliner BuTumbar di

Instagram

Aira Anandita

ABSTRAK

Perkembangan pesat media sosial telah mengubah strategi pemasaran
digital secara signifikan, khususnya melalui penggunaan Key Opinion Leader
(KOL) sebagai sarana promosi. Penelitian ini bertujuan untuk menganalisis dampak
kredibilitas dan engagement rate KOL terhadap minat beli konsumen, dengan studi
kasus Endorsement Rachel Vennya terhadap Brand kuliner Ayam Goreng
BuTumbar di Instagram. Penelitian ini menggunakan pendekatan kuantitatif
dengan metode survei dan penyebaran kuesioner kepada 100 responden yang
merupakan pengikut Rachel Vennya di Instagram. Hasil penelitian menunjukkan
bahwa baik kredibilitas maupun engagement rate KOL memiliki pengaruh positif
dan signifikan terhadap minat beli konsumen. Kredibilitas KOL, yang meliputi
keahlian, kepercayaan, dan daya tarik, berperan penting dalam membangun
persepsi positif konsumen terhadap produk. Sementara itu, engagement rate
mencerminkan tingkat interaksi audiens terhadap konten yang dipublikasikan, yang
berkontribusi terhadap peningkatan intensi beli. Temuan ini menegaskan bahwa
pemilihan KOL yang tepat dengan tingkat kredibilitas dan engagement yang tinggi
dapat menjadi strategi efektif dalam meningkatkan minat beli konsumen,
khususnya dalam industri Food and Beverage (F&B).

Kata Kunci : Kredibilitas, Engagement rate, Key Opinion Leader (KOL), Minat
Beli, Endorsement, Pemasaran Digital, Industri F&B.
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The Impact of Credibility and Engagement rate of Key Opinion

Leaders (KOL) on Consumer Purchase Interest: A Case Study of

Rachel Vennya's Endorsement of the Culinary Brand BuTumbar
on Instagram

Aira Anandita

ABSTRACT

The rapid development of social media has significantly changed digital marketing
strategies, especially through the use of Key Opinion Leaders (KOL) as a means of
promotion. This study aims to analyze the impact of KOL credibility and
engagement rate on consumer purchase intention, with a case study of Rachel
Vennya's Endorsement of the culinary Brand Ayam Goreng BuTumbar on
Instagram. This study uses a quantitative approach with a survey method and
distributing questionnaires to 100 respondents who are Rachel Vennya's followers
on Instagram. The results of the study indicate that both KOL credibility and
engagement rate have a positive and significant influence on consumer purchase
intention. KOL credibility, which includes expertise, trustworthiness, and
attractiveness, plays an important role in building positive consumer perceptions of
the product. Meanwhile, engagement rate reflects the level of audience interaction
with published content, which contributes to increasing purchase intention. These
findings confirm that selecting the right KOL with a high level of credibility and
engagement can be an effective strategy in increasing consumer purchase intention,
especially in the Food and Beverage (F&B) industry.

Keywords: Credibility, Engagement rate, Key Opinion Leader
(KOL), Purchase Intention, Endorsement, Digital Marketing, F&B
Industry.
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