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STRATEGI PERSONAL BRANDING FOOD VLOGGER DALAM

MEMBANGUN KEPERCAYAAN AUDIENS DI TIKTOK (STUDI

KASUS PADA FOOD VLOGGER @ITSFRYDAYS)

Sola Gratia Emmanuela Solang

ABSTRAK

Penelitian ini membahas strategi personal branding food vlogger @itsfrydays di

TikTok dalam membangun kepercayaan audiens, dengan fokus pada penerapan

Hukum Keteguhan. Fenomena food vlogger di Indonesia menunjukkan bahwa satu

ulasan dapat memengaruhi reputasi maupun keberlangsungan usaha kuliner, sehingga

kemampuan membangun kepercayaan menjadi krusial bagi kreator konten. Penelitian

menggunakan pendekatan kualitatif dengan metode studi kasus, dengan data

diperoleh melalui wawancara mendalam terhadap satu informan kunci, enam

informan pendukung, dan satu triangulator, dilengkapi observasi konten dan

dokumentasi digital. Data dianalisis menggunakan kerangka Delapan Hukum

Personal Branding Peter Montoya serta empat dimensi kepercayaan audiens, yaitu

benevolence, integrity, competence, dan willingness to depend. Hasil penelitian

menunjukkan bahwa kedelapan hukum diterapkan oleh @itsfrydays, dengan Hukum

Keteguhan sebagai temuan paling menonjol melalui konsistensi tema konten, gaya

komunikasi, dan interaksi. Konsistensi tersebut membangun familiaritas yang

menjadi dasar kepercayaan audiens, yang lebih banyak terwujud sebagai kepercayaan

informasional dibandingkan kepercayaan transaksional. Penelitian ini menyimpulkan

bahwa penerapan Hukum Keteguhan melalui konsistensi tema konten, gaya

komunikasi, dan interaksi menjadi dasar utama terbentuknya kepercayaan audiens

terhadap food vlogger, yang lebih banyak terwujud sebagai kepercayaan

informasional dibandingkan kepercayaan transaksional.

Kata kunci: personal branding, konsistensi, kepercayaan, food vlogger, TikTok
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PERSONAL BRANDING STRATEGY OF FOOD VLOGGERS IN
BUILDING AUDIENCE TRUST ON TIKTOK (CASE STUDY ON

FOOD VLOGGER @ITSFRYDAYS)

Sola Gratia Emmanuela Solang

ABSTRACT

This study examines the personal branding strategy of the food vlogger
@itsfrydays on TikTok in building audience trust, with a focus on the application

of the Law of Consistency. The phenomenon of food vloggers in Indonesia
demonstrates that a single review can influence the reputation and sustainability

of culinary businesses, making the ability to build trust crucial for content creators.
This study employed a qualitative approach using a case study method. Data were

collected through in depth interviews with one key informant, six supporting
informants, and one triangulator, complemented by content observation and

digital documentation. The data were analyzed using Peter Montoya’s Eight Laws
of Personal Branding and four dimensions of audience trust, namely benevolence,

integrity, competence, and willingness to depend. The findings indicate that all
eight laws are applied by @itsfrydays, with the Law of Consistency emerging as

the most prominent finding through consistency in content themes,
communication style, and interactions. This consistency builds familiarity, which

serves as the basis for audience trust, with such trust being more strongly
manifested as informational trust than transactional trust. This study concludes

that the application of the Law of Consistency through consistency in content
themes, communication style, and interactions serves as the primary basis for the

formation of audience trust toward the food vlogger, which is more strongly
manifested as informational trust than transactional trust.

Keywords: personal branding, consistency, trust, food vlogger, TikTok
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