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ABSTRAK

Perkembangan media sosial telah mengubah cara generasi muda
mengonsumsi informasi, termasuk dalam mencari referensi kuliner. Instagram
sebagai platform berbasis visual dimanfaatkan oleh food vlogger untuk
membangun personal branding sekaligus mempromosikan usaha kuliner lokal.
Penelitian ini bertujuan untuk menganalisis strategi personal branding food vlogger
(@emmamakanmakan dalam menarik perhatian Generasi Z melalui konten kuliner
UMKM Rawamangun di Instagram. Penelitian ini menggunakan pendekatan
kualitatif deskriptif dengan paradigma konstruktivisme. Landasan teori yang
digunakan adalah konsep personal branding Peter Montoya dan teori Computer
Mediated Communication (CMC) untuk memahami bagaimana citra diri dan
interaksi dengan audiens dibangun melalui media digital. Teknik pengumpulan data
dilakukan melalui observasi non-partisipan terhadap konten Instagram, wawancara
semi terstruktur dengan food vlogger, audiens Generasi Z, serta pelaku UMKM
sebagai informan pendukung, dan dokumentasi konten unggahan.

Hasil penelitian menunjukkan bahwa strategi personal branding
(@emmamakanmakan dibangun melalui spesialisasi konten kuliner UMKM lokal,
gaya penyampaian yang autentik dan mudah didekati, serta pemanfaatan fitur
Instagram secara konsisten. Kepribadian food vlogger yang natural dan relatable
membuat konten mudah diterima oleh Generasi Z dan mendorong keterlibatan
audiens. Temuan ini juga menunjukkan bahwa komunikasi yang dimediasi melalui
Instagram, seperti Reels, caption, dan interaksi di kolom komentar, berperan
penting dalam membentuk citra food vlogger serta memperkuat kedekatan dengan
audiens, sebagaimana dijelaskan dalam teori CMC. Selain itu, konten yang
disajikan memberikan dampak positif bagi UMKM kuliner Rawamangun dengan
meningkatkan visibilitas usaha dan minat konsumen. Penelitian ini menyimpulkan
bahwa strategi personal branding yang konsisten, autentik, dan berfokus pada
kedekatan dengan audiens berperan penting dalam menarik perhatian Generasi Z
melalui media sosial Instagram.

Kata kunci: Personal Branding, Computer Mediated Communication, Food
Vlogger, Instagram, Generasi Z, UMKM Kuliner
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ABSTRACT

The development of social media has changed the way young generations
consume information, including in seeking culinary references. Instagram, as a
visual-based platform, is used by food vloggers to build personal branding while
also promoting local culinary businesses. This study aims to analyze the personal
branding strategy of the food vlogger @emmamakanmakan in attracting Generation
Z’s attention through culinary content of MSMEs in Rawamangun on Instagram.
This study uses a descriptive qualitative approach with a constructivist paradigm.
The theoretical basis used in this research is Peter Montoya’s personal branding
concept and Computer Mediated Communication (CMC) theory to understand how
self-image and interaction with audiences are constructed through digital media.
Data were collected through non-participant observation of Instagram content,
semi-structured interviews with the food vlogger, Generation Z audiences, and
MSME actors as supporting informants, as well as documentation of uploaded
content.

The results show that the personal branding strategy of
(@emmamakanmakan is built through the specialization of local MSME culinary
content, an authentic and approachable delivery style, and the consistent use of
Instagram features. The food vlogger’s natural and relatable personality makes the
content more acceptable to Generation Z and encourages audience engagement.
These findings also show that communication mediated through Instagram, such as
Reels, captions, and interactions in the comment section, plays an important role in
shaping the food vlogger’s image and strengthening closeness with the audience,
as explained in CMC theory. In addition, the content has a positive impact on
Rawamangun culinary MSMEs by. increasing business visibility and consumer
interest. This study concludes that a-consistent, authentic, and audience-oriented
personal branding strategy plays an important role in attracting Generation Z’s
attention through Instagram.

Keywords: Personal Branding, Computer Mediated Communication, Food
Vlogger, Instagram, Generation Z, Culinary MSMEs
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