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ABSTRACT

The purpose of this paper is to studies the personal brand or Net- idol’
strategic use of social media for purchasing intention in cosmetic products. And
further examine that online communication relates with similarity, identification,
motivation and attitude factors to empowered customer to buy products.

This paper covers online communication only on Facebook fanpage
beyond beauty segment. This qualitative research were collected information from 5
sample using interview questions. Each sample had more than 5,000 follower on
Facebook fanpage. This paper used content analysis to examine the data. Data
collection was achieved by interviewing the Net I-dol who was famous.

The finding of this research are reported in sections of (1) The similarity
factor effects to imitate identification. Personal brand shares the same interest with
followers. In the followers’ point of view, personal brand and followers are the
same. They feel that they share something in common, they both like beauty
products. In addition, followers conform to Net- idol and imitate their action. (2).

Personal brand use effective communication skill, trendy information and strategy
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through online channel to contact followers. Personal Brand are friendly and easy
going, it makes followers approach and reach their message clearly. Facebook
Fanpage is key channel to present their personality to get closer to followers. This
way of communication affects imitation on identity (3) The needs motivate follower
to emulate Net I-dol. In Net |-dol point of view, they think all women want to be
beautiful. Personal brand shows the benefit that you will get after using beauty
products. It inspires follower and they expect the same appearance like personal
brand. (4) Personal brand creates trust by sharing the true experience of using
product. The imitation of identity relates to positive attitude of followers toward
personal brand and leads customer to buy products. Followers believes in Net I-dol
because the effective communication brings good reputation to personal brand and
give follower a good attitude toward personal brand. (5) Communication affect
followers’ positive attitude toward personal brand. The result of using effective
communication skill and strategy make followers have a good attitude. Personal
brand has strong work ethic, and express their sincere by present the useful
information and VDO clips so their got more LIKE on Facebook. (6) The needs
motivate followers to consume cosmetic products. Followers want to look good and
expect to have positive result after using the same products that personal brand
present.

This research uses data analysis to approach the answer regarding to
theory. The interpretation from researcher may differ from other.

Cosmetic business will gain benefit from the use of personal brand as a
communication tool to promote customer purchase intention. The results discover
that the use of personal brand’ communication strategy and respond to customer

needs can motivate customer to purchase cosmetic product.
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