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Abstract

This study aims to 1) compare the engagement levels of Dr.JiLL's target customers with advertising content
created by different Key Opinion Leaders (KOLs) and 2) examine the purchasing behavior of Dr.JiLL's target
customers influenced by their perception of advertising content created by different KOLs. The research
employed an experimental approach by producing two advertisements featuring KOLs with contrasting
personalities and lifestyles: Bum Panadda Wongphudee and Art Pasut Banyam. These advertisements were
disseminated as video content through Dr.JiLL's official Facebook page over 30 days. The findings revealed
that Bum Panadda, whose image aligns closely with the brand's values, generated higher engagement levels,
particularly regarding likes and shares. She effectively fostered trust and encouraged repeat purchases among
existing customers. Moreover, her advertisement contributed to a 35% increase in sales among working-age
women. Conversely, Art Pasut's advertisement attracted a younger female demographic, primarily new
customers, and emphasized interactive commentary, resulting in a 20% increase in sales.
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