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ABSTRAK

Indonesia kaya akan kopinya, hal ini tidak terlepas dari usaha dan kerja keras dari
para petani kopinya. Starbucks sebagai salah satu perusahaan yang peduli dengan
hal tersebut ingin menunjukkan rasa terima kasihnya dengan membuat kampanye
berjudul Art in a Cup. Kampanye ini bertujuan untuk menunjukkan komitmen
perusahaan dengan petani kopi di Indonesia serta untuk memberikan pemahaman
kepada pelanggan bahwa setiap minuman di Starbucks terbuat dari bahan-bahan
terbaik. Dalam penelitian ini, peneliti menggunakan model online customer
engagement oleh Paine untuk melihat tingkat kepuasan dan loyalitas pelanggan
terhadap fungsi digital public relations dalam menyampaikan konten kampanye Art
in a Cup 2019 di Instagram. Metode penelitian ini adalah studi kasus dengan
pendekatan kualitatif. Hasil penelitian ini menunjukkan bahwa konten-konten
kampanye Art in a Cup 2019 di Instagram memberikan efek dan respon yang
berbeda-beda pada tiap pelanggan dalam lima tahapan online customer
engagement, yaitu lurking; pelanggan memberikan like pada konten, casual;
pelanggan menjadi pengikut akun karena tertarik dengan konten, active; pelanggan
ikut berpartisipasi dalam kegiatan kampanye, committed; pelanggan bersedia
memberikan identitas diri kepada Starbucks karena konten kampanye, dan loyalty;
kontribusi lebih pelanggan terhadap Starbucks. Jika kelima tahapan tersebut

terpenuhi, pelanggan dapat dikatakan loyal kepada Starbucks.

Kata kunci: konten online customer engagement, kepuasan pelanggan, loyalitas

pelanggan
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ABSTRACT

Indonesia is rich for its coffee, which is inseparable from the efforts and hard work
of their coffee farmers. Starbucks is one of the companies whose interest are within
those two things wants to show their gratitude by creating a campaign called Art
in @ Cup. The goals of this campaign are to show the company’s commitment to
coffee farmers in Indonesia and to show their customers that their beverages are
made with the best ingredients. In this study, the researcher is using online
customer engagement mode/ by Paine to see the level of customer’s satisfaction and
loyalty to digital public relations’ function in creating Art in a Cup 2019
campaign’s content on Instagram. The method of this study is a case study with
qualitative approach. The result of this study shows that the content of Art ina Cup
2019 campaign on Instagram give different effects and responds to each customer
in five steps on online customer engagement, which are lurking; customers giving
likes to the content, casual; customers becoming followers of the account because
of their interest to the content, active; customers participating in the campaign’s
activity, committed; customers willing to give their identity to Starbucks because of
the campaign’s content, and loyalty,; customers contribution to Starbucks. If those

five steps are fulfilled, customers can be said to be loyal to Starbucks.

Keywords: content, online customer engagement, customer satisfaction, customer

loyalty
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