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ABSTRAK 

 

Pandemi virus COVID-19 memicu timbulnya gerakan #ngopidirumah yang 

digaungkan di media sosial oleh kedai kopi lokal dalam menjaga hubungan dengan 

konsumen dengan menyesuaikan gaya hidup konsumen selama karantina di rumah. 

Anomali Coffee turut menjalankan gerakan #ngopidirumah di Instagram sebagai 

implementasi dari Cyber Public Relations dalam membangun Customer 

Engagement. Tujuan penelitian ini untuk menganalisis implementasi Cyber Public 

Relations pada gerakan #ngopidirumah dalam membangun Customer Engagement 

di Instagram saat masa pandemi virus COVID-19. Teori dan konsep yang 

digunakan yaitu Cyber Public Relations, Customer Engagement dan Gaya Hidup. 

Metode penelitian yang digunakan ialah kualitatif dengan pendekatan studi kasus. 

Sumber data yang diperoleh melalui wawancara mendalam, observasi dan 

dokumentasi. Hasil penelitian menunjukkan bahwa implementasi Cyber Public 

Relations Anomali Coffee dalam membangun Customer Engagement pada gerakan 

#ngopidirumah relevan dengan gaya hidup konsumen di masa pandemi. Adapun 

Customer Engagement mencapai keseluruhan tahapan consumption, curation dan 

creation. Pada tahapan collaboration menghasilkan indirect collaboration dengan 

konsumen dalam membangun aktivitas konsumsi kopi di rumah, namun tidak 

sampai membentuk komunitas. 

 

Kata Kunci: Cyber Public Relations, Customer Engagement, Gaya Hidup, 

Instagram, COVID-19 
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MEDIA IN BUILDING CUSTOMER ENGAGEMENT AND LIFESTYLE 

COFFEE CONSUMPTION IN THE COVID-19 PANDEMIC TIME 

(Instagram @anomalicoffee Case Study) 

 

Marliani Devita 

 

 

ABSTRACT 

The COVID-19 virus pandemic has triggered the #ngopidirumah movement which 

is echoed on social media by local coffee shops in maintaining relationships with 

consumers by adjusting the consumer's lifestyle during home quarantine. Anomali 

Coffee also runs the #ngopidirumah movement on Instagram as an implementation 

of Cyber Public Relations in building Customer Engagement. The purpose of this 

study is to analyze the implementation of Cyber Public Relations in the 

#ngopidirumah movement in building Customer Engagement on Instagram during 

the COVID-19 virus pandemic. The theories and concepts used are Cyber Public 

Relations, Customer Engagement and Lifestyle. The research method used is 

qualitative with a case study approach. Sources of data obtained through in-depth 

interviews, observation and documentation. The results showed that the 

implementation of Cyber Public Relations Anomaly Coffee in building Customer 

Engagement in the #ngopidirumah movement is relevant to the lifestyle of 

consumers during the pandemic. As for Customer Engagement, it reaches the entire 

stage of consumption, curation and creation, but at the collaboration stage it must 

be further strengthened so that it can build more solid activities for consumers. 

 

Keywords: Cyber Public Relations, Customer Engagement, Lifestyle, Instagram, 

COVID-19  
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