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Marliani Devita

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

Vi



Universitas Bakrie

IMPLEMENTATION OF CYBER PUBLIC RELATIONS ANOMALI
COFFEE THROUGH THE #NGOPIDIRUMAH MOVEMENT IN SOCIAL
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

vii



Universitas Bakrie

DAFTAR ISI

HALAMAN PERNYATAAN ORISINALITAS ..o i
HALAMAN PENGESAHAN ..o i
UNGKAPAN TERIMA KASIH ..o ii
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ........cccccoiiinenne Y
ABSTRAK ..t vi
ABSTRACT ..ttt et e nra e e e e vii
DAFTAR IST ..ot viii
DAFTAR TABEL ...t Xi
DAFTAR BAGAN ..ottt ettt e e e Xii
DAFTAR GAMBAR ...ttt xiii
BAB | s 1
PENDAHULUAN ...t 1
1.1 Latar BElaKang ........c.ceeiiiieiiiieiiie s ciee e e e 1
1.2 RUMUSAN Masalah ..........cccoiiiiiii e 9
1.3 TUJUAN PeNEIItIAN.......oei it 10
1.4 Manfaat Penelitian............coooviiiiiiiiiiice e 11
1.4.1 Manfaat TEOIIEIS.......cccuveieieeiieieeie s 11
1.4.2 Manfaat Praktis ..........ccooeiiiiiiiieiiecese e 11
BAB I e 12
KERANGKA PEMIKIRAN ... ..ot 12
2.1 Tinjauan Pustaka Terkait dengan Penelitian Sebelumnya.......................... 12
2.2 Tinjauan Pustaka Terkait dengan Kerangka Pemikiran.............c...ccccocu... 24
2.2.1 PUBIIC REIALIONS ... 24
2.2.2 Cyber Public Relations...........c.ccccoveiiiiii e 27
2.2.3 Customer ENQAagement ...........uviriiiieeee it e e 29
2.2.4 Gaya HIdUP ....ccooiiiieic et 31

viii



Universitas Bakrie

2.2.5 Media SOSIAl .....ccvviiiiie e 32
2.2.6 INSLAGIAM ...ttt 33

2.3 Kerangka PEMIKIFAN .........ooiiiiiieiiieceiee e 34
27 A = 1 1 OSSPSR 37
METODOLOGI PENELITIAN ..ottt 37
3.1 Metode Penelitian ..........cocueieiiie et 37
3.2 Objek dan Subjek PENeltIAN .........c.coiviiiiiiiieie e 38
3.3 Sumber Data dan Teknik Pengumpulan Data............ccccoovveiiiiiieninieinennn. 38
IR B 11171 1= g D | - PSSR 38
3.3.2 Teknik Pengumpulan Data ...........ccooeeiiieiiiiiiieie e 39

3.4 Definisi Konseptual dan Operasionalisasi KONSep ........c.ccccocvvvienvienennnne. 40
3.5 Teknik ANALISIS DALA .......cuveeiiieeiiieesiie e e 45
3.6 Teknik Pengujian Keabsahan Data............cccceiiiiiiiiiieiiieiicec e 45
3.7 Batasan Penelitian ..........cooiviiiiiiiieiieee e 47
BAB LV et 48
HASIL PENELITIAN DAN PEMBAHASAN ......cooiiiii e 48
4.1 Gambaran Objek Penelitian ...........cccceevivieiiii e 48
4.1.1 Profil PT Anomali COTfEE .......ccoviieiiiiiiii e 48
4.1.2 Visi dan Misi PT Anomali Coffee ..........cccoovviiiiiiiiiniie e, 51
4.1.3 Media Sosial Instagram @anomalicoffee..........c..ccccceeviviiiiieeninnen, 51
4.1.4 Gerakan #ngopidirumah ..........ccccooviiieiiie e 53

4.2 SUDJEK PeNelItian ........ccvveeiiiec et 54
4.3 HaSil PENEIILIAN ...oovviiiiiiiie s 58
4.3.1 Gaya Hidup Konsumsi Kopi saat Pandemi .............cccccoovveeviveennnnennn, 58

4.3.2 Implementasi Cyber Public Relations Instagram @anomalicoffee saat

PaNUEMI ... 61
4.3.3 Customer Engagement Instagram @anomalicoffee saat Pandemi....... 73
4.4 PembDaNASAN........coiiiiiiii e 84



Universitas Bakrie

4.4.1 Gerakan #ngopidirumah Anomali Coffee Melestarikan Gaya Hidup

KONSUMST KOPT .. 84

4.4.2 Instagram Menunjang Praktik Cyber Public Relations yang Dilakukan
ANOMALT COTTEE ... 85

4.4.3 Konsumen Anomali Coffee Turut Andil dalam Perkembangan Gerakan

HNGOPIAINUMAN ...t 89

4.4.4 Indirect Collaboration pada Gerakan #ngopidirumah Anomali Coffee91

B A B Ve —— 93
KESIMPULAN DAN SARAN . ...ttt e e e e e e e 93
5.1 KESIMPUIAN ..o 93
IVZAY: 1 £ 1o IR 93
5.2, SAran AKAGEIMIS ..vveeeeeeee et ettt et e et e e e e e e e e e e e e e eeenans 93
B5.2.2 SAraN PraKLiS ... .ooeeeeeeeeeee et 93
DAF T AR PU S T AK A et 95
LA M P IR AN L.t 98



Universitas Bakrie

DAFTAR TABEL

Tabel 2.1 Penelitian SEDelumMNYa .........cocooviiiiiiii 23

Xi



Universitas Bakrie

DAFTAR BAGAN

Bagan 2.1 Tahapan Customer ENgagement ..........c.ccoovverieerieiieeiieeneee e 30

Bagan 2.2 Kerangka Pemikiran ............cccooeoiiiiiniieic e 36

Xii



Universitas Bakrie

DAFTAR GAMBAR

Gambar 4.1 Roasted Beans Anomali Coffee..........oovvviiiiiiiiniicie 49
Gambar 4.2 Coffee Equipment Anomali Coffee.........ccccocvevviieiiii e, 50
Gambar 4.3 Indonesia Coffee ACAAEMY .........ceviiiiiiiiiiieiie e 51
Gambar 4.4 Tampilan akun Instagram Anomali Coffee .........ccccoceeviiiiiiiiennnn 52
Gambar 4.5 Produk KOpi LITEIraN ........ccceeiiiiiiiiieieiesieee e 53
Gambar 4.6 Produk Inovasi #ngopidirumah Anomali Coffee ............cccccccveenne. 54
Gambar 4.7 Yunita Wu Marketing and Event Coordinator Anomali Coffee....... 55
Gambar 4.8 Rafli Agsan Supervisor Anomali Coffee ..........ccccevvivviiiiiiiiieennen, 55
Gambar 4.9 Muhammad Ali Staf Operasional Anomali Coffee ...........ccccocveienn 56
Gambar 4.10 Leonne Renaissance Konsumen Tetap Anomali Coffee................. 56
Gambar 4.11 Indri Sintia A. Konsumen Tidak Tetap Anomali Coffee................ 57
Gambar 4.12 Alexandra Sasha Soina Praktisi Industri F&B ..............cccooenienn. 58

Gambar 4.15 Konten dan bentuk interaksi Anomali Coffee dengan konsumen
terkait gerakan #ngopidiruman............cccovvi i 65

Gambar 4.16 Review dari Food Blogger terkait produk kopi literan Anomali

Gambar 4.17 Live streaming Anomali Coffee mengenai seduh drip coffee untuk
gerakan #ngopidiruUmaN............coovi i 69

Gambar 4.18 Kolaborasi Anomali Coffee dengan Komunitas MotoMobi terkait
gerakan #ngopidiruUmaN............coove i 69

Gambar 4.19 Varian produk terbaru Anomali Coffee untuk gerakan
#ngopidirumah yang rilis di masa New Normal ............ccccvvvieiiiiec e, 71

Xiii



Universitas Bakrie

Gambar 4.20 Pertanyaan konsumen di kolom komentar pada konten Instagram
@anomalicoffee di masa NEW NOIMaAl ............uvvvvemiiiiiiiiiiiiiiiiiiiiiiaeeeaeaeeaaaaees 71

Gambar 4.21 Review dari Food Blogger terkait produk gerakan #ngopidirumah
Anomali Coffee saat New NOrmal ..........ccooviiiiiiiii e 72

Gambar 4.22 Konten home recipe Anomali Coffee .........cocovvviiiiiiiiiiiienn 73

Gambar 4.23 Pemberitaan resep minuman Anomali Coffee saat New Normal oleh
KUMPAIAN.COM L.ttt ettt 73

Gambar 4.24 Bentuk komunikasi interaktif di kolom komentar Instagram
Anomali Coffee di Masa PSBB .........ccccoiiiiiiiiecce e 75

Gambar 4.25 Konten terkait seduh kopi di rumah dalam menemani aktivitas work
from home konsumen Anomali COffee .........cccvveiiiieiiii e 76

Gambar 4.26 Konten personal konsumen mengenai review produk Anomali

Coffee untuk gerakan #ngopidirumai ..........c.ccooiiiiiiiiiiiie e 78
Gambar 4.27 Paket promo minuman botol Anomali Coffee di masa New Normal
.......................................................................................................................... 80
Gambar 4.28 Kampanye #HygieneAsYouGo Anomali Coffee di masa New
NOIMAL <.ttt 81
Gambar 4.29 Konten Giveaway Anomali Coffee di masa New Normal yang
direspon baik 0leh KONSUMEN ..........ccviiiiiiiie e 82
Gambar 4.30 Konten personal konsumen Anomali Coffee terkait gerakan
#ngopidirumah di masa New Normal .........cccccoveeiiii i 83

Gambar 4.31 Aplikasi Anomali Coffee sebagai program loyalitas bagi konsumen

Xiv



	HALAMAN PERNYATAAN ORISINALITAS
	HALAMAN PENGESAHAN
	UNGKAPAN TERIMA KASIH
	HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI
	ABSTRAK
	ABSTRACT
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR BAGAN
	DAFTAR GAMBAR

