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ANALISIS IMPLEMENTASI CYBER PUBLIC RELATIONS 

DALAM MENGELOLA CORPORATE IMAGE DI MASA 

PANDEMI COVID 19 

 (Studi Kasus Program Cleanflight dan Cleantrip  Di Instagram @Traveloka) 

Muhammad Farhan 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi cyber public relations yang diterapkan 

oleh Traveloka melalui akun Instagram @Traveloka dalam mengelola citra perusahaan 

(corporate image) selama pandemi COVID-19. Pandemi memberikan dampak signifikan 

terhadap industri pariwisata, termasuk Traveloka, yang menghadapi tantangan besar dalam 

menjaga kepercayaan pelanggan. Pendekatan penelitian ini menggunakan metode studi kasus 

kualitatif dengan teknik pengumpulan data berupa observasi, wawancara mendalam, dan 

analisis konten media sosial. Fokus penelitian adalah program CleanFlight dan CleanTrip 

yang mendukung penerapan protokol CHSE (Cleanliness, Health, Safety, Environment). Hasil 

penelitian menunjukkan bahwa strategi cyber public relations Traveloka melibatkan 

transparansi, respons cepat, serta konten relevan yang interaktif. Dibandingkan dengan 

kompetitor seperti Tiket.com yang menonjolkan fleksibilitas pemesanan dan proses refund, 

serta Pegipegi dengan kampanye "Pegipegi Clean & Safe," Traveloka unggul dalam inovasi 

layanan melalui fitur tes COVID-19 dan program kebersihan mitra. Strategi ini tidak hanya 

mempertahankan hubungan positif dengan pelanggan, tetapi juga mendukung mitra Traveloka 

seperti maskapai dan hotel untuk bertahan di tengah krisis.Penelitian ini memberikan 

kontribusi bagi kajian cyber public relations, serta menjadi referensi praktis untuk mengelola 

citra perusahaan melalui media digital di masa krisis. 

 

Kata Kunci: cyber public relations, citra perusahaan, pandemi COVID-19, media sosial, 

Instagram. 
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ANALYSIS OF CYBER PUBLIC RELATIONS IMPLEMENTATION 

IN MANAGING CORPORATE IMAGE DURING THE COVID-19 

PANDEMIC 

(Case Study of CleanFlight and Cleantrip Programs on Instagram @traveloka) 

Muhammad Farhan 

ABSTRACT 

 

Study aims to analyze the cyber public relations strategies implemented by Traveloka through 

its Instagram account @Traveloka in managing its corporate image during the COVID-19 

pandemic. The pandemic significantly impacted the tourism industry, including Traveloka, 

which faced major challenges in maintaining customer trust. This research employs a 

qualitative case study method with data collection techniques such as observation, in-depth 

interviews, and social media content analysis. The study focuses on the CleanFlight and 

CleanTrip programs, which support the implementation of CHSE protocols (Cleanliness, 

Health, Safety, Environment).The results indicate that Traveloka's cyber public relations 

strategies emphasize transparency, quick response, and engaging, relevant content. 

Compared to competitors such as Tiket.com, which focuses on booking flexibility and refund 

ease, and Pegipegi with its "Pegipegi Clean & Safe" campaign, Traveloka excels in service 

innovation through COVID-19 testing features and hygiene programs for its partners. These 

strategies not only maintain positive relationships with customers but also support 

Traveloka's partners, such as airlines and hotels, in navigating the crisis. This study 

contributes to the field of cyber public relations and provides practical insights for companies 

in managing their corporate image through digital media during crises. 

 

Keywords: cyber public relations, corporate image, COVID-19 pandemic, social media, 

Instagram. 
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