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Muhamad Rendi Faturrahman 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengalaman konsumen secara online 

to offline melalui pendekatan experiential marketing terhadap aktivitas branding 

Kopi Nako Kota Wisata dengan kolaborasi Prochiz dan Skippy pada platform 

media sosial Instagram. Fokus penelitian ini adalah memahami bahwa bagaimana 

konsumen memaknai interaksi dengan konten digital hingga terealisasi menjadi 

pengalaman langsung di outlet fisik. Peneltian ini menggunakan metode kualitatif 

deskriptif dengan pendekatan fenomenologi. Data dikumpulkan melalui 

wawancara mendalam, observasi, dan dokumentasi dengan delapan informan 

Generasi Z yang dipilih secara purposive. Analisis data meenggunakan model 

Miles dan Huberman, meliputi reduksi data, penyajian data, dan penarikan 

Kesimpulan, serta diperkuat dengan triangulasi sumber melalui dua praktisi 

pemasaraan digital. Hasil penelitian ini menunjukan bahwa pengalaman 

konsumen terbentuk secara berkesinambunngan dari online pre – experience 

hingga onsite realization offline. Pada ranah online, stimulasi dipicu oleh atenssi 

visual poster kampanye (sense), persepsi keunikan dan diferensiasi produk (think), 

serta munculnya rasa penasara (feel). Rasa penasaran tersebut menjadi pemantik 

konversi menuju ranah offline, di mana konsumen melakukan kunjungan fisik dan 

transaksi pembelian (act), mengevaluasi keselarasan antara ekspetasi digital dan 

realita konsumsi, hinggaa membagikan pengalaman trsebut secara sosial di media 

sosial (relate). 

 

Kata kunci: 

Pengalaman konsumen, online to offline, experiential marketing, branding digital, 

co – branding, Instagram. 
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ONLINE TO OFFLINE CONSUMER EXPERIENCE: AN 

EXPERIENTIAAL MARKETING ANALYSIS OF 

KOPI NAKO KOTA WISATA WITH PROCHIZ 

AND SKIPPY CO – BRANDING ACTIVIIES 

ON INSTAGRAM 

 

Muhamad Rendi Faturrahman 

ABSTRACT 

This study aims to analyze the online to offline consumer experience through an 

experiential marketing approach to the branding activities of Kopi Nako Kota 

Wisata with the collaboration of Prochiz and Skippy on the social media platform 

Instagram. The focus of this research is to understand how consumers interpret 

interaction with digital content until it is realized into a direct experience at a 

physical outlet. This research uses a descriptive qualitative method with a 

phenomenological approach. Data was collected through in-depth interviews, 

observations, and documentation with eight purposively selected Generation Z 

informants. The data analysis uses the Miles and Huberman model, including data 

reduction, data presentation, and conclusion drawn, and is strengthened by 

triangulation of sources through two digital marketing practitioners. The results 

of this study show that consumer experience is formed continuously from online 

pre-experience to offline onsite realization. In the online realm, stimulation is 

triggered by visual attention to campaign posters (sense), perception of 

uniqueness and product differentiation (think), and the emergence of curiosity 

(feel). This curiosity is the trigger for conversion to the offline realm, where 

consumers make physical visits and purchase transactions (act), evaluate the 

alignment between digital expectations and consumption reality, and share their 

experiences socially on social media (relate). 

 

Key words : 

consumer experience, oline to offline, experiential marketing, digital branding, co 

– branding, Instagram. 
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