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STRATEGI SOCIAL MEDIA MARKETING STARBUCKS 

INDONESIA MELALUI INSTAGRAM  

DI MASA PANDEMI COVID-19 

 

ABSTRAK 

 
Oleh: Tannareen Tanjung 

 

Pandemi Covid-19 ternyata sangat berdampak bagi banyak sektor ekonomi. Agar 

dapat bertahan selama pandemi, pelaku bisnis harus dapat beradaptasi dan 

merubah strategi pemasarannya, seperti dengan lebih fokus ke social media 

marketing. Social media marketing itu sendiri disebut sebagai segala bentuk 

pemasaran langsung maupun tidak langsung yang dilakukan dengan tujuan 

membangun kesadaran, ingatan, pengenalan, dan tindakan untuk bisnis, merek, 

produk, orang, atau entitas lain yang dilakukan menggunakan alat web sosial. 

Untuk dapat bertahan di tengah pandemi Covid-19, Starbucks Indonesia 

memerlukan strategi social media marketing yang lebih gencar agar dapat 

meningkatkan minat beli. Penelitian ini ditujukan untuk melihat strategi social 

media marketing yang dilakukan oleh Starbucks Indonesia melalui Instagram 

selama masa pandemi Covid-19. Konsep yang digunakan dalam penelitian ini 

adalah konsep social media marketing planning process milik Tuten & Solomon. 

Penelitian ini merupakan penelitian kualitatif deskriptif dengan metode studi 

kasus. Sumber data diperoleh melalui wawancara mendalam dengan dua 

partisipan dari Starbucks Indonesia dan juga melalui studi dokumentasi. Hasil 

penelitian menunjukan bahwa Starbucks Indonesia telah menerapkan tujuh proses 

perencanaan social media marketing melalui akun Instagramnya selama masa 

pandemi Covid-19 dan merubah strategi social media marketing-nya. Strategi 

yang digunakan oleh Starbucks Indonesia adalah dengan menunjukan kepedulian 

mereka terhadap pelanggan, menyampaikan berbagai pesan atau informasi selama 

masa pandemi, meningkatkan penjualan, dan menjaga hubungan yang baik 

dengan pelanggan. 

 

Kata kunci: Instagram, Pandemi Covid-19, Social Media Marketing, dan Strategi 

Social Media Marketing. 
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STARBUCKS INDONESIA SOCIAL MEDIA MARKETING 

STRATEGY THROUGH INSTAGRAM  

DURING COVID-19 PANDEMIC  

 

ABSTRACT 

 
By: Tannareen Tanjung 

 

The Covid-19 pandemic has had a profound impact on many economy sectors. To 

survive during the pandemic, businesses must be able to adjust and change their 

marketing strategies, such as focusing more on social media marketing. Social 

media marketing itself is referred as any form of direct or indirect marketing 

carried out with the aim of building awareness, recognition, introduction, and 

action for businesses, brands, products, people, or other entities carried out using 

social web tools. To be able to survive during the Covid-19 pandemic, Starbucks 

Indonesia requires a more intensive social media marketing strategy to increase 

buyer buying interest. This study is aimed at looking at the social media 

marketing strategy that Starbucks Indonesia has carried out through Instagram 

during the Covid-19 pandemic. The concept used in this research is the concept of 

social media marketing planning process by Tuten & Solomon. This research has 

a qualitative descriptive approach with case study method. Sources of data 

obtained through in-depth interviews with two participants from Starbucks 

Indonesia and as well as through documentation study. The results shows that 

Starbucks Indonesia has implemented the seven social media marketing planning 

processes through its Instagram account during the Covid-19 pandemic and 

changed their social media marketing strategy. The strategy used by Starbucks 

Indonesia is to show their concern for customers, convey various messages or 

information during the pandemic, increase sales, and maintain good relationships 

with customers. 

 

Keywords: Covid-19 Pandemic, Instagram, Social Media Marketing, and Social 

Media Marketing Strategy. 
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