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ABSTRAK

Nama : Fazria Yusna

NIM : 44222010211

Program Studi : Public Relations

Judul Laporan Skripsi : Strategi E-PR Ruuang Kopi Dalam Membangun Relasi

Customer Melalui Medi Sosial Instagram

Pembimbing : Dewi Ambarsari, S.Sos, M.Ikom

Perkembangan media sosial mendorong pelaku usaha untuk memanfaatkan
platform digital sebagai sarana komunikasi dan pembangunan relasi dengan
customer. Salah satu bentuk komunikasi tersebut diwujudkan melalui penerapan
Electronic Public Relations (E-PR). Penelitian ini bertujuan untuk mengetahui
bagaimana strategi Electronic Public Relations Ruuang Kopi dalam membangun
relasi dengan customer melalui media sosial Instagram.

Metode penelitian yang digunakan adalah metode kualitatif dengan
pendekatan deskriptif. Teknik pengumpulan data dilakukan melalui wawancara
mendalam, observasi, dan dokumentasi dengan melibatkan informan internal
Ruuang Kopi serta pengamatan terhadap aktivitas komunikasi digital pada akun
Instagram Ruuang Kopi.

Hasil penelitian menunjukkan bahwa Ruuang Kopi menerapkan strategi
Electronic Public Relations melalui tiga pendekatan, yaitu push strategy, pull
strategy, dan interactive strategy. Push strategy dilakukan dengan menyampaikan
informasi produk, promo, dan kegiatan melalui fitur Instagram Feeds, Reels, dan
Story yang didukung oleh komunikasi langsung di outlet. Pull strategy diwujudkan
melalui konten visual yang informatif untuk menarik minat customer secara

sukarela. Sementara itu, interactive strategy berperan paling dominan dalam

membangun relasi jangka panjang melalui interaksi dua arah yang responsif dan

personal dengan customer.

Kata Kunci : Electronic Public Relations, Media Sosial Instagram, Relasi

Customer, Ruuang Kopi
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ABSTRACT

Name : Fazria Yusna

NIM : 44222010211

Study Program : Public Relations

Thesis Report Title : Electronic Public Relations Strategy of Ruuang Kopi in Building

Customer Relationships through Instagram

Advisor : Dewi Ambarsari, S.Sos, M.Ikom

The development of social media encourages businesses to utilize digital
platforms as a medium for communication and customer relationship building.
One form of such digital communication is implemented through Electronic Public
Relations (E-PR). This study aims to examine how Ruuang Kopi applies
Electronic Public Relations strategies in building customer relationships through
Instagram.

This research employs a qualitative descriptive method. Data were
collected through in-depth interviews, observation, and documentation involving
internal informants of Ruuang Kopi, as well as analysis of digital communication
activities on Ruuang Kopi’s Instagram account.

The results show that Ruuang Kopi implements Electronic Public Relations
strategies through three approaches: push strategy, pull strategy, and interactive
strategy. The push strategy is applied by delivering information about products,
promotions, and activities through Instagram Feeds, Reels, and Stories, supported
by direct communication at the outlet. The pull strategy is carried out through
informative visual content that encourages customers to seek information
voluntarily. Meanwhile, the interactive strategy plays the most significant role in
building long-term customer relationships through responsive and personalized
two-way interaction.

Keywords: Electronic Public Relations, Instagram, Customer Relationships,

Ruuang Kopi
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