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AKTIVITAS KOMUNIKASI PT STARBUCKS CABANG FOOD 

CENTRUM DALAM MERAIH KEPERCAYAAN PUBLIK 

PASCA BOIKOT PRODUK AFILASI ISRAEL 

( Periode Agustus 2024 - Agustus 2025) 

OLIVER CHRISTOPHORUS 

 

 

ABSTRAK 

 

Isu boikot terhadap produk yang dianggap berafiliasi dengan Israel 

memberikan dampak signifikan terhadap PT Starbucks Cabang Food Centrum, 

termasuk penurunan jumlah pengunjung, perubahan perilaku konsumen, serta 

meningkatnya tekanan publik terhadap manajemen untuk memberikan klarifikasi 

yang cepat dan konsisten. Kondisi ini menuntut perusahaan untuk mengelola 

komunikasi secara strategis guna menjaga citra merek dan memulihkan 

kepercayaan pelanggan di tengah eskalasi opini publik di media sosial. 

Penelitian ini menggunakan perspektif komunikasi krisis dan manajemen 

reputasi yang menekankan pentingnya kesiapan komunikasi internal, konsistensi 

pesan, serta transparansi dalam merespons isu. Teori tersebut menjelaskan bahwa 

efektivitas pemulihan kepercayaan publik sangat ditentukan oleh koordinasi 

internal organisasi dan strategi komunikasi eksternal yang responsif. 

Metode penelitian yang digunakan adalah pendekatan kualitatif melalui 

wawancara mendalam dengan store manager, supervisor, barista, pendiri kafe 

kompetitor, dan pelanggan, serta didukung observasi non-partisipan dan 

dokumentasi internal seperti WeComm dan Barista Need to Know (BNTK). 

Hasil penelitian menunjukkan bahwa Starbucks menerapkan komunikasi 

yang sistematis melalui briefing rutin, penyampaian pesan yang konsisten, serta 

pemanfaatan media sosial dan website untuk klarifikasi publik. Respons yang cepat 

dan terkoordinasi tersebut mampu meredam dampak krisis dan memulihkan 

kepercayaan pelanggan secara bertahap. 

 

Kata Kunci: Evaluasi Aktivitas Komunikasi, Starbucks Indonesia, Kepercayaan 

Publik, Komunikasi Krisis, Manajemen Reputasi 
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COMMUNICATION ACTIVITIES OF PT STARBUCKS INDONESIA FOOD 

CENTRUM BRANCH IN REBUILDING PUBLIC TRUST FOLLOWING 

THE BOYCOTT OF PRODUCT  PERCEIVED TO 

BE AFFILIATED WITH ISRAEL 

(August 2024–August 2025) 

OLIVER CHRISTOPHORUS 
 
 
 

ABSTRACT 
 

The boycott issue concerning products perceived to be affiliated with Israel 

significantly impacted PT Starbucks Food Centrum Branch, resulting in a decline 

in customer visits, changes in consumer behavior, and increased public pressure 

on management to provide prompt and consistent clarification. This situation 

required the company to manage its communication strategically in order to 

maintain brand image and restore public trust amid the escalation of public opinion 

on social media. 

This study applies crisis communication and reputation management 

perspectives, which emphasize the importance of internal communication 

readiness, message consistency, and transparency in responding to public issues. 

These theoretical frameworks suggest that the effectiveness of trust recovery largely 

depends on coordinated internal communication and responsive external 

communication strategies. 

This research employs a qualitative approach through in-depth interviews 

with the store manager, supervisors, baristas, a competing café founder, and 

customers, supported by non-participant observation and internal documentation 

such as WeComm and Barista Need to Know (BNTK). 

The findings indicate that Starbucks implemented a systematic 

communication pattern through regular briefings, consistent internal messaging, 

and the use of social media and the official website for public clarification. These 

prompt and coordinated responses were able to mitigate the crisis impact and 

gradually restore customer trust. 

 

Keywords:Communication Activity Evaluation, Starbucks Indonesia, Public Trust, 

Crisis Communication, Reputation Management 
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