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PERAN E-WOM (ELECTRONIC WORD OF MOUTH) DI 

MEDIA SOSIAL SEBAGAI SARANA PROMOSI PADA UMKM 

KEDAI KOPI OMKOPI DI SIDOARJO DALAM 

MENGHADAPI “LOCKDOWN” (PEMBATASAN SECARA 

KUAT TERHADAP PERGERAKAN DAN KEGIATAN 

MANUSIA DENGAN SKALA BESAR DI AREA REGIONAL) 

DI MASA PANDEMI COVID-19 
 

 

Abstrak 

Penelitian ini dilakukan untuk mengetahui peran E-wom di media sosial sebagai 

sarana promosi saat lockdown di masa pandemi Covid-19 di Kedai Kopi OMKOPI. 

Tujuan dari penelitian ini ialah untuk melihat bagaimana cara Kedai Kopi OMKOPI 

mengefektifkan dan menepatkan sasaran promosi nya dengan menggunakan E-

wom sebagai sarana promosi serta melihat kelebihan dan kekurangan Kedai Kopi 

OMKOPI dalam menerapkan E-wom di media sosial sebagai sarana promosi. 

Penelitian ini merupakan penelitian kualitatif dengan pendekatan deskriptif. 

Sumber data pada penelitian ini yaitu data primer yang berbentuk data penjualan 

sebelum dan di saat pandemi Covid-19 dan data sekunder diperoleh dengan 

melakukan wawancara mendalam terhadap informan. Hasil dari penelitian ini 

menunjukan bahwa strategi E-wom di media sosial yang digunakan Kedai Kopi 

OMKOPI mampu mengefektifkan serta menepatkan sasaran promosi di masa 

pandemi Covid-19 dilihat dari omset perbulan yang terus naik. Kekurangan Kedai 

Kopi OMKOPI menjadi hambatan dalam pengembangan E-wom di media sosial 

sebagai sarana promosi. 

Kata kunci: Media sosial, E-wom sebagai sarana promosi, Pandemi Covid-19 
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THE ROLE OF ELECTRONIC WORD OF MOUTH (E-WOM) ON 

SOCIAL MEDIA AS A MEANS OF PROMOTION AT THE 

OMKOPI COFFEE SHOP IN SIDOARJO IN THE FACE OF 

“LOCKDOWN” (STRONG RESTRICTIONS ON HUMAN 

MOVEMENT AND ACTIVITIES IN REGIONAL AREA) DURING 

THE COVID-19 PANDEMIC 
 

 

 

Abstract 

This study was conducted to determine the role of E-wom on social media as a 

means of promotion during the lockdown during the Covid-19 pandemic at the 

OMKOPI Coffee Shop. The purpose of this study is to see how OMKOPI Coffee 

Shop makes its promotions effective and targets by using E-wom as a promotional 

tool and to see the advantages and disadvantages of OMKOPI Coffee Shop in 

implementing E-wom on social media as a means of promotion. This research is a 

qualitative research with a descriptive approach. The data sources in this study are 

primary data in the form of sales data before and during the Covid-19 pandemic 

and secondary data obtained by conducting in-depth interviews with informants. 

The results of this study indicate that the E-wom strategy on social media used by 

the OMKOPI Coffee Shop is able to streamline and target promotions during the 

Covid-19 pandemic, seen from the increasing monthly turnover. The shortage of 

OMKOPI Coffee Shops is an obstacle in the development of E-wom on social media 

as a means of promotion. 

Keywords: Social media, E-wom as a means of promotion, Covid-19 pandemic 
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