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ABSTRAK

Fenomena boikot terhadap Starbucks Indonesia pada 2024-2025 berkembang
menjadi krisis reputasi yang signifikan, ditandai dengan menurunnya kepercayaan
konsumen, dominasi sentimen negatif di media sosial, khususnya pada akun
Instagram resmi @starbucksindonesia, serta pemberitaan negatif di ruang publik.
Penelitian ini bertujuan menganalisis strategi komunikasi krisis Starbucks
Indonesia dalam menghadapi boikot dengan menggunakan kerangka Situational
Crisis Communication Theory dan Image Restoration Theory sebagai dasar, yang
kemudian dikritisi karena keterbatasannya dalam menjelaskan dinamika era digital,
serta diperluas dengan perspektif mutakhir Social-Mediated Crisis Communication.
Metode penelitian yang digunakan adalah deskriptif kualitatif dengan analisis isi
terarah terhadap media Public Relations (PR) baik online maupun offline. Hasil
penelitian menunjukkan lima strategi utama, yaitu bolstering sebagai strategi
dominan, corrective action, denial, serta temuan baru berupa separating dan selling
strategy yang memperluas kerangka teori komunikasi krisis dengan menegaskan
pentingnya adaptasi budaya lokal (glocalization) dan reposisi nilai premium
melalui keterjangkauan harga. Data eksternal dan penelitian akademik terbaru
memperkuat hasil ini dengan menunjukkan bahwa citra Starbucks Indonesia pada
tahun 2026 telah pulih, ditandai dengan meningkatnya loyalitas konsumen,
memudarnya stigma boikot, serta stabilnya reputasi merek. Penelitian ini
menyimpulkan bahwa integrasi media sosial dan media Public Relation (PR) offline
menjadi kunci dalam membangun kembali kepercayaan publik, sekaligus
memberikan kontribusi akademik bagi pengembangan kajian komunikasi krisis
yang lebih adaptif terhadap konteks lokal.

Kata kunci: Komunikasi Krisis, Starbucks Indonesia, Public Relations, Boikot,
Pemulihan Citra



ABSTRACT

The boycott phenomenon against Starbucks Indonesia in 2024 to 2025 developed
into a significant reputational crisis, marked by declining consumer trust, the
dominance of negative sentiment on social media, particularly on the official
Instagram account (@starbucksindonesia, as well as extensive negative coverage in
the public sphere. This study aims to analyze Starbucks Indonesia’s crisis
communication strategies in addressing the boycott by employing Situational Crisis
Communication Theory and Image Restoration Theory as foundational
frameworks, which are then critiqued for their limitations in explaining the
dynamics of the digital era and extended through the more contemporary
perspective of Social-Mediated Crisis Communication. The research adopts a
qualitative descriptive approach with directed content analysis of both online and
offline Public Relations media. The findings reveal five main strategies, namely
bolstering as the dominant approach, corrective action, denial, and two newly
identified strategies, separating and selling, which expand the theoretical
framework of crisis communication by emphasizing cultural adaptation
(glocalization) and the repositioning of premium brand values through affordability.
External data and recent academic studies reinforce these results, demonstrating
that by 2026 Starbucks Indonesia’s brand image had recovered, as evidenced by
renewed consumer loyalty, the fading of boycott stigma, and the stabilization of
brand reputation. This study concludes that the integration of social media and
offline PR media is crucial in rebuilding public trust, while also contributing
academically to the advancement of crisis communication scholarship that is more
adaptive to local contexts.

Keywords: Crisis Communication, Starbucks Indonesia, Public Relations, Boy-
cott, Brand Recovery
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