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Abstract  
The digital revolution has profoundly reshaped journalism, with artificial intelligence (AI) 

emerging as a transformative force in newsrooms. This study examines the impact of AI 

integration on journalistic practices and news distribution in the era of digital transformation. 

Employing a qualitative approach, the research conducted in-depth interviews with 15 senior 

journalists and editorial managers from diverse leading news organizations across five continents. 

Thematic analysis revealed that AI has significantly enhanced data gathering and verification 

efficiency, while also raising ethical concerns regarding algorithmic transparency and potential 

biases. Findings indicate that AI facilitates content personalization and distribution optimization, 

but simultaneously raises concerns about filter bubbles and audience polarization. The study also 

uncovers a shift in the required skill set for journalists, emphasizing data literacy and algorithmic 

understanding. While AI offers substantial opportunities for journalistic innovation, the research 

concludes that a delicate balance between technological efficiency and fundamental journalistic 

values is crucial. This study provides valuable insights for media practitioners and policymakers 

in navigating the evolving landscape of AI-driven journalism, highlighting the need for robust 

ethical frameworks and continuous training for media professionals. 

Keywords: AI; journalism; digitalization; ethics; innovation; 

 

Introduction  

The increasing incorporation of Artificial Intelligence (AI) into newsrooms has triggered 

a profound transformation in journalistic practices and the overall landscape of news 

distribution. As digital transformation continues to reshape media industries, newsrooms 

worldwide are adopting AI technologies to optimize content production, enhance distribution 

channels, and meet the evolving demands of digital audiences. AI tools such as automated 

content generation, data analysis, and personalized news recommendations are becoming 

more prevalent, challenging traditional journalistic roles and workflows. This research seeks 

to evaluate the impact of AI on journalistic practices and news distribution, with a focus on 

understanding how these technologies influence the quality of journalism, newsroom ethics, 

and the role of journalists in the digital age. 

The use of AI in newsrooms has attracted significant scholarly attention in recent years. 

Various studies have explored the application of AI-driven technologies like Natural 

Language Processing (NLP), machine learning, and algorithms in content creation and 

distribution. For instance, studies have shown that AI can streamline news production 

processes by automating tasks such as data collection, fact-checking, and even writing simple 

news reports (Carlson, 2021; Napoli, 2022). Additionally, AI has been utilized to analyze 

large datasets to identify trends and generate data-driven stories, allowing journalists to focus 
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mailto:suhendra@stisipolcandradimuka.ac.id
mailto:fenysellypratiwi@fisip.unsri.ac.id
mailto:suhendra@stisipolcandradimuka.ac.id




Artificial Intelligence in Newsrooms: Evaluating the Impact of AI on Journalistic Practices and News 
Distribution in the Era of Digital Transformation 

Ξ 
 

on more complex reporting (Lewis, 2020). However, despite these advancements, concerns  

have been raised regarding the potential loss of journalistic integrity and the reduction of 

human oversight in news production (Van Dalen, 2021). While AI technologies can enhance 

efficiency, there are also questions about their ethical implications, particularly in areas such 

as bias in news algorithms and the risk of undermining the role of professional journalists 

(Fengler et al., 2022). 

Despite the growing body of literature on AI in newsrooms, there remain significant gaps 

in understanding the full extent of its impact on journalistic practices. Many studies have 

focused on the technological capabilities of AI but have not thoroughly examined how these 

tools influence the professional identity and roles of journalists. Additionally, while AI has 

been shown to improve the speed and accuracy of news distribution, there is limited research 

on how it affects the diversity and quality of news content, particularly in relation to editorial 

decision-making processes. This research aims to address these gaps by evaluating the 

broader implications of AI integration in newsrooms, considering both the benefits and 

potential challenges it presents for journalism in the digital era. 

This study is guided by the following research questions: (1) How does AI impact 

journalistic practices in terms of content production, fact-checking, and editorial decisions? 

(2) What are the ethical challenges posed by the integration of AI in newsrooms, particularly 

concerning issues of bias, transparency, and accountability? (3) How has AI influenced news 

distribution patterns and audience engagement in the context of digital transformation? These 

questions are critical for understanding the evolving role of journalists and news 

organizations as they navigate the opportunities and challenges presented by AI technologies. 

To engage with this topic, it is essential to review the current state of research on AI in 

journalism. The existing literature highlights several key areas of focus, including the 

automation of news content, AI's role in investigative journalism, and its impact on news 

personalization (Bucher, 2021; Thurman et al., 2022). For example, Bucher (2021) 

emphasized the role of AI in enhancing journalistic productivity, particularly in automating 

repetitive tasks like fact-checking and producing routine news updates. However, he also 

pointed out the limitations of AI in generating more nuanced, investigative reporting, which 

requires human intuition and critical thinking. Thurman et al. (2022) provided a more 

audience-centric perspective, discussing how AI-driven algorithms are shaping personalized 

news feeds and influencing public opinion by selecting and prioritizing certain stories over 

others. These studies are informative but often lack an in-depth exploration of the ethical 

dimensions of AI's influence on journalism. 

This research aims to contribute to the ongoing conversation by providing an empirical 

assessment of the impact of AI on both journalistic practices and news distribution. By 

analyzing newsroom operations in the era of digital transformation, this study will explore 

how AI reshapes the way news is produced and disseminated. Moreover, the study seeks to 

highlight the ethical considerations that arise from AI's use in journalism, particularly with 

respect to issues such as algorithmic bias and the diminishing role of human journalists in 

editorial decision-making. Given the rapid pace of technological advancements in AI, there is 

a pressing need to critically examine these developments and their implications for the future 

of journalism. 
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The thesis statement for this paper is: "The integration of AI in newsrooms has 

fundamentally altered journalistic practices and news distribution, presenting both 

opportunities for efficiency and challenges to the ethical standards of journalism." This 

research will present evidence and arguments to support this position by drawing on 

empirical data from various case studies and interviews with industry professionals. 

In terms of methodology, this study adopts a qualitative approach, using a combination of 

content analysis and semi-structured interviews with journalists and AI experts. Case studies 

of news organizations that have implemented AI technologies will be used to illustrate how 

these tools are impacting daily journalistic operations. This method allows for an in-depth 

exploration of both the practical and ethical implications of AI in newsrooms. By analyzing 

the experiences of media professionals, this research will provide valuable insights into how 

AI is transforming journalism in the digital age. 

In conclusion, this study addresses the need for a more comprehensive understanding of 

AI's impact on journalism, particularly in terms of how it affects journalistic practices, 

newsroom ethics, and news distribution. The findings of this research will contribute to the 

broader conversation on the future of journalism in the digital era, offering insights that are 

crucial for news organizations, journalists, and policymakers alike. 

 

 

Result and discussion  

The results and discussion sections of this study analyze the impact of Artificial 

Intelligence (AI) on journalistic practices and news distribution in the context of digital 

transformation. The findings are based on qualitative data obtained from interviews with 

journalists and AI experts, as well as case studies of newsrooms that have integrated AI into 

their operations. This section will focus on three primary areas: (1) AI's influence on 

journalistic practices, (2) the ethical challenges posed by AI in newsrooms, and (3) the impact 

of AI on news distribution and audience engagement. 

 

1. AIôs Influence on Journalistic Practices 

1.1. Automation of Content Production 

One of the most significant findings of this study is the extensive use of AI in 

automating various aspects of news production. Many of the interviewed journalists 

highlighted how AI tools such as Natural Language Processing (NLP) and machine 

learning have become integral in generating routine news content, particularly in finance, 

sports, and weather reports. Automated news writing systems, like those used by The 

Washington Post and Reuters, allow journalists to focus on more complex and in-depth 

reporting by handling repetitive tasks (Bucher, 2021). This has improved overall 

newsroom productivity, as routine news updates can be generated faster and more 

accurately. 

Table 1.Shows the key AI-driven tools currently used in newsrooms and their respective functions. 

AI Tool Function Examples 

Natural Language 

Processing (NLP) 

Automates the generation 

of routine news articles by 

converting structured data 

Automated Insights, 

Wordsmith 
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into written text. 

Machine Learning        Predicts trends, analyzes 

data sets, and assists 

journalists in investigative 

reporting. 

Reuters Tracer, Bloomberg 

Terminal 

Chatbots   Facilitates audience 

interaction and provides 

personalized news 

content. 

BBCõs Chatbot, CNNõs 

Chatbot 

Sentiment Analysis      Analyzes social media and 

online content to gauge 

public opinion. 

Lexalytics, MonkeyLearn       

 

While these tools have transformed the speed and efficiency of content production, 

there are concerns about the quality and diversity of AI-generated content. Several 

journalists noted that although AI can handle fact-based reporting efficiently, it struggles 

with more nuanced stories that require a deeper understanding of context and emotions 

(Thurman et al., 2022). This suggests that while AI is useful for specific tasks, it cannot 

entirely replace the role of human journalists in producing high-quality, investigative 

journalism. 

 

1.2. Editorial Decision-Making and Fact-Checking 

AI's role in editorial decision-making and fact-checking is another key area of 

influence. The integration of AI tools such as automated fact-checking systems has 

significantly enhanced the accuracy and reliability of news content. For example, AI-

driven platforms like Full Fact and Factmata can instantly verify claims by cross-

referencing them with reliable databases (Carlson, 2021). This has reduced the workload 

on journalists and editors, enabling them to focus on more critical editorial tasks. 

However, some challenges remain. Interviews revealed that journalists often felt 

uneasy about relying entirely on AI for editorial decisions, particularly when dealing 

with sensitive or controversial topics. While AI can flag potentially false information, it 

lacks the ethical reasoning and contextual understanding that human editors bring to the 

newsroom (Napoli, 2022). Therefore, there is a need for a hybrid approach that combines 

AI's efficiency with human editorial oversight to ensure that journalistic integrity is 

maintained. 

 

2. Ethical Challenges in AI-Driven Newsrooms 

2.1. Algorithmic Bias 

The ethical challenges posed by AI in newsrooms are a growing concern among 

media professionals. One of the most prominent issues is algorithmic bias. AI algorithms 

used in news personalization and content distribution are often trained on historical data, 

which can perpetuate existing biases in news coverage (Fengler et al., 2022). For 

instance, algorithms may disproportionately promote content that aligns with the 
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preferences of a specific demographic, leading to a lack of diversity in news 

consumption. 

Several participants in this study expressed concerns about how these biases could 

skew public opinion and reduce the representation of minority voices in the media. One 

journalist noted, ñWe see that certain AI-driven news platforms tend to prioritize 

sensationalist content because it drives engagement. This can distort the public's 

perception of important issuesò (Van Dalen, 2021). The potential for AI to influence 

what content is visible to different audience segments raises critical questions about 

transparency and accountability in AI-driven journalism. 

 

2.2. Transparency and Accountability 

AIôs increasing role in news production also raises questions about transparency and 

accountability. As AI tools take on more significant roles in news generation and 

distribution, there is a need for greater transparency regarding how these tools operate 

and make decisions. The proprietary nature of many AI algorithms, particularly those 

used by large tech companies like Facebook and Google, makes it difficult for journalists 

and the public to understand how news content is curated and prioritized (Lewis, 2020). 

In response to these concerns, several news organizations have started adopting more 

transparent practices. For instance, Reuters has implemented policies to disclose when 

articles are generated by AI and includes human oversight in the final editing process. 

However, the issue of accountability remains unresolved, as AI systems do not bear 

responsibility for errors or biases in news content. This underscores the need for 

regulatory frameworks to ensure that AI-driven news systems uphold ethical standards 

(Thurman et al., 2022). 

 

3. Impact of AI on News Distribution and Audience Engagement 

3.1. Personalized News Feeds 

The impact of AI on news distribution is most evident in the rise of personalized 

news feeds. Many news organizations now use AI algorithms to tailor news content to 

individual users' preferences based on their browsing history, social media interactions, 

and previous news consumption patterns. AI-powered personalization tools, such as those 

used by The New York Times and BBC, have revolutionized how news is delivered, 

allowing audiences to receive news that is more relevant to their interests (Napoli, 2022). 

While personalized news feeds have increased user engagement, they also raise 

concerns about the creation of ñfilter bubbles.ò Several experts interviewed for this study 

noted that AI algorithms tend to reinforce users' existing beliefs by presenting content that 

aligns with their views, which can contribute to political polarization (Fengler et al., 

2022). This is particularly problematic in the context of news distribution, as it limits 

exposure to diverse perspectives and reduces the opportunities for critical engagement 

with differing viewpoints. 

 
Table 2. Provides a comparison of audience engagement metrics before and after the implementation of AI-powered 

news personalization systems. 

Engagement Metric Pre-AI Implementation Post-AI Implementation 
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Average Time Spent per 

Article 

3 minutes 5 minutes 

Bounce Rate 65% 48% 

Click-Through Rate (CTR) 4% 7% 

Subscription Conversions 10% 18% 

 

These findings suggest that while AI-driven news personalization has had a positive 

impact on audience engagement, it is not without its challenges. The creation of more 

personalized news experiences has improved user retention and click-through rates, but 

the ethical implications of this trend require further consideration. 

 

3.2. The Role of AI in News Aggregation 

AI has also played a pivotal role in the rise of news aggregation platforms, which use 

AI algorithms to collect news from various sources and present it to users in a 

consolidated format. Platforms such as Google News and Apple News rely on AI to 

curate news from multiple outlets, providing users with a broad range of content. These 

platforms have become an essential part of the news ecosystem, offering users 

convenient access to news from diverse sources (Thurman et al., 2022). 

However, the role of AI in news aggregation raises concerns about the concentration 

of power in the hands of a few tech companies. As these platforms grow, they have the 

potential to control which news outlets and stories receive visibility, thereby influencing 

public discourse. Several participants in this study argued that the lack of transparency in 

AI-driven aggregation systems makes it difficult to hold these platforms accountable for 

the content they promote (Bucher, 2021). This highlights the need for greater scrutiny of 

AI-driven news aggregation systems and their impact on media plurality. 

The integration of AI into newsrooms has undoubtedly transformed journalistic 

practices and news distribution. From automating content production to personalizing 

news feeds, AI has introduced efficiencies that are reshaping the way news is produced 

and consumed. However, these developments also present significant ethical challenges, 

particularly in relation to algorithmic bias, transparency, and accountability. While AI 

has the potential to enhance the quality of journalism, it is clear that human oversight 

remains essential to maintaining journalistic integrity in the digital age. 

This study has contributed to the ongoing conversation about AI's impact on 

journalism by providing an empirical assessment of its influence on newsrooms and 

news distribution. The findings highlight the need for a balanced approach that leverages 

AI's capabilities while ensuring that ethical standards are upheld. Future research should 

continue to explore the long-term implications of AI in journalism, particularly as AI 

technologies evolve and become more sophisticated. 

 

4. AI and the Changing Role of Journalists 

4.1.  Shifts in Job Roles and Responsibilities 

The integration of AI into newsrooms has also redefined the role of journalists. As 

AI takes on more routine tasks, such as fact-checking, headline writing, and even article 

generation, journalists are increasingly focusing on investigative reporting, data 
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journalism, and analytical tasks that require critical thinking and human insight (Carlson, 

2021). This shift allows journalists to concentrate on high-value tasks, such as building 

sources, contextualizing news stories, and crafting narratives that resonate with their 

audiences. 

However, this transformation has also brought challenges. Some journalists 

expressed concerns about job security, fearing that AI could eventually replace them in 

specific areas of reporting. Although AI is not yet capable of replacing investigative 

journalism, its ability to automate tasks such as news summaries and social media posts 

has led to staff reductions in some newsrooms (Thurman et al., 2022). Journalists are now 

required to develop new skills, such as data analysis and AI literacy, to remain relevant in 

a rapidly changing industry.  

In response, media organizations are investing in upskilling their workforce. For 

example, The New York Times has implemented training programs for journalists to 

learn how to collaborate with AI tools in news production. These programs aim to equip 

journalists with the technical skills needed to understand and leverage AI's capabilities 

while maintaining editorial control (Lewis, 2020).  

The transition to an AI-supported newsroom has also necessitated a redefinition of 

journalistic ethics. Journalists are now required to consider the ethical implications of 

using AI in their reporting, particularly regarding bias, transparency, and accountability. 

As one interviewee noted, ñWe need to be more than just good writers; we need to 

understand how AI systems work and how they could shape our reporting, both positively 

and negativelyò (Napoli, 2022). 

 

4.2. Collaboration Between Journalists and AI 

AI in journalism should not be seen merely as a tool but as a collaborative partner 

that can enhance journalistic practices. Many participants in this study stressed that AI 

can augment human journalism rather than replace it. By taking over menial and time-

consuming tasks, AI allows journalists to focus on more complex and creative aspects of 

their work, such as storytelling, investigative journalism, and audience engagement 

(Bucher, 2021). 

A notable example of AI-human collaboration is Reuters' Cyborg, a system that 

helps journalists produce financial reports by analyzing company earnings data and 

automatically generating articles based on the findings. While Cyborg handles the data-

heavy aspects of the reporting, human journalists are responsible for adding context, 

conducting interviews, and ensuring the accuracy of the information presented (Thurman 

et al., 2022). This combination of AI and human effort has proven effective in producing 

high-quality, timely news coverage that meets audience demands. 

The collaboration between AI and journalists also raises questions about how 

newsrooms can strike the right balance between automation and human input. While AI 

can handle structured tasks like data analysis, it is still limited when it comes to 

understanding the broader social, political, and cultural context of news stories. 

Journalists must therefore act as "curators" of AI-generated content, ensuring that the 

final product is accurate, ethically sound, and contextually appropriate (Napoli, 2022). 
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5. The Future of AI in Journalism 

5.1. Evolving AI Technologies and Their Implications 

Looking forward, the continued evolution of AI technologies will likely further 

reshape journalism in both expected and unexpected ways. Advances in machine 

learning, deep learning, and natural language generation will enable AI to take on more 

complex editorial tasks, such as composing feature-length articles or conducting initial 

phases of investigative reporting (Fengler et al., 2022). As these technologies evolve, 

newsrooms must adapt by finding new ways to integrate AI while maintaining their 

commitment to journalistic ethics. 

AI-driven news bots are also expected to become more sophisticated, allowing media 

organizations to deliver real-time updates on breaking news and developing stories with 

minimal human intervention. However, as these systems become more advanced, they 

may also exacerbate existing ethical concerns, such as the spread of misinformation and 

deepfake technologies. AI can potentially be weaponized to generate false narratives or 

manipulate public opinion, making it essential for journalists to maintain a vigilant 

approach to verifying the accuracy of AI-generated content (Carlson, 2021). 

 

5.2. Recommendations for Ethical AI Use in Journalism 

Given the growing role of AI in journalism, this study proposes several 

recommendations for ensuring that AI-driven news production remains ethical and 

accountable: 

1. Human Oversight: News organizations should implement policies that ensure all 

AI-generated content is reviewed and approved by human editors before 

publication. This will help prevent errors, biases, and ethical lapses from being 

propagated by AI systems (Napoli, 2022). 

2. Transparency: Media organizations should be transparent about when and how 

AI tools are used in news production. This includes disclosing when articles are 

written or significantly influenced by AI systems, as well as making AI 

algorithms accessible for public scrutiny (Thurman et al., 2022). 

3. Bias Mitigation: Developers of AI systems in newsrooms should prioritize 

minimizing algorithmic bias by using diverse training data and conducting 

regular audits of AI performance. This will help ensure that AI-generated content 

reflects a broad range of perspectives and avoids perpetuating harmful 

stereotypes (Fengler et al., 2022). 

4. Education and Training: News organizations must invest in training programs to 

help journalists understand AI's capabilities and limitations. By equipping 

journalists with the skills needed to work alongside AI, newsrooms can ensure 

that their employees are prepared for the future of journalism (Lewis, 2020). 

5. Collaboration with Technologists: Journalists should collaborate closely with AI 

researchers and technologists to develop AI systems that are tailored to the 

specific needs of the newsroom. This collaboration will ensure that AI tools are 

designed with journalistic values in mind and that they enhance rather than 

undermine the integrity of the news (Bucher, 2021). 
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The integration of AI into newsrooms is rapidly transforming journalistic practices 

and news distribution. While AI offers significant benefits, such as improved efficiency, 

personalized content, and automated fact-checking, it also presents ethical challenges 

that must be addressed. Algorithmic bias, transparency, and the potential for 

misinformation are all issues that require careful consideration as AI continues to play a 

larger role in journalism.  

The results of this study underscore the importance of maintaining a balanced 

approach to AI in newsrooms. By combining the strengths of AI with the critical 

thinking and ethical reasoning of human journalists, news organizations can leverage 

AIôs capabilities while preserving the core values of journalism. The future of journalism 

will undoubtedly be shaped by continued advances in AI, but it is up to newsrooms to 

ensure that these technologies are used responsibly and ethically. Future research should 

explore the long-term implications of AI for journalism and develop frameworks that 

ensure AI-driven newsrooms continue to serve the public interest. 

 

Conclusion  

Type The integration of Artificial Intelligence (AI) into newsrooms marks a pivotal shift 

in journalistic practices and the distribution of news in the digital transformation era. Through 

this study, we have evaluated the profound impact AI has on routine tasks, content 

personalization, and audience engagement, alongside the ethical challenges it presents. As AI 

automates various journalistic processesðsuch as data gathering, content generation, and 

distributionðthe role of human journalists has shifted towards more analytical, investigative, 

and contextual reporting, allowing them to focus on high-value tasks that AI cannot yet 

replicate. 

This research has underscored the significance of AI in enhancing newsroom efficiency 

and expanding the scope of journalism. However, the deployment of AI raises critical 

concerns regarding transparency, algorithmic bias, and the potential spread of 

misinformation. News organizations must carefully navigate these challenges to ensure that 

AI-driven technologies complement, rather than compromise, journalistic integrity. As the 

thesis proposed, AI in newsrooms does not entirely replace journalists but redefines their 

role, fostering a new collaborative relationship between humans and machines. This 

partnership can strengthen the quality of journalism by enabling faster, more accurate 

reporting while allowing journalists to focus on human-centered tasks that require empathy, 

creativity, and critical judgment. 

Moreover, this study has illustrated that while AI can significantly optimize news 

distribution by offering personalized content, the ethical implications of using AI in these 

processes cannot be overlooked. As AI-powered news personalization becomes more 

widespread, questions of accountability, bias, and fairness emerge. These issues challenge 

both technologists and journalists to develop systems that promote inclusivity and objectivity 

while avoiding the deepening of echo chambers. 

While the findings of this research provide valuable insights into the current state of AI 

integration in newsrooms, they also open up several new questions for future exploration. For 

instance, how will AI advancements, such as generative models and deep learning, further 

alter journalistic practices? What will be the long-term effects of AI on employment within 
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the media industry, and how can newsrooms ensure that their adoption of AI remains ethical 

and transparent? 

Furthermore, the research highlights the need for ongoing collaboration between AI 

developers, journalists, and policymakers to establish guidelines and standards that mitigate 

the risks of algorithmic bias and ensure the responsible use of AI in journalism. Ethical 

frameworks must evolve alongside AI technologies to ensure that the core values of 

journalismðtruth, fairness, and accountabilityðare upheld in an AI-driven news ecosystem. 

In conclusion, AI is undoubtedly reshaping the landscape of journalism, offering new 

opportunities for innovation while presenting significant ethical and professional challenges. 

By fostering collaboration between human journalists and AI systems, news organizations 

can harness the benefits of automation while maintaining the integrity and values of the 

profession. As AI continues to evolve, it is essential to stay vigilant in addressing the 

complexities it introduces, ensuring that AI enhances, rather than undermines, the future of 

journalism. Future research should focus on exploring these evolving dynamics, examining 

how AI can be designed to support journalistic values, and investigating the broader social 

implications of AI's role in shaping public discourse and democratic engagement. 
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Abstract 
Balancing innovation and ethics in AI-driven interpersonal communication presents significant 

opportunities and complex challenges. This study conducted SLR based on Kitchenham and 

Charter's guidelines for identifying, evaluating, interpreting, and analyzing available research. 

Analysis of 30 articles from Google Scholar and Taylor and Prancis with an interval between 

2020 and 2024 resulted in 30 publications. Initial searches in the online library database using 

Google Scholar and Taylor and Prancis with an interval between 2020-2024 found that in 2024 

there were 6 publications, 2023 with 7 publications, 2022 with 2 publications, 2021 with 1 

publication, 2020 with 2 publications. Major ethical concerns identified include privacy breaches, 

lack of transparency, inherent algorithmic biases, and erosion of trust in AI systems. To address 

these pressing ethical issues, the study proposes several strategic solutions. First, it emphasizes 

the development of comprehensive ethical frameworks that guide the use of AI in communication. 

These frameworks should be rooted in core principles such as fairness, accountability, and 

transparency to ensure ethical practices in AI deployment. Second, the study advocates for 

establishing and enforcing regulatory policies to ensure compliance with these ethical standards. 

Such policies should include specific guidelines for data protection, requirements for algorithmic 

transparency, and mechanisms to hold parties accountable in the event of ethical breaches. Third, 

increasing awareness and education among users and developers about the ethical implications of 

AI in communication is crucial. This will help foster a more responsible environment for both the 

usage and development of AI technologies. Finally, the study underscores the importance of 

continuous research and collaboration among technologists, ethicists, policymakers, and the 

public. This collaborative approach is essential for keeping pace with the evolving landscape of 

AI and its impact on interpersonal communication. The findings provide a comprehensive 

overview of current discourse and offer a solid foundation for future research and policy 

development in ethical AI communication practices. 

 

Keyword: Inovation; Ethics; AI; Interpersonal Communication 

 

Introduction  

An era of digital transformation has been initiated by rapid advances in information and 

communication technology. This era not only changes the way we interact with technology 

but also affects every aspect of our lives (Maôarif and Nursikin 2024). Security and privacy 

are top priorities in the digital age. The huge reach and anonymity of the internet make it easy 

to misuse. Data integrity for individuals and organizations is at risk from increasingly 

sophisticated and widespread cybersecurity threats like phishing, identity theft, and hacking. 

Privacy concerns are further compounded by the widespread data collection practices 

employed by numerous digital platforms. Users frequently unintentionally agree to broad data 

use policies, which expose their data to use for marketing purposes or even sale to 

unaffiliated third parties (Gao 2023).  

With the rapid development of technology and the emergence of connections between 

technologies, new things are being created in the industrial era. Fourth industrial 
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transformation, such as artificial intelligence technology, or AI. Artificial Intelligence (AI) is 

defined as ócomputer programs, machine learning, hardware and    softwareô and óIndustry 

4.0ô and óIndustry 5.0ô. AI is a discipline that uses software and hardware solutions that adopt 

the neural patterns present in the human brain (Labobar and Malatuny 2024).  

Digitalization is increasingly recognized as a complex and multifaceted phenomenon, 

encompassing a wide range of business strategies, from the purchase of new software or IT 

products to the overhaul of existing processes and organizational changes (Cassetta et al. 

2020). In many situations, AI is still controlled by users and designers, but in more and more 

applications, the behavior of the system is difficult to predict by those involved in its design 

and operation (Stahl 2021). 

The digital age has changed the dynamics of communication by allowing for 

instantaneous, multimodal, global interactions through a variety of platforms and channels. 

Digital technology brings with it previously unheard-of possibilities for connectivity, 

teamwork, and knowledge exchange, but it also brings with it drawbacks like digital 

distractions, information overload, and the breakdown of conventional communication 

standards. In the digital age, successful communication necessitates a multidimensional 

strategy that incorporates interpersonal skills, digital literacy, and adaptability to overcome 

these obstacles and fully realize the advantages of digital communication (Mukherjee 2024). 

Its revolutionary influence extends to the way individuals interact, the kinds of content 

they come across, and the production and distribution of content. AI has been and continues 

to be a significant factor in the personalization of communication, among other things 

(Hermann 2022).  

This research uses the Systematic Literature Review (SLR). A systematic literature 

review is a methodologically rigorous research method used to organize, evaluate, and 

provide an unbiased report of the existing literature related to a specific topic (reducing 

researcher bias and defining the exact scope of the review). This study conducted SLR based 

on Kitchenham and Charter's guidelines for identifying, evaluating, interpreting, and 

analyzing available research (Tama and Sulistyaningrum 2023).  

 

Result and discussion  

Ethical guidelines not only foster trust among users and stakeholders but also promote 

innovation that respects human values and rights (Salah and Gonzalez 2024). Generally 

speaking, ethics can be defined as a self-sufficient system, using logic to assess each 

individual's morality, demeanor, and ability to make moral decisions that will affect human 

dignity and usefulness in daily life (Nurmalasari and Mukhlas 2024). The development of the 

times must be maintained and ethics upheld in the center (Sangputra, Asifah, and Malang 

2024). Divergent opinions will arise from interpersonal communication between people.11 

When people meet in person, interpersonal communication acts as a mediator to facilitate 

communication and the transformation of information. When interpersonal communication is 

conducted with equality, positivism, openness, empathy, and support, it works (Mustofa et al. 

2023). 
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Result 

Using the keywords K1 ñBalancing Innovation and Ethicsò and K2 ñEthical Challenges in 

Using AI for Interpersonal Communicationò an initial search in the online database library 

using Google Scholar and Taylor and Prancis with an interval between 2020 and 2024 

resulted in 30 publications. Initial searches in the online library database using Google 

Scholar and Taylor and Prancis with an interval between 2020-2024 found that in 2024 there 

were 6 publications, 2023 with 7 publications, 2022 with 2 publications, 2021 with 1 

publication, and 2020 with 2 publications. 

In addition, Refining is the second step in the process and is used to focus on the main 

objectives of the research and ensure that only relevant articles are included in the analysis. 

The researcher will review the articles found during the search stage to see if they meet the 

inclusion criteria set during the refining step. By doing this, the possibility of bias can be 

reduced and it is ensured that the conclusions of the analysis are validly supported by 

research and relevant to the proposed study topic. The refine step can assist researchers in 

identifying research gaps that have not been addressed by the previous corpus of material. In 

this study, researchers identified publications that have doi. The results of the refined 

database search are shown in Table 1. 

 
Table 1. Refining the Database 

Year Total 

2020 2 

2021 1 

2022 2 

2023 7 

2024 6 

 

The results of the articles in the enhanced database showed that 10 articles had no doi. 

Thus, the total number of refined publications was 20. The inclusion criteria for the 

systematic literature review was the most important next step in this study. Publications 

published in journals or conferences were preferred. To provide a thorough review process, 

the SLR should have certain exclusion restrictions. Publications from relevant fields that did 

not include certain keywords were excluded from the review process. Furthermore, using 

the shortlist and review method, papers that meet the inclusion criteria are found. And only 

papers that met the inclusion and exclusion criteria were selected for further investigation 

and analysis. 
Table 2. Exclusion and Inclusion Criteria 

Publications Number 

Included 18 

Excluded 2 

 

Table 1 shows that 18 publications were selected for additional study after the exclusion 

procedure and inclusion of publications relevant to the predefined requirements. However, 

seven publications were excluded as seven of them were published in book form and the 

other three were not written in English. As a result of the SLR, media portrayals of 
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Islamophobia are being studied. The criteria for the 18 selected articles were met by 

performing the steps in the search strategy as shown in Table 3. 

 
Table 3. Search Process Result 

Search Process Number 

Initial 30 

Purify 20 

Exempt 2 

Including 18 

 

1. The Role of AI in Enhancing Interpersonal Interaction in the Digital Age 

The first research question is "What are the research trends regarding the Role of AI in 

Enhancing Interpersonal Interaction in the Digital Age?". After conducting a search 

process using Google Scholar with the keywords " the Role of AI in Enhancing 

Interpersonal Interaction in the Digital Age" and "the Ethical Challenges in Using AI for 

Interpersonal Communication", it resulted in 20 publications with the following details; 

1) 2024 with 6 publications, 2) 2023 with 7 publications, 3) 2022 with 2 publications, 4) 

2021 with 1 publications, 5) 2020 with 2 publications. 

 
Table 4. Publication Trend The relationship of social media to the effectiveness of da'wah communication 

Year Number Authors 

2020 1 Cassetta et al. 2020. 

2021 1 Stahl 2021 

2022 1 Hermann 2022 

2023 3 Gao 2023, George 2023, Pramana et al. 2023  
2024 5 Labobar and Malatuny 2024, Mukherjee 2024, 

Maôarif and Nursikin 2024 Zhang et al. 2024 

 

2. Ethical Challenges in Using AI for Interpersonal Communication 

The second research question is "What are the Ethical Challenges in Using AI for 

Interpersonal Communication?". The findings from the SLR study were used to 

determine the impacts found for each article. The results of the impacts present in each 

article provided are shown in  
 

Table 5. Impact of Social Media on the effectiveness of da'wah communication 

Impact Author 

Ethical Adi 2023, Baihakkia and Qutayana 2023, Hancock, Naaman, and Levy 

2020, Rezwana and Maher 2022. 
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Discussion  

The Role of AI in Enhancing Interpersonal Interaction in the Digital Age 

Computer programs that are capable of carrying out operations that typically call for 

human thought and judgment are referred to as artificial intelligence (AI) systems. Thanks to 

advancements in machine learning algorithms, growing computing power, and an expansion 

of data availability, artificial intelligence has advanced quickly in recent years. In certain 

specialized domains, technologies such as robotic process automation, machine vision, 

natural language processing, and expert systems can now perform on par with or better than 

humans (George 2023). 

The development of AI has changed the way of interpersonal communication. Besides 

serving as a channel, AI is also capable of creating messages and acting as a communicator. 

Research has found that AI can help people speak better with chatbots, virtual assistants, and 

even automated translators.  Despite the ease of AI, messages must be validated through 

reliable sources of information (Pramana et al. 2023). 

This study found that AI instructor self-disclosure increased emotional attachment, 

learning interest, and knowledge acquisition. Emotional attachment played an important 

mediating role between students' learning experiences (learning interest and knowledge 

acquisition) and AI instructor self-disclosure. Moreover, in terms of self-disclosure, the 

students showed similar levels of emotional attachment to AI and human teachers, with no 

significant differences. In terms of learning outcomes, students showed greater interest in 

learning in courses taught by AI teachers, but there was no significant difference in the 

knowledge gained by AI teachers from human teachers (Zhang et al. 2024). 

Furthermore, it has been found that the more people use digital technology responsibly, 

the more it can be used to monitor children's use of cell phones and other devices, which has 

a positive impact on interpersonal relationships. The relationship is becoming closer due to 

the appropriate use of social media and mobile devices (Christensen, 2009). Furthermore, the 

role of digital technology is to make it easier and easier to connect with people without 

requiring the use of slow postal or courier services. Social media on the internet can act as a 

bridge to connect people across time and space (Satata et al. 2023). 

 

Ethical Challenges in Using AI for Interpersonal Communication 

System AI-MC in the future can be even more advanced, optimizing resources for 

interpersonal outcomes such as displaying a high-quality or trustworthy status. In addition, 

emerging technologies can optimize the information provided to recipients by informing 

them about "how [recipients] would like to be contacted" based on their social media profiles 

(Hancock, Naaman, and Levy 2020). Beyond the scope and specificity of AI applications, 

there is a need to assess the ethical and organizational implications of this new technology. 

Large-scale technological advancements have never happened on their own; instead, they are 

usually accompanied by questions about how individuals, organizations, and society as a 

whole can be empowered to deal with technological innovations like artificial intelligence 

(Adi 2023). 

Its revolutionary influence extends to the way individuals interact, the kinds of content 

they come across, and the production and distribution of content. AI has been and continues 

to be a significant factor in the personalization of communication, among other things 
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(Hermann 2022). For these reasons, when developing the ethical standards for co-creative AI, 

the particular context that can communicate to users regarding user privacy should be taken 

into account. It's crucial to think about how the co-creative AI persona affects the human-AI 

relationship and assess whether it promotes potentially dangerous behavior. Additionally, AI 

agent personas may unintentionally perpetuate negative stereotypes. As the degree of 

embodiment rises, the AI agent persona might become clearer. In addition, it's critical to 

think about the types of data that AIs can access for training to produce content and make 

decisions, as well as the kinds of information that AIs should present to users to ensure they 

are free from bias (Rezwana and Maher 2022). 

Artificial Intelligence (AI) uses the principles of perception, recognition, and object 

identification to make machines as intelligent as or more intelligent than humans. Several 

risks and difficulties arise as developers build AI systems to perform these tasks, such as 

security and privacy risks for data, safety issues, bias diagnosis, the potential for hostile 

entities to take control of AI, a lack of interpersonal communication or a humanistic 

viewpoint, wealth concentration around an AI business, and job losses (Baihakkia and 

Qutayana 2023). 

 

Conclusion  

This study con ducted SLR based on Kitchenham and Charter's guidelines for identifying, 

evaluating, interpreting, and analyzing available research. Analysis of 30 articles from 

Google Scholar and Taylor and Prancis with an interval between 2020 and 2024 resulted in 

30 publications. Initial searches in the online library database using Google Scholar and 

Taylor and Prancis with an interval between 2020-2024 found that in 2024 there were 6 

publications, 2023 with 7 publications, 2022 with 2 publications, 2021 with 1 publication, 

and 2020 with 2 publications. The development of AI has changed the way of interpersonal 

communication. Besides serving as a channel, AI is also capable of creating messages and 

acting as a communicator. Research has found that AI can help people speak better with 

chatbots, virtual assistants, and even automated translators.  Despite the ease of AI, messages 

must be validated through reliable sources of information. Artificial Intelligence (AI) uses the 

principles of perception, recognition, and object identification to make machines as 

intelligent as or more intelligent than humans. Several risks and difficulties arise as 

developers build AI systems to perform these tasks, such as security and privacy risks for 

data, safety issues, bias diagnosis, the potential for hostile entities to take control of AI, a lack 

of interpersonal communication or a humanistic viewpoint, wealth concentration around an 

AI business, and job losses. 
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Abstract 

The era of digital technology has brought significant changes in journalistic practices, including 

in the field of photojournalism. This study aims to identify and analyze the challenges faced by 

photojournalists who are members of the Pewarta Foto Indonesia (PFI) organization in Makassar 

City. With technological advances, photojournalists face the challenges of adapting to digital 

devices, competition for quality visual content, changes in media consumption patterns, 

decreasing economic value of work, and pressure and censorship in the digital era. 

Photojournalists must also be able to deal with ethical and copyright issues in the distribution of 

photos on digital platforms. This study uses a qualitative approach with an in-depth interview 

method with PFI Makassar members to obtain data on their experiences and views regarding the 

challenges they face. The results show that the biggest challenge is the pressure to produce photos 

that are fast, informative, creative, and able to attract attention in the midst of a flood of digital 

information, in addition to the need to adjust to current issues regarding the political condition of 

the government which is a very crucial thing in the digital era, the diversity of interests and the 

development of information media tastes of the community must also be followed, because it 

cannot be denied that the community plays an important role in significant information 

consumption. In addition, the lack of training and continuing education in the use of digital 

technology is an obstacle in maintaining the quality of photojournalistic work. This research 

concludes that photojournalists must improve their technical skills, digital ethics, and adapt to 

technological and media developments. Support from the role of professional organizations such 

as PFI in providing training and copyright advocacy is essential for the survival of 

photojournalism in Makassar's digital era. 

Keywords: photojournalism; era of digital technology; Indonesian photojournalists; Makassar 

City 

 

Introduction 

The photojournalistic phenomenon in various countries reflects the important role of 

photography in visually conveying news and stories. Photojournalism captures important 

moments, such as conflicts, natural disasters, and social issues, which are often more 

powerful than words (Carlson, 2019; Midberry et al., 2024). Technology has accelerated the 

distribution of photos, allowing global access to information in real-time. Photojournalism 

also faces challenges, such as censorship, the safety of journalists in conflict areas (Lee, 

2024), and digital manipulation (Nicholson & Awad, 2024). In many countries, 

photojournalism is not only a reporting tool, but also a medium to influence public opinion 

and drive social and political change (Caballo M®ndez & Ćngel De Santiago Mateos, 2024; 

Romakina, 2024; Thomson, 2024). 

mailto:magisterilmukomunikasi@ub.ac.id
mailto:idhamama.unhas@gmail.com
mailto:muliadimau@unhas.ac.id
mailto:dasadlatif@unhas.ac.id
mailto:idhamama.unhas@gmail.com


Challenges of Photojournalists in the Era of Digital Technology (Case Study: Photojournalists who are 

members of the Indonesia Photojournalists Organization of Makassar City) 

ΞΞ 
 

In today's era of digital technology, photojournalists face such complex advances in 

various countries. Technological advances allow for the rapid distribution of information 

through social media and digital platforms (Fern§ndez-Castrillo & Ramos, 2023), In addition, 

it also creates great pressure on journalists to produce content in a short time (Felix et al., 

2021; P®rez & Parejo, 2022). This phenomenon often has an impact on the quality and 

accuracy of journalistic work, where photojournalists are required to focus more on speed 

than accuracy in reporting. Evolving digital devices require photojournalists to adapt to new 

technologies, from cameras to editing and distribution software (P®rez, 2022; Pong, 2024). 

The emergence of smart devices with high-quality cameras allows the general public to 

produce competitive visual content, creating fierce competition (Assaf, 2021). Media 

consumption patterns have also undergone significant changes, with people prioritizing the 

speed and accessibility of information, often at the expense of the quality and depth of 

photojournalism (Harvard, 2020).  

In Indonesia, photojournalists are experiencing a very rapid development, an important 

issue that occurs in today's technological era ranging from devices to people's consumption 

patterns. The development of smart devices allows the general public to produce quality 

visual content and create competition with professional journalists (Ginsburg, 2021; Kersley, 

2023). The shift in information consumption patterns to speed and accessibility through 

social media demands journalists to work faster (P®rez-Seijo & Silva-Rodr²guez, 2024; Zhu 

et al., 2024). In addition, the economic value of photos is decreasing, with frequent copyright 

infringements. The issue of censorship and political pressure is also a threat to journalists 

who cover sensitive issues so they have to adapt to new technologies (B©rgŁoanu et al., 2024; 

Sestino et al., 2024; Tabatabaei et al., 2024) but still maintain journalistic ethics and integrity 

of work. Photojournalists who are members of the Indonesian Photo Reporters, especially in 

Makassar City, play an important role in the development of photojournalism in the current 

technological era. They are key actors in adapting and utilizing new technologies to improve 

the quality and reach of photojournalistic works. 

So far, many studies on photojournalism have been carried out by scholars with various 

perspectives and theories. Previous research has tended to focus only on the study of 

journalistic ethics (Mªenpªª, 2022, 2023; Rehman, 2018), Collaboration and Credibility of 

Photojournalism (McDermott et al., 2024; Okpoko & Chaka, 2022), Conflict and 

representation of power in photography (Bellmer & Mºller, 2023; Prasetyo, 2023), and 

professionalism in the industrialization of photography (Lindblom, 2022). However, there are 

no scholars who have researched photojournalists who focus on studying the challenges faced 

in the current technological era, so that there is a knowledge gap (knowledge gap).  

Thus, to fill the knowledge gap (knowledge gap) This study aims to analyze the various 

challenges faced by photojournalists who are members of the Indonesian Photojournalists in 

Makassar City. This research will explore the steps taken by photojournalists in facing these 

challenges in today's technological era. By focusing on their experiences and strategies, it is 

hoped that this research can provide a deeper understanding of how photojournalists in 

Makassar adapt and adapt to technological developments that affect their photojournalistic 

practices. 

This research method uses a qualitative approach conducted through in-depth interviews 

with members of the Indonesian Photo Journalists (PFI) in Makassar to collect information 
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about their experiences and views on the challenges they face. This method aims to gain 

detailed insights and a deep understanding of the issues faced (Allen, 2024; Burghard et al., 

2024; Gilby & Koivusalo, 2024), especially PFI members in their photojournalistic practice. 

By accessing the direct perspective of photojournalists, it is hoped that richer and more 

relevant data can be obtained regarding the dynamics and constraints affecting their 

profession in today's technological era. 

This study contains an introduction section consisting of background, previous research, 

and methods. Furthermore, the result and discussion consisted of a discussion of the core of 

the research. Then conclusions and references that contain a final summary of the problems 

and research results. And finally, references that are an important part of writing this study. 

 

Result and Discussion 

Various countries have conducted many studies related to photojournalism. From 2019 to 

2024, research on this topic continues to grow. The number of publications changes every 

year, reflecting different dynamics and interest in photojournalism. The following is a 

breakdown of publications by year in the study as follows: 

 
Figure 1. Trend Publications Based on Yearly Publications 

Figure 1 below shows that there are documents per year illustrating publication trends 

from 2019 to 2024, with a number of data points of interest. In 2019, the number of 

documents peaked with around 24 publications, signaling an excellent period of productivity. 

However, the situation changed drastically in 2020, where there was a sharp drop to only 

about 12 documents. This decline is most likely due to the impact of the COVID-19 

pandemic, which affected many research activities and caused delays in publications. While 

there was a slight recovery in 2021, with an increase to 14 documents, this figure is still well 

below 2019 levels, reflecting the ongoing impact of the pandemic. 

Entering 2022, there has been a more significant growth, with the number of documents 

increasing to around 18. This suggests that research activities are starting to return to normal 

after the crisis phase. 2023 is the peak year with around 22 documents, which indicates a 

resurgence in research activity after the decline experienced earlier. However, projections for 
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2024 show another drastic decline, with only 9 documents expected. This decline is a major 

concern, signaling that there may be new challenges to face, such as a lack of funding or 

changes in research policy. 

This trend reflects a fluctuating pattern that suggests that scientific publications can be 

greatly influenced by external factors. The decline in 2020 and the projected decline in 2024 

indicate the need for further analysis to understand the causes behind these changes. With a 

better understanding of the factors influencing publications, research strategies and planning 

for future publications can be improved to optimize research results. 

 

 
Figure 2. Visual Vosviewer Photojournalism 

In the results of vosviewer data processing based on research data on photojournalism 

phenomena in various countries in the range of 2019-2024, it was found that there is a 

content analysis used to assess the quality of journalistic works in the social media era, 

especially in the context of journalistic solutions that focus on global issues such as the 

financial crisis, migration, and humanity. This research also highlights how visual 

communication through photography plays an important role in building the credibility of the 

news and the value of the news raised.  

Meanwhile, in the context of journalistic ethics and humanitarianism, photojournalism 

plays a very important role in depicting reality without violating the principles of ethical 

media. Identity and narrative in news photography also influence public perception of 

migration and humanitarian issues, thus exerting a great influence on the formation of public 

opinion. 

In addition, the study also shows that documentary photography is becoming an 

important medium for documenting social history, while the professionalism of journalists 

remains in the spotlight, especially in the face of the pressures of the financial crisis affecting 

the media industry globally. In addition, the study also examines the communication and 
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representation of news in the media, where photography is not only seen as a visual art but 

also as a narrative medium that has a major impact on the delivery of accurate and ethical 

information. In its development, photojournalists are increasingly undergoing changes, 

changes occur in the parts seen in the image below: 

 

 
Figure 3. Changes in Photojournalists in the Digital Age 

The changes in photojournalists contained in figure 3 explain the changes experienced by 

photojournalists in the Digital Era which shows that significant transformations in the world 

of photojournalism are in line with technological advances. In the middle of the graph, the 

main concept explains that the way photojournalists work has adapted rapidly to digital 

technology. In this regard, the cameras used by journalists have shifted from traditional 

analog devices to advanced digital cameras and smartphones, which allow for easier and 

faster capture of high-quality images. Photos are now produced digitally, providing ease of 

storage, editing, and distribution through various social media platforms. 

The process of sending photo files has also undergone drastic changes, where journalists 

can now upload images directly to editors or clients, thus speeding up the delivery of news. In 

addition, the role of photojournalists has evolved they not only function as photographers, but 

must also be able to adapt to new roles as writers and content creators. They concurrently 



Challenges of Photojournalists in the Era of Digital Technology (Case Study: Photojournalists who are 

members of the Indonesia Photojournalists Organization of Makassar City) 

ΞΣ 
 

work to create narratives that accompany images and capture the audience's attention on 

social media. 

The changing use of increasingly sophisticated photo editing tools allows journalists to 

make more creative and complex edits, adapting to the changing needs of the market. In 

addition, the shift from analog tools to smartphones as the main tool shows flexibility in 

photo capture and editing. These changes not only affect the techniques and tools used, but 

also how photojournalists interact with audiences and shape people's perceptions of the 

products they present. In the digital era, innovation and adaptation are the key to staying 

relevant and effective in delivering news. Changes in photojournalists in the digital era are 

experiencing various challenges. The challenges experienced by photojournalists can be 

explained as follows: 

 

 
Figure 4. Challenges of Photojournalists in the Digital Age 

There are various challenges experienced by photojournalists in the digital era. The image 

above shows that in the increasingly advanced digital era, the photojournalist profession faces 

various new challenges that affect the way they work. The speed of information is a very 

crucial factor, so photojournalists are required to convey news quickly and accurately. Digital 

technology allows information to spread very quickly, but it also increases the pressure for 

photojournalists to work more efficiently without sacrificing quality. In practice, 

photojournalists now have to adapt to a variety of digital tools, from information gathering to 

news editing and distribution. In addition to speed, there are also other challenges related to 

information manipulation. The digital era allows data manipulation to occur more easily, so 

journalists must be increasingly careful not to get caught up in the spread of false information 

or hoaxes. Photojournalists must have the ability to filter information accurately, ensuring 

that the news they convey remains credible in the midst of a sea of digital information. 

On the other hand, technological developments also raise concerns that the work of 

photojournalists could be replaced by automated machines or algorithms. Artificial 
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Intelligence (AI) is now capable of writing simple news, which makes many people wonder if 

this profession will still be relevant in the future. However, these challenges can be an 

opportunity for photojournalists who are able to make better use of technology, such as using 

AI to speed up routine work while maintaining the quality of analysis and news delivery. 

In addition, the challenges faced by photojournalists in the digital era are increasingly 

complex. The flood of visual content on social media makes photojournalists have to compete 

to produce outstanding work. The issue of copyright is also a serious problem, because their 

works are often taken without permission. Photojournalists are now racing with social media 

posts, where anyone can upload images quickly. However, photojournalists must still 

prioritize journalistic values, such as accuracy and ethics, even though their work is often 

considered easily replaced by technology or amateur photographers. 

Monetization of photo work is another challenge, as it is often considered free or 

underappreciated. Opportunities for amateur photographers are increasingly wide open, 

thanks to easy access to technology, making competition with non-professional content even 

more intense. This condition is exacerbated by the role of reporters who are now concurrently 

working as photojournalists, so that specialization in the field of photojournalism is 

increasingly eroded. 

Anyone can produce photojournalism with a smartphone, but this makes it difficult to 

compare the work of professional photojournalists with citizen journalism, which sometimes 

lacks ethics or accuracy. The challenge is even greater due to AI, which is able to manipulate 

images quickly, making the demand to maintain the authenticity and integrity of photos even 

higher. Photojournalists are also faced with the demands of speed in delivering visual news, 

as well as meeting the demands of visual editing so that photos remain attractive but still in 

accordance with correct journalistic principles. The challenges in the digital era are not only 

about technology, but also about maintaining journalistic ethics and understanding the needs 

of society. Photojournalists must continue to innovate in the way they work while still 

adhering to the principles of quality journalism. 

To respond to the various challenges faced by photojournalists, there are several 

organizations that support photojournalists in developing. In the city of Makassar, there are at 

least three organizations that support photojournalists. These organizations and institutions 

can be described in figure 5 as follows: 

 
Figure 5. Organizations that Support Photojournalists in Makassar 
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Figure 5 shows that photojournalists in Makassar have the support of various 

organizations that play an important role in developing and maintaining the standards of this 

profession. One of the main organizations is the Indonesian Photo Journalist (PFI) Makassar, 

a professional organization that houses journalistic photographers. PFI plays a major role in 

protecting the rights of photojournalists, fighting for their interests, and providing space for 

photojournalists to continue to develop through training, seminars, and photography 

exhibitions. Under the auspices of PFI, photojournalists also get access to various 

professional networks and the opportunity to share information with fellow photographers 

throughout Indonesia. 

The Indonesian Photo Journalist (PFI) in Makassar City is also active in providing 

training and advocacy regarding copyright to support the sustainability of the 

photojournalism profession in the digital era. This activity aims to increase the awareness of 

photojournalists about the importance of protecting their work in the midst of the rampant use 

of social media and technological developments. The training provided includes an 

understanding of copyright regulations and measures to protect works from misuse. In 

addition, PFI also provides advocacy facilities for members who face problems related to 

copyright infringement, so that the photojournalism profession can survive and develop. 

In addition to PFI, there is a press institution among students. This student press 

institution has an important role as a forum for discussion between photojournalists and 

students, especially in the digital era that continues to develop. In these forums, students have 

the opportunity to gain a deeper understanding of the journalist profession, especially 

photojournalists, as well as the challenges and responsibilities they face. The journalist 

profession, especially in the digital era, has a strategic role in conveying information quickly 

and accurately to the public. In addition, they also serve as social watchdogs that help enforce 

transparency and accountability across various sectors. With the development of technology, 

photojournalists can now more easily distribute their work through digital platforms, allowing 

them to reach a wider audience. The discussion at this student press institution also helped 

students understand journalistic ethics and the role of the media in shaping public opinion, as 

well as the importance of maintaining integrity and credibility in conveying news. 

Outside of professional organizations, there are also amateur photo communities that 

serve as a learning platform for individuals who have an interest in photography, but have not 

yet been professionally involved in the world of journalism. This community provides a 

space for budding photographers to hone their skills, share experiences, and build networks 

that can be useful in the future if they want to enter the world of photojournalism. The 

ecosystem of support for photojournalists in Makassar is formed by collaboration between 

professional organizations such as PFI, press agencies, and the amateur community. Each of 

these elements plays a role in creating an environment that supports the growth of the 

professionalism and skills of photojournalists, so that they can continue to produce quality 

work. 
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Figure 6. Distribution of Photojournalists' Works in the Digital Era 

The implementation of the distribution of journalists' works can be seen in Figure 6 which 

shows that the distribution of works in the digital era has undergone significant changes with 

the presence of various platforms that facilitate access and dissemination of works, especially 

in the fields of journalism and photography. The graph shows that social media is the main 

platform with the highest number of cases, recording 4 distributions. This confirms that social 

media, with its ease of access and wide reach, is now a favorite choice for photojournalists 

and content creators to publish their work. Social media allows for direct interaction with the 

audience and rapid dissemination of information. 

Online media is also an important choice with 3 distributions, equivalent to print media 

which, although its popularity is declining in the digital era, still maintains its position as a 

distribution medium for those who appreciate physical formats. Publications in online media 

are usually more structured and formal, used by news portals and websites. Domestic news 

agencies recorded 2 distributions, indicating their role remains relevant, albeit less than social 

media and online. Photojournalists are still using news agencies as a professional distribution 

channel, even though they are increasingly shifting to the digital realm. Then, domestic photo 

agencies recorded the lowest number of distributions with 1 case, which indicates a decrease 

in interest in using agencies for the distribution of works. Overall, this graph reflects a major 

shift in the distribution of works, where digital platforms, particularly social media, dominate, 

replacing traditional roles such as print media and news agencies. 
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a. Skills                      b. Skill Development 

 

 

Figure 7 shows that the first and second images provide insight into the skills needed by 

photojournalists in the digital age as well as the development of those skills. These two 

images have different titles and feature different analytical focuses. The First Image Skills 

Needed by Photojournalists in the Digital Era-Coding by Item, This image reveals the five 

main skills needed by photojournalists in carrying out their profession in the digital era. The 

most prominent is the Multi media skill, which has the highest frequency with the number of 

codes 3. This shows that the ability to communicate with audiences is a very crucial skill for 

photojournalists, especially in the context of effectively conveying messages through visuals. 

Digital Skills came in second place with the number of codes 2, indicating that an 

understanding of digital technologies is a must for journalists to take advantage of a rapidly 

evolving range of platforms and tools. Furthermore, Technology Mastery has a code count of 

1, which although lower, remains an essential skill. The use of technological devices such as 

cameras, editing software, and other supporting tools is an integral part of the daily duties of 

a photojournalist. Language Mastery and Research Skills, each with a code count of 1, 

highlights the importance of having good language skills to tell stories and conducting in-

depth research to support the visual content created. The conclusion from this graph is that 

communication and digital skills are the two main pillars that support the photojournalist 

profession in today's era, while other skills also remain important as complementary. 

The second image shows the skill development needed by photojournalists in the Digital 

Age - Coding by Item. In the digital era, technological developments require photojournalists 

to continue to develop their skills to remain relevant and competitive in an increasingly 

dynamic industry. Based on the graph displayed, there are three categories of skill 

development that are important for photojournalists, namely participating in training to 

occupy the highest position with the number of codes 2. This emphasizes the importance of 

photojournalists to take part in training to develop their skills in the digital era so that they 

can maintain their existence.  

Learning also has a frequency code of 2, indicating the need for the ability to always learn 

new things, be it technology, trends, or photography techniques through various platforms 

including social media. Establishing relationships gets the number of code 1, which hints at 

the importance of interpersonal skills and networks in the world of journalism. These two 

images complement each other to provide a complete picture of the basic skills and 

Figure 7. Skills and Skills Development of Photojournalists in the Digital Era 
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development approaches required for photojournalists in the face of challenges and 

opportunities in the digital age. 

 

 

 
 

The rapid development of technology in the digital era has a significant impact on the 

performance of photojournalists. Technology is inevitable in the world of photojournalism, 

and its influence has both positive and negative impacts. On the one hand, technology makes 

the process of taking, editing, and distributing photos easier, allowing photojournalists to 

work more efficiently and reach a wider audience. However, on the other hand, 

photojournalists also face challenges from technology, such as competition with amateur 

content and citizen journalism that is increasingly accessible. The positive and negative 

impacts can be seen in the figure below:  
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Figure 8. The Impact of Digital Technology on the Photojournalism Profession 

Figure 8 above shows that in the digital era, technology has brought major changes to 

various professions, including photojournalists. Previously, photojournalists relied more on 

manual skills in shooting and editing processes. However, with the development of digital 

technology, they are now facing new conveniences as well as challenges. The impact of 

technology on this profession can be seen from two sides: on the one hand, technology makes 

their work easier with more sophisticated tools and quick access; On the other hand, 

technology also presents new pressures and challenges. The three images above illustrate in 

detail the positive and negative impact of technology on photojournalists. 

Positive and negative impacts This forms the basis of a more in-depth analysis of how 

technology not only facilitates the work of photojournalists, but also creates pressures and 

shifts in their role in the media industry. This image became the main outline of a more 

detailed discussion, where the positive and negative sides of the technology are outlined in 

two separate diagrams in the second and third images. 

The negative impact of technology on photojournalists is described in more detail. One of 

the main negative impacts is the increase in photo manipulation. Digital technology, with 

increasingly sophisticated editing software, allows anyone to manipulate photos with ease. 

This undermines the credibility of photojournalists who have been relying on the principles 

of honesty and visual integrity. Then, the trend of viral content on social media is also a big 

challenge for photojournalists. In the digital age, journalists' photos are judged not only by 

their quality or relevance to the news, but also by their ability to attract attention and go viral. 

This pressure forces photojournalists to produce more sensational images, often at the 

expense of the quality of the news they want to convey. 

Another negative impact mentioned is the demand for photojournalists to master various 

multimedia formats, not just photos. With the advancement of technology, photojournalists 

are expected to be able to work with video, audio, and other interactive elements. This 

increases the workload and adds to the skills they must master. In addition, the emergence of 
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amateur photographers who are faster to adapt to technology has also led to a decline in the 

standard of professionalism. Digital technology allows anyone with a mobile phone camera 

to become a "photographer" and even sell their work online. This has led to a decrease in 

demand for professional photojournalists and even reduced human resources in this field. 

The positive impact of technology on photojournalists. Digital technology allows 

photojournalists to improve the quality of their images with more advanced cameras and 

more accessible editing software. With more modern devices, photos can be sharper, more 

detailed, and more aesthetically pleasing. In addition, technology has also made their jobs 

significantly easier. The process of shooting, editing, and distribution can be done quickly 

and efficiently thanks to software and digital platforms. Photos taken can be instantly edited 

and sent to news agencies or published in minutes, allowing visual news to spread more 

quickly to the public. 

Additionally, technology enhances photojournalists' creativity by providing a variety of 

new tools and features that allow them to experiment with shooting styles and techniques. 

The use of drones, ultra-wide lenses, and augmented reality devices are just a few examples 

of how technology is opening up new avenues for creativity in photojournalism. Technology 

also helps the general public to learn photography more easily, which in turn encourages 

photojournalists to continue honing their skills to stay ahead of the competition. 

Technology forces photojournalists to constantly adapt and learn new skills. They must 

update their knowledge of the latest digital photography software and techniques to stay 

competitive in a rapidly evolving industry. This adaptability is an important key to the 

continuity of their careers. In terms of distribution, technology makes it easier to upload and 

distribute photos to various platforms in just a matter of seconds, allowing photojournalists' 

work to reach a wider audience. This speed of distribution strengthens the visual impact 

produced, while expanding the influence of photojournalism in the digital era. 

 

Conclusion 

Photojournalism plays an important role in conveying news visually, capturing crucial 

moments such as conflicts and social issues. In the digital age, photojournalists must adapt to 

new technologies and maintain journalistic integrity, even as competition with amateur 

photographers increases. Photojournalists in the digital age face major challenges, such as 

information speed, data manipulation, and competition with amateur content. Digital 

technology speeds up the distribution of news, but it adds to the pressure to maintain 

accuracy and quality. Copyright, AI, and ethics issues are a concern, while organizations 

support photojournalists adapting to these developments. From developments in the digital 

era, photojournalists have an impact due to technological adjustments. The positive impact of 

technology on photojournalists includes improved image quality, ease of editing, fast 

distribution, and encouraging creativity through advanced tools such as drones and 

augmented reality. However, the negative impacts include photo manipulation, viral pressure 

on social media, demands for mastery of multimedia, and competition with amateur 

photographers. Technology is forcing journalists to adapt to new skills while facing quality 

and credibility challenges. In its implementation, to face its various impacts and challenges, 

photojournalists in Makassar City, namely organizations such as the Indonesian 

Photojournalists (PFI) Makassar, play an important role in protecting the rights of 
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photojournalists, providing training, copyright advocacy, and fighting for the interests of 

journalistic photographers. The student press supports ethical discussions and journalistic 

challenges, while the amateur photo community helps budding photographers hone their 

skills. This collaboration strengthens the photography ecosystem in Makassar. 

The Practical Implication of the speed of digital distribution provides an opportunity for 

photojournalists to reach a wider audience, but it also presents challenges in maintaining 

journalistic integrity in a fast-paced social media environment. Photojournalists need to 

constantly update their skills, especially when it comes to digital editing and multimedia 

storytelling. Future research that can be explored is the impact of artificial intelligence (AI) 

on photojournalism, especially in terms of image manipulation and automated reporting. In 

addition, the study could also examine the long-term effects of the increasing role of citizen 

journalism and how professional photojournalists can maintain their value amid increasingly 

fierce competition. 
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Communication Patterns and Reference Groups On Bullying 

Behavior in Students of Al Azhar Islamic Junior High School 

26 Yogyakarta in the Digital Era 

Fajar Oktaviana 

Abstract  
Communication is very important in human life. Communicating well is very important for teachers 
and students so that the learning process runs well and learning goals are achieved. The limited 

communication space today is less effective communication and misunderstandings often occur. 
However, now there are various technologies that make communication easier and people can 

easily access information at any time. Nevertheless, the use of digital media has changed the way 

teachers and students communicate, which has impacted the distance and formal communication 

methods that already existed. Communication patterns and Reference Groups are considered the 

most effective in trying to change a person's attitude and behavior. The phenomenon of bullying in 
Indonesia often occurs in educational institutions and residences.  Reporting from radar jogja that 

acts of violence or bullying continue to increase as conveyed by the head of the Sleman DP3P2KB 

Wildan Solichin yan 

Keywords: Bullying, Reference Group, Communication Patterns, Students. 

Introduction  

One of the phenomena that has caught the attention of the world of education now is 

bullying. Bullying behavior occurs in students at the elementary school (SD) to university 

levels. Therefore, it makes educators, parents, and the community feel concerned. In 

adolescents when individuals undergo education in junior high and high school. Hertinjung 

and Karyani (2015) explained that bullying behavior is a negative act that is carried out in an 

imbalance of power between the parties involved, whether it is an emotional, verbal or 

physical attack. Examples of bullying behavior include ridicule, spreading gossip, incitement, 

bullying, intimidation, threatening, ostracizing, scolding or physically attacking such as 

pushing, slapping or hitting. 

The phenomenon of bullying continues to increase, based on a report from the CNN 

Indonesia website. Bullying often occurs in social environments (school) and home. 

However, this treatment is more common and more frequent in the social environment 

(school). From this treatment, it can have impacts that result in a person's communication 

pattern changing. The phenomenon of bullying behavior in schools is increasingly emerging. 

This is strengthened by data collected by radar jogja that acts of violence or bullying continue 

to increase as conveyed by the head of the Sleman DP3P2KB Wildan Solichin said "Until 

September there were many 123 cases of violence against children recorded in the technical 

implementation unit of the Regional Protection of Women and Children (UPTD PPA)". Of 

that number, 87 victims of violence were girls and 36 boys. This behavior is still considered a 

very common thing, only limited to a form of social relations between children, even though 

it is already in the form of bullying behavior, However, they have not realized the 

consequences that will happen to children who experience bullying. 

Research conducted in countries in Asia, namely Vietnam, Cambodia, Nepal, and 

Pakistan, shows that bullying behavior is above 70%. Research in Indonesia involving 9000 

students aged 12 to 17 years old, there are 84% of children in Indonesia who experience 

violence at school. According to the Indonesian Child Protection Commission (KPAI), in 
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Indonesia there were 31.8% of students in school who experienced bullying throughout 2014. 

According to  KPAI, bullying cases range from ridicule to rough treatment that causes 

physical injuries (Pratiwi, 2014). 

The data above shows the increasing phenomenon of high bullying behavior. 

Therefore, it is important to conduct research. It is important to conduct research on bullying 

behavior for reasons according to the opinion of Halimah and Zainuddin (2015) that the 

impact of bullying on victims needs to be handled as soon as possible. The impact caused by 

bullying behavior is physical, psychological, and bullying audience. Bullying will also have a 

negative impact on the perpetrators and victims of bullying in the continuation of academic 

achievements, because perpetrators who commit bullying will often receive punishment from 

the perpetrators who can interfere with the learning process of the bullying perpetrators and 

the time to learn will be reduced because to undergo punishment, so that the time to study 

cannot be as good as their peers. One of the impacts of academic achievement on bullying 

victims is that they feel unsafe when they enter the school environment and are 

uncomfortable during learning.  

Considering that the impact of bullying tends to be negative on adolescents, it needs 

to be followed up in research. Halimah, et al., (2015) explained that the process of bullying 

behavior in schools, in addition to bullies and victims, there are spectators who provide 

support, spectators who are silent and spectators who help victims (bystanders). Thus, it can 

be understood that bullying behavior is a deliberate act that occurs repeatedly by strong 

people disturbing weak people, resulting in someone being uncomfortable or injured. 

Many factors that affect bullying behavior, broadly divided into two, namely internal 

and external factors. Internal factors are manifested by Rigby (2007), internal factors come 

from in individuals, namely religiosity, emotional regulation, personality, feeling of power 

and gender. 

According to Wiyani (2013), external factors include class differences, family 

environment, communication, peer environment, and school environment. While Usman 

(2013) explained the factors of interpersonal communication between adolescents and their 

parents, Adolescents who grow up in families that apply negative communication patterns 

such as sarcasm will tend to imitate these habits in their daily lives. Verbal violence 

committed by parents to children will be an example of behavior. This will be exacerbated by 

a lack of warmth of affection and a lack of support and direction for adolescents, thus making 

adolescent students have the opportunity to become a bully. 

Santrock (2007) argues that emotional regulation has an important role in an 

individual's behavior. Individuals with high emotional regulation will pay attention to the 

appropriate ways to behave in varied situations. On the basis of this understanding, it can be 

understood that individuals who have high regulation tend to avoid bullying. 

Reference groups actually play an active role in influencing communication or 

bullying behavior in schools. According to Usman (2013), peer groups who have problems at 

school will have a negative impact on the school such as violence, truancy, low respect for 

fellow friends and teachers. Friends in the school environment should ideally act as 

"partners" of students in the process of achieving educational program. 

Social Media in this digital era can be easily accessed by the public through their 

smartphones by downloading applications on their mobile phones. This research focuses on 
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the use of WhatsApp social media, because the application is the most popular among the 

public and is designed to make it easier for users to communicate through available features. 

Based on the explanation above, it can be concluded that there is a problem of 

bullying behavior, especially in adolescents and on the basis of Usman's (2013) opinion that 

external factors that affect bullying behavior are the interpersonal communication factors of 

adolescents with parents and peer communication, so the researcher proposes research 

problems, as follows: The influence of communication patterns and the intensity of reference 

group communication on bullying behavior in Al Azhar Islamic Junior High School students 

26 Yogyakarta in the digital era. In this study, a descriptive qualitative method is used. 

 

Result and Discussion  

Based on the interview, the informant gave a statement related to their understanding 

of bullying that they knew and understood what bullying is in general. For example, as one of 

the informants said. 

 

ñI know bullying, whether it's verbal or physical bullying and whatever I see.ò (I) 

 

Regarding the bullying incident that occurred in their neighborhood, the informants 

admitted that they were aware of the bullying that occurred in their neighborhood. One of the 

informants said that bullying that often occurs in their environment is as follows: 

 

ñIf bullying behavior, I often see it and it happens in my environment. Usually mocking 

each other, mocking each other about their family, so that bullying behavior occursò (F) 

ñI know what bullying is, because it often happens in my environment either physically 

or verballyò (I) 

 

Regarding the fairness of bullying, informants expressed several opinions. 

 

ñIt's actually not natural because bullying is very bad for human lifeò 

 

From the above presentation, it can be concluded that the average informant 

understands well what bullying is, 4 out of 6 questions made by the researcher to the 

informant are questions for students to dig up students' knowledge about bullying, whether it 

is natural or not. 

Without realizing it, bullying often occurs around our own environment. A person's 

shortcomings or differences are often a joke of ridicule in social affairs that make the 

characteristics inherent in the person the object of bullying itself. This is unknowingly 

witnessed by children, who make recordings in their memories and do similar things as they 

see. For example, there is someone who calls their friend "fat" without realizing it, this will 

be imitated by children because they think it is a natural thing even though without them 

realizing it is one of the acts of bullying. The above has been explained about the 

understanding of bullying, then the researcher will explain about children's understanding of 

bullying, some informants gave statements related to their understanding of bullying 
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ñIn my opinion, bullying is violence or oppression that is deliberate by the personò (I) 

 

Based on the explanation above, it can be concluded that children better understand 

what bullying is. The communication established between the Parent and the student is quite 

good, because the child understands what the Parent himself means. The message conveyed 

by the Tutor to the students was well received which could be a prevention in bullying 

behavior. Although there are some bullying behaviors that are carried out without realizing it. 

 

Peers 

The peer factor also has a strong influence on students' bullying behavior. This is 

because many students spend their time socializing with their friends at school and 

socializing with their friends at home. To prove their presence at school, students usually 

form a friendship group or what is also called a "gang". Their goal in forming a gang is to be 

dominant, considered great by, and feared by other students. Friendships within a gang also 

usually have the same vision, mission, and goals, but gang members can be ostracized or 

oppressed if anyone disagrees with the rules that already exist. 

Adolescence involves the process of identity exploration where adolescents often 

interact with their social environment, and school is a place for Ramaja to spend a lot of time 

at school. Starting from understanding the topics taught by the Mentor to meeting social 

needs with friends. The influence of peers has a considerable influence on bullying behavior, 

and because adolescents spend time with their peers, adolescents will get a lot of benefits 

from it. Because people spend their time at school, classmates have a considerable influence 

on students' bullying behavior. 

Youth is synonymous with the search for identity. They receive a lot of input and 

influence from their friends, which then shapes their behavior patterns. In the process of 

finding identity, students are usually more likely to form groups or gangs with their friends 

who have a goal. Actually, students can form gangs, as long as they do not harm or have a 

negative impact on themselves or others. What makes it problematic is when they form a 

gang that actually causes a lot of negative impacts and often causes problems. 

Therefore, the people who saw him, especially his classmates were afraid and did not 

try to make friends with him. It seems that it makes them feel like a king who is feared and 

acts at will. Examples of forms of bullying that are often carried out by groups of perpetrators 

include "shouting" to classmates to carry out orders given from them like a king who does it 

at will. What has been explained is in accordance with the theory expressed by Irvan Usman 

(2013). In other words, the actions of peers who tend to be negative or problematic at school 

(gang) will also have a bad impact on students. For example, behaving or saying rude words 

to the Guardian or other friends. This figure reveals that peer groups are one of the main 

factors causing bullying behavior among students at school.  

Based on the results of this study, the researcher formulated several things that can be 

done to prevent bullying in the social environment. It is done by improving good 

communication between teachers and students towards the prevention of bullying in the 

social environment. Increase prevention by instilling positive values in the family and 

environment, distancing themselves from bullies. Choose a good environment, avoid bullying 

that occurs in the environment. 
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WhatsApp Group Plays a Role in Communicating Innovation between Teachers and 

Students at Al Azhar Yogyakarta Boarding School 

Communication is the process of conveying messages from communicator to 

communicator using media. In the communication process, it can be done in various ways, 

such as what is done by the Facilitator at Al Azhar Yogyakarta Boarding School. Al Azhar 

Yogyakarta Boarding School as a school that prioritizes technological and information 

advancements, has now encouraged all teachers and staff to be able to communicate digitally, 

both with students, parents and even with colleagues at Al Azhar Yogyakarta Boarding 

School.  

Whatsapp Group was chosen as a media that is believed to be able to answer the 

needs of the public at Al Azhar Yogyakarta Boarding School as an innovation in 

communication. Whatsapp Group is considered an application that facilitates the process of 

delivering messages and information both from the Tutor to the student and the Tutor to the 

entire class. However, some students at Al Azhar Yogyakarta Boarding School also use the 

Telegram Group application as a medium for conveying information, because Telegram is 

considered more representative of the millennial generation with emoticons that can support 

the delivery of messages.  

With the use of Whatsapp social media, information related to lessons and activities at 

school becomes more efficient. In addition, Whatsapp or Telegram Group is considered a 

medium to strengthen the relationship between teachers and students. The closeness of the 

relationship that occurs between the Teachers and Boarding Students is reflected in the 

informal communication patterns and the materials or topics of conversation that are not only 

about the lesson but also the topics that can liven up the group atmosphere. 

Advances in the field of communication have had a huge impact on the 

communication process between teachers and students at Al Azhar Yogyakarta Boarding 

School. Information becomes fast and on target so that students can understand the message 

conveyed. With the rapid process of disseminating information, it makes students more 

productive and efficient, for example in delivering assignments, if there are things that 

students do not understand, they can be discussed through the Whatsapp Group. This allows 

for more information and knowledge that can be obtained by Santri Boarding. 

 

Multi -directional Communication Patterns and Social Systems in the Communication 

Process between Teachers and Boarding Students through Whatsapp Group social 

media 

Advances in communication technology bring various impacts, both positive and 

negative impacts. The positive impact that can be felt with the advancement of 

communication technology certainly has an impact on speed and time efficiency. However, it 

turns out that the negative impact can also be felt, one of which is with the change in norms 

from students. With the existence of Whatsapp Groups, Tutors and students can communicate 

more informally, making students prioritize a familiarity system that considers Tutors as their 

colleagues or friends, so that students tend to be less polite by not communicating properly 

and this is a concern for Tutors. This is where the Supervisor has an obligation to reprimand 

the student to continue to comply with the applicable norms and regulations and this is also 

done by Al Azhar Yogyakarta Boarding School. Communication in Whatsapp Groups is also 
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influenced by the parties in the group. If the tutor has a firm attitude, the student tends to be 

inactive and rarely communicates in the group. It is different if the tutor is fun, students will 

be more active in communicating and discussing various things outside the context of lessons 

and activities at school. 

The pattern of communication in many directions occurs in the WA Al Azhar 

Yogyakarta Boarding School group. In the previous interview, it was also seen that students 

did not hesitate to communicate with the Parent, as well as communicate with fellow friends 

in the WA Group. WA group is considered an effective medium to disseminate information 

to all students, both academic information and just entertainment to dilute the atmosphere 

between the Parent and the student. 

 

 
 Figure 1. Thinking Framework 
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Conclusion  

Based on the results of the research and analysis, the following conclusions can be 

drawn: 

1. Whatsapp is the latest innovation in the communication system, where 

communication and learning systems with the Whatsapp method are felt to facilitate 

the flow of communication and learning methods. 

2. Changes in the social system and politeness norms in the interaction between the 

Tutor and students were felt after the Whatsapp Group. 

3. Whatsapp in addition to having an informative function, it also has an entertainment 

function, where Whatsapp is a medium that can present a pleasant interaction between 

teachers and students. 

4. Based on the results of data analysis and interview results, it shows that the 

communication patterns that occur in the Pengampu and Santri Boarding WhatsApp 

groups occur in many directions, both vertically, horizontally and diagonally.  

5. Analysis and interview results also show that students feel more flexible when 

communicating with the Tutor using a WhatsApp group rather than face-to-face 
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Abstract  
The development of media is marked by a shift in the center of children's content production and 

consumption, which initially relied on traditional media with established characteristics and 

regulations to YouTube. This study examines how the typology of children's content genres on 

YouTube, which is user-generated content, has evolved. The research uses two stages of data 

collection, the first stage involves using the YouTube API to gather data from 400 video lists over 

the period 2020-2024 and comparing the development of children's content trends. Then, a visual 

content analysis is conducted, particularly using visual narrative theory. The study finds that the 

development of children's content on YouTube, based on its genre typology, is divided into song 

and nursery rhymes videos, educational videos, toy-related videos, and adventure/roleplay videos, 

with distinct differences in trend development in between genres. The results of this study can 

serve as recommendations for YouTube children's content creators and related groups regarding 

children's content regulations on YouTube. 

Keywords: children content, Youtube API, content analysis, visual narrative theory 

 

Introduction 

YouTube is a user-generated platform where users can create and upload their own 

video content. With over a billion users watching and uploading videos, YouTube generates 

billions of views, with more than half coming from mobile devices (YouTube, 2019). It is 

also the most widely used platform for accessing children's content (Offcom, 2019). 

Childrenôs content on YouTube plays a significant role in providing information, influencing 

cognitive development, shaping their understanding of the world, and helping to develop their 

personality and values (Liu & Luo, 2019). However, video production on YouTube is heavily 

influenced by the platformôs algorithm. As a result, video creators strategically design content 

to attract and engage their audience (Cunningham et al., 2016; Lobato, 2016). Children are 

often a key target for content produced under content monetization strategies (Burroughs, 

2017).  

Recent studies have extensively explored children's content on YouTube, yet there 

remains a critical gap in understanding the typology of these genres, especially in the 

Indonesian context. Research such as Maximizing Opportunities and Minimizing Risks for 

Children Online: The Role of Digital Skills in Emerging Strategies of Parental Mediation by 

Sonia Livingstone et al. (2017) focused on the role of parental mediation in children's digital 

media use, underlining the increasing importance of guiding children in navigating online 

platforms. This study highlights the growing concern among parents and educators about the 

nature of digital content children are exposed to, emphasizing the need for a deeper analysis 

of the content itself, particularly in environments like YouTube, where children are 

frequently engaged. 
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Another study by Benjamin Nicoll and Bjorn Nansen (2018), Mimetic Production in YouTube 

Toy Unboxing Videos, explored how children's participation in toy unboxing videos, a 

popular genre on YouTube, is both influenced by and perpetuates commercial interests.  

While this research sheds light on the commercialization of content, it only examines one 

specific genre, leaving a broader examination of childrenôs content genres on YouTube 

unaddressed. Similarly, Jessica Balanzategui's (2021) study, óDisturbingô Childrenôs 

YouTube Genres and the Algorithmic Uncanny, focused on unsettling trends in childrenôs 

content, specifically three genres that emerged in response to YouTube's algorithmic system. 

Her findings underscore the algorithmôs significant role in shaping children's content, 

raising concerns about the quality and appropriateness of these genres. However, her study 

predominantly addresses negative content trends without providing a comprehensive 

overview of the diversity of genres children encounter on YouTube. Additionally, research on 

sensory-driven content such as ASMR, discussed in Visual Tactility: óOddly Satisfyingô 

Videos, Sensory Genres, and Ambiguities in Childrenôs YouTube (2022), highlights the rise of 

ambiguous content categories, where the boundaries of childrenôs genres are blurred. While 

this research introduces the notion of sensory genres, it does not delve into how these new 

trends fit into the broader typology of childrenôs content on the platform. 

These studies illustrate significant aspects of children's content on YouTubeð

parental mediation, commercialization, algorithmic influence, and emerging genresðbut 

none have systematically mapped or analyzed the full range of children's content genres, 

particularly within specific cultural contexts like Indonesia. This gap is particularly important 

as YouTube has become a dominant platform for children's media consumption, and a 

thorough understanding of the content landscape is needed to ensure children's content is not 

only engaging but also developmentally appropriate. 

The present study aims to address this gap by mapping the typology of childrenôs 

content genres on YouTube, with a specific focus on Indonesia. By applying visual narrative 

theory, this research seeks to provide insights into how these genres are structured, 

consumed, and shaped by YouTube's algorithm. Understanding the typology of children's 

content will not only benefit content creators but also educators and policymakers, offering 

guidelines for producing high-quality content that aligns with children's cognitive and 

psychological development. 

 

Result and discussion 

By analyzing a wide range of childrenôs videos and applying visual narrative theory, 

this study identified several key genres, their characteristics, and the role of algorithmic 

structures in shaping these content types. 

 

Educational Content 

One of the most prominent genres identified is educational content, which 

encompasses videos designed to teach children a variety of topics, from basic literacy and 

numeracy skills to broader educational themes like science and history. These videos often 

use bright colors, animated characters, and simple language to engage young viewers. In 

Indonesia, educational content frequently takes on a local flavor, integrating traditional 

folktales or cultural references into the lessons. This genre is characterized by videos aimed 
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at teaching foundational skills (e.g., alphabet, numbers, science), often through animated or 

live-action characters. The visual narrative of this genre typically follows a didactic structure, 

where a character (usually an adult or anthropomorphized animal) acts as the instructor or 

guide. These videos are often interactive, encouraging children to repeat words or answer 

questions. The YouTube algorithm heavily promotes educational content that is both 

engaging and aligns with parental expectations for safe, value-driven media. However, the 

challenge for creators lies in balancing educational value with entertainment to capture the 

attention of children in an environment driven by algorithms that favor longer watch times 

and high engagement. 

 

Entertainment and Music Videos 

Another dominant genre is entertainment and music videos. This genre includes 

nursery rhymes, animated songs, and dance videos. In Indonesia, the rise of localized 

versions of popular global songs, such as those adapted from English nursery rhymes, 

illustrates how cultural localization plays a role in shaping this genre. The visual narrative in 

these videos often involves a repetitive structure where familiar characters perform simple, 

rhythmic actions alongside catchy tunes. The predictability of the visual and auditory patterns 

makes these videos highly appealing to young children, contributing to their massive 

popularity on YouTube. However, the reliance on algorithm-driven trends can sometimes 

result in oversaturation, with similar themes and repetitive content dominating this genre. 

This raises concerns about the overall variety and richness of the content consumed by 

children, as the YouTube algorithm tends to recommend highly similar videos based on 

previous viewing patterns. 

 

Toy Unboxing and Product Reviews 

The toy unboxing and product review genre has become a global phenomenon, and its 

influence in Indonesia is significant. This genre typically features children or adults unboxing 

and reviewing toys, with the content often blurring the line between entertainment and 

advertisement. The visual narrative is straightforward, centering around the act of unboxing a 

toy, showcasing its features, and occasionally providing a demonstration of how it works. In 

the Indonesian context, this genre is often localized through the use of Indonesian-language 

commentary and the inclusion of locally popular toys or brands. This genre's commercial 

nature is heavily influenced by the YouTube algorithm, which favors content that generates 

high engagement and can seamlessly integrate product placement. The popularity of this 

genre raises important questions about the impact of commercialization on childrenôs content, 

as the line between genuine content and marketing becomes increasingly blurred. 

 

Roleplay and Pretend Play 

A growing genre in childrenôs content is roleplay and pretend play, where children or 

actors reenact some type of scenario such as playing house, acting as doctors, or engaging in 

fantasy adventures. This genre appeals to children's imaginative play and allows them to 

engage in narrative-driven content. The visual narrative often follows a loose, episodic 

structure, where children enact various roles, teaching social norms, problem-solving, and 

emotional intelligence through play. In Indonesia, roleplay content has gained traction by 
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incorporating local settings, cultural elements, and language, making it more relatable to 

Indonesian audiences. Interestingly, roleplay and pretend play content has also been one most 

popular content to be dubbed in Indonesian language. The algorithm supports this genre due 

to its ability to generate long watch times, as children are drawn to the open-ended nature of 

the narratives. However, the rapid production of these videos sometimes results in lower-

quality storytelling, prioritizing quantity over quality to keep up with algorithmic demands.  

 
Picture 1. Diana Roma one of the most watched Roleplay Channel in Youtube 

 

Disturbing Content and Algorithmic Influence 

A concerning trend in the typology of childrenôs content is the emergence of 

disturbing or uncanny content, as discussed in prior research (Balanzategui, 2021). This genre 

includes content that is ostensibly aimed at children but contains unsettling or inappropriate 

elements that are algorithmically generated or influenced by bizarre recommendations. In 

Indonesia, this genre has manifested in unexpected and sometimes harmful ways, as creators 

seek to exploit algorithmic trends for views. The visual narrative of this genre often lacks 

coherence, featuring bizarre or unsettling characters, disturbing imagery, or abrupt shifts in 

tone that are not suitable for children's developmental stages. This type of content raises 

serious concerns about the role of the YouTube algorithm in promoting harmful or 

inappropriate material, which can bypass parental controls and be inadvertently 

recommended to young viewers. This type of content also include repetitive nursery rhymes 

using unrelated oversaturated video to captive the attention of the children under the pretense 

of nursery rhymes content.  
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Picture 2. The example of repetitive nursery rhymes with oversaturated video 

 

ASMR and Sensory Content 

Finally, the rise of ASMR (Autonomous Sensory Meridian Response) and sensory 

content is notable within the landscape of children's content. Often categorized as relaxing or 

"oddly satisfying," these videos include elements like soft sounds, smooth textures, and 

repetitive actions. In the Indonesian context, ASMR content has been adapted to include local 

cultural artifacts, such as traditional crafts or foods, providing a unique sensory experience 

for children. The visual narrative in this genre is often non-linear, focusing more on sensory 

engagement than on storytelling. While these videos are generally harmless and even 

beneficial for calming children, the ambiguous nature of this genre raises questions about 

whether it should be classified as children's content or fall under a broader category of 

sensory media. 

 

Discussion 

The findings from this study reveal the complex landscape of children's content on 

YouTube, with distinct genresðsuch as educational, entertainment, toy unboxing, roleplay, 

and sensory contentðeach shaped by a blend of cultural context and the platformôs 

algorithmic priorities. YouTube provides a fertile ground for diverse content creation, but its 

engagement-driven algorithms disproportionately promote certain types of content, such as 

toy unboxing and repetitive entertainment videos. This results in an overrepresentation of 

genres that prioritize high viewer engagement, sometimes at the expense of quality and 

developmental appropriateness. 

A critical insight from this study is the trade-off between the needs of YouTube's 

recommendation systems and the creation of meaningful, enriching content. Educational 

videos often integrate local cultural elements to cater to Indonesian audiences, but they must 

also adhere to the platform's demands for high engagement, leading to a balance between 

learning objectives and entertainment. Similarly, while roleplay and pretend play content 

offer valuable social learning opportunities, the sheer volume of production driven by the 

platformôs algorithm can lead to a focus on quantity over quality. 

The study's application of visual narrative theory offers key insights into how these 

genres structure their content to appeal to young viewers. By deconstructing the visual and 

narrative elements that underpin these genres, this research provides a framework for content 

creators to produce media that is not only engaging but also aligned with children's cognitive 

and emotional development. At the same time, these findings underline the importance of 
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more rigorous content regulation to ensure that harmful algorithmic anomaliesðsuch as 

disturbing or inappropriate contentðare minimized, thus safeguarding the quality of 

children's media consumption. 

 

Conclusion 

This study contributes to the understanding of children's content on YouTube by 

mapping the typology of dominant genres and examining how algorithmic influences and 

cultural localization shape this media landscape, particularly in the Indonesian context. The 

platformôs algorithmic logic, which prioritizes engagement, has led to a predominance of 

highly repetitive or commercially-driven content, such as music videos and toy unboxing, 

while potentially sidelining more developmentally beneficial material. This presents 

challenges for content creators, who must navigate the tension between meeting the 

platformôs algorithmic demands and producing content that serves children's educational and 

developmental needs. 

Additionally, the role of cultural localization offers both opportunities and limitations. 

While localization allows content to resonate with local audiences through culturally relevant 

storytelling, the overarching influence of global trends and algorithmic content saturation 

often limits the diversity and innovation of storytelling. The study shows that YouTubeôs 

content ecosystem, while offering significant opportunities for accessibility and engagement, 

is not neutral in its impact on childrenôs cognitive and social development. Instead, it 

reinforces dominant consumption patterns that are closely tied to commercial interests and 

platform dynamics. 

In light of these findings, there is a need for a more balanced approach to content 

creation and curation. Content creators, educators, and policymakers should aim for a more 

intentional approach that addresses children's developmental needs while acknowledging the 

pressures imposed by the platformôs algorithms. This requires stronger regulatory oversight 

and a push for higher-quality, more varied content that aligns with children's long-term 

cognitive and emotional growth, helping to create a healthier digital environment for young 

audiences. 
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Abstract 
The rise of internet-connected devices and the widespread adoption of digital technology have 

significantly altered consumer behaviour, especially within Indonesia's online marketplaces and 

gaming platforms. This research explores the role of Episodic Future Thinking (EFT), a 

psychological framework that enables individuals to simulate and predict the consequences of 

their choices, in mitigating impulsive behaviours associated with online shopping and gaming. 

Drawing on EFT theory (Schacter, Benoit, & Szpunar, 2017), the research systematically reviews 

existing literature and integrates qualitative analysis to assess how consumersô hedonic tendencies 

can be managed. The research used literature review that addresses key aspects of consumer 

behaviour, digital literacy, and the psychological elements of decision-making. The findings reveal 

that by incorporating EFTôs components such as simulation, prediction, intention, and planning, 

consumers will be better equipped to control impulsive behaviours, leading to more deliberate and 

goal-oriented engagement with digital platforms. This research also highlights the potential of 

EFT in enhancing digital literacy and promoting self-regulation, with significant implications for 

the development of responsible consumer habits in Indonesiaôs rapidly growing digital economy. 

Keywords: Consumer Behaviour; Episodic Future Thinking (EFT); Hedonic Values; Online 

Shopping; Online Gaming 

 

Introduction 

The increasing prevalence of digital devices and the internet has deeply embedded itself 

into the fabric of society's social interactions. This shift has brought about numerous 

opportunities, such as the emergence of more convenient shopping avenues through online 

platforms. Consequently, this area has garnered substantial attention from academia. 

Research on digital proficiency and online purchasing behaviour has delved into various key 

facets, including the gender composition in online shopping (Hasan, 2010), consumers' 

adeptness in comprehending and managing information from online sales (Mosteller, Donthu, 

& Eroglu, 2014), and tactics to mitigate adverse consequences arising from information 

overload (Hollis-Hansen, Seidman, O'Donnell, & Epstein, 2019). 

Another perspective emphasizes the transition from traditional brick-and-mortar retail to 

sales facilitated by internet and digital technology. In Indonesia, this shift toward a digital 

information society poses a quandary. It seems to be leaping toward advanced technology 

adoption while possibly neglecting the essential incremental steps necessary for such a 

transition. The public, still grappling with proficiency in print media literacy, is now being 

thrust into digital literacy. From an evolutionary psychology standpoint, this rapid leap may 
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not be inherently problematic, as humans possess the inherent capability to adapt to new 

environments to ensure survival (Seiffert-Brockmann, 2018). 

Moreover, the swift integration of automation technologies, driven by the Fourth 

Industrial Revolution, presents a theoretical challenge to societal existence. Nevertheless, 

these challenges have not significantly impeded public access to the internet. This is not 

simply a consequence of global trends or the influence of the "global village" but is rather 

indicative of society's deep immersion in the technological wave, leading to disruptions, 

particularly in terms of access to digital information. As of 2017, 54.68% of Indonesiaôs 

population were internet users (APJII, 2017), a trend that holds significant implications for 

service providers, both public and private. 

The rising number of internet users in Indonesia has driven various sectors, including 

services, trade, goods, and service providers, as well as related industries such as logistics, to 

rapidly adapt to technological advancements. These sectors need to align with the latest 

digital workflows to maintain their presence and take advantage of the expansive market 

potential. As of 2017, the Indonesian Internet Service Providers Association (APJII) reported 

that online trading activity had reached 16.83%, and this number has continued to increase 

annually. In response to this trend, businesses, especially those in online retail, have been 

proactive in their strategies. For example, many offer special prices to first-time visitors or 

users of online shopping applications. The competitive nature of e-commerce has not only 

influenced the information content provided by these platforms but also consumer behaviour 

in online shopping. 

Whether consciously or unconsciously, consumer behaviour can be discerned through 

their use of virtual shopping carts, which are typically employed to store items for future 

purchases. This aspect of online shopping offers valuable insights into consumer tendencies, 

as the use of virtual carts can reveal certain personality traits (Close & Kukar-Kinney, 2010). 

These traits are often linked to social values, hedonic values, and utilitarian values (Kakar & 

Kakar, 2018). Among these, hedonic value is a primary focus of this article, as it is deemed to 

have significant potential for future challenges. These challenges include issues such as 

online fraud, extortion, and other cross-border crimes. Thus, this article provides an overview 

of the topic followed by a detailed literature review of online shopping, along with an in-

depth discussion of the relevant issues. 

 

Internet 2.0: Online Apps and Its Implications 

In his 1997 book, Mediamorphosis, Fidler predicted that the phenomena emerging in this 

era signify a transformation in communication media influenced by the need for 

communication, economic, political, and social pressures, along with the impact of 

technological innovations. He cautioned individuals not to be swept away by these trends or 

easily deceived by technology's visual representations. To address this, Fidler advocated for 

early adopters of new technologies to first develop sufficient capacity (knowledge and skills) 

to keep pace with technological acceleration. By following this approach, society can be 

better prepared to face the characteristics of technologies that are continuously innovating 

and evolving. Moreover, they will be ready to embrace Internet 2.0, which further strengthens 

the foundation of online applications and social media platforms (Baird & Fisher, 2009). 
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The fundamental principle of online shopping applications lies in recognizing humans as 

social beings who rely heavily on trust and interaction. Through online networks, these 

interactions can be mediated. Often referred to as learning communities, members of these 

online networks will inherently demonstrate their abilities to use the internet, including 

utilizing online shopping applications to purchase goods and services. Online shopping 

practices have garnered particular attention from Lammers, Curren, Cours, and Lammers 

(2003), who noted that among college students, online shopping activities receive mixed 

perceptions from those who do not engage in shopping through online applications. On one 

hand, these individuals may be viewed as lazy or apprehensive about in-person shopping; on 

the contrary, they may be considered more trustworthy due to their intelligence and 

proficiency in utilizing online shopping applications. 

Close and Kukar-Kinney (2010) conducted research to understand consumer motivations 

for using virtual shopping carts when making online purchases, specifically for storing items 

intended for purchase while taking advantage of promotions. They assert that electronic 

marketing practices have become a crucial aspect of developing marketing strategies and 

consumer relationships. The implication of this trend is a heightened demand for new 

knowledge, models, and research resources regarding consumer behaviour on the internet. 

Although extensive research has been conducted on various online shopping channels, there 

remains a lack of studies addressing consumer motivations for using virtual shopping carts. 

They define the use of electronic shopping carts as an online behaviour in which consumers 

place their selected items into a virtual cart provided by the online shopping site. Unlike 

previous functions where items in the virtual cart were typically purchased at a specified 

time, these carts are now more frequently used as a means of browsing items. This shift 

indicates a change in consumer motivation. 

The researchers summarize various sources indicating that the acceptance of online 

shopping practices is influenced by several factors, including ease of access, consumer 

behaviour, site congruence, and site appearance. Furthermore, consumers often feel 

uncomfortable with physical shopping activities and find greater enjoyment in navigating 

online sites. Additionally, factors such as utilitarian and hedonic aspects, information-seeking 

needs, comfort, and entertainment also play a role. Utilitarian motivation focuses on the 

benefits and sacrifices involved, suggesting that online shopping involves a desire to 

purchase while also managing online funds. Conversely, hedonic motivation reflects 

consumersô awareness of making choices that enhance their shopping experience and 

satisfaction. 

 

Digital Literacy Skills 

Recent discussions surrounding digital literacy are highlighted by the prevalence of 

photos and images containing unverifiable content (Shen et al., 2019). Shen expresses 

concern that such practices may lead to the disintegration of social order. The manipulation 

of images is notably more common than actions taken to verify the credibility of the 

information presented. Gupta et al., as cited in Shen et al. (2019), report that approximately 

10,000 fake images and photos are disseminated across Twitter. A significant issue arising 

from this is the formation of public opinions that may conflict with one another. Therefore, 

Shen emphasizes the need for critical research on individuals' abilities to ascertain the 
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credibility of circulating photos and images, their proficiency in utilizing the internet and 

social media, and their understanding of digital imagery. 

 
Table 1. Information Processing Stages by Potter (2008) 

 
 

Following Potterôs recommendations regarding the necessity of digital literacy education, 

subsequent technical challenges may arise. Radovanovic, Hogan, and Lalic (2015) observe a 

gap between students and professors in the application of digital literacy in Serbia. Their 

study reveals a tendency among students to regularly explore various new technologies, while 

professors are often reluctant to adopt these innovations. Digital literacy is regarded as a 

human asset in terms of knowledge and skills, thus providing younger generations with 

enhanced socio-economic and political standing. This stratification arises partly from the 

educational experiences of professors, who often did not receive training in digital literacy 

during their academic journey, potentially resulting in their teaching methods being on par 

with, or even inferior to, those of younger generations who have been exposed to digital 

technology from an early age. Moreover, there appears to be a trend where professors in 

institutions exhibit a sensitive bias towards students possessing superior technological skills. 

On the other hand, Darmastuti (2012) presents a comparative example of the Samin 

community, known for their 'eccentric' attitudes, which seemingly deny the presence of the 

state and resist tax payments. Historically, this stance originated as a rebellion against Dutch 

colonial rule but has since spread to various regions beyond Bojonegoro, East Java. The local 

wisdom of the Samin community needs to be adapted to the digital era, where it is crucial for 

society to filter external teachings, news, and influences to maintain their internal 

sovereignty. During an international conference, the World Economic Forum 2018, Jack Ma 

lamented that modern society is largely unable to halt the flow of technology (including 

information), raising concerns about the potential replacement of human jobs by machines 

capable of working tirelessly with high computational accuracy. Considering this, Jack Ma 

stresses the importance of returning to social realities, advocating for the teaching of cultural 
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values and local traditions to preserve human existence in the world. Thus, to ensure effective 

interpersonal communication on digital platforms, Pertic, Petrovcic, and Vehovar (2011) 

suggest that the information conveyed should foster cooperation in the learning process, 

cultivate mutually supportive social relationships, exhibit clear expressions, and be oriented 

toward strategic objectives. 

According to the background above, therefore, this study utilizes a qualitative approach 

along with a literature review to examine consumer behaviour in Indonesia's online 

marketplaces and gaming environments. Through qualitative methods, the research aims to 

gain a comprehensive understanding of the psychological factors and contextual influences 

that impact consumer decisions in the digital realm. The literature review forms the basis of 

the research, consolidating existing knowledge and identifying areas that need further 

exploration. By systematically reviewing the literature, the study aims to identify the 

prevailing theories and frameworks that explain consumer behaviour in digital environments, 

including the influence of psychological control and Episodic Future Thinking (EFT). 

Additionally, the review will emphasize how current marketing strategies in online shopping 

and gaming are tailored to enhance consumer engagement through hedonic, social, and 

utilitarian values. 

 

Result and discussion 

The Use of Online Marketplace Apps: Opportunities and Threats 

A survey conducted by Katadata reported that in 2018, e-commerce users in Indonesia 

were predominantly Millennials aged 20 to 37 years, accounting for 87.83% of the user base 

(Katadata Insight Center, 2018). Conversely, according to Katadata.co.id, the Indonesian 

Consumers Foundation (YLKI) recorded a notable increase in public complaints regarding 

online shopping transactions (Bayu, 2018). In 2017, YLKI noted that the number of 

complaints reached 16%, which was double the number recorded in the previous year. The 

most frequent issues reported included slow responses to complaints (44%), undelivered 

goods (36%), detrimental systems (20%), refusal to provide refunds (17%), suspected fraud 

(11%), products not matching descriptions (9%), allegations of cybercrime (8%), complaints 

about damaged products (6%), unsatisfactory service (2%), as well as complaints regarding 

pricing, information, and delayed deliveries, each constituting 1%. 

Given the significant trend in public complaints regarding online shopping applications, it 

can be generally stated that approximately 86% of these complaints are directed towards 

online stores or shopping application providers. This finding appears to contrast with the 

results of a survey conducted by the Indonesian Internet Service Providers Association 

(APJII) in 2017, which indicated that 65.98% of internet users were aware of the risks of 

personal data being accessed by third parties. Furthermore, 83.98% of the public recognized 

the dangers of online fraud. Consistent with the previously mentioned data, a study on e-

commerce conducted by idEA (Indonesian E-Commerce Association) also found that the use 

of e-commerce applications was primarily dominated by individuals under the age of 30 

(Asosiasi E-Commerce Indonesia, 2016). It is believed that at this age, users and participants 

in e-commerce are adequately equipped to weigh the impacts and benefits of online activities. 

In a recent update, Katadata.co.id released a ranking of the ten most visited e-commerce 

platforms in Indonesia, as reported by iPrice for the fourth quarter of 2018. The top-ranked e-
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commerce platforms included Tokopedia, Bukalapak, Shopee, Lazada, Blibli, JD ID, Zalora, 

Sale Stock Indonesia, Elevania, and iLotte (Katadata.co.id, 2019). The substantial visitor 

numbers to these applications indicate that Indonesian society is quite adept at utilizing 

online shopping applications. Despite being aware of the risks to privacy associated with 

accessing online platforms, the high volume of visitors serves as a noteworthy comparison. In 

other words, it can be posited that as public awareness of privacy risks and online fraud 

increases, so does their confidence and sense of security in using online shopping 

applications. 

Additionally, a report from Tirto.id dated March 6, 2019, highlighted that the Ministry of 

Communication and Information (Kominfo) identified a total of 771 pieces of hoax content 

between August 2018 and 2019. Among these hoaxes, there were 19 related to fraud and 

another 19 concerning trade deception. These findings raise critical questions regarding 

accountability in cases of online fraud and to whom such incidents should be reported. This 

issue has prompted specific research by Cross (2019), who examined online fraud cases 

(including financial and romantic scams) in Australia, where resolution remained problematic 

due to the involvement of multiple jurisdictions. 

A significant aspect of Cross's research is the characterization of online fraud. He 

questions how perpetrators of online scams are able to freely target numerous victims while 

law enforcement has yet to effectively address these actions through online methodologies. It 

is concerning that such issues persist. The extensive reach of interpersonal communication 

mediated by technology has implications for the proliferation of online fraud. Recognizing 

this urgency, law enforcement agencies have sought to establish a corresponding resistance 

system. For instance, the creation of cybercrime units represents a response to efforts aimed 

at controlling criminal activities in the digital realm. 

Considering the prevalence of online purchasing fraud as illustrated, society must adopt a 

more cooperative and discerning approach to selecting and utilizing online shopping 

applications. Although the government has provided assurances through Law No. 7 of 2014 

on Trade, particularly in Chapter VII regarding Electronic System Trade in Article 65, 

consumers still need to exercise caution when engaging with these platforms. This article 

does not specifically outline technical steps for protection during online shopping. 

Consequently, various online shopping applications now offer escrow accounts. While there 

have been some disappointments regarding the implementation of these escrow services, they 

provide consumers with assurance that payments made for goods will only reach the seller's 

account once the items have been received by the buyer. Subsequently, buyers can provide 

feedback on the seller's service. Such systems are effective in preventing online purchasing 

fraud. 

 

Social Interactions during Shopping: Online and at-Store 

The increasing consumer awareness of online shopping transactions, as highlighted by 

Buckingham (2015), demonstrates the successful integration of concepts related to internet 

and computer education, gaming, and digital media, all underpinned by critical thinking. This 

critical thinking represents a progression from the framework proposed by Potter (2008), 

which underscores individual attitudes towards information reception and message 

interpretation. Within this context, users of online shopping applications have cultivated 
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personal locuses, encompassing goal setting and motivational drive, knowledge structures, 

which denote organized information frameworks within an individual's cognitive processes, 

and skills such as grouping, induction, deduction, synthesis, and abstraction. Collectively, 

this knowledge encompasses abilities in filtering, meaning matching, and meaning 

construction. 

Mosteller, Donthu, and Eroglu (2014) observed that contemporary consumers frequently 

utilize internet-connected devices to access online shopping sites. Their study focuses on 

psychological aspects, specifically the fluency of comprehending verbal information online. 

This aligns with Potterôs earlier description, indicating that consumers are increasingly 

proficient in processing information acquired from various online shopping applications. 

Such behavior is evidenced by the consumers' ability to filter beneficial information, 

subsequently study it, interpret it, and make decisions based on their interpretations regarding 

products and services available on online shopping platforms. These decisions may include 

purchases or adding items to a wishlist for future acquisition. This mastery of information 

processing likely yields positive cognitive impacts for online shoppers, guiding them toward 

more favorable evaluations. 

According to Mosteller et al., the use of internet-connected devices serves to search for 

and obtain information. A striking aspect of this phenomenon is the consumers' proficiency in 

constructing diverse information from the internet. This proficiency is underpinned by 

advancements in information technology, characterized by the proliferation of online 

commercial information, the diversification of information accessible via internet-connected 

devices, the growth in the number of consumers utilizing online information to inform 

purchasing decisions, and the increasing significance of online information compared to 

conventional sources. Systematically, this proficiency is stimulated by product information, 

which creates a first impression characterized by clear typography, effective background 

color usage, and information intensity. This reflects the principle of Goodness of Form, 

emphasizing the need for information formats that are easily readable, allowing users to 

simultaneously digest multiple pieces of information. Thus, the volume of information 

obtained is directly proportional to the stimuli, resulting in positive responses when making 

online purchasing decisions. 

Interactions occurring in both physical and virtual environments contribute significantly 

to online shopping application providers. Kim, Kim, Choi, and Trivedi (2017) investigated 

the relationships between these interactions and sellers of baby products via the internet. 

Their findings indicated that the geographical context typically influences the level of offline 

social interaction among communities. In regions with high levels of offline social 

interaction, consumers are generally more inclined to engage in online shopping. This 

inclination leads to the perception that online shopping offers more benefits compared to 

traditional sales information. 

This positive perspective is further supported by consumer satisfaction in online 

shopping. Satisfaction results from evaluating service expectations during online purchases 

and comparing these experiences with previous purchasing encounters. When these 

evaluations yield favorable results, online application providers must accommodate consumer 

expectations and demands, including addressing and responding to customer complaints. In 

presenting reviews or complaints, customers also need to consider the application providers' 
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responses to prior complaints and assess the effectiveness of those responses. This 

consideration is crucial as all responses provided by application users, whether addressed or 

left unanswered, serve as tools for regulating their sales outcomes. 

For example, a collective online action by consumers manifested in the hashtag 

#uninstalbukalapak following a tweet from the CEO of Bukalapak regarding the new 

president and minimal research and development funding. This extreme form of complaint 

did not significantly impact the activity of consumers accessing the Bukalapak shopping 

application. Evidence of this can be seen in the application's visitor statistics, which maintain 

its position as the second most popular in Indonesia. Kawaf and Istanbulluoglu (2019) 

describe such incidents as paradoxical. In their research on consumer reviews and sales via 

Facebook, they found that consumer reviews in social media sales increasingly leaned toward 

individualism and lacked relevance to the products. Consumers primarily sought refund 

facilities and free shipping. 

 

Consumerism, Hedonic, and Episodic Future Thinking (EFT) 

Reflecting on the historical trajectory of interpersonal communication through to 

computer-mediated communication (CMC), both in conscious and semi-conscious states, we 

have become integral to the direct impacts of these changes. Although the 30-year rule theory 

effectively delineates the phases of technology development, indicating that a technology 

typically requires thirty years from inception to peak over a span of five centuries, the 

primary concerns remain the consequences and potential ramifications of such developments, 

as well as the opportunities and benefits they may generate. This context engenders 

competition within marketing information technology, which transcends mere online 

shopping to encompass consumer behaviour values, notably hedonic values. 

From an opportunity perspective, digital information technology now emphasizes aspects 

specifically designed to facilitate interactions through expressive communication. Attention is 

drawn to the message writing features across various applications, which are equipped with 

emoticons, emojis, and stickers. In a survey regarding the motivations for utilizing these 

features, Chen and Siu, as cited in Tang & Hew (2018), identified four primary motives for 

the use of emoticons, emojis, and stickers: to enhance accuracy and avoid misunderstandings 

regarding feelings and intentions, to facilitate easier interaction and conversation, to create a 

more relaxed and enjoyable dialogue, and to more efficiently convey and express nonverbal 

language. The opportunities and innovations in digital information technology have 

significantly contributed features that assist consumers in evaluating and recommending 

products and services online. 

Conversely, on platforms such as Facebook, which serve not only as social media but also 

as a marketplace, concerns regarding ethical perceptions among students have been raised, as 

noted by Lepper (2011). When exploring Facebook, it becomes evident that female users 

often set stringent privacy controls on their accounts, while others may have accounts that are 

easily accessible or lack privacy settings altogether. Following numerous instances of identity 

theft and misuse of social media accounts, an increasing number of users have opted to 

enhance their privacy settings after becoming aware of the implications of privacy 

management. Several critical considerations may alter users' perspectives, including 

discomfort stemming from stalking, disturbing content or images, and ethical issues related to 
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premature accusations or stigmatization. Specifically concerning stigmatization, Facebook 

users do not wish to make erroneous judgments about individuals solely based on their 

displayed profiles. This ethical consideration is crucial, as individuals may impersonate 

others for various purposes. More alarmingly, if an account is hacked and privacy settings are 

not appropriately configured, this could allow unauthorized access to all friendships and 

interactions without the user's knowledge. 

Hedonic behaviour among digital device users can be observed in activities such as 

intense curiosity and a desire for knowledge, which may manifest as stalking. This 

phenomenon is also prevalent in the realm of gaming, which has increasingly transitioned to 

online formats. Video games have evolved into a new form of digital media and are also 

recognized as a marketplace for online buying and selling, whether through electronic 

currency or in-game exchange systems. This issue became particularly prominent when a 

mother was shocked to find her monthly internet bill reaching tens of millions of rupiah, a 

situation resulting from her child's purchases of various in-game features without 

understanding the purchasing process or its consequences. Notably, the online game 

PlayerUnknownôs Battlegrounds (PUBG) has faced backlash in Aceh, Indonesia. 

A similar regulatory approach is being considered in India, where new regulations aim to 

limit the duration and frequency of gaming. Trials for these restrictions have been 

implemented, such as a maximum six-hour play limit per day as reported by Ludwianto 

(2019). The rationale for these restrictions stems from the negative impacts attributed to 

gaming. The mechanism of this limitation begins with a warning issued after six hours of 

gameplay, prompting game developers to adjust their platforms accordingly, including a 

health reminder after this threshold. Indonesia has faced similar challenges, with various 

stakeholders, including the Indonesian Ulema Council (MUI) and the Ministry of 

Communication and Informatics (Kominfo), advocating for restrictions based on concerns 

regarding potential addiction, unproductive time expenditure, and content that may contain 

violence or pornography. This concern was heightened following the mass shooting of 

Muslim individuals in New Zealand a few weeks prior, despite PUBG developers denying 

responsibility for their game content in relation to the incident. 

 
Table 2. Social Changes with Episodic Future Thinking (EFT)ôs point of view 

EFT 
Component 

Description Application in Online 
Consumerism & Gaming 

Social Changes 

Simulation Mentally 
envisioning 
potential future 
outcomes of 
choices. 

Individuals project future 
consequences of impulsive 
purchases or prolonged 
gaming, allowing them to 
visualize both the positive and 
negative impacts of their 
actions. 

1. Increased awareness of 
digital consumption habits, 
leading to more responsible 
shopping and gaming 
behaviour. 

2. Potential reduction in 
impulse buying and online 
addiction. 
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Prediction Estimating 
potential outcomes 
and weighing 
positive vs. 
negative 
consequences. 

Consumers and gamers 
predict how frequent 
indulgence in shopping or 
gaming might affect finances, 
relationships, or personal 
well-being. 

1. Greater accountability in 
online behaviour, fostering a 
more calculated approach 
to online spending and 
gaming time. 

2. Potential shift towards more 
balanced digital 
engagement. 

Intention Setting clear goals 
based on the 
simulated and 
predicted 
outcomes. 

Individuals align their actions 
with long-term aspirations, 
such as financial security or 
better time management, 
rather than short-term 
gratification. 

1. Emergence of purpose-
driven behaviour in digital 
spaces, where users 
prioritize long-term goals 
over hedonic satisfaction. 

2. Stronger emphasis on self-
control and goal-oriented 
use of digital platforms. 

Planning Formulating 
actionable 
strategies to 
achieve set goals. 

Creating budgets, setting 
time limits, or establishing 
rules for online shopping and 
gaming to prevent impulsive 
actions. 

1. Development of digital self-
regulation strategies, such 
as spending limits or 
screen-time controls. 

2. This encourages 
responsible consumer 
behaviour and healthier 
digital consumption habits. 

 

On the contrary, developments in the United States and Malaysia have taken a more 

positive stance. Some U.S. states have integrated eSports into high school curricula, viewing 

the growth of eSports as a promising economic opportunity, with players potentially earning 

a livelihood. Similarly, while Malaysia shares concern akin to those of MUI Indonesia, the 

Minister of Youth and Sports has refrained from attributing the New Zealand incident to 

gaming, asserting that it is not the games themselves that incite such occurrences, but rather 

extremist beliefs and a propensity for violence within individuals. However, considering the 

potential negative implications of gaming, one significant issue arises regarding the creation 

of avatars (James Gee: the third being) by players, who often possess multiple avatars 

(Hjorth, 2011). The concern lies in how games guide players to seek and form alternative 

identities, subsequently represented through avatars. The features available for avatar 

customization may reflect the information processing of each gaming character, potentially 

encouraging these identities to manifest in real life. 

The interactive processes occurring within online games facilitate a robust participatory 

expression of self (Filiciak, 2003), as evidenced by the increasing variety of customizable 

avatars that can be purchased, each possessing distinct characteristics. The implication is the 

emergence of a role-playing dynamic within each gamer, wherein the selection and 

performance of avatars indirectly reflect the user's economic capacity and informational 

awareness. In many games, players must purchase features for their avatars, leading to 

hedonic satisfaction upon acquiring such accessories, further prompting them to share their 

experiences with fellow gamers. This cycle results in continual purchasing patterns 
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potentially emulated by other players, thus reflecting players' economic status, their 

awareness of information obtained, and their decision-making capabilities in an online 

gaming context. 

Another implication is Gender Trouble Performance. As articulated by Butler, it is 

particularly regarding the personalization and customization of playerôs avatars. Avatars are 

designed to project characteristics deemed cute (Ito in Hjorth, 2011; kawaii culture). This 

aesthetic reflects the emotional expressions of players, while customization signals an open 

and unrestricted participation of characters within games. The freedom to express ethnicity 

and culture also includes gender role freedoms. Therefore, if regulators adopt a more 

optimistic perspective on the online gaming phenomenon, they may identify economic 

opportunities and new employment prospects within the eSports sector. Consequently, efforts 

to address digital information technology issues in Indonesia are being intensified. One 

practical application has emerged in a village in Leles, Yogyakarta, where a designated 

children's play area prohibits all forms of gadget use. Adults and parents are also restricted 

from using devices in this space. The operational framework in this area can be described as 

an enforced model, granting specific legitimacy to the designated zone. However, this 

approach remains limited to the confines of that space. 

Thus, to investigate the possible method to overcome it, the research adapted the concept 

in psychological science, that is Episodic Future Thinking (EFT). This approach emphasizes 

the human capacity to evaluate their desires and obligations. EFT refers to an individualôs 

ability to envision and simulate potential future events resulting from their choices (Schacter, 

Benoit, & Szpunar, 2017). Its application has shown significant impacts across various health 

domains, including child health, speech development, and interventions for obesity-related 

lifestyle changes. The operational mechanics of EFT revolve around four primary 

components: simulation, prediction, intention, and planning. 

During the simulation phase, individuals confronted with hedonic choices in online 

shopping and gaming are presented with mental constructs that illustrate the future 

implications of their actions. In the context of consumerism and gaming, simulation allows 

individuals to mentally project future scenarios based on their choices, particularly regarding 

hedonic behaviours such as impulsive online purchases or prolonged gaming. For instance, if 

an individual contemplates purchasing an in-game accessory or product online, they can 

simulate how their future might look, considering both the benefits and consequences of the 

purchase. This mental exercise helps individuals create a realistic future scenario that can 

discourage unnecessary or impulsive actions driven by immediate satisfaction. Simulation 

thus acts as a preventive mechanism against indulging in hedonic behaviours, encouraging 

more thoughtful and deliberate decision-making. 

The prediction stage allows individuals to gauge potential outcomes. By prediction, 

individuals could estimate the potential outcomes of actions and weigh their positive or 

negative consequences. In the case of online shopping and gaming, individuals can predict 

how hedonic behaviours, such as frequent gaming or making indulgent purchases, might 

impact various aspects of their lives, from financial well-being to social relationships. This 

predictive element sharpens the individual's understanding of potential risks, fostering greater 

accountability in the decision-making process. 
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Subsequently, intentions and the steps necessary to achieve these goals are articulated. In 

helps to clarify the goals and objectives based on the simulated and predicted outcomes. This 

component emphasizes purpose-driven behaviour, where consumers or gamers align their 

actions with long-term aspirations, rather than short-term gratification. By consciously setting 

intentions, individuals create a roadmap that promotes responsible engagement with 

technology, online shopping, and gaming. 

Planning is the step where actionable strategies are formulated to achieve the intended 

goals. In the context of online consumerism and gaming, this might involve creating budgets, 

time limits, or rules to regulate behaviors. By establishing concrete plans, individuals can 

prevent hedonic impulses from dictating their actions. Effective planning also encourages the 

development of coping mechanisms when faced with temptation, helping individuals adhere 

to their intentions and avoid unnecessary or harmful indulgences. 

This framework should serve as a learning opportunity for parents, advocating for more 

than mere prohibitions or restrictions on internet-enabled devices and gaming. Research 

findings by Ernst, Philippe, and D'Argembeau (2018) suggest that self-generated visions and 

aspirations for the future significantly more strongly guide individuals towards positive 

outcomes than externally directed desires. This insight presents a potential breakthrough for 

accompanying the implementation of digital literacy in Indonesia, encompassing the use of 

digital media, online shopping software, and online gaming, aimed at minimizing hedonic 

values while fostering positive outcomes. 

 

Conclusion 

This study highlights the profound impact of digital advancements on consumer 

behaviour, particularly within Indonesiaôs online marketplaces and gaming environments. By 

integrating Episodic Future Thinking (EFT), the research emphasizes the importance of 

simulation, prediction, intention, and planning in moderating hedonic behaviours, such as 

impulsive purchasing and excessive gaming. The findings indicate that EFT can effectively 

mitigate these behaviours, fostering more responsible and deliberate decision-making among 

consumers. Furthermore, EFT presents significant potential for improving digital literacy and 

self-regulation, offering a framework that not only helps consumers manage their digital 

interactions but also aligns their behaviours with long-term goals. This approach underscores 

the necessity of incorporating psychological mechanisms like EFT to counter the negative 

consequences of unchecked consumerism in the digital age.  
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Abstract  

Kehadiran Artificial Intelligence (AI) atau kecerdasan buatan khususnya Generative AI turut 

mempengaruhi pembuatan konten dengan memungkinkan produksi materi teks, gambar, audio dan 

video secara lebih cepat dan modern. Salah satu bentuk Generative AI yang saat ini marak dihasilkan 

adalah deepfake. Deepfake adalah jenis kecerdasan buatan yang digunakan untuk membuat gambar, 

audio, dan video palsu yang meniru rupa tertentu. Keberadaan deepfake tentu saja akan 

mempengaruhi proses komunikasi khususnya dalam pembuatan dan penerimaan pesan oleh content 

creator. Proses adopsi suatu inovasi teknologi di masyarakat dapat ditelusuri secara mendalam 

dengan memahaminya melalui teori difusi inovasi. Penggunaan teori difusi inovasi dapat 

memberikan pemahaman tentang bagaimana adopsi dan penyebaran teknologi deepfake di 

masyarakat khususnya pada content creator. Penelitian ini menggunakan desain penelitian naratif, 

dengan pendekatan kualitatif deskriptif dan metode wawancara serta observasi sebagai teknik 

pengumpulan datanya. Hasil penelitian menunjukkan bahwa teknologi AI berbasis deepfake telah 

menjadi inovasi yang diadopsi oleh content creator. Faktor manfaat dalam efisiensi, efektivitas dan 

inovasi serta banyak tersedianya aplikasi maupun situs web yang mudah untuk digunakan menjadi 

faktor pendorong content creator mau menggunakan teknologi deepfake dalam membuat konten. 

Sebaliknya terdapat potensi yang membuat content creator enggan untuk menggunakan deepfake 

dengan alasan dibutuhkan perangkat keras dan perangkat lunak yang lebih mumpuni untuk 

menghasilkan konten deepfake yang bagus dan natural serta adanya ancaman terhadap keamanan 

dan privasi. Penelitian ini juga memberikan pemahaman empiris dan pengembangan teoretis 

mengenai fenomena deepfake di Indonesia ditinjau dari sudut pandang komunikasi khususnya 

dikalangan content creator. 

Keywords: : Artificial Intelligence, Deepfake, Difusi Inovasi, Content Creator, Media Sosial 

Introduction  

Kemajuan teknologi informasi dan komunikasi yang begitu cepat dan pesat turut 

berdampak pada semakin mudahnya penyebaran informasi dan komunikasi. Kemunculan 

internet hingga media sosial membuat masyarakat kini bukan hanya berperan pasif sebagai 

audiens, tetapi dapat aktif menjadi pembuat informasi (content creator). Arus informasi yang 

tadinya berpusat pada media massa, kini juga bersumber dari konten buatan masyarakat 

melalui media sosial (user generated content). Semakin beragamnya aplikasi-aplikasi yang 

dapat mendukung pembuatan konten serta semakin meningkatnya kemampuan teknis 

masyarakat dalam menggunakan teknologi membuat aktifitas pembuatan konten semakin 

meningkat. Salah satu perkembangan teknologi yang turut mempengaruhi pembuatan konten 

adalah Artificial Intelligence (AI) atau kecerdasan buatan. AI umumnya didefinisikan sebagai 

sistem komputer yang mensimulasikan pemikiran dan kemampuan manusia. Beberapa tahun 

kebelakang ini, istilah AI sangat populer dibicarakan. Popularitas AI meningkat seiring 

banyaknya teknologi-teknologi yang bermunculan khususnya perangkat lunak dan aplikasi-

aplikasi yang dapat mendukung berbagai bidang kehidupan bahkan kegiatan sehari-hari, 

termasuk komunikasi dan pertukaran informasi. 
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Perkembangan AI beberapa tahun belakangan ini diwarnai oleh munculnya berbagai 

aplikasi berbasis Generative AI. AI generatif adalah varian AI yang mengandalkan Machine 

Learning (pembelajaran mesin) dan algoritma Deep Learning (pembelajaran mendalam) 

untuk membuat teks, video, gambar, atau logika pemrograman baru untuk berbagai jenis 

aplikasi. Kecerdasan buatan generatif ini telah mengubah domain pembuatan konten dengan 

memungkinkan produksi materi teks, gambar, audio dan video secara lebih cepat dan modern. 

Salah satu bentuk AI generatif yang saat ini marak dihasilkan adalah ñdeepfakeò. Istilah 

"deepfakeò berasal dari gabungan istilah "deep learning" yang merupakan bagian dari 

Machine Learning, yaitu teknologi yang dapat mempelajari data dalam jumlah besar secara 

komprehensif dan juga kata "fake" karena menciptakan media palsu. 

Barney (2023) menjelaskan bahwa deepfake adalah jenis AI yang digunakan untuk 

membuat gambar, audio, dan video palsu yang meniru rupa tertentu. Istilah ini 

menggambarkan kemampuan teknologi pembelajaran mendalam (deep learning) yang 

merupakan salah satu bentuk AI dalam menghasilkan konten palsu. Praktiknya deepfake 

biasanya dibuat orang-orang dengan mengubah konten sumber yang ada di mana seseorang 

ditukar dengan orang lain. Misalnya menggunakan sumber suatu wajah untuk membuat suatu 

foto baru (AI generated image creation), kemudian ada juga menggabungkan suatu wajah 

dengan wajah orang lain (morphing) dan juga menggunakan sumber suara asli untuk 

membuat sebuah percakapan (audio cloning). Kesemua contoh tersebut memiliki kesamaan 

yaitu dalam menghasilkan suatu konten manipulasi sintetis. Untuk itu seringkali deepfake 

seringkali juga diistilahkan sebagai Synthetic Media (media sintetis) dan termasuk bagian dari 

Digital Manipulation (manipulasi digital). Kelebihan deepfake adalah konten palsu yang 

dihasilkan dapat dikira asli karena dapat sangat menyerupai asli sehingga sulit dideteksi dan 

butuh kejelian untuk mengetahui kepalsuannya. 

Keberadaan deepfake tentu saja akan mempengaruhi proses komunikasi khususnya 

dalam pembuatan dan penerimaan pesan. Deepfake menjadi alternatif baru dalam pembuatan 

pesan yang disebut sebagai konten di media sosial. Dalam penggunaannya di masyarakat, 

deepfake secara positif dapat digunakan untuk membuat konten karya seni modern seperti 

seni musik, olah desain grafis, video dan juga konten lainnya yang ditujukan sebagai hiburan 

semata. Namun sayangnya deepfake semakin marak digunakan untuk tujuan yang negatif. 

Bila disalahgunakan, deepfake dapat menjadi malapetaka karena menjadi teknologi yang 

dapat menciptakan hoaks. Konten deepfake akan membuat masyarakat menjadi bingung 

terhadap kebenaran sebuah informasi, ketersesatan informasi kemudian menjadi skeptis 

terhadap berbagai infomasi yang beredar, krisis kepercayaan terhadap teknologi dan lebih 

bahayanya juga terhadap privasi dan kejahatan siber. 

Teknologi deepfake pertama kali muncul pada bulan November 2017 ketika seorang 

pengguna Reddit yang menyebut akun dirinya sebagai ñdeepfakeò memposting sebuah konten 

pornografi yang memuat seorang aktris dengan memanfaatkan AI untuk membuat video palsu 

yang realistis di ruang tempat para member reddit berbagi video porno (Brooks et al, 2022). 

Pada awalnya deepfake lebih marak dibuat dan beredar di negara-negara barat, terutama 

Amerika Serikat. Beberapa konten deepfake yang menjadi viral seperti Obama Buzfeed 

deepfake (2018), Jennifer Lawrence-Buscemi deepfake (2019), David Beckham Anti-Malaria 

deepfake (2019), Mark Zuckerberg deepfake (2019), Moon landing deepfake (2020), dan 

lain-lain. Hal ini belum termasuk konten deepfake pornografi, yang mana pada tahun 2022 
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terdapat sekitar 3.725 video porno deepfake yang telah dibuat dan tersebar di internet 

(Security Hero, 2023). Namun, pada tahun 2023, jumlah ini meningkat 464% menjadi 21.019 

(Security Hero, 2023). Menurut studi yang dikutip dari Vida Whitepaper report (2024), video 

palsu yang dibuat dengan teknologi deepfake menyebar 900% lebih banyak setiap tahunnya. 

Sementara itu lebih dari 100.000 model AI dapat membuat deepfake, namun kurang dari 3% 

model AI dapat mendeteksi deepfake. 

Dengan kemajuan teknologi, semakin mudahnya akses, konten berbasis deepfake ini 

telah meluas secara global termasuk di Indonesia. Perhatian masyarakat Indonesia secara luas 

mulai mengetahui deepfake dapat ditilik sejak viralnya konten disinformasi seperti video 

Presiden Jokowi berbicara dengan bahasa Mandarin di tahun 2023. Berbagai konten bersifat 

hiburan dibuat seperti video 7 Presiden RI menyanyikan sebuah lagu (gambar 1). Namun 

contoh bahaya deepfake di Indonesia dapat dilihat seperti video Presiden Jokowi berbicara 

dengan bahasa Mandarin menyebabkan misinformasi di masyarakat (gambar 2). Selain itu 

kerugian nama baik dan privasi juga ditimbulkan akibat konten deepfake pornografi yang 

menimpa beberapa selebriti di Indonesia seperti Nagita Slavina (gambar 3). 

 
Gambar 1: Tangkapan gambar Video deepfake 7 Presiden RI menyanyikan sebuah lagu  

(sumber: akun youtube someones_6) 

 

 
Gambar 2: Tangkapan gambar Berita MetroTV yang memberitakan bahwa video presiden fasih mandarin adalah hoaks. 

(Sumber: akun youtube metrotv) 
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Gambar 3: Tangkapan artikel berita di kompas.com yang memberitakan selebriti dan tokoh publik hang jadi 

korban video deepfake selain Nagita Slavina (sumber: kompas.com) 

Dalam perkembangannya, teknologi berbasis AI mendorong munculnya jenis konten 

baru yang disebut dengan media sintetik (synthetic media) yang termasuk bagian dari Digital 

Manipulation (manipulasi digital). Sering kali istilah media sintetik menjadi tumpang tindih 

dengan istilah deepfake. Istilah media sintetik digunakan sebagai istilah menyeluruh untuk 

mendeskripsikan segala jenis konten baik video, gambar, teks, atau suara yang seluruhnya 

atau sebagian dihasilkan oleh komputer. Sementara itu deepfake, suatu bentuk turunan konten 

media sintetis yang menggunakan AI (AI) dan berfokus pada manipulasi konten dengan 

menciptakan gambaran realistis tentang orang dan peristiwa. Manipulasi digital sendiri pada 

dasarnya sudah ada jauh sebelum AI berkembang. Masyarakat telah terbiasa membuat dan 

melihat konten dari manipulasi digital. Sejak tahun 1990an, penggunaan aplikasi olah grafis 

digital seperti Adobe Photosop, CorelDraw dan lain sebagainya dapat merubah berbagai 

bentuk fisik orang dan objek lainnya. Kemampuan ini semakin menjadi keterampilan dasar 

yang banyak dikuasai oleh orang-orang yang sudah melek digital. Kehadiran deepfake 

bahkan membuat aktivitas manipulasi digital secara sederhana tanpa bantuan AI tersebut 

menjadi bergeser istilah dengan penyebutan ñCheapfakeò. Istilah cheapfake ini seakan untuk 

membedakan istilah deepfake yang memiliki kecanggihan, tingkat kesulitan dan keahlian 

yang lebih tinggi. 

Deepfake dengan teknologi pembelajaran mendalam mewakili bagian dari teknik 

pembelajaran mesin yang juga merupakan bagian dari AI. Dalam pembelajaran mesin, model 

menggunakan data pelatihan untuk mengembangkan model untuk tugas tertentu. Semakin 

kuat dan lengkap data pelatihan, semakin baik pula model yang dihasilkan. Dalam 

pembelajaran mendalam, model dapat secara otomatis menemukan representasi fitur dalam 

data yang memungkinkan klasifikasi atau penguraian data (Brooks et al, 2022). Meskipun 

teknisnya terdengar kompleks, namun saat ini tersedia berbagai aplikasi yang dapat 

digunakan pada telepon seluler, sehingga membuat orang-orang bahkan dengan pemahaman 

dan kemampuan AI yang minim sekalipun dapat membuat konten berbasis deepfake. Hal ini 

tentunya akan mempengaruhi proses adopsi teknologi deepfake di masyarakat. 

Deepfake jika ditelaah sebagai sebuah inovasi teknologi, maka dapat dikaitkan 

dengan Diffusion of Innovations Theory (teori difusi inovasi). Menurut Rogers (2003), 

teknologi menciptakan satu jenis ketidakpastian dalam pikiran calon pengadopsi (tentang 

konsekuensi yang diharapkan), serta mewakili peluang untuk mengurangi ketidakpastian 

dalam arti lain (yaitu basis informasi teknologi). Demikian pula, deepfake dianggap 

mempunyai implikasi positif dan negatif bagi berbagai pelaku dalam ekosistem informasi 

(Whittaker et al., 2021). Teknologi ini bukan hanya perlu dilihat dampak positif atau 

negatifnya, namun bagaimana makna yang dirasakan diinterpretasikan secara berbeda dalam 

konteks sosial di mana teknologi tersebut diterapkan (Pinch & Bijker, 1984 dalam Whittaker 
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et al, 2023) Untuk itu dalam memandang deepfake, diperlukan sebuah cara untuk memahami 

bagaimana teknologi tersebut diserap dan menyebar secara bertahap dan bagaimana 

konsekuensi terhadap keberadaannya, khususnya di kalangan content creator. Rogers (2003) 

dalam buku diffusion of innovations menguraikan empat elemen utama di dalam teori difusi 

inovasi, yaitu: (1) Inovasi, (2), saluran komunikasi, (3) waktu, dan (4) sistem sosial. Keempat 

elemen tersebut menjadi fokus utama dalam penelitian ini. 

Deepfake dalam konteks sebagai teknik pembuatan dan modifikasi konten otomatis 

menjadi mekanisme terbaru yang digunakan untuk mengubah atau membuat konten. 

Perkembangan teknologi yang disruptif ini akan berdampak signifikan terhadap komunikasi, 

terlebih di era post truth (pasca kebenaran) ini. Kita hidup di era post truth di mana fakta-

fakta aktual didukung oleh fakta-fakta alternatif dan fiksi bersama meresapi kehidupan kita 

dalam berbagai aspek buram. Kita hidup di era kebanjiran informasi dimana informasi 

tersedia secara melimpah. Tapi ironisnya, fakta seringkali dikaburkan. Dengan popularitas 

dan kemudahan ketersediaan aplikasi-aplikasi ini bagi masyarakat luas telah menimbulkan 

kekhawatiran yang serius. Kemampuan teknologi semacam itu menimbulkan banyak 

pertanyaan mengenai keberadaannya. Deepfake dan penyalahgunaan konten sintetis 

menimbulkan ancaman yang jelas, nyata, dan terus berkembang terhadap publik. Dengan 

latar belakang masalah yang telah dikemukakan tersebut, peneliti merasa penting untuk 

meneliti bagaimana deepfake di Indonesia ditinjau dengan teori difusi inovasi dari sudut 

pandang pelaku content creator. Tujuan dari penelitian ini adalah memberikan pemahaman 

empiris dan pengembangan teoretis mengenai fenomena deepfake di Indonesia. 

 
Research Methods 

Penelitian ini akan menggunakan desain penelitian naratif (narrative research). Penelitian 

naratif merupakan penelitian dengan pendekatan kualitatif yang berorientasi pada paradigma 

konstruktivis dengan meneliti pengalaman orang dari sudut pandang mereka (Barkhuizen & 

Consoli, 2021). Dalam penelitian naratif, peneliti menggunakan data yang dikumpulkan 

tentang pengalaman informan kunci dan menggabungkannya dengan pemahamannya tentang 

peristiwa dalam proses pembuatan makna. Dalam konteks penelitian AI dari sudut pandang 

seorang content creator, teknik penelitian naratif dapat membantu mengungkap dan 

memahami bagaimana content creator berinteraksi dengan AI dan bagaimana mereka 

merasakan dampaknya terhadap terhadap kreativitas dan proses kerja mereka dalam konteks 

yang lebih personal. Menurut (Denzin & Lincoln, 2011) dalam analisis naratif, data paling 

sering dikumpulkan melalui wawancara dan menggunakan analisis narasi sebagai analisis 

datanya. 

Teknik pengumpulan data berupa wawancara dipilih untuk mendapatkan pemahaman 

terhadap pengalaman seorang content creator dalam melihat bagaimana teknologi deepfake 

diserap dan tersebar. Selain itu teknik observasi dengan mengamati akun-akun media sosial 

content creator lainnya juga digunakan sebagai triangulasi teknik. Penelitian ini tidak 

bertujuan untuk melakukan generalisasi terhadap populasi (seluruh content creator di 

Indonesia), namun bertujuan menggali informasi secara mendalam dari sudut pandang 

seorang informan kunci. Informan kunci adalah informan yang memiliki informasi secara 

menyeluruh tentang permasalahan yang diangkat oleh peneliti. Adapun informan kunci pada 

penelitian ini adalah Anjas Maradita. Anjas Maradita adalah seorang content creator, 

pendidik AI dan juga merupakan key opinion leader dalam bidang penerapan AI oleh content 

creator di Indonesia yang sering menjadi rujukan bagi para content creator lainnya maupun 

bagi masyarakat umum mengenai penerapan AI. 
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Result and Discussion 

Digitalisasi telah menyebabkan produksi konten di media sosial meningkat secara 

eksponensial. Hal ini salah satunya didorong oleh semakin beragam dan mudahnya 

penggunaan aplikasi-aplikasi pengolahan audio visual digital. Oleh sebab itu, saat ini 

memproduksi konten tidak lagi selalu melibatkan proses fisik, namun juga proses digital. 

Seperti yang dikatakan oleh Maradita bahwa hampir semua content creator saat ini sudah 

mulai menggunakan teknologi-teknologi berbasi generative AI. Maradita menyebutkan 

contoh-contoh penerapannya seperti penggunaan auto text dalam membuat subtitle dan juga 

auto cut dalam teknik editing. Namun Maradita juga mengatakan pemanfaatan teknologi 

generative AI pada content creator di Indonesia secara umum masih terbatas pada aplikasi-

aplikasi ringan yang mudah untuk digunakan. Sementara aplikasi yang cenderung sukar dan 

membutuhkan kompetensi yang mendalam masih cenderung terbatas. 

Saat awal kemunculannya di tahun 2017, deepfake lambat laun mulai menjadi 

teknologi yang mulai dipelajari oleh para content creator seperti Maradita. Menurut 

Maradita, terdapat kebingungan dalam arah pemanfaatan deepfake tersebut. Sebagian 

menganggapnya sebagai teknologi yang berpotensi positif dalam membantu pekerjaan 

mereka sebagai content creator. Sebagian lagi menganggap deepfake dapat berpotensi negatif 

bila disalahgunakan. Jika dilihat dalam perkembangannya, teknologi berbasis AI ini 

mendorong munculnya jenis konten baru yang disebut dengan media sintetik (synthetic 

media) yang termasuk bagian dari Digital Manipulation (manipulasi digital). Sering kali 

istilah media sintetik menjadi tumpang tindih dengan istilah deepfake. Istilah media sintetik 

digunakan sebagai istilah menyeluruh untuk mendeskripsikan segala jenis konten baik video, 

gambar, teks, atau suara yang seluruhnya atau sebagian dihasilkan oleh komputer. Sementara 

itu deepfake, suatu bentuk turunan konten media sintetis yang menggunakan AI dan berfokus 

pada manipulasi konten dengan menciptakan gambaran realistis tentang orang dan peristiwa. 

Dari awal kemunculannya hingga sekarang, pemberitaan mengenai deepfake lebih 

banyak diwarnai dengan kasus-kasus penyalahgunaan yang berdampak pada kerugian baik 

materil maupun moril. Hal ini membuat istilah deepfake sendiri sedari awal berkonotasi 

negatif dan cenderung dihindari, atau digantikan dengan istilah lainnya untuk menjelaskan 

tujuan yang positif. Misalnya, Responsible AI Institute (Lawson, 2023) menyebut deepfake 

sebagai ñDeep Synthesisò. Sedangkan Maradita memilih membuat istilah sendiri untuk 

menyebut deepfake sebagai ñgolden sampleò. Penggunaan istilah Deepfake juga cenderung 

dihindari oleh aplikasi-aplikasi yang sebenarnya menggunakan teknologi Deepfake tersebut. 

Misalnya pada aplikasi Viggle AI, tidak ada satupun kata deepfake ditemukan pada situs web 

tersebut. Sebaliknya, Viggle AI pada situsnya cenderung menggunakan istilah ñreplaceò, 

ñswapò, ñremixò yang sebenarnya merupakan istilah teknis yang juga terjadi pada 

penggunaan teknologi AI berbasis deepfake. Penghindaran istilah deepfake oleh berbagai 

developer menurut Maradita dilakukan untuk menghindari kesan negatif dari teknologi 

tersebut. Hal ini senada yang dikatakan oleh Responsible AI Institute pada situs webnya 

bahwa maraknya deepfake telah menimbulkan serangkaian tantangan dan pertimbangan 

regulasi baru. Regulator harus memanfaatkan situasi untuk memberikan batasan bagi 

penggunaan teknologi seiring dengan peningkatannya sambil menegosiasikan kepentingan 

perusahaan-perusahaan dan pemangku kepentingan lainnya. 

Berbagai negara telah membuat sejumlah regulasi dan kebijakan seperti yang 

diuraikan pada situs web responsible.ai. Namun sayangnya tidak terdapat rujukan mengenai 

regulasi deepfake di Indonesia yang dapat ditemukan. Kementerian Komunikasi dan 

Informatika hanya menyampaikan himbauan kepada masyarakat untuk mewaspadai ancaman 
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kejahatan siber akibat penggunaan teknologi deepfake di Indonesia (Sari, 2024). Tidak 

adanya panduan serta regulasi penggunaan teknologi kecerdasan berbasis deepfake 

menyebabkan perkembangan penggunaan teknologi ai berbasis deepfake di Indonesia 

menjadi problematis. 

Elemen Elemen Difusi 

Proses adopsi suatu inovasi teknologi di masyarakat dapat ditelusuri secara mendalam 

dengan memahaminya melalui teori difusi inovasi. Teori difusi inovasi, yang dikembangkan 

oleh Everett Rogers, menjelaskan bagaimana, mengapa, dan seberapa cepat ide dan teknologi 

baru menyebar didalam suatu masyarakat melalui saluran komunikasi tertentu. Penggunaan 

teori difusi inovasi dapat memberikan pemahaman tentang bagaimana adopsi dan penyebaran 

teknologi deepfake di masyarakat khususnya pada content creator. Menurut Rogers (2003), 

Terdapat empat elemen utama di dalam teori difusi inovasi yang juga sekaligus sebagai fokus 

utama dalam penelitian ini, yaitu: (1) inovasi, (2), saluran komunikasi, (3) waktu, dan (4) 

sistem sosial. 

Inovasi 

Menurut Rogers (2003), inovasi merujuk pada ide, praktik, atau objek yang dianggap 

baru oleh individu atau kelompok. Dalam konteks penelitian ini, inovasi yang dimaksud 

adalah penggunaan teknologi AI untuk membuat konten berbasis deepfake. Deepfake 

menjadi satu bentuk inovasi (baru) dalam teknologi pembuatan konten. Teknologi deepfake 

berbasis generatif AI menjadi inovasi yang melampaui teknologi-teknologi pembuatan konten 

yang selama ini telah digunakan. Dimana sebelum penggunaan AI dalam pembuatan konten, 

teknologi yang digunakan dalam pembuatan konten baru sebatas pengolahan audio visual, 

grafis dan animasi (non AI). Munculnya AI beserta jenis turunannya termasuk deepfake 

menjadi suatu inovasi baru yang dapat digunakan oleh masyarakat di Indonesia khususnya 

pada content creator. Menurut Maradita terdapat peningkatan penggunaan AI oleh content 

creator khususnya pada Generative AI dan termasuk penggunaan deepfake. Untuk 

memahami atribut-atribut tertentu dari suatu inovasi yang dapat mempengaruhi seberapa 

cepat dan seberapa luas inovasi tersebut diadopsi oleh individu atau kelompok, kita perlu 

memahami karakteristik dari suatu inovasi. 

Terdapat lima atribut inovasi menurut Rogers (2003), Yakni Relative Advantage, 

Compatibility, Complexity, Trialability dan Observability. Sebagai sebuah inovasi, teknologi 

Deepfake mencerminkan kelima atribut tersebut. Pertama yakni Relative Advantage. Menurut 

Maradita, pembuatan konten berbasis deepfake dianggap lebih baik daripada inovasi yang ada 

saat ini dimana secara positif teknologi deepfake dapat menunjang kreativitas dan efisiensi 

konten kreator. Misalnya, teknologi deepfake dapat meningkatkan pengembangan pembuatan 

konten dengan memungkinkan pembuat konten mengintegrasikan diri mereka sendiri atau 

orang lain ke dalam berbagai skenario, cerita, atau peristiwa. Hal ini dapat memicu kreativitas 

dan inovasi dalam penyampaian cerita. 

Menurut Maradita, pembuatan konten dengan memanfaatkan Deepfake menjadi lebih 

efisien, mengurangi bahkan meniadakan biaya produksi di lapangan seperti biaya produksi 

audio visual, set properti, kostum, aktor dan biaya lainnya sehingga akan meningkatkan 

produktifitas dan efektifitas dari content creator. Maradita sendiri telah memanfaatkan 

Deepfake untuk membuat konten video yang Ia unggah di Instagramnya tanpa perlu merekam 

dirinya berbicara didepan kamera (Gambar 4). Dengan begitu, Maradita mengatakan tidak 

perlu selalu bergantung pada peralatan kamera dan set properti setiap kali ia ingin membuat 
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konten yang berbicara. Selain Maradita, content creator yang juga memanfaatkan AI berbasis 

deepfake adalah akun @ai.ridwaninsight. Pemilik akun bernama Ridwan ini, dari seluruh 

konten yang Ia unggah, terlihat bahwa dalam berbicara, Ia tidak melakukan perekaman 

menggunakan kamera, melainkan hanya memanfaatkan AI berbasis deepfake (gambar 5). 

 

Gambar 4: Tangkapan layar konten Anjas Maradita yang dibuat dengan menggunakan AI berbasis Deepfake 

 

Gambar 5: Tangkapan layar konten @ai.ridwaninsight yang dibuat dengan menggunakan AI berbasis Deepfake 

 

Karakteristik inovasi yang kedua menurut Rogers (2003) adalah Compatibility, yaitu 

tingkat di mana suatu inovasi dianggap konsisten dengan nilai, pengalaman, dan kebutuhan 

pengguna yang ada. Semakin kompatibel suatu ide atau inovasi baru dengan nilai, keyakinan, 

dan praktik yang ada, semakin besar kemungkinan inovasi tersebut akan memantapkan 

dirinya dan diadopsi secara luas. Menurut Maradita, teknologi deepfake memenuhi 
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kebutuhan-kebutuhan content creator. Content creator Indonesia memiliki karakter 

cenderung menginginkan pembuatan konten yang modern, artistik, dan mudah. Teknologi 

deepfake dianggap kompatibel dengan karakteristik content creator kita karena menawarkan 

kemudahan dalam pembuatan konten dengan hasil yang lebih modern dan artistik. 

Karakteristik inovasi yang ketiga menurut Rogers (2003) adalah Complexity: yakni 

adalah tingkat dimana suatu inovasi dianggap sulit atau mudah digunakan. Semakin mudah 

suatu inovasi digunakan, semakin besar kemungkinan inovasi tersebut akan 

diimplementasikan. Kompleksitas teknologi deepfake dalam pembuatan konten dapat 

dikatakan beragam. Mulai dari tingkat kesulitan yang rendah sampai tinggi. Dalam hal ini 

menurut Maradita, pembuatan konten berbasis deepfake oleh content creator di Indonesia 

saat ini menggunakan beberapa alternatif. 

Pertama adalah penggunaan aplikasi-aplikasi ringan berbasis online yang terbilang 

mudah dalam penggunaannya. Misalnya seperti Viggle.AI, Deepfakes Web, DeepFace Lab, 

HeyGEn Runway, dan lain-lain. Kemudahan dalam penggunaan aplikasi ini adalah pengguna 

cukup mengunggah materi visual asli serta materi visual pengganti lainnya pada berbagai 

situs web tersebut untuk kemudian digabungkan maupun dihasilkan yang baru. Tidak terlalu 

banyak pengetahuan dan tahapan-tahapan yang dibutuhkan untuk membuat konten berbasis 

deepfake dengan menggunakan berbagai situs web ini. Namun menurut Maradita, kekurangan 

dari berbagai situs web ini ini adalah konten yang dihasilkan masih terlihat kurang atau 

bahkan tidak natural sehingga hasilnya tidak memenuhi ekpektasi dan selera penonton. 

Kedua, Maradita menekankan bahwa pembuatan konten berbasis deepfake yang 

bagus dengan hasil yang lebih halus dan natural membutuhkan cara yang lebih kompleks 

yakni membutuhkan pendekatan computer vision, yakni kemampuan menafsirkan data visual 

secara lebih akurat dengan bantuan perangkat keras komputer dan unit pemrosesan grafis 

(GPU) yang mumpuni dan cenderung mahal serta perangkat lunak serta algoritma 

pemrograman yang digunakan secara lebih manual. Dengan alasan ini Maradita juga 

mengatakan bahwa alasan kompleksitas yang tinggi membuat belum terlalu banyak content 

creator yang benar-benar sepenuhnya menggunakan teknologi deepfake. 

Karakteristik inovasi yang keempat menurut Rogers (2003) adalah Trialability, yakni 

tingkat di mana inovasi dapat dicoba dimana inovasi yang dapat diuji secara sementara lebih 

mungkin diadopsi. Dengan tersedianya berbagai aplikasi pembuatan konten berbasis 

deepfake, para content creator dapat melakukan berbagai uji coba dalam tingkatan yang 

ringan hingga dilakukannya pengembangan. Content creator dengan tingkat wawasan dan 

keahlian terhadap AI yang minimpun dapat mencoba membuat konten berbasis deepfake 

dengan situs web atau aplikasi ringan yang tersedia di internet. Seperti yang dikatakan 

Maradita bahwa penggunaan teknologi deepfake mulai dari penggunaan aplikasi AI yang 

ringan seperti Viggle.AI hingga difussion model yang digabungkan dengan computer vision 

bisa menjadi pilihan. 

Karakteristik inovasi yang kelima menurut Rogers (2003) adalah Observability, yakni 

tingkat di mana hasil dan keuntungan dari suatu inovasi dapat dilihat oleh orang lain. Dengan 

bervariasinya saluran komunikasi di era media sosial saat ini, membuat banyak content 

creator dapat mempelajari dan melihat konten yang dihasilkan dengan menggunakan 

teknologi deepfake. Misalnya Maradita dalam membuat konten edukasi mengenai deepfake 

memanfaatkan instagram dalam mengedukasi followernya. Dalam interaksinya terhadap 

followernya, Maradita juga memberikan tautan-tautan aplikasi untuk followernya melalui 

kolom komentar. Mudahnya akses dalam mengenal dan mempelajari teknologi deepfake 
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melalui media sosial, membuat inovasi teknologi deepfake dalam pembuatan konten juga 

menjadi lebih potensial untuk diadopsi oleh semakin banyak content creator. 

 

Saluran Komunikasi  

Elemen kedua dalam teori Difusi Inovasi adalah saluran komunikasi. Menurut Rogers 

(2003) inti dari proses difusi adalah pertukaran informasi dimana satu individu 

mengkomunikasikan ide baru kepada satu atau beberapa orang lainnya. Oleh sebab itu 

saluran komunikasi menjadi cara atau media yang digunakan untuk menyebarkan informasi 

tentang suatu inovasi kepada kelompok sasaran atau masyarakat luas, misalnya melalui 

saluran komunikasi antarpribadi ataupun komunikasi massa baik melalui media massa 

maupun melalui media sosial. Saluran komunikasi menjadi penting karena mempengaruhi 

seberapa cepat dan seberapa luas inovasi tersebut akan diterima dan diadopsi oleh individu 

atau kelompok. 

Rogers (2003) juga mengklasifikasikan saluran komunikasi aktif dan pasif. Saluran 

komunikasi aktif memberikan informasi kepada individu tentang keberadaan suatu inovasi, 

cara kerjanya, di mana inovasi tersebut dapat diperoleh, dan cara mengadopsinya. Informasi 

ini berlaku untuk khalayak massa, sehingga media massa dapat menyebarkannya secara 

efektif. Sementara itu, saluran komunikasi pasif aluran komunikasi pasif lebih bersifat satu 

arah, di mana penerima tidak dapat memberikan umpan balik langsung. Saluran aktif 

membawa pesan-pesan yang disesuaikan dengan kebutuhan khusus seseorang. Dengan 

demikian, saluran aktif sering kali merupakan tautan jaringan antarpribadi. 

Dalam difusi teknologi deepfake di Indonesia, saluran komunikasi yang paling 

banyak digunakan adalah komunikasi massa melalui media sosial. Pada tahun 2024, 

Indonesia menduduki peringkat 4 dengan jumlah pengguna media sosial di Indonesia adalah 

191 juta pengguna yang mana mencapai lebih dari 60 persen dari 279 juta jumlah penduduk 

191 juta pengguna dari jumlah penduduk Indonesia (Miranda, 2024). Kondisi tersebut 

membuat media sosial menjadi saluran komunikasi yang paling potensial digunakan dalam 

difusi teknologi di masyarakat. Menurut Maradita, konten-konten berbasis deepfake saat ini 

lebih banyak diunggah di media sosial Instagram dengan alasan karena regulasinya lebih 

minim dibanding dengan media sosial seperti TikTok misalnya. Dalam penggunaan media 

sosial instagram, Informasi mengenai deepfake dapat dicari secara mudah oleh individu 

berkat adanya teknologi algoritma yang mampu memberikan rekomendasi-rekomendasi 

berdasarkan riwayat penelusuran konten. Dengan semakin banyaknya content creator yang 

membuat konten berbasis deepfake maupun membuat konten edukasi mengenai deepfake, 

para content creator lain juga dengan mudah mengetahui adanya teknologi baru tersebut. 

Untuk itu dapat dikatakan bahwa saluran komunikasi aktif dapat mempercepat adopsi 

deepfake di kalangan content creator, sementara saluran pasif bisa memengaruhi skeptisisme 

publik terhadap informasi yang tampak realistis namun tidak benar. 

 

Waktu 

Elemen ketiga dalam teori Difusi Inovasi adalah waktu. Rogers (2003) menjelaskan 

bahwa waktu di dalam proses difusi mengukur seberapa cepat atau lambatnya waktu yang 

dibutuhkan dalam proses keputusan inovasi yang dilalui seseorang dari pengetahuan pertama 

saat suatu inovasi diketahui sampai pada tahapan untuk mengadopsi atau tidak mengadopsi. 

Dalam menjelaskan waktu proses difusi, Rogers (2003) membuat istilah Periode Keputusan 

Inovasi (The innovation-decision period) yakni lamanya waktu yang dibutuhkan untuk 
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melewati proses keputusan inovasi serta Tingkat Adopsi (Rate of Adoption) yakni kecepatan 

relatif suatu inovasi diadopsi oleh anggota suatu sistem sosial. Kedua hal ini umumnya diukur 

sebagai jumlah individu yang mengadopsi ide baru dalam periode tertentu. Tingkat adopsi 

merupakan indikasi numerik dari curamnya kurva adopsi suatu inovasi dimana laju adopsi itu 

sendiri bergantung pada berbagai variabel yang dimulai dari individu hingga mencakup 

keseluruhan sistem sosial. Maradita mengatakan bahwa bila dilihat secara keseluruhan 

content creator di Indonesia, adaptasi teknologi AI di Indonesia dapat dikatakan cepat. Hal 

ini sejalan dengan temuan observasi peneliti bahwa terdapat konten berbasis deepfake yang 

telah ada dari tahun 2017 dimana teknologi itu baru muncul. Berdasarkan pengalaman 

informan, Maradita mengatakan bahwa adopsi teknologi deepfake oleh dirinya berlangsung 

dengan cepat. Tidak lama setelah awal kemunculannya di tahun 2017, Maradita telah 

mencoba membuat berbagai konten berbasis deepfake secara sederhana. 

 

Sistem Sosial 

Elemen keempat dalam teori Difusi Inovasi adalah sistem sosial. Rogers (2003) 

mendefinisikan sistem sosial sebagai sekumpulan unit yang saling terkait yang terlibat dalam 

pemecahan masalah bersama untuk mencapai tujuan bersama. Anggota atau unit sistem sosial 

dapat berupa individu, kelompok informal, organisasi, dan/atau subsistem. Jika dikaitkan 

dengan kondisi saat ini, di era society 5.0 dimana konsep masyarakat berpusat pada manusia 

dan berbasis teknologi, menjadikan penggunaan teknologi seperti internet, media sosial dan 

AI turut mempengaruhi sistem sosial di Indonesia. Sistem sosial pada konteks penelitian ini 

dapat mengacu pada individu, kelompok ataupun masyarakat pengguna internet, media sosial 

dan AI atau yang selanjutnya dapat disebut sebagai ñNetizenò. 

Berbagai penelitian menunjukkan karakter pengguna media sosial dan dapat dikaitkan 

sebagai sistem sosial dalam melihat bagaimana inovasi diterapkan dan disebarkan di 

masyarakat. Purnama (2022) mengatakan maraknya penggunaan sosial media turut 

menambahkan warna baru dalam dinamika interaksi manusia seiring dengan masifnya 

penyebaran informasi, kemudahan komunikasi, serta cepatnya perputaran media di sekitar 

kita. Diakui Maradita netizen Indonesia mudah dipengaruhi oleh hal-hal yang menjadi trend. 

Komunikasi melalui penyebaran konten di media sosial mempengaruhi bagaimana masing-

masing netizen menjadi up to date terhadap hal-hal yang baru. Berdasarkan pengamatan 

peneliti serta jawaban dari informan, ada beberapa karakteristik sistem sosial 

Indonesia saat yang mempengaruhi proses difusi inovasi Deepfake di Indonesia. 

Pertama adalah peran Key Opinion Leader (KOL). Menurut Maradita, content creator dan 

netizen Indonesia cenderung mengikuti arah apa yang dibawa oleh key opinion leader. 

Seperti dirinya misalnya, Maradita mengakui keberadaan dirinya cukup membawa pengaruh 

adopsi AI dan termasuk deepfake di Indonesia. Berdasarkan observasi hal ini juga terbukti 

dengan melihat interaksi Maradita dengan netizen di kolom komentar yang cenderung 

menganggapnya sebagai sumber inspirasi. 

Faktor berikutnya yang mempengaruhi sistem sosial adalah fenomena ñlatah sosialò. 

Latah sosial dapat dimaknai sebagai kegiatan yang meniru-niru orang lain atau dalam bahasa 

lain ikut menyebarkan dan memposting konten serupa dengan konten orang lain. Beberapa 

fenomena yang terjadi di Indonesia seperti latahnya masyarakat Indonesia dalam mengikuti 

jejak seseorang bernama Ghozali yang menjadi miliarder berkat bermain NFT tanpa dibekali 

pemahaman tentang cara kerja NFT. Karakter latah sosial yang dimiliki oleh masyarakat 
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khususnya netizen Indonesia juga dapat mendorong rasa ingin tahu mereka terhadap 

teknologi deepfake. 

Fenomena lainnya dalam menggambarkan sistem sosial pada masyarakat 5.0 saat ini 

adalah fenomena ñFear of Missing Outò (FOMO). Scott (2024) mengatakan bahwa FOMO 

terkait dengan perasaan perlunya terlibat dalam media sosial dan meningkatkan keterlibatan 

tersebut. Masyarakat Indonesia khususnya pengguna media sosial cenderung memiliki 

karakter rasa ingin tahu yang tinggi ditambah kecenderungan ñFear of Missing Outò. 

Karakter latah sosial dan FOMO yang ada pada masyarakat 5.0 saat ini menggambarkan 

sistem sosial masyarakat indonesia di dunia digital. Seperti yang dikatakan Rogers (2003) 

bahwa struktur suatu sistem sosial dapat memfasilitasi atau menghambat penyebaran inovasi 

dalam sistem tersebut. Latah sosial dan FOMO yang memiliki kesamaan dalam penggunaan 

media sosial secara intensif memfasilitasi terjadinya difusi inovasi pada deepfake. 

 

Kategorisasi Pengadopsi  

Menurut Rogers (2003), kategori pengadopsi adalah klasifikasi anggota suatu sistem 

sosial berdasarkan tingkat kesiapan dan kecepatan dalam mengadopsi inovasi; yakni 

Innovators, Early Adopters, Early Majority, Late Majority, Laggards. Innovator dapat 

diartikan sebagai orang atau pihak yang menjadi pelopor dan sering kali memiliki akses ke 

sumber daya yang memungkinkan mereka untuk mencoba teknologi baru lebih awal dari 

yang lain.. Maradita mengatakan dirinya dapat dikatakan sebagai innovator karena setiap kali 

muncul suatu teknologi baru, dirinya selalu berusaha cepat mengetahui dan 

mengkomunikasikan teknologi baru tersebut kepada orang lain. Innovator ini dapat dikatakan 

juga sebagai key opinion leader di media sosial. 

Sementara itu Early Adopters dapat diartikan sebagai orang atau pihak yang berada 

pada barisan awal mengadopsi inovasi dan biasanya merupakan influencer dan berperan 

penting dalam mengedukasi dan mempengaruhi kelompok-kelompok berikutnya. Menurut 

Maradita sebagian content creator kita termasuk dalam kategori ini. Mereka yang tidak 

terlalu memiliki akses langsung terhadap sumber-sumber penemuan teknologi cenderung 

bergantung pada Innovator. Kemudian Early Majority dapat diartikan sebagai orang/pihak 

yang berada sebelum orang kebanyakan dan pengambilan keputusan inovasi mereka relatif 

lebih lama dibandingkan dengan Innovator dan Early Adopters karena perlu berunding 

sebelum mengambil keputusan. Adapun menurut Maradita, sebagian besar netizen Indonesia 

adalah Early Majority. Mereka tidak terlalu berkeinginan untuk selalu menjadi yang terdepan 

dalam mengetahui perkembangan teknologi. Namun mereka tetap ingin mengetahuinya dari 

para sumber inspirasi merekan. 

Selanjutnya Late Majority dapat diartikan sebagai orang/pihak yang skeptis terhadap 

perubahan. Bagi kelompok ini, adaptasi inovasi atau ide-ide baru muncul baik sebagai akibat 

dari tekanan lingkungannya atau sebagai kebutuhan ekonomi. Menurut Maradita, Late 

Majority ini adalah mereka yang tidak memiliki akses terhadap informasi-informasi karena 

cenderung tidak terlalu antusias terhadap hal-hal yang baru. Sedangkan Laggards dapat 

diartikan sebagai orang/pihak yang sangat lamban dan konservatif. Menurut Maradita 

Laggards merupakan mereka-mereka yang cenderung nyaman dengan teknologi yang ada 

sebelumnya dan merasa bahwa perubahan akan menyebabkan ketidaknyamanan. 
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Proses Pengambilan Keputusan Inovasi  

Menurut Rogers (2003), proses pengambilan keputusan inovasi adalah proses yang 

dilalui oleh seorang individu (atau unit pembuat keputusan lainnya) saat beranjak dari 

pengetahuan pertama mengenai suatu inovasi hingga pembentukan sikap terhadap inovasi 

tersebut, serta keputusan untuk mengadopsi atau menolak, implementasi ide baru, dan 

konfirmasi keputusan tersebut. Ada lima tahapan dalam proses pengambilan keputusan 

inovasi menurut Rogers (2003), yakni: the Knowledge Stage, the Persuasion Stage, the 

Decision Stage, the Implementation Stage dan the Confirmation Stage. 

 

Model difusi inovasi menurut Rogers (2003) 

Pertama adalah tahap pengetahuan (knowledge) dimana terjadi ketika individu 

mengetahui adanya suatu inovasi hingga memahami cara kerjanya. Bagi Maradita, dirinya 

mulai menyimak perkembangan teknologi AI semenjak bangku kuliah (2018), sejak saat itu 

Maradita sudah melakukan berbagai ujicoba membuat konten-konten hiburan dengan 

mengimplementasikan teknologi-teknologi AI sederhana yang ada saat itu. Kesukaannya 

terhadap teknologi membuat dirinya ingin terus menambah pengetahuannya terhadap AI 

dalam pembuatan konten. Dalam hal pengetahuannya terhadap teknologi deepfake. Pada 

awalnya terdapat pergulatan batin mengenai dampak positif dan negatif dari teknologi 

deepfake itu sendiri. Hal ini membuat Maradia memiliki pertimbangan-pertimbangan 

bagaimana deepfake ini perlu disikapi, digunakan dan disampaikan kepada orang-orang 

sekitarnya. 

Kedua adalah tahap persuasi (persuasion), dimana terjadi ketika individu membentuk 

sikap apakah akan mendukung atau tidak mendukun terhadap inovasi tersebut. Maradita 

mengatakan meskipun deepfake memiliki ancaman negatif yang serius, dirinya meyakini 

bahwa teknologi ini apabila digunakan secara bijak, maka suatu saat akan semakin bermanfat 

dan digunakan secara masif dan global. Keyakinan ini menjadi bentuk persuasi terhadap 

dirinya sendiri untuk konsisten dalam menekuni teknologi AI ini. Ketiga adalah tahap 

keputusan (decision), dimana terjadi ketika individu memutuskan pilihan untuk mengadopsi 

atau menolak inovasi. Pada tahap ini Maradita memutuskan bahwa perkembangan teknologi 

AI termasuk deepfake perlu diadopsi. 

Tahap implementasi (implementation) terjadi ketika individu menggunakan inovasi 

tersebut. Pada tahapan ini Maradita membuat berbagai contoh penggunaan deepfake dalam 

membuat konten dan juga membuat konten edukasi mengenai deepfake untuk follower dan 

netizen secara luas. Sedangkan tahap konfirmasi (confirmation) terjadi ketika seorang 
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individu mencari penguatan atas keputusan inovasi yang telah dibuat dan memungkinkan 

untuk membalikkan keputusan yang sebelumnya telah dibuat. Maradita mengatakan komentar 

netizen menjadi aspek penguat dalam tahap konfirmasi ini. Komentar positif dari netizen 

berupa ekspresi antusias dan permintaan untuk mendapatkan informasi mengenai AI dan 

termasuk deepfake membuat dirinya merasa yakin dan konsisten dalam keputusannya untuk 

mengadopsi teknologi ini. 

 

Pengembangan Teoretis Berdasarkan Empiris  

Teori Difusi Inovasi yang dikemukakan oleh Everett Rogers berfokus pada bagaimana 

inovasi diperkenalkan dan disebarluaskan di dalam masyarakat, serta bagaimana individu dan 

kelompok mengadopsi inovasi tersebut. Meskipun teori ini terutama menyoroti bagaimana 

inovasi menyebar dan diadopsi, teori ini juga perlu digunakan untuk bukan saja memahami 

dampak positif tetapi juga dampak negatif yang mungkin muncul dari adopsi inovasi. Teori 

Difusi Inovasi Rogers dapat dikembangkan khususnya dalam konteks teknologi AI seperti 

deepfake pada content creator melalui sebuah kerangka kerja. Kerangka kerja ini didasarkan 

model difusi inovasi menurut Rogers (2003) serta menyesuaikan dengan konteks teknologi 

AI berbasis deepfake di kalangan content creator. Kerangka kerja ini bukan hanya dapat 

membantu untuk memahami bagaimana inovasi menyebar dan diadopsi, tetapi juga 

mengidentifikasi manfaat yang dapat diperoleh serta menangani dampak negatif yang 

mungkin timbul selama proses adopsi. 

Dalam mengembangkan model teori difusi inovasi yang khusus untuk teknologi 

deepfake, kita dapat menambahkan dimensi ñBarrier and Facilitatorò di dalam tahap 

ñPersuasionò. ñBarrier and Facilitatorò merupakan dimensi untuk meninjau faktor-faktor 

internal maupun eksternal dari individu content creator yang dapat mempercepat atau 

menghambat adopsi. Pertama adalah faktor yang berasal dari internal diri individu masing-

masing content creator. Yakni bagaimana karakter individu yang berkaitan dengan motif 

dalam menggunakan teknologi AI berbasis deepfake. Hal ini dapat mempengaruhi apakah 

teknologi tersebut akan diadopsi atau tidak oleh content creator dan apakah penggunaannya 

lebih bersifat positif atau negatif. Kemudian faktor aksesibilitas yang berkaitan dengan 

keberagaman aplikasi. Sedikit atau banyaknya aplikasi berbasis deepfake yang dapat 

digunakan serta gratis atau berbayar menjadi faktor yang juga menentukan apakah content 

creator akan mengadopsi teknologi tersebut atau tidak. Faktor kedua adalah faktor eksternal 

yang berasal dari luar diri content creator. Misalnya adanya pengaruh dari lingkungan sosial, 

media dan aspek etika serta regulasi. Dimensi Penghambat dan Pendorong dalam tahapan 

persuasi akan secara lebih kontekstual mempengaruhi keputusan content creator dalam 

proses adopsi teknologi AI berbasis deepfake. 
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Kerangka kerja difusi inovasi teknologi deepfake pada content creator berdasarkan model difusi inovasi Everett Rogers 

(temuan penelitian, 2024) 

Conclusion 

Penelitian naratif membantu memahami pengalaman subjektif dan makna yang 

diberikan oleh content creator dalam adopsi teknologi berbasis deepfake di Indonesia. 

Content creator di Indonesia sudah menggunakan teknologi deepfake dalam membuat konten 

dikarenakan dilihat memiliki manfaat dalam efisiensi, efektivitas dan inovasi. Banyak 

tersedianya aplikasi maupun situs web yang mudah untuk digunakan menjadi faktor 

pendorong content creator mau menggunakan teknologi deepfake dalam membuat konten. 

Sebaliknya terdapat potensi yang membuat content creator enggan untuk menggunakan 

deepfake dengan alasan dibutuhkan perangkat keras dan perangkat lunak yang lebih 

mumpuni untuk menghasilkan konten deepfake yang bagus dan natural serta adanya ancaman 

terhadap keamanan dan privasi. Karakter content creator dan netizen di indonesia yang 

cenderung antusias dalam mengikuti perkembangan teknologi, ditambah adanya karakter 

FOMO dan latah sosial membuat teknologi deepfake dapat tersebar dengan cepat. Ancaman 

konten negatif berbasis deepfake tidak berasal alamiah dari teknologi AI itu sendiri, 

melainkan berasal dari motif pengguna teknologinya. Selain itu terdapat faktor 

kecenderungan alami orang untuk mempercayai apa yang mereka lihat. Sehingga deepfake 

dengan tingkat tidak terlalu canggih pun dapat berpotensi efektif dalam menyebarkan 

misinformasi/disinformasi. Untuk itu saran dalam penelitian ini adalah pentingnya literasi 

digital khususnya dengan muatan AI berbasis deepfake untuk dapat menjadi sebuah 

pemahaman dan kemampuan dalam menggunakan AI termasuk deepfake secara bijaksana. 
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Abstrak  

Di tengah pesatnya globalisasi, perusahaan multinasional memiliki peranan penting dalam 

menghubungkan pasar, budaya, dan komunitas di seluruh dunia. Untuk menghadapi tantangan 

tersebut serta memperluas jangkauan pasar internasionalnya, PT Maersk dengan efektif 

memanfaatkan komunikasi pemasaran digital. Penerapan strategi pemasaran digital yang terintegrasi 

memungkinkan perusahaan untuk menjangkau dan berinteraksi dengan pelanggan dari berbagai latar 

belakang dan wilayah, meningkatkan efisiensi operasional, serta mempererat hubungan dengan pasar 

global.Penelitian ini bertujuan untuk menganalisis ñBagaimana pemasaran digital pada PT. 

Maerskò. Dalam penelitian ini peneliti menggunakan beberapa teknik pengambilan data yaitu 

obesevasi dan dokumentasi, serta menggunakan teknik analisis data Miles and Huberman. Hasil 

penelitian ini menunjukan bahwa PT Maersk telah berhasil memanfaatkan strategi komunikasi 

pemasaran digital untuk memperkuat posisinya di pasar global yang kompetitif. Strategi ini dilakukan 

dalam tiga tahap yaitu perencanaan, pelaksanaan, dan evaluasi. 

Kata Kunci: Digital marketingi; komunikasi; strategi 

 

Abstract  

In the midst of rapid globalization, multinational corporations play an important role in connecting 

markets, cultures, and communities around the world. To meet these challenges and expand its 

international market reach, PT Maersk effectively utilizes digital marketing communications. The 

implementation of an integrated digital marketing strategy allows the company to reach and interact 

with customers from different backgrounds and regions, improve operational efficiency, and 

strengthen relationships with the global market.This study aims to analyze ñHow is digital marketing 

at PT Maerskò. In this study, researchers used several data collection techniques, namely observation 

and documentation. The results of this study indicate that PT Maersk has successfully utilized digital 

marketing communication strategies to strengthen its position in a competitive global market. This 

strategy is carried out in three stages, namely planning, implementation, and evaluation. 

 

Keywords:) Digital marketing; communication; strategy 

  

 

Introduction  

The development of information technology has changed the way marketing is done 

today. Marketing communication methods that used to be traditional and conventional have 

now shifted to the digital world. Marketing that utilizes advanced digital technology is 

often referred to as Digital Marketing. Digital marketing encompasses more interactive and 

integrated marketing strategies, which facilitate the relationship between producers, 

intermediaries, and potential consumers (Pramusinta, 2022). With the internet, the way 

people communicate has changed, and with the development of online media, it has 

become easier for people to buy goods or services. Online media users can now easily view 

and select various products or services offered by companies (Wijaya & Dewi, 2023).  

The implementation of digital competencies is expected to have a significant 

mailto:Tantric.yazid@lecturer.unri.ac.id


Digital Marketing Communication Maersk Multinasinal Company 

ΥΠ 
 

impact, with the potential to generate positive results that can increase the value of the 

company's investment (Hutabarat, 2022). The implementation of digital competencies in 

companies will not only accelerate operational efficiency, but also open up opportunities 

for innovation and product development that are more relevant to market needs. By 

leveraging digital technology, companies can improve service quality, optimize business 

processes, and personalize the customer experience, ultimately contributing to increased 

customer satisfaction and loyalty. In addition, the ability to analyze data in depth enables 

companies to make more informed and strategic decisions, identify new opportunities, and 

minimize risks. All of this has the potential to generate more positive results, which in turn 

will increase the value of investments and provide a competitive advantage in an 

increasingly dynamic global market. 

With significant changes in consumer behavior that are increasingly dependent on 

technology, industries need to make the most of this opportunity. One of them is by 

implementing an effective digital marketing communication strategy, in order to attract 

customers' attention through online platforms and utilize existing technological 

advancements (Teguh & Ciawati, 2020). Today's consumer behavior increasingly relies on 

technology, opening up opportunities for industries to make the most of digital marketing 

strategies. Consumers are now using digital platforms more frequently to search for 

information and shop, so companies need to adjust their approach by utilizing the latest 

technology. One way to do so is by implementing effective digital marketing 

communications. This involves using various online platforms, such as social media, email, 

and websites, to attract customer attention and increase engagement. By utilizing 

technological advancements, companies can be more efficient and personalized in 

delivering marketing messages, which in turn can improve customer relationships and 

competitiveness in the market. 

In the era of rapid globalization, multinational corporations play an important role 

in connecting markets, cultures, and communities around the world. PT Maersk is one of 

the multinational multinational companies engaged in container shipping, PT Maersk 

experiences diversity both among employees and customers, given the international nature 

of their market. To face this challenge and strengthen and reinforce its international market 

reach, PT Maersk effectively utilizes digital marketing communications. The use of an 

integrated digital marketing strategy allows the company to reach and interact with 

customers from different backgrounds and regions, improve operational efficiency and 

build better relationships with the global market. 

 

Method 

This research is a qualitative research used to understand the phenomenon of what 

is experienced by the subject (Moleong, 2016). The reason researchers use this method is 

because researchers want to solve the problem under study by describing the object/subject 

of research (Pahleviannur et al., 2022). Data collection techniques were carried out by 

observation and documentation. The observation technique is especially important to 

understand the reality of the field more deeply and objectively (Sugiyono, 2019).  

Observation was conducted by observing the interaction between the company and 

the audience through the website and social media, in order to monitor visitor behavior and 
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responses to published content, as well as social media activity and PT Maersk's website. 

Documentation collects materials related to digital marketing, including produced content, 

both techniques provide a comprehensive picture of the effectiveness and impact of PT 

Maersk's digital marketing strategy in the global market. 

In this study, the Miles and Huberman model data analysis technique was used. 

Qualitative data analysis activities are carried out interactively and take place continuously 

without stopping until completion so that data saturation occurs. Activities in data analysis 

are data reduction, data display, and conclusion drawing/verification. The data validation 

technique used is method triangulation for this research (Sugiyono, 2019).  

 
Results and Discussion 



Digital Marketing Communication Maersk Multinasinal Company 

ΥΣ 
 

This research reveals that PT Maersk has effectively utilized its website as a key tool 

in digital marketing communications, allowing the company to connect with customers more 

directly and efficiently. By implementing an integrated digital marketing strategy, PT Maersk 

has not only been able to expand its reach, but also increase interaction with customers who 

have diverse cultural and geographical backgrounds. This approach allows the company to 

remain relevant in a highly competitive market, while optimizing operational efficiency 

through the use of innovative digital technologies and platforms. 

In the context of digital marketing communications, PT Maersk utilizes content that is 

highly relevant to its audience, and actively uses social media as a key channel to build 

engagement and create constructive discussions with customers. The company's market 

segmentation strategy allows the messages to be more specific and personalized, according to 

the needs and preferences of each market segment. This not only enhances the customer 

experience, but also builds stronger brand loyalty. In addition, PT Maersk utilizes data 

analytics to measure the performance of its various digital marketing campaigns, so that the 

company can proactively adjust their strategies based on insights gained, and ensure that 

marketing efforts are always in line with dynamic global market developments. With this 

data-driven approach, PT Maersk excels in creating added value for customers while 

strengthening its position in the international market. 

Cangara mentioned that there are several stages of communication strategy including 

Research, Planning, Implementation, Evaluation and Reporting (Cangara, 2014). However, 

this research found 3 stages that are in accordance with the ongoing strategy at PT Maersk, 

namely planning, implementation, and evaluation. In the planning stage, the company starts 

by analyzing the target audience and the global market in depth to ensure the decisions taken 

are in accordance with a solid understanding of customer needs and wants. This process 

involves segmenting customers based on important factors such as their demographics, 

location, and behavior, so that PT Maersk can deliver more personalized and relevant 

messages. Based on these insights, the company then designs content that matches the 

interests and problems faced by customers, such as articles, infographics, or videos that are 

informative and easy to understand. 

After that, the content that has been created is channeled through the most effective 

digital channels for each customer segment. PT Maersk utilizes social media to reach a wider 

audience, while email marketing is used to send more targeted messages to existing or 

potential customers who have a greater interest in the company's products and services. With 

these various channels, PT Maersk can reach audiences at various points, both more general 

and more specific, according to the preferences of each customer group. 

Then, at the implementation stage, PT Maersk ensures that their website functions 

optimally as an information center that is easily accessible to customers. The website not only 

provides product and service information, but also becomes the main source for customers to 

get the latest updates, articles, and relevant guides. In addition, PT Maersk launched a social 

media campaign designed to increase audience engagement. These campaigns are not only to 

introduce new products and services, but also to build closer relationships with customers 

through direct interaction. Interesting and informative content was consistently distributed 

through social media platforms such as Instagram to keep customers informed and engaged in 

relevant conversations. 
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In addition, PT Maersk pays close attention to active customer participation by 

providing a ñContact Usò service on their website. This feature allows customers to easily 

contact the company for questions, feedback, or further support. In this way, PT Maersk 

ensures that customers feel heard and get prompt responses, while strengthening their 

relationships with existing and potential customers. Through a combination of effective social 

media campaigns and responsive customer service, PT Maersk is able to maintain customer 

trust and loyalty, while continuously improving the customer experience. 

The evaluation stage plays a very important role in measuring the effectiveness of the 

strategies that PT Maersk has implemented. At this stage, the company uses various analytics 

tools to track and analyze relevant performance metrics, such as the number of website 

visitors, visit duration, and interaction levels on social media. These analytics tools allow PT 

Maersk to get a clear picture of how the audience interacts with the content presented, as well 

as the extent to which their digital marketing campaigns successfully reach the set goals. 

In addition to performance metrics, PT Maersk also actively collects feedback from 

customers through surveys, comments and direct interactions on various platforms. This 

feedback is valuable as it gives direct insight into how customers perceive the content and 

services the company provides. By understanding customer perceptions, PT Maersk can 

assess whether the messages delivered are in line with audience expectations, as well as 

knowing which areas need improvement. 

Based on the analysis results from the metrics and customer feedback, PT Maersk 

makes the necessary strategic adjustments to improve the effectiveness of their marketing 

communications. For example, if there is a decrease in interaction rates or negative feedback 

regarding certain content, the company can immediately change its approach or improve 

ineffective materials. This evaluation process allows PT Maersk to remain responsive to 

changing market needs and evolving digital trends. By making continuous improvements, PT 

Maersk managed to optimize its digital marketing strategy, which not only helped attract new 

customers, but also strengthened the company's positive image in the international market. 

Ultimately, this structured and data-driven evaluation helps PT Maersk to stay at the forefront 

of a competitive global industry. 

 
Conclusion 

This research shows that PT Maersk has successfully utilized digital marketing 

communication strategies to strengthen its position in the competitive global market. Through 

three main stages of planning, execution, and evaluationIn the execution stage, PT Maersk 

started by deeply analyzing the target audience and the global market. With careful customer 

segmentation based on demographics, location, and behavior, the company was able to 

design content that suited the needs and preferences of the audience. This process allowed PT 

Maersk to deliver more personalized and relevant messages, which would enhance customer 

engagement and experience. 

At the execution stage, PT Maersk ensures the website functions optimally as an 

information hub for customers and actively runs social media campaigns to increase 

interaction. In addition, PT Maersk maintains customer engagement through various digital 

channels and provides a ñContact Usò feature to facilitate two-way communication, which 

helps strengthen customer relationships and build loyalty. 
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The evaluation stage is crucial to measure the effectiveness of the strategies 

implemented. PT Maersk uses analytics tools to monitor performance metrics such as 

interactions on social media and website visitors. In addition, customer feedback is collected 

to assess the perception of the content and services provided. Based on the results of these 

evaluations, PT Maersk can make the necessary adjustments to improve the effectiveness of 

digital marketing communications and continuously adapt to market changes. By following 

this structured process, PT Maersk is able to optimize its digital marketing strategy, attract 

new customers, and strengthen the company's image in the global market. 
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Abstract   
The film Ipar Adalah Maut is a drama film produced by MD Entertainment with producer Hanung 

Bramantyo. This Indonesian-language film managed to become the film with the most cinema 

viewers with 4,743,510 viewers, replacing the film Kereta Berdarah which aired in the same year 

with an audience of 1,000,0027 viewers. Using a qualitative research method with a descriptive 

approach, this study aims to determine the marketing communication strategy of the film Ipar 

adalah maut through social media. The results of the study show that MD Pictures utilizes several 

social media such as YouTube, Instagram, Tiktok, and Twitter in promoting the film Ipar adalah 

Maut. Social media is used to provide accurate information about the film's screening schedule, 

cinemas that are showing the film, and how to get cinema tickets online. Creating interesting 

social media content such as countdowns, holding quizzes with prizes, collaborating with external 

parties in the form of discount promos, testimonials from representatives of the mass media, public 

figures, and viewers who have watched the film Ipar nadalah Maut, and building interaction on 

social media by creating funny pictures/memes through the @iparadalahmautmovie account. 

Keywords: Social Media, Film Marketing Communications, Digital Marketing Communications 

Strategy 

Introduction  

Film is an audio and visual work that can generally be enjoyed using electronic media. 

Films that are shown publicly in public places such as fields or cinemas are usually called 

widescreen films (Jiang et al., 2022). Films are present along with the development of 

photography technology, where films are made from a series of images that are taken and 

then the images on the film roll are played and projected onto the screen using a projector to 

produce moving images (Izzulhaq & Simanjuntak, 2022). At the beginning of its appearance, 

films had a short duration with black and white images and no sound, so they were called 

silent films. Along with the development of technology, tools for recording sound were 

developed and used in making films to produce audio and visual worksc(Zu, 2021). 

Technology continues to develop, including for making films. The recording tools have also 

transformed from analog to digital, the editing process of film recordings can be done using a 

computer until they are finally ready to be distributed and become a complete film. 

 The presence of the film industry gave rise to the cinema business, which is a place to 

watch a film on the big screen (Parc, 2021). Film production houses also compete to make 

films that are popular with the public, the goal is to gain profit from the results of showing 

films in cinemas (Domínguez-Azcue et al., 2021). The film industry in Indonesia must be 

ready to compete with films from abroad, but it does not dampen the enthusiasm of 

filmmakers to make films in Indonesian. The film industry in Indonesia continues to grow 

over time, production houses have emerged and made films to be shown in cinemas to gain 

profit from ticket sales (Juska, 2021).  
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The film Ipar Adalah Maut, which was released on June 13, 2024, managed to earn 

Rp172,208,240,000 and the number of viewers reached 4,305,206 people. This film managed 

to enter the top 10 highest-grossing Indonesian films of all time by ranking 10th. 
Table 1. List of Top-Ranking Films in Viewership Acquisition 2024 

Movie Title Production Number of Viewers 

Agak Laen Imajinari Pictures 9.125.188 

Vina : Sebelum 7 Hari Dee Company 5.815.492 

Ipar Adalah Maut MD Pictures 4.775.315 

Kang Mak Form Pee Mak Falcon Pictures 4.580.209 

Badarawuhi di Desa Penari MD Pictures 4.015.120 
Sourced: Data Processed, 2024 

The success of the film Ipar adalah Maut attracted the author's attention to further 

research the marketing communication strategy through social media carried out by MD 

Pictures as the production house and the party distributing this film. 

 
Research Methods 

This research on the marketing communication strategy of the film Ipar adalah Maut 

through social media uses a qualitative approach method with a descriptive approach (Miles 

& Huberman, 1994). Qualitative descriptive focuses on a particular unit of various 

phenomena (Vishnevsky & Beanlands, 2004). Thus, it allows a study to be carried out in 

depth and the depth of data that is considered in a study. This study examines the marketing 

communication process of the film carried out by MD Pictures in promoting the film Ipar 

adalah Maut through social media. The data collection technique used in this study is by 

collecting documentation related to the marketing communication activities of the film Ipar 

adalah Maut through social media. 
 

Result and Discussion 

Referring to the trailer uploaded via the official MD Pictures YouTube channel, Ipar 

Adalah Maut tells the story of Aris and Nisa's household. Initially, their marriage was quite 

harmonious and there were no problems. However, the rift in the household began to occur 

when Nisa's younger sister, Rani, lived in Nisa and Aris' house. Rani lived in their house 

because her mother was worried about letting Rani live alone without her family. She asked 

Nisa to let Rani live with them. While living in Nisa's house, Rani often wore sexy clothes. 

This made Aris start to be interested in Rani and Rani was happy when approached by her 

sister's husband. Until finally, they had an affair and betrayed Nisa. Since then, Aris's attitude 

began to change, making Nisa suspicious of her husband. Finally, Nisa checked the contents 

of her husband's cellphone and the affair between Aris and Rani was revealed. 

The film Ipar Adalah Maut is an Indonesian drama film taken from a true story. This 

film is adapted from a viral story on Tik Tok experienced by content creator @Elizasifaa. 

The film, directed by Hanung Bramantyo, tells the story of a broken household relationship 

because of a third person, even the third person is the closest person to him, namely his wife's 

younger sibling. The success of the film Ipar adalah Maut cannot be separated from the trend 

of romance films that are currently popular with the Indonesian people. Of the 10 highest-

grossing films in 2024, 4 of them are films with the romance genre. While the rest are films 

with the comedy, thriller, and horror genres. 

Ipar adalah maut is a film that tells the story of the love between female student Nisa 

(Michelle Ziudith) and a young lecturer on her campus, Aris (Deva Mahenra). Their love 
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story is like a cliche romance full of happy stories: the two main characters get married and 

have a beautiful and kind child, Raya (Alesha Fadillah Kurniawan). However, the main point 

of this film comes when Nisa's mother decides to entrust Nisa's sister, Rani (Davina 

Karamoy), to live with Nisa and Aris. Since the beginning of the film, Aris has been 

considered a kind-hearted husband who turns out to have the heart to have an affair with Rani 

behind Nisa's back. This film is adapted from a true story of an affair which was popularized 

by content creator Eliza Sifaa on TikTok and Instagram. 

The film Ipar adalah Maut was originally scheduled to be released in theaters on May 

16, 2024, but was canceled due to the unfinished filming process, so MD Pictures took steps 

to postpone the screening of the film. MD Pictures' move to postpone the premiere of the film 

to June 13, 2024, has succeeded in attracting the interest of film audiences, because the story 

went viral on the TikTok content creator account @Elizasifaa. The success of the film KKN 

in Desa Penari is also inseparable from the trend of romantic films based on true stories that 

are currently popular with the Indonesian people. Of the 10 highest-grossing films in 2024, 3 

of them are films with the Romance genre. While the rest are films with the comedy, urban 

legend, and horror genres. 
Table 2. Top 10 Indonesian Films in 2024 

Movie Title Number of Viewers 

Agak Laen 9.125.188 

Vina : Sebelum 7 Hari 5.815.492 

Ipar Adalah Maut 4.099.576 

Badarawuhi di Desa Penari 4.015.120 

Siksa Kubur 4.000.826 

Pemandi Jenazah 1.645.513 

Ancika : Dia Yang Bersamaku 1995 1.318.272 

The Architecture of Love 1.003.999 

Kereta Berdarah 1.000.027 

Trinil : Kembalikan Tubuhku 833.124 

Source: goodstats.id 

MD Pictures uploaded the trailer/excerpt of the film Ipar adalah Maut in the form of a 

sketch video uploaded on social media TikTok on March 25, 2024 with the aim of creating 

curiosity in the community. It was recorded that 71,6K with 316 comments and 3,781 add to 

favorites of the Indonesian people liked the official trailer of the film Ipar adalah Maut 

uploaded on the MD Pictures TikTok account. 
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Figure 1. Official Final Trailer of the Film Ipar Adalah Maut on the Tiktok Account MD Pictrues 

Source: MD Entertaiment, 2024 

 

Social media such as Instagram is also utilized by MD Pictures to promote the film 

Ipar adalah Maut. Through the @iparadalahmautmovie account, those who are curious about 

this film can get information about the film's screening schedule, which cinemas are showing 

the film, film trailers/excerpts, to interesting content related to the film Ipar adalah Maut both 

in the form of photos and videos. The Instagram account @iparadalahmaumovie is recorded 

as being followed by 38.1 thousand Instagram users with 483 posts. 

 
Figure 2. Account Instagram Ipar Adalah Maut @iparadalahmautmovie 

Source: Instagram.com/iparadalahmautmovie, 2024 
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In addition to being shown on Instagram and TikTok, the Official trailer for the film 

Ipar adalah Maut was also shown on the MD Entertainment YouTube account with 17 

thousand likes from the public and 1.1 thousand enthusiastic comments from the public who 

wanted to watch the film with the number of followers of the MD Pictures account being 826 

thousand. 

 

Figure 3. Account Youtube MD Pictures which features the official film trailer Ipar Adalah Maut 

Source: Youtube.com/MD Entertaiment, 2024 

 

In the movie clip/trailer uploaded to the Instagram account @iparadalahmautmovie 

account, it received 65.4 thousand likes, 1,623 comments, and 8,721 reshares from Instagram 

users. The trailer that was uploaded aims to provide an overview to the public who use social 

media about the film Ipar adalah Maut which will be shown in theaters, besides that the 

trailer is also distributed to provide a sense of curiosity to someone so that they are interested 

in watching the film. 

 

Figure 4. Official Trailer Ipar Adalah Maut on Instagram Account 

Source: Instagram/iparadalahmautmovie,2024 
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Melalui akun media sosial, selain memberikan cuplikan film Ipar Adalah Maut, MD 

Pictures memberikan informasi mengenai bioskop mana saja yang sedang melakukan 

penayangan film Ipar Adalah Maut. 

 

Figure 5. Film Screening Locations Ipar Adalah Maut 

Source: Instagram/iparadalahmautmovie,2024 
 

In this upload, a complete list of cinemas from the Cineplex 21 Group, CGV, Cinépolis, 

Dakota Cinema, Flix Cinema, Kota Cinema, Movimax, New Star Cineplex, and Platinum 

Cineplex networks located throughout Indonesia is provided. The information uploaded right 

on the day of the film's premiere received 806 likes, 32 comments and 31 reshares. 

Information regarding purchasing tickets for the film Ipar Adalah Maut is also published via 

social media to make it easier for the public who are interested in getting cinema tickets 

online so they no longer need to queue to buy tickets directly at the cinema. 

It was explained that tickets for the film Ipar adalah Maut which will be shown on June 

13, 2024 can be purchased several days in advance online via smartphone applications such 

as MTix, Tix ID, CGV, and Cinépolis. Getting 1,066 likes and 108 comments. This 

information makes it easier for the public who are interested in watching this film to buy 

tickets before the premiere and secure cinema seats as desired. In addition to uploading 

countdown content and some promotional content from the film is death on a number of 

social media such as TikTok and Instagram, MD Pictures also distributed prizes/giveaway 

tickets for the gala premiere of the film KKN in Penari Village via social media, including on 

the Instagram account @iparadalatmautmovie as one form of film promotion activity. 
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Figure 6. Film Premiere Gala Ticket Giveaway Activity Ipar Adalah Maut 

Source: Instagram/iparadalahmautmovie,2024 

 

This giveaway is one of the marketing tricks that are often used for promotion. Because 

to get this prize, Instagram users must upload a photo of themselves next to the Ipar Adalah 

Maut movie poster in the cinema on their personal Instagram account. So indirectly, the 

giveaway participants have helped to promote the Ipar Adalah Maut movie on social media. 

The giveaway upload with the prize of the Ipar Adalah Maut movie gala premiere ticket 

received 4,067 likes and 1,771 comments.Another form of promotion carried out by MD 

Pictures in promoting the film Ipar Adalah Maut is by collaborating with external parties. 

One of them is by providing discounts on XXI cinema tickets for BRI Bank customers who 

use the BRI Mobile Banking (BRIMO) smartphone application. 

 

Figure 7. Discount Promo For Purchasing Cinema Tickets 

Source: Instagram/iparadalahmautmovie, 2024 
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In this upload, it is explained that BRI Mobile users can get 1 free ticket for every 1 

purchase of the Adalah Ipar Film ticket by using QRIS payments on the BRIMO application, 

this promo is specifically for the XXI cinema network and is valid from 15-16 June 2024. 

Collaboration with external parties such as Bioskop XXI and Bank BRI is an effort by MD 

Pictures so that the Ipar Adalah Maut film gets many viewers, with BRI Mobile smartphone 

application users as the target market. XXI and BRI also published related to this promotion, 

so that more people can be reached thanks to collaboration with external parties. 

Bank BRI also published a promotion on their official website regarding a cinema 

ticket discount for the film KKN in Desa Penari. In addition to helping MD Pictures promote 

the film, the publication on the BCA website also explains the terms and conditions of the 

promo. This collaboration is not only beneficial for the film Ipar Adalah Maut but also for 

XXI because this promo only applies to purchases of XXI cinema tickets, and Bank BRI also 

benefits from ticket purchase transactions made through the BRI Mobile smartphone 

application. 

In addition to collaborating with external parties such as XXI and BRI, MD Pictures 

also held a gala premiere of the film KKN in Desa Penari which was held on July 10, 2024 at 

XXI Epicentrum South Jakarta, 3 days before the premiere for the public. At this gala 

premiere event, several parties were present, both from internal film parties such as 

producers, directors, and actors who took part in making the film, as well as external parties 

who received invitations from MD Pictures such as the mass media and public figures. The 

presence of external parties at the gala premiere of the film Ipar Adalah Maut was not only to 

maintain good relations, but also to get testimonials after watching the film as promotional 

material. There were several contents uploaded to social media that showed testimonials from 

the mass media and public figures. 

Deva Mahenra (actor), Davina Karamoy (actress). Michelle Ziudith (actress), and 

Lydora (singer) are some of the public figures who attended the gala premiere of the film Ipar 

Adalah Maut and gave testimonials after watching the film. This upload received 2,756 likes 

and 107 comments. Testimonials from the mass media and public figures were uploaded to 

social media a few days before the premiere on June 13, 2024 so that the public who were 

previously confused or hesitant to watch, became interested and finally watched the film Ipar 

Adalah Maut in theaters because of the testimonials of people who were not involved in 

making the film, but were considered credible to provide testimonials about the film Ipar 

Adalah Maut. 

After the premiere of the film Ipar Adalah Maut, MD Pictures sought positive 

testimonials from viewers who had watched the film through social media such as Tiktok 

stating that the film was good and the storyline was in accordance with what is happening in 

today's household life. MD Pictures tried to convince the public who were still doubtful about 

the film Ipar Adalah Maut through testimonials taken randomly through social media. The 

success of the film Ipar Adalah Maut as the highest-grossing film in Indonesian film history 

was also announced through social media. MD Pictures announced that as many as 4,775,135 

viewers were recorded as having watched the film Ipar Adalah Maut during the 75 days of 

screening in theaters. 

This upload received 2,108 likes, 89 comments and 76 reposts. This achievement is an 

achievement of the film KKN in the Dancer Village because it has succeeded in shifting the 



4th Brawijaya Communication International Conference (BCIC) 2024 

ΦΤ 
 

film KKN in the Dancer Village (Badarawuhi) which was previously the best-selling film in 

history for 1 year. This success is also an achievement for MD Pictures as the party that 

produced the film, so that in the future it can be used as a company business portfolio. 

Building interaction with social media users is also important so that the content on 

social media is not only information about films. Creative communication content such as 

funny pictures/memes can also be a tool to attract social media users to interact. 

 

Conclusion 

 The success of the film Ipar Adalah Maut as the Indonesian film with the most cinema 

viewers in history cannot be separated from the marketing communication strategy carried 

out by MD Pictures through social media which is used as a valid source of information about 

the film Ipar Adalah Maut starting from the film trailer, ticket purchases, then other content 

such as countdowns, giving gifts/giveaways, promotions involving external parties, then 

testimonials from representatives of the mass media and public figures who are considered 

credible and also testimonials from the audience, as well as publication of achievements such 

as the number of viewers and efforts to build interaction with social media users through 

funny pictures/memes. MD Pictures' decision to continue showing the film Ipar Adalah Maut 

which is based on a true story on Tiktok which is full of controversy because this is 

considered in accordance with the reality of most Indonesian people has proven to produce 

sweet results. Because not a few production houses have finally decided to sell their films to 

official film streaming service providers such as Netflix, Disney+ Hotstar, and Prime Video, 

which have experienced an increase in the number of consumers due to the Indonesian 

people's thirst for quality entertainment, after finishing showing in theaters and successfully 

becoming the Indonesian film with the most cinema viewers in history. 
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Abstract   
The 2024 Presidential Election of the Republic of Indonesia which took place on February 14, 

2024, has become the center of public attention. The 2024 presidential election has also given rise 

to symptoms of diverse and dynamic online media sentiment. Political discourse has also become 

polarized in the mass media and online media. Various platforms, including social media, news 

sites, blogs, and forums, have accommodated various opinions and emotions regarding the 

candidates, their policies, and the election process as a whole. Polarization and partisanship of 

online news media or online media often emerge in political years. Disinformation and 

misinformation, namely the spread of false or misleading information, are also issues in the 2024 

Presidential Election. News media should play a role as a conveyor of information, not be trapped 

in spreading misleading news. This study attempts to see how online media sentiment in reporting 

the 2024 presidential election news and political issues related to the presidential election. This 

study uses the Corpus-Assisted Discourse (CADS) approach with Voyant tool as the corpus 

linguistic tool used. In the first stage, researchers selected media, determined corpora, created 

data sets and used applications for data processing. The next stage, namely critical discourse 

analysis, includes efforts to understand the frequency and keywords of language corpora which 

are then linked to historical, political and social contexts. The results of the study show that the 

tendency of bias according to the political affiliation of the media owner is still prominent. Media 

bias and credibility continue throughout the election cycle and post-election. Overall, online 

media sentiment during the 2024 presidential election is characterized by complexity and 

instability, reflecting the diverse nature of contemporary political discourse. 

Keywords: politic; bias; online media; corpus linguistic; CADS 

 

Introduction   

Indonesia's presidential election in 2024 has attracted the attention of the public and 

the mass media. Various issues have been in the spotlight, ranging from the polemic of 

Gibran's candidacy, the Constitutional Court's (MK) decision regarding the age limit for 

presidential and vice presidential candidates, the debate on the vice presidential candidate, the 

application for a presidential election dispute at the Constitutional Court, to the Constitutional 

Court's rejection of the presidential election dispute application. Social media analyst agency 

Drone Emprit found that the topics most talked about by netizens on social media throughout 

2024 were about the 2024 Presidential Election, quick counts, and election fraud.  

In the scope of the latest political discourse, the mass media, especially news media, 

both conventional and online, have the power to shape public opinion. The power of the 

formation of public opinion by the media is manifested in three ways: 1) The media is able to 

create issues and make an issue more prominent than other issues through news frequency 
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and news placement; 2) Media has the power to influence influencing public views on an 

issue through news framing; 3) The media is able to direct public assessment of an object 

through the prominence of certain aspects of the object being reported (Eriyanto, 2019). 

The vortex of the presidential election of the Republic of Indonesia has never been 

separated from the political aspect of media oligarchy. In Indonesia, there are several political 

elites who are media oligarchs. Aburizal Bakrie is a media conglomerate that owns TVOne, 

Visi Media Asia, Vivanews.com served as Chairman of the Golkar Party DPP from 2009 to 

2014. Meanwhile, Dahlan Iskan, the owner of the Jawa Pos Group, is a supporter of the 

oligarchy Aburizal Bakrie. Surya Paloh who is the Chairman of the Nasdem Party as well as 

the owner of the Media Group and Metro TV (Winters, 2013, p.11-33). Dahlia and Permana 

(2022) criticized the function of the press, which should play a role in maintaining the pillars 

of democracy, but also became a tool for oligarchs to gain victory and power. The 

independence of journalists is currently faced with the demand to harmonize news reporting 

in accordance with the political views of media owners (Nugroho et al, 2020). 

In the midst of the increasingly strong media oligarchy in Indonesia, there is 

skepticism about the role of the press as the fourth pillar of democracy. The media becomes 

"manifacturing consent", which is Noam Chomsky's terminology which explains how the 

media is used as a tool for political, economic, military and cultural interests of the exclusive 

community (Subiakto & Ida, 2012). Chomsky (in Subiakto & Ida, 2012) criticizes the 

gatekeepers of the media in the United States who do not play the role of watch dogs but 

instead become pawns of politicians and industry owners for profit. In the context of the 2024 

Presidential Election, several statements claim that in the 2024 Presidential Election 

campaign, there are oligarchic hands who are political maneuvers to support the victory of 

the Prabowo-Gibran candidate (Andini, 2024). 

The construction of discourse in reporting the 2024 Presidential Election needs to be 

studied in depth with linguistic analysis of media texts considering that language is never 

neutral and bias is very likely to occur. Ideologically, language is the main means of 

'producing consent' that supports power in society (Fairclough, 1989). Therefore, in order to 

uncover the assumptions or ideologies that are embedded, formed, maintained, and reinforced 

in news narratives, linguistic analysis of the text is needed that relates to the broader social 

context in which the text is produced and interpreted. 

Many studies have examined news discourse with the Corpus-Assited Discourse 

Study (CADS) approach. Beatrice Alm (2024) found a change in the discourse about Donald 

Trump described by the Washington Post in news articles for the 2015-2017 and 2022-2024 

periods. In the 2015-2017 period, the prominent discourse was personal attacks and recurring 

themes of corruption, authoritarianism, and protests which extends to Donald Trump's 

presidency, on the other hand, the discourse for the 2022-2024 period focuses more on 

Trump's legal challenges, especially regarding the mishandling of classified information and 

doubts about election integrity.  

Research by Sylvia Jaworska (2016) found that the news of the 2012 Olympics in 

London was dominated by male athletes more than female athletes. When reporting on 

female athletes, the media focuses more on aspects of sexuality and appearance, while when 

reporting on male athletes, the media highlights their careers, roles, and perseverance. A 

study conducted by Hadil Jendeya (2022) examining linguistic exclusion strategies (such as 
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normalization, passivity, nonfinite clauses, infinity clauses) in reporting the March of Return 

in Gaza in English and Arabic newspapers, found that the two newspapers used different 

strategies. Sijani (2023) revealed that media coverage cannot be separated from biased and 

discriminatory representations. The research of Agbeleoba and his colleagues (2021) showed 

differences in news coverage about COVID-19 ï China Daily used more objective, neutral 

words in describing COVID-19 and emphasized an active attitude in fighting the epidemic, 

while The Guardian used more negative words when reporting on policies regarding the 

control and prevention of the COVID-19 pandemic (Agbeleoba et al, 2021, p. 37-45). 

This study uses the Corpus-assisted discourse studies (CADS) approach which is a 

combination of Corpus Linguistic (CL) and Critical Discourse Analysis (CDA) whose 

methodological approach combines quantitative analysis with qualitative context analysis ï 

cultural, historical, and political contexts (Kusumasari et al, 2021). This study uses big data-

based text analysis because the object of analysis is very large, namely news texts from 

eleven major online media in Indonesia (Kompas.com, Detik.com, Beritasatu.com, 

CNNnews.com, Jawapos.com, Jpnn.com, Metrotvnews.com, Okezone.com, Sindonews.com, 

Tribunnews.com, Vivanews.com) during the period of January 1, 2023 ï April 30, 2024.  

O' Keeffe and McCarthy (2010) define corpus linguistic or corpus linguistics as "A 

method used to analyze language empirically in looking at language patterns from large data 

sets." The elements analyzed include frequency, keywords, collocation, and concordance. 

The steps in CADS applied in this study can be seen in Figure 1. 

 

 

Another important part of CADS research is critical discourse analysis. Critical 

discourse analysis, according to Jogersen and Louise (2007) is "an analysis used to study the 

relationships between discourse and social and cultural developments in different social 

domains" (Eriyanto, 2001). The emphasis in the analysis of critical discourse according to 

Teun A. Van Dijk in Eriyanto (2001) lies in the dismantling of the abuse of power, 

inequality, and domination that is created, produced, and rejected through text or speech in 

the social and political context. After the researcher uncovered the frequency of frequently 

appearing words and main keywords, when analyzing collocation and concordance, the 

researcher associated with the social and political context at this level, a critical discourse 

analysis was carried out. 

 

Result and Discussion 

This research began by building five corpus or corpora, namely the 2024 Presidential 

Election news corpus in BeritaSatu.com, the 2024 Presidential Election news corpus in 

CNN.com, Detik.com, Jawapos.com, and Kompas.com (can be seen in Table 1). The Voyant 

tool in this study was used to search for frequencies, keywords, collocations, and 

Figure 1. The Stages of CADS Research 
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concordances. Frequency refers to the number of words in a news corps for the 2024 

Presidential Election in a media. The frequency list shows the words that appear frequently 

compared to other words. From the list of words containing keywords, the researcher reveals 

themes that represent the discourse built in the news text. Researchers categorize keywords 

manually and create semantic groups to see a broader scope of topics. Overall, the results of 

crawling and data processing to find the frequencies and keywords of the five media corpus 

can be seen in Table 1 (this table only shows the fourteen words with the highest frequency). 

 
Table 1. Corpus of Keywords in the News of Five Online Media Regarding the 2024 Presidential Election Period January 1, 

2023 ï April 30, 2024 

Corpus 

BeritaSatu.com CNN.com Detik.com Jawapos.com Kompas.com 

Total News 

Articles:100 

Total News 

Articles:100 

Total News 

Articles: 113 

Total News 

Articles: 97 

Total News 

Articles: 153 

Tokens: 33.219 Tokens: 41.949 Tokens: 46.364 Tokens: 

36.544 

Tokens: 

61.458 

prabowo (480) Indonesia (576) Pilpres (514) Anies (438) Prabowo (767) 

2024 (414) Prabowo (568) Ganjar (502) Prabowo (365) Partai (727) 

ganjar (382) Anies (466) 2024 (478) Presiden (360) Anies (676) 

presiden (313) Ganjar (427) Prabowo (463) Partai (333) Presiden (534) 

pilpres (303) 2024 (343) Anies (377) 2024 (326) Ganjar (527) 

2023 (296) Pilpres (311) 2023 (221) Calon (203) 2023 (482) 

capres (263) Partai (282) Pemilu (208) Ganjar (191) Cawapres (458) 

partai (251) Presiden (264) Partai (204) Baswedan 

(187) 

2024 (433) 

anies (249) Cawapres (238) Presiden (201) Jakarta (185) Koalisi (321) 

survei (247) Gibran (230) Capres (190) Cawapres (183) Ketua (321) 

Jakarta (206) Kata (213) Jakarta (181) Capres (176) Jokowi (286) 

cawapres (197) Suara (209) Indonesia (179) Ketua (170) Pilpres (281) 

pranowo (183) Capres (198) Kata (174) Pilpres (161) Jakarta (278) 

gibran (176) Jokowi (195) Jokowi (157) Gibran (153) Bakal (262) 

Calon (175) Mahfud (179) PDIP (155) Indonesia (152) PDI (258) 

 

From the corpus analysis using Voyant, the researcher obtained a list of frequencies and 

keywords (Table 2) that showed differences in lexical aspects between one medium and 

another. In Beritasatu.com media, the five words that most often appear are Prabowo (480), 

2024 (414), Ganjar (382), president (313); and the presidential election (303). If visualized, 

the words that appear most often look like Figure 2. 



4th Brawijaya Communication International Conference (BCIC) 2024 

ΝΜΟ 
 

  
Figure 2. Frequency and Keywords of the 2024 Presidential Election News in BeritaSatu.com 

Kompas.com online media has a slight resemblance to BeritaSatu.com in emphasizing the 

word 'prabowo', which is as many as 767. Kompas.com also mentioned two other presidential 

candidates, namely Anies as many as 676 words and Ganjar appearing 527 times. The five 

words with the highest frequency include: the words 'Prabowo', 'party', 'anies', 'president', and 

'Ganjar' (Figure 3). 

 
Figure 3. Frequency and Keywords of the 2024 Presidential Election News in Kompas.com 

In the news coverage of 2024 presidential election on CNN.com online media, words 

with high frequency include: the words 'Indonesia' (575), 'Prabowo' (568), 'Anies' (466), 

'Ganjar' (427), and '2024' (343). 

 

 

 
Figure 4. Frequency and Keywords of the 2024 Presidential Election News in CNN.com 
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Unlike BeritaSatu.com, Kompas.com and CNN.com, the online media Detik.com 

appeared more with the word 'Ganjar' compared to the word 'Prabowo' while the word 'Anies' 

appeared less than the word 'Prabowo' (Figure 5) 

 

 
Figure 5. Frequency and Keywords of the 2024 Presidential Election News in Detik.com 

Different from the previous four online media, JawaPos.com (Figure 6) appeared the 

word 'Anies' in the highest frequency of 438 words, while the words 'Prabowo' (365), 

'president' (360), 'party' (333), and; ó2024ô (326).  

 
Figure 6. Frequency and Keywords of the 2024 Presidential Election News in JawaPos.com 

The power of journalists in shaping narratives and the impact of language choice on the 

perception of stories cannot be ignored. Language selection, issue framing, and narrative 

focus can all contribute to perceived bias (Baker, 2006, p. 71) highlighting. So in this study, 

after the researcher counts the number of words in the corpus and knows the words that are 

widely used in the 2024 presidential election news corpus, the researcher needs to conduct a 

collocation and concordance analysis. Collocation is the occurrence of two or more words in 

a given space. Collocation analysis is carried out to identify the relationship (association) of a 

word with other words, as well as identify the tendency of a word to appear simultaneously 

with other words in a corpus (Eriyanto, 2022). Collocation provides clues about lexical 

choices of repetitive and typical words that have a high frequency of occurrence in the corpus 

(data set).  
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Table 2. Collocation of 2024 Presidential Election News in BeritaSatu.com 

Term Collocate Count (context) Term Collocate Count 

(context) 

pilpres 2024 216 survei dilakukan 42 

ganjar pranowo 189 presiden untuk 41 

prabowo subianto 156 2023 2024 41 

prabowo gibran 142 prabowo rakabuming 40 

presiden presiden 128 2024 capres 40 

capres cawapres 127 presiden bakal 40 

anies baswedan 103 2023 senin 40 

ganjar prabowo 89 presiden capres 39 

prabowo ganjar 84 2023 minggu 39 

presiden calon 69 capres calon 39 

ganjar anies 65 pilpres capres 37 

anies ganjar 65 capres pilpres 37 

ganjar mahfud 62 partai partai 37 

prabowo anies 61 prabowo prabowo 36 

capres 2024 59 prabowo persen 36 

anies prabowo 59 prabowo baca 36 

presiden wakil 58 presiden terpilih 36 

presiden 2024 58 prabowo menjadi 35 

capres prabowo 58 pilpres presiden 35 

prabowo capres 56 survei survei 35 

2024 presiden 55 survei prabowo 35 

2024 prabowo 53 survei elektabilitas 35 

partai ketua 53 prabowo survei 34 

2023 jakarta 52 partai politik 34 

presiden jokowi 49 prabowo pranowo 33 

pilpres prabowo 49 2024 jakarta 33 

prabowo pilpres 48 survei indonesia 33 

prabowo 2024 48 2024 capres 40 

survei ganjar 45 presiden bakal 40 

2024 untuk 44 ganjar pilpres 32 

2024 2023 44 pilpres ganjar 32 

ganjar capres 44 pilpres cawapres 32 

presiden pilpres 44 anies persen 32 

prabowo presiden 43 pilpres anies 31 

ganjar survei 43 ganjar unggul 30 

 

 From Table 2, it appears that several collations in the 2024 Presidential Election news 

text in the BeritaSatu.com media are in the form of the name of the presidential candidate 

followed by the name of the vice presidential candidate, namely: 'Ganjar Mahfud' and 

'Prabowo Rakabuming'. In addition, there is a lexical choice in the form of presidential names 

that are always associated with other presidential candidates such as 'Ganjar Prabowo', 

'Ganjar Anies', 'Anies Prabowo', 'Anies Ganjar', 'Prabowo Pranowo'. The word 'survey' also 

appears followed by the name of the presidential candidate ('Ganjar survey' and 'Prabowo 

survey') to show the results of the electability survey of each presidential candidate. Lexical 

elements that need to be considered here, one of which is the word 'prabowo' followed by the 

word 'becoming', if you look at the context of the sentence in full in the May 23, 2024 edition 

of the news, BeritaSatu.com seems to build a discourse on the strength of Prabowo's figure as 

an influential figure in the 2024 presidential election. Prabowo's strength is emphasized 

through the term 'king maker' which can be observed in the following news quote: 
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Kalau berkeinginan (Prabowo, Red) menjadi king maker boleh-

boleh saja. Menjadi king maker, terbuka peluang berkoalisi dengan partai lain," ujar 

Emrus. (Artikel BeritaSatu.com edisi 23 Mei 2024) 

If you want (Prabowo, ed) to become a king maker, it's okay. Becoming a king maker, 

there is an opportunity to form a coalition with other parties," said Emrus. (Article 

BeritaSatu.com May 23, 2024 edition) 

 

The term 'king maker' is widely used and discussed in political discussions. If referring to 

the Cambridge Dictionary, the term 'king maker' means someone who has a great influence 

on the choice of political candidates. In the context of the 2024 Presidential Election, 'king 

maker' means that people have great power that determines the direction of the election 

results. In addition to Prabowo, there are four figures who are said to be king makers, namely 

Megawati Soekarnoputri, Jokowi, Susilo Bambang Yudhoyono (SBY), Jusuf Kalla ï they are 

considered to have a strong network and source of funds (Mulyana, 2021).  

Next, we need to compare the collocation of BeritaSatu.com with Kompas.com (Table 3). 

The results of the collocation process presented in the table above show several typical 

lexical patterns in political news, especially the presidential election news, namely the 

prominence of words that reflect the identity of the presidential candidate, party identity, and 

the name of the president and vice president candidates: 'Anies Baswedan', 'Ganjar Prabowo', 

'Prabowo Subianto', óPrabowo Gibranô, óAnies Muhaiminô, óGanjar Mahfudô. Unlike the 

collocation of the 2024 Presidential Election news corpus in BeritaSatu.com which minimally 

mentions certain parties and party identities, Kompas.com news reports tell more stories 

about the parties that carry the candidates. 

 
Table 3. Collocation of 2024 Presidential Election News in Kompas.com 

Term Collocate Count (context) Term Collocate Count 

(context) 

partai partai 276 anies untuk 72 

prabowo gibran 192 cawapres ganjar 70 

2023 jakarta 190 anies bakal 69 

partai ketua 173 2024 pemilihan 69 

2023 kompas.com 151 prabowo untuk 67 

presiden calon 146 untuk prabowo 67 

anies baswedan 141 anies capres 66 

untuk read 139 presiden cawapres 66 

untuk https 139 prabowo partai 65 

ganjar pranowo 133 partai prabowo 65 

partai demokrat 129 anies ganjar 64 

presiden 2024 122 anies demokrat 64 

2023 https 122 anies muhaimin 63 

prabowo subianto 120 ganjar anies 62 

2023 untuk 116 prabowo ketua 60 

untuk 2023 114 prabowo persen 59 

presiden presiden 110 cawapres untuk 59 

partai gerindra 109 prabowo anies 58 

cawapres anies 107 partai koalisi 58 

2024 presiden 106 presiden jokowi 58 

presiden capres 96 partai jakarta 56 
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partai politik 92 anies prabowo 56 

partai golkar 92 anies nasdem 56 

partai nasdem 87 ganjar pdi 56 

presiden pilpres 87 cawapres calon 56 

2024 untuk 86 untuk pilpres 55 

untuk 2024 82 untuk cawapres 55 

presiden untuk 80 prabowo jokowi 53 

presiden bakal 80 presiden widodo 53 

ganjar prabowo 79 presiden prabowo 53 

ganjar mahfud 78 presiden ganjar 53 

untuk presiden 76 cawapres wakil 53 

prabowo ganjar 75 prabowo pilpres 52 

untuk anies 74 partai untuk 52 

cawapres prabowo 73 partai amanat 52 

  

 The results of the 2024 Presidential Election news collaboration in CNN.com show 

differences from the previous two online media. CNN.com raises the issue of the age limit 

regulation for vice presidential candidates which can be seen through the use of the word 

óvice presidentô which is associated with the word óageô. Still the same as the previous online 

media, the lexical pattern of presidential and vice presidential candidates (Prabowo-Gibran, 

Ganjar-Mahfud, Anies-Muhaimin) and the lexical pattern of presidential candidates-

presidential rivals (Prabowo-Ganjar, Ganjar-Prabowo, Anies-Prabowo, Anies-Ganjar, Ganjar-

Anies) stand out in CNN.com. 

  
Table 4. Collocation of 2024 Presidential Election News in CNN.com 

Term Collocate Count (context) Term Collocate Count 

(context) 

pilpres 2024 225 prabowo muhaimin 48 

prabowo gibran 195 pilpres anies 48 

indonesia jakarta 134 presiden prabowo 48 

indonesia indonesia 108 prabowo presiden 47 

prabowo subianto 106 anies pilpres 47 

ganjar pranowo 105 indonesia ganjar 46 

ganjar mahfud 105 indonesia anies 46 

indonesia artikel 104 2024 prabowo 45 

anies baswedan 104 prabowo 2024 44 

indonesia download 102 prabowo mahfud 43 

prabowo ganjar 88 presiden calon 43 

anies prabowo 84 ganjar gibran 42 

prabowo anies 82 partai partai 42 

ganjar suara 82 partai nasdem 41 

ganjar prabowo 82 ganjar indonesia 39 

anies suara 81 presiden jokowi 39 

indonesia 2024 78 presiden 2024 39 

2024 indonesia 78 2024 anies 37 

anies muhaimin 76 cawapres anies 37 

indonesia 2023 73 indonesia capres 36 

anies ganjar 73 prabowo untuk 36 

presiden presiden 68 prabowo capres 36 
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indonesia prabowo 65 prabowo calon 36 

ganjar anies 64 anies indonesia 36 

partai ketua 64 indonesia selasa 35 

cawapres ganjar 59 2024 hasil 35 

prabowo indonesia 58 untuk prabowo 35 

prabowo jokowi 55 indonesia presiden 34 

prabowo suara 52 indonesia cawapres 34 

prabowo pilpres 51 indonesia 20 34 

anies gibran 51 ganjar pilpres 34 

pilpres prabowo 51 pilpres ganjar 34 

indonesia pilpres 50 partai ummat 34 

ganjar pdip 50 partai politik 34 

pilpres indonesia 50 cawapres usia 34 

 

 The results of the collocation analysis on the 2024 Pilrpes news in Detik.com show 

that there is a prominence of the figure of Anies Baswedan (Table 5). In Detik.com news, the 

word óAniesô is close to óPrabowoô. If traced in the news text entitled ñSandi Reveals 

Prabowo-Anies Signs Agreement on Presidential Election, Evidence in Fadliò edition of 

January 29, 2023 in its entirety, the news seeks to emphasize the agreement or agreement 

between Gerindra Party Chairman Prabowo Subianto and Anies Baswedan.  

 

Wakil Ketua Dewan Pembina Partai Gerindra Sandiaga Uno mengungkapkan ada 

perjanjian atau kesepakatan antara Ketum Partai Gerindra Prabowo Subianto dengan 

Anies Baswedan terkait pemilihan presiden (pilpres). Sandiaga menyebut perjanjian 

yang sudah diteken itu berada di Waketum Partai Gerindra Fadli Zon (kutipan berita 

Detik.com) 

 

Deputy Chairman of the Gerindra Party Board of Trustees Sandiaga Uno revealed that 

there was an agreement or agreement between Gerindra Party Chairman Prabowo 

Subianto and Anies Baswedan regarding the presidential election. Sandiaga said that 

the agreement that had been signed was at the Deputy Chairman of the Gerindra 

Party, Fadli Zon (news quote Detik.com) 

 

In addition to the discourse on the agreement between Prabowo and Anies, in some of his 

news Detik.com used a call that impressed the image of the figure of the vice presidential 

candidate Muhaimin who was popular and known to the public by using the nickname óIminô 

instead of óMuhaiminô.  

 
Table 5. Collocation of 2024 Presidential Election News in Detik.com 

Term Collocate Count (context) Term Collocate Count 

(context) 

pilpres 2024 296 pilpres dukung 35 

ganjar pranowo 108 ganjar ganjar 35 

anies baswedan 104 untuk prabowo 34 

prabowo ganjar 99 2024 dukung 33 

ganjar prabowo 97 anies muhaimin 33 

prabowo subianto 94 2024 imin 29 
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2023 jakarta 84 prabowo tahu 29 

ganjar mahfud 82 pilpres jatim 28 

2023 30 81 ganjar sandiaga 28 

pilpres ganjar 77 anies soal 28 

ganjar pilpres 77 anies imin 28 

pilpres prabowo 74 pilpres pemilu 27 

prabowo anies 74 2024 pemilu 27 

2024 ganjar 73 pilpres cak 26 

ganjar 2024 69 ganjar untuk 26 

prabowo pilpres 67 ganjar jawa 26 

prabowo gibran 67 ganjar capres 26 

pilpres selengkapnya 66 2024 capres 26 

anies prabowo 65 untuk ganjar 26 

pilpres anies 63 pilpres jokowi 25 

anies pilpres 62 2024 untuk 25 

pilpres apps 61 prabowo jawab 25 

2024 debat 60 anies untuk 25 

prabowo prabowo 50 anies iskandar 25 

2024 presiden 47 anies capres 25 

2024 anies 44 2024 suara 24 

pilpres debat 43 anies pks 24 

ganjar anies 42 untuk 2024 24 

2024 prabowo 41 pilpres mahfud 23 

anies ganjar 40 pilpres imin 23 

2024 selengkapnya 39 ganjar presiden 23 

2024 download 39 prabowo unggul 23 

anies 2024 39 prabowo pemilih 23 

anies anies 38 untuk indonesia 23 

prabowo 2024 37 untuk anies 23 

 
Table 6. Collocation of 2024 Presidential Election News in JawaPos.com 

Term Collocate Count (context) Term Collocate Count 

(context) 

calon presiden 224 presiden anies 47 

anies baswedan 196 calon capres 47 

prabowo subianto 112 2024 prabowo 46 

presiden presiden 112 presiden urut 45 

prabowo gibran 107 prabowo partai 43 

partai demokrat 103 presiden terpilih 42 

presiden calon 98 partai prabowo 42 

partai ketua 96 anies koalisi 40 

presiden 2024 90 anies cawapres 40 

calon wakil 84 anies capres 39 

2024 presiden 82 2024 untuk 39 

ganjar mahfud 72 2024 jakarta 39 

ganjar pranowo 67 calon nomor 39 

untuk anies 64 baswedan presiden 39 

anies untuk 63 jakarta 2024 39 

presiden capres 63 anies calon 38 

presiden bakal 62 untuk prabowo 38 



Discourse and Bias: An Analysis of Corpus-Assited Discourse on the News of the 2024 Presidential Election 
in Indonesia's National Media 

ΝΝΜ 
 

partai nasdem 59 presiden baswedan 38 

presiden prabowo 52 2024 calon 38 

partai partai 52 calon anies 38 

presiden wakil 51 calon 2024 38 

partai gerindra 51 untuk indonesia 37 

presiden jokowi 50 untuk 2024 36 

prabowo presiden 48 prabowo untuk 35 

presiden nomor 48 baswedan untuk 35 

anies presiden 47 baswedan perubahan 35 

pilpres debat 43 anies muhaimin 34 

ganjar anies 42 prabowo 2024 34 

2024 prabowo 41 calon urut 34 

anies ganjar 40 calon calon 34 

2024 selengkapnya 39 baswedan capres 34 

2024 download 39 presiden subianto 33 

anies 2024 39 presiden pasangan 33 

anies anies 38 ganjar capres 33 

prabowo 2024 37 anies partai 32 

  

From the results of the analysis of the news collocation of the 2024 Presidential Election in 

Detik.com (Table 5) and the news collocation of the 2024 Presidential Election in 

JawaPos.com, there is a slight difference in terms of the mention of the last name of the 

presidential candidate. JawaPos.com more often mentions the last name 'Baswedan' when 

reporting his figure ('Baswedan change', 'Baswedan president', 'Baswedan Presidential 

Candidate'), but when it appears together with rivals the word 'Anies' is more often used. 

Meanwhile, Detik.com does not mention the last name 'Baswedan' and always uses the first 

name 'Anies'.   

 

Concordance 

 A must-have part of Corpus-Assisted Discourse Studies (CADS) is critical discourse 

analysis. In addition to collocation, concordance analysis is also carried out by carefully 

examining the lexical grammatical patterns used by each media in reporting the 2024 

presidential election. Concordance is often also referred to as Keywords in Context (KWIC). 

Through concordance, we can see how a word is used in a certain context in the corpus 

(Baker, 2006). Context can be identified from a series of sentences or words that exist to the 

left and right of the node/node (the word being studied). In this study, this concordance 

analysis is carried out to provide depth of analysis by relating it to its social, political, or 

historical context. Several major themes appear in the 2024 presidential election news corpus 

that are interrelated, namely: 1) 2024 Presidential Election; 2) Presidential electability; 3)  

 

Image of presidential and vice president candidates 

Each media provides a different depiction of the presidential candidate, so in this 

concordance analysis, the researcher will use a knot word in the form of the presidential name 

('Ganjar', 'Prabowo', and 'Anies') to see the difference in context in the news narrative. The 

table below only presents the concordance data in the top 10 (hits). 
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Table 7. Concordance of Ganjar's Figure in the 2024 Presidential Election News 

Konteks Kanan Kata Konteks Kiri 

selalu merujuk ke tiga tokoh nasional 

di peringkat teratas yakni  
Ganjar  

Pranowo, Anies Baswedan, dan 

Prabowo Subianto. BACA JUGA 

Nasdem  

selalu merujuk ke tiga tokoh nasional 

di peringkat teratas yakni  
Ganjar  

Pranowo, Anies Baswedan, dan 

Prabowo Subianto. BACA JUGA 

Nasdem  

lembaga survei, Prabowo di atas 

Ganjar, di lembaga survei lain,  
Ganjar  

di atas Prabowo. Data itu sama sahnya 

karena selisihnya  

yang di luar aspirasi dari struktur di 

bawah," ungkap Baidowi.  
Ganjar  

Favorit, PAN Putuskan Tidak Usung 

Zulhas di Pilpres 2024 Selasa, 28  

Ganjar Pranowo sebagai calon presiden 

(capres) di Pilpres 2024. Opsi 

mendukung  

Ganjar  

akan dibahas dan diputuskan pada 

Selasa (25/4/2023) mendatang. BACA 

JUGA  

sudah enggak, ya. Karena skor 

tertinggi di internal kita ya  
Ganjar.  

Kan enggak mungkin kita mau 

menabrakkan fakta itu kemudian  

ini bertujuan untuk bersilaturahmi 

kepada masyarakat di Kabupaten 

Lebak. Kedatangan  

Ganjar  
Pranowo di sambut oleh masyarakat 

Lebak dan relawan kemenangan  

lebih dari 70% dari jumlah pemilih 

muda di Provinsi Banten mendukung  
Ganjar  

Pranowo," tambahnya. Salah satu cara 

untuk mendapatkan dukungan dari  

masyarakat Lebak dan relawan 

kemenangan Ganjar di Banten. Dalam 

kunjungannya,  

Ganjar  
Pranowo diperkenalkan tentang sejarah 

dan peninggalan sejumlah pejuang asal  

Kami Simak dengan Saksama 

Sementara itu, di kalangan emak-emak,  
Ganjar  

Pranowo juga tetap unggul dengan 

perolehan 41,3%. Prabowo Subianto 

memperoleh 34,2%,  

 
Tabel 8. Konkordansi Sosok Prabowo dalam Berita Pilpres 2024 di BeritaSatu.com 

Konteks Kanan Kata Konteks Kiri 

landasan. Semua presiden sebelumnya 

meletakkan landasan dan semua 

berjasa,ò tutur  

Prabowo.  
1.600 Pekerja Mal di Malang Siap 

Menangkan Prabowo-Gibran 1  

Jokowi. Diketahui, KPU telah 

menetapkan presiden dan wakil 

presiden terpilih  

Prabowo  

Subianto-Gibran Rakabuming di 

kantor KPU, Jakarta, Rabu 24 April 

2024.  

dan wapres terpilih melakukan 

pengucapan sumpah dan janji pada 20 

Oktober 2024 .  

Prabowo  

vs Ganjar 4-2, Berikut Hasil 6 Survei 

Periode Oktober-November 2023 

Sabtu, 11  

ADVERTISEMENT "Kita akan terus 

menjaga jejaring dan silaturahmi," 

tambahnya. Sebelumnya,  

Prabowo  

Subianto memastikan Partai Nasdem 

akan mendukung pemerintahannya. 

Hal itu  
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Presiden Joko Widodo berpesan 

kepada presidan dan wakil presiden 

terpilih,  

Prabowo  
Subianto-Gibran Rakabuming Raka 

untuk langsung bekerja seusai dilantik  

Rio Feisal) Jakarta, Beritasatu.com - 

Presiden dan Wakil Presiden terpilih,  
Prabowo  

Subianto dan Gibran Rakabuming 

Raka tiba di Istana Kepresidenan  

ketua umum dengan elektabilitas 

paling tinggi dan berpotensi menang 

adalah  

Prabowo  
Subianto," tandas dia. Sejak wacana 

Koalisi Besar muncul, kata  

Indo Barometer, Polmark Indonesia, 

Populi Center, dan SMRC. Menteri 

Pertahanan  

Prabowo  
Subianto menghadiri silaturahmi dan 

tausiah kebangsaan di Masjid Istiqlal,  

untuk menjalin kerja sama dengan 

Prabowo dan Gerindra seusai Pilpres 

2024.  

Prabowo  
sendiri menegaskan bahwa dirinya 

ingin merangkul semua pihak demi  

capres seperti Capres PDIP Ganjar 

Pranowo dan Ketum Partai Gerindra  
Prabowo  

Subianto. ADVERTISEMENT 

"Elektoralnya itu jauh di bawah capres. 

Ketika  

 
Tabel 9. Konkordansi Sosok Anies dalam Berita Pilpres 2024 

Konteks Kanan Kata Konteks Kiri 

Sementara Ketua Umum Partai 

Prabowo Subianto dan mantan 

Gubernur DKI,  

Anies  Baswedan saling berkejaran di posisi 

dua dan tiga. Dalam  

diri dengan rekam jejak, rekam 

gagasan, dan rekam program," ujar  

Anies  saat memberikan sambutan di kegiatan 

Apel Siaga PKS 

#MenangBersamaRakyat,  

Raka, beserta pihak terkait lainnya, 

KPU dan Bawaslu. BACA JUGA  

Anies:  Pilpres yang Bebas, Jujur, dan Adil Beri 

Legitimasi Kuat  

Kamil meraih 8,7%, Sandiaga 

memperoleh 3,4%, AHY mendapat 

1,9%, dan Erick Thohir meraih 1,6%.  

Anies  Baswedan Jadi Capres Koalisi 

Perubahan, Ini Jawaban Jokowi Selasa, 

31  

ini ketiganya belum mendeklarasikan 

koalisi tersebut dan belum memutuskan 

cawapres  

Anies.  BACA JUGA Partai Nasdem Sebut 

Elektabilitas Anies Baswedan Stabil " 

ini merupakan wujud persiapan 

menghadapi Pemilu 2024 dan deklarasi 

dukungan ke  

Anies  Baswedan. "Apel Siaga Pemenangan 

PKS hari ini adalah bagian  

BACA JUGA Survei Terbaru LSI: 

Ganjar dan Prabowo Bersaing Ketat,  

Anies  Tertinggal Dua Digit "Rugi kalau 

Prabowo justru menjadi cawapres  

disusul Ganjar-Mahfud yang 

memperoleh 30,1 persen dan posisi 

terakhir ditempati  

Anies- Muhaimin dengan 24,4 persen. TKN 

Prabowo-Gibran Mengajak Timses Lain  

karya dan kebijakan-kebijakan yang 

mendobrak dan menerobos 

kejumudan," ungkap  

Anies.  Anies pun mengaku senang bisa 

kembali bersama PKS menyambut  

tingkat kepercayaan 95 persen. Hasil 

survei Polstat: - Prabowo-Gibran 43,5% 

Anies- Cak Imin 25,8% - Tidak tahu/tidak 

jawab 3,5% 2. Indikator Politik 
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- Ganjar-Mahfud 27,2% -  Indonesia  

  

By comparing the three concordances of each presidential candidate, it appears that there is a 

positive portrayal of Ganjar's figure. In some news reports, the emphasis is on Ganjar's 

popularity and high electability. In contrast to when reporting Anies, a lot of information was 

raised about small electability. The positive tone of news towards Ganjar is narrated with 

news quotes about the following survey results: 

SSC Director Mochtar W Oetomo, Wednesday (9/8/2023), said that the highest 

achievement obtained by Ganjar Pranowo was an extraordinary achievement, 

considering that he is a new figure among East Java. 

Furthermore, Mochtar added that the results of the survey among mothers and 

millennials also showed Ganjar Pranowo's dominance. Among millennials, Ganjar got 

43.3%, followed by Prabowo Subianto with 32.8%, and Anies Baswedan with 17.9%. 

In addition, there is also a prominence of Ganjar's image that is close to the community, 

Prabowo's image that is rigid and hard.  
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Abstract 
Stunting is a health issue currently receiving attention in Indonesia due to its impact on children's 

future growth. To support the government program in reducing the prevalence of stunting in 

Indonesia, the FISIP Community Service Team initiated the #LawanStunting campaign on 

Instagram, aiming to educate and raise awareness about the importance of stunting prevention 

among early adolescent girls. The method used in this community service was Community-Based 

Research, involving four activities: a pretest on social media campaigns, a talk show with Radio 

Elfara 98.6 FM Malang, and a podcast with UPT Balai Diklat Kependudukan dan Keluarga 

Berencana Malang. The results showed that many adolescents were unaware of the importance of 

stunting prevention from an early age. This educational campaign program served as one medium 

to enhance their awareness. The community service program also found that the continuation of 

the campaign is necessary to achieve the government's target.  

Keywords: stunting prevention, adolescent girls, social media campaign  

  

Introduction  

Stunting is a serious health problem in many developing countries, including Indonesia. 

This condition is characterized by impaired linear growth in children because of chronic 

malnutrition and it is often accompanied by recurring illnesses. According to the World 

Health Organization (WHO) standards, a child is categorized as being stunted if their height 

is minus two standard deviations from the median child growth standard for their age. 

Stunting not only indicates nutritional problems, but is also closely linked to cognitive 

development, long-term health, and future productivity.  

In recent decades, stunting prevalence in Indonesia has shown a decline, but the figure 

remains high. Data from the Indonesian Nutritional Status Survey (SSGI) in 2022 reported a 

stunting prevalence of 21.6%, down from 24.4% in 2021 (Ministry of Health, 2023). 

Although this reduction reflects the success of various nutritional interventions and as 

outlined in Presidential Regulation No. 72 of 2021 on the Acceleration of Stunting Reduction 

(Anwar, 2023).  

Stunting remains a major focus of the government, as it not only affects children's 

physical growth but also impacts cognitive development, which is critical to future 

productivity and intellectual capacity. Stunted children tend to have lower intelligence levels 

and poorer academic performance compared to those who grow normally. This will affect the 

quality of the future workforce, considering Indonesia's reliance on younger generations to 

sustain economic growth (Nuryuliyani, 2023).  

The nutritional status of adolescent girls is a key factor in preventing stunting. Girls with 

poor nutrition will have the bigger chance to give birth to low birth weight (LBW) babies, 

which directly contributes to the risk of stunting (Nuryuliyani, 2023). Deficiencies in 

nutrients, such as iron and folic acid, during adolescence can affect their health in adulthood 
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and increase the risk of complications during pregnancy. Anemia in adolescent girls, often 

caused by iron deficiency, can lead to problems during pregnancy and childbirth. Poor 

nutritional intake also affects their physical readiness for conceiving and delivering healthy 

babies. Therefore, improving the nutritional status of adolescent girls through programs, such 

as iron supplementation and nutrition education is crucial to reducing future stunting risks 

(Anwar, 2023).   

This is also the case in Malang City. Stunting conditions in Malang City have shown a 

positive trend, with the prevalence rate steadily declining in recent years. In 2023, the 

stunting prevalence was recorded at 8.9%, down from 9.1% in 2022, and significantly below 

the national target of 14%. The Malang City Government has launched various intervention 

programs to address stunting through specific and sensitive nutritional interventions. Specific 

nutritional interventions include programs aimed directly at improving children's nutritional 

status, such as providing nutritious supplementary food, iron supplements for pregnant 

women, and closely monitoring children's health during the critical 1,000-day period of life. 

Sensitive nutritional interventions involve broader factors that also impact children's 

nutritional status, such as access to clean water, sanitation, education, healthcare, and family 

welfare.  

So far, government-driven stunting prevention programs have primarily targeted 

pregnant women, toddlers, and mothers and children already identified as stunted. While this 

approach is not wrong, it's important to understand that stunting is a chronic health problem 

caused by long-term nutritional issues. This issue has persisted for years, often without 

special attention. Girls, especially adolescents, are future mothers who will give birth to the 

next generation. Therefore, their involvement in stunting prevention is crucial. Adolescent 

girls play a significant role in creating a future generation free of stunting, which will help 

achieve the government's goal of reducing stunting prevalence.  

Stunting prevention programs focusing on adolescents in Indonesia still need to be 

enhanced. Although government programs include interventions for adolescents, particularly 

in nutrition and reproductive health education, adolescent participation is often low. One key 

focus is on adolescent girls, as they play a central role in the health of future generations. 

Programs like iron supplementation to prevent anemia in girls are vital to preventing future 

stunting, as this is linked to meeting nutritional needs and avoiding chronic malnutrition.  

Building on this background, this community service project was conducted over six 

months, from January to June 2024, using the Community-Based Research method. The 

activities included discussions and Q&A sessions with stakeholders such as adolescent girls, 

nutrition experts, and the government. The activities carried out included a pre-test campaign 

on Instagram, a talk show with Radio Elfara 98.6 FM Malang, and a podcast with UPT Balai 

Diklat Kependudukan and Keluarga Berencana Malang. The primary target of this 

educational and awareness-raising program was adolescent girls in higher education in 

Malang City. The aim was to increase awareness and understanding of stunting prevention 

among early adolescents, which is expected to help reduce the stunting rate, particularly in 

Malang City.  
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Result and Discussion  

Stunting is not just a health issue, but it is also a developmental one. Stunting is 

categorized as a problem that goes beyond and has immediate physical effects on children.  

World Health Organization (WHO) stated children with stunted conditions tend to perform 

worse in school and also more likely to have chronic illness in adulthood (UNICEF, 2020). 

That statement concludes that children with stunting are more likely to have reduced 

performance and productivity in academic settings and in their future life (WHO, 2020). This 

is why stunting is crucial not only for individual well-being, but also for the future. 

Therefore, addressing the issue and making some program about it is very important and 

critical in preventing its long-term effects.    

The focus of this community service was to educate and raise awareness among young 

adolescents, particularly girls, about preventing stunting through the social media platform, 

Instagram. The reason behind choosing this topic is the fact that stunting prevalence in 

Indonesia remains high while the target is to reduce it to 14% by 2024. This community 

service believes that the prevalence of stunting cannot be reduced without collaboration 

between the government and the people. As an educational institution, Faculty of Social and 

Political Science Universitas Brawijaya (FISIP UB) has a vital role in supporting the 

government to achieve this target. One of the ways to do this is by actively implementing 

programs and campaigns to raise public awareness about stunting. If the population becomes 

more aware, it is hoped that it will contribute to a constant reduction in stunting, particularly 

in Malang City.   

This community service was conducted over a period of 8 months, began in January 

2024 and ended in August 2024, starting with identifying the issue, the target audience, 

designing the campaign concept, and meeting logistical needs. First, we started by identifying 

the issue. This community service focuses on educating and raising awareness for young 

adolescents, especially girls, to prevent stunting issues through the social media platform, 

Instagram. The reason behind why we chose this topic is because stunting prevalence in 

Indonesia is still considered not yet achieved, which is 21,6% by 2022, where the target is 

14% in 2024. There is some urgency that needs to be fixed. This community service believes 

that the prevalence canôt be reduced if there is no collaboration between the government and 

its people. FISIP UB as an education institution has a very strong role to help the government 

to achieve the target, and one of the ways is to actively make some program and campaign to 

make people aware about stunting, and hopefully if the people is aware, it will constantly 

help reduce the number of stunting in Indonesia, especially in Malang City.   

Second, the target audience. This community service initiative has been in progress since 

2023, although there are key differences between the previous year and this year. After 

discussions with relevant stakeholders, UPT Balai Diklat Kependudukan dan Keluarga 

Berencana Malang, we discovered that the focus should not solely be on mothers and babies. 

Their insights revealed that early intervention is essential in preventing stunting. Rather, we 

needed to focus on the root of the problemðyoung adolescents. This is because they will 

eventually become mothers and ensuring that they are healthy during their adolescence is 

essential for preventing stunting in their future children.   

Research indicates that stunting prevention efforts must begin at an early age, even 

before pregnancy, as maternal health and nutrition directly influence the future health of 
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children (Harahap et al., 2020). Also, adolescence is a pivotal stage in their mental and 

physical development. During this stage, girlsô nutritional and health habits play a critical 

role in determining their future ability to have healthy children. That is why any intervention 

at this age is related to a healthy lifestyle which can have long lasting benefits. One of the 

benefits is that it prevents stunting.   

This shift in focus from the previous year's target of mothers and families is a key reason 

why we decided to focus on young adolescents in this year's campaign. Since the target 

audience is young girls, we chose a platform that resonates with themðsocial media.  

According to Tufekci (2017), social media is a powerful tool for raising awareness, especially 

for public health campaigns, as it allows for interactive content tailored to the audience's 

interests. Among various social media platforms, we decided to focus on Instagram, as data 

shows that most people in Indonesia use Instagram daily (We Are Social, 2023). In an era 

where social media plays an important role, itôs very suitable to use social media especially to 

increase the awareness of stunting and how to prevent it from the perspective of young 

adolescents.   

After defining the target audience and selecting the platform, we moved on to our next 

steps, and that is designing the concept of our campaign and addressing the logistical needs 

for its implementation. At the onset of the campaign, our community service team conducted 

a survey to gauge the awareness and understanding of stunting among early adolescents in 

Malang, especially at Universitas Brawijaya. The survey was instrumental in helping us tailor 

our campaignôs content and delivery methods. The initial results revealed that while many 

adolescents were aware of the term "stunting," their understanding of the concept was 

limited. Most respondents could identify stunting as a physical condition but were unclear 

about the specific causes, prevention strategies, or the role that they themselves could play in 

addressing the issue. This gap in awareness confirmed the need for a campaign that not only 

educated early adolescents about stunting, but also empowered them to take responsibility 

and take a tangible action for their own health and nutrition. By focusing on the adolescents 

themselves, we aimed to intervene at a crucial time in their lives when the foundations for 

future maternal health are being established.  

Once we had identified the target audience and assessed the baseline level of 

understanding, our next step was to design the campaign. The overarching goal was to raise 

awareness of the adolescent about the importance of maintaining good health during 

adolescence to prevent stunting later.  Given the adolescent demographic, we chose to use 

Instagram as the primary platform for disseminating the message, recognizing its significant 

reach and influence among young people (We Are Social, 2023). This platform allowed us to 

connect with adolescents in a way that was both engaging and informative, while utilizing the 

tools of the social media ageðinteractive posts, video content, and infographicsðto get our 

message across.  

Our Instagram campaign was designed to strike a balance between education and 

engagement. We integrated entertaining and interactive content alongside educational posts, 

as research has shown that adolescents are more likely to engage with content that resonates 

with their social media habits (Tufekci, 2017). Our posts included feed content, short videos, 

and podcast sessions. These formats not only made the information more digestible but also 

encouraged participation and retention. Our Instagram content focused on four main areas. 
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First, understanding stunting. In this part, we explained what stunting is, how it affects the 

body, and its long-term consequences. This information was framed in a way that connected 

the issue to the everyday lives of adolescents, such as the impact stunting could have on their 

future childrenôs health and development.   

Second, nutritional knowledge. In this part, we provided details about key nutrients 

necessary for growth, particularly iron, calcium, and vitamins A and D. We included posts 

about the dietary sources of these nutrients and how they directly influence physical and 

cognitive development. Adolescents are often at an age where they begin to make their own 

food choices, which makes it a crucial time to reinforce the importance of a balanced diet. 

We made sure to highlight the long-term benefits of these nutrients, including their role in 

improving attention span, learning capacity, and emotional stabilityðall of which directly 

contribute to academic performance and overall well-being. We wanted to show how the 

nutritional choices made today could affect their future health and that of the next generation.  

Third, anemia awareness. For this part, we had given the direct connection between 

anemia and stunting, we dedicated several posts to educating the target audience about 

anemiaôs effects on their body and its prevention. This also tied into our message about the 

importance of iron supplements, which many adolescents do not recognize as a simple and 

effective preventive measure. Iron deficiency, if left unchecked, can lead to fatigue, 

weakened immune function, and poor concentration, all of which can impede their physical 

and cognitive development. We wanted to stress that addressing iron deficiency during 

adolescence not only prevents anemia but also supports overall health, which is essential for 

stunting prevention.  

Fourth and lastly, actionable advice. In this last part, we encourage the adolescent girls to 

take action. We highlighted simple lifestyle changes that they could make to reduce the risk 

of stunting. This included advice on healthy eating, regular exercise, which were presented as 

steps toward self-care and personal health. These features helped assess the effectiveness of 

our messages and encouraged adolescents to actively participate in the campaign. By 

incorporating these practical steps into their daily lives, we hoped to foster a mindset that 

values self-care and a proactive approach to health, which will ultimately contribute to the 

prevention of stunting.  

Other than that, we also recognized that partnerships are key to amplifying the reach of 

any social health campaign, we sought collaborations with influential local organizations. 

These partnerships were essential in not only extending our campaignôs reach, but also in 

lending credibility to our efforts. First partner, Radio Elfara 98.6 FM Malang. Partnering with 

Radio Elfara, a youth-oriented radio station in Malang, was a strategic decision. The station 

already had a large following among adolescents, particularly in the Malang region. We 

organized a live talk show featuring dr. Dwi Fitrianti Arieza Putri, S.Fm, a health and 

nutrition expert, who discussed stunting and its prevention strategies. dr. Dwi Fitrianti Arieza 

Putri, S.Fm discusses stunting and provides guidance on how early adolescents can help to 

reduce the number of stunting. It is important to bring someone with some expertise that 

relates to the issue we talked about, and that is why we chose dr. Dwi Fitrianti Arieza Putri, 

S.Fm. Her presence added credibility to the message and ensured that the information shared 

was medically accurate. Her emphasis on the role of personal health and nutrition that can 
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help to reduce the number of stunting. Based on that, it shows that small lifestyle changes 

could have a significant impact on stunting prevention.    

In that live talk show, we are not only talking about how to prevent stunting from the 

perspectives of the doctor, but also from the academic. In this session, our Community 

Serviceôs Lead, Isma Adila, S.I.Kom., M.A., gave some information about the actual target 

audiences that needs to be taken care of to prevent stunting. Adila also stated that the use of 

social media is very important nowadays, not only for socializing, but also for educating and 

raising awareness through campaigns. From this campaign, Adila hoped that it can bring 

some new knowledge and increase the awareness of the people, especially early adolescents 

in Malang City. Both sessions were delivered in an interactive format and allowed listeners to 

call in with questions, which contributed to a more personalized and engaging learning 

experience.  

  

 

Picture 1. Talk show on Radio Elfara 98.6 FM Malang (June 26, 2024)  

  

Our second partner, UPT Balai Diklat Kependudukan dan Keluarga Berencana Malang. 

Another important collaboration that we have already done was with UPT Balai Diklat 

Kependudukan dan Keluarga Berencana Malang. It is an organization involved in family 

planning and population development focused on Malang City. During the podcast, 

Benedicta Ika Ermadela, S.I.Kom, the representative of UPT, highlighted the detrimental 

effects of early marriage on maternal health and the increased risk of stunting. This podcast 

not only provided further depth to the campaign, but also expanded the conversation about 

stunting prevention into the broader societal context, including cultural norms behind the 

early marriage phenomenon.  
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Figure 2. Podcast with UPT Balai Diklat Kependudukan dan Keluarga Berencana Malang posted on Instagram 

@lawan_stunting (July 1, 2024)  

  

One key takeaway from this podcast was the identification of early marriageð 

especially when it is unplanned and unsupportedðas one of the main factors contributing to 

stunting. Based on Benedicta, early marriage remains a significant factor that can contribute 

to stunting cases in Indonesia. This phenomenon often happens in rural and underserved 

areas, where education is still lacking. There are some consequences that happen because of 

early marriage, such as increased likelihood of malnutrition. After giving birth, young 

mothers often lack the resources or knowledge to provide proper nutrition for their babies, 

which increases the risk of stunting. Additionally, Benedicta mentioned that early marriages 

are sometimes supported by the families of the young couples, which is why we, as an 

institution, need to conduct socialization campaigns and raise awareness about this issue and 

the side effects of early marriage.   

Yoosefi et al (2023) stated that if women decided to have an early marriage, it would 

cause many individual, family, and social problems for them and that could endanger their 

health. That is why it is better if we must think twice before we decide to get married at an 

earlier age, especially if it is an unplanned one. Through our podcast, we aimed to shed light 

on these realities and engage with adolescents and their support system about the risk 

associated with early marriage and stunting itself. This dialogue is crucial in shifting cultural 

perceptions and encouraging families to prioritize education and health over early marriage. 

By engaging young girls, their families, and local communities in these conversations, we 

aim to create a shift in cultural practices that can pave the way for a healthier, more informed 

society  

The podcast also discussed the importance of educating young girls about maintaining 

their health and reproductive well-being. It highlighted the detrimental effects of early 

marriage and the need for prevention through awareness campaigns. This understanding 

should not rest solely on adolescents, but it must also involve families, friends, and the 

broader community to create a strong support system. When adolescents and those around 
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them understand the importance of a healthy lifestyle and regular iron supplementation, they 

will be better equipped to make the right choices for their own health and the health of future 

generations. All the statements that have been told earlier reflect the pressing challenges that 

are currently faced by UPT Balai Diklat Kependudukan dan Keluarga Berencana Malang. 

This has led UPT Balai Diklat Kependudukan dan Keluarga Berencana Malang to always 

actively participate in helping the government to make a better environment for our future 

generations. These challenges highlight the need for a multifaceted approach when 

addressing the issue of stunting, including education, community support, and also systemic 

change.   

These collaborations significantly broadened the campaignôs impact, enabling us to reach 

a wider audience and create meaningful conversations around the issue of stunting 

prevention. By working closely with Radio Elfara and UPT Balai Diklat, we leveraged their 

platforms to ensure that our message reached adolescents beyond the university setting, 

extending our outreach into different communities across Malang City. These partnerships 

were pivotal in increasing the credibility and influence of our campaign, and we saw that 

with their help, we could foster an environment where the issue of stunting was taken 

seriously. The combination of digital engagement through social media and traditional media, 

like radio, created a powerful platform for disseminating information to a broad spectrum of 

the population. Moreover, the impact of these collaborations extended beyond the digital 

realm. The live radio talk shows and podcast sessions provided opportunities for the listeners 

to actively participate, ask questions, and engage with experts on the topic. This interactivity 

not only ensured that the information was well understood but also created a space for open 

dialogue about the challenges adolescents face when it comes to maintaining their health. As 

a result, these discussions encouraged individuals to reflect on their own habits and consider 

how they could incorporate healthier practices into their daily lives, thus contributing to the 

broader goals of stunting prevention.  

Despite the overall success of the campaign, we encountered several challenges that 

tested our ability to adapt and continue delivering impactful content. One significant 

challenge was finding reliable and effective partners. Initially, we struggled to secure 

commitments from key organizations. However, through persistence, clear communication 

about the mutual benefits of collaboration, and the tangible impact our campaign could have 

on public health, we were eventually able to form strong partnerships with Radio Elfara 98.6 

FM Malang and UPT Balai Diklat Kependudukan dan Keluarga Berencana Malang. These 

partnerships proved invaluable in amplifying our reach and ensuring the credibility of our 

message, also it relates with our target audience and the issue we raised.   

Another challenge was addressing the technical and logistical demands of running a 

social media campaign. Initially, we found that maintaining consistent engagement across 

different content formats, such as posts, stories, and videos, required more time and effort 

than anticipated. Managing the frequency of content updates while ensuring that each post 

maintained high quality was a task that required coordination and teamwork. Furthermore, 

the use of multimedia, like videos and podcasts, demanded more resources, both in terms of 

time and technical skills. While these platforms were great for engagement, they also placed 

pressure on our team to stay on top of both content creation and timely distribution.  



4th Brawijaya Communication International Conference (BCIC) 2024 

4th Brawijaya Communication International Conference (BCIC) 2024 É The Author(s) 2024. Published by Master of 

Communication Science Program, Faculty of Social and Political Sciences, Universitas Brawijaya. All right reserved. For 

permissions, please e-mail: magisterilmukomunikasi@ub.ac.id or visit bcic.ub.ac.id 

 

Furthermore, the issue of audience engagement posed a challenge. While Instagram is a 

popular platform among adolescents, ensuring that they not only viewed but actively engaged 

with the content was considered difficult. In order to overcome this problem, we had to adjust 

our strategy by blending educational content with entertainment. By doing that strategy, we 

were able to cater to the preferences of the adolescent demographic while still delivering 

important messages about health and nutrition.  

In addition to this, we found that certain content needed to be presented in a more 

focused and compelling way. While our broader campaign touched on issues like anemia, 

nutrition, and stunting, some of these topics were less frequently discussed in the adolescent 

community. To address this, we put more emphasis on these areas, especially anemia, by 

breaking down the subject into bite-sized, easily digestible pieces. This allowed us to make a 

difficult topic more accessible and relatable. By creating a series of posts dedicated 

specifically to anemia and its connection to stunting, we were able to raise awareness about 

the impact of iron deficiency on both physical and cognitive development. This focused 

approach helped us tackle more niche topics that were crucial for stunting prevention.  

Additionally, as we sought to increase engagement, we also began collaborating with 

influencers from Malang City who were able to amplify the message further. These 

influencers, many of whom had large followings on social media, served as trusted voices 

among adolescents, making it easier for them to connect with our content. Their involvement 

not only boosted the visibility of the campaign but also lent a sense of legitimacy and trust to 

the information we were sharing. Their endorsement made it clear that stunting prevention 

was an issue worth paying attention to, and their voices helped amplify the message to a 

wider audience, ensuring that we reached more young people across the city.  

Finally, while measuring the immediate impact of our campaign was challenging, we 

were optimistic about the long-term effects. Although we did not expect to see drastic 

changes overnight, we firmly believed that the foundation we laid through education and 

awareness would eventually lead to positive shifts in behavior. According to Harahap et al. 

(2020), stunting prevention efforts must start early in life, ideally before pregnancy, to ensure 

maternal health. Educating young girls now about the importance of nutrition and 

maintaining a healthy lifestyle will likely have positive long-term effects on reducing the 

prevalence of stunting in the next generation. This proactive strategy empowers adolescents 

with the necessary knowledge and resources to make informed choices about their health and 

well-being, which can, in turn, lead to healthier pregnancies and children in the future.  

Moreover, the campaign also contributed to raising awareness about broader social 

issues, such as early marriage and its impact on maternal and child health. By addressing 

these interconnected issues, we hope to spark conversations that lead to societal change. The 

awareness campaign went beyond just stunting prevention; it also fostered discussions about 

the importance of delaying marriage until individuals are physically and emotionally 

prepared to handle the responsibilities of parenthood. The conversation surrounding early 

marriage, often an issue deeply rooted in cultural norms, requires continued dialogue and 

education to shift perceptions and ensure that more young people are equipped with the 

knowledge they need to make empowered, informed decisions about their lives and health.  

Looking ahead, it is essential that we continue to foster partnerships with local 

organizations and continue to create educational content that resonates with the community. 
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The campaign has opened doors for future collaborations, and we plan to leverage these 

relationships to sustain our outreach efforts. By building on the success of this campaign and 

continuously engaging with stakeholders, we hope to ensure that the issue of stunting 

remains a priority and that the next generation of adolescents in Malang is equipped with the 

knowledge and skills to reduce the prevalence of stunting and promote better maternal health.  

Through this campaign, we have not only addressed an immediate issue but also 

contributed to the long-term goal of improving health literacy among young people. By 

focusing on adolescents, we are laying the groundwork for a healthier future generation that 

will be better prepared to face the challenges of stunting and its associated health 

consequences. As we move forward, we remain committed to continuing our efforts, 

deepening our partnerships, and refining our messaging to ensure that we reach as many 

people as possible and create lasting change in the community.  

  

Conclusion  

This community service campaign effectively raised awareness about stunting and its 

prevention among early adolescents in Malang. By leveraging social media, collaborating 

with local partners, and addressing the root causes of stunting, particularly early marriage, 

the campaign has made meaningful strides in fostering a more health-conscious generation. 

We hope that the lessons learned from this campaign will contribute to more widespread 

efforts to combat stunting in Indonesia, ensuring a healthier, more informed future 

generation.  

Health education through nutrition education to prevent stunting is part of health 

promotion aimed at changing individual behaviors, particularly in early adolescent girls, to 

become healthier. Health promotion is a government-regulated intervention activity, but it 

also requires social support and community empowerment (Puspitasari, 2022). Government 

regulations are included in the National Strategy for Accelerating Stunting Prevention 

(Stranas Stunting), developed through an assessment and diagnosis of stunting prevention, 

including identifying priority activities. These priority activities aim to increase the coverage 

and quality of nutritional services for pregnant women and children aged 0-23 months 

(Ministry of Health, 2018).  

Providing education on the importance of balanced nutrition can become a flagship 

program to accelerate the governmentôs target of reducing stunting rates in Indonesia, 

especially in Malang City. The campaign initiated by the Community Service Team has 

carried out several activities to educate and raise awareness, particularly among early 

adolescent girls, about stunting and its prevention methods. As known, stunting is not solely 

the responsibility of mothers but also adolescents. Through this community service program, 

it is hoped that society's understanding, especially that of early adolescent girls, will increase 

and contribute to accelerating the reduction of stunting cases in Malang City.   
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Abstract 

This study explores the correlation between extraversion -  one of dimensions of personality 

identified by Hans Eysenck and communication apprehension, as defined by James McCroskey. 

These variables are closely related to the communibiology paradigm, a theory developed by 

communication scholars which posits that biological processes in the human body influence 

communication behavior, rather than solely social learning. Family Planning Counselors, who 

need to communicate effectively in various contexts, were the focus of this study. Family Planning 

Counselors completed a self-report questionnaire to assess their personality types, especially 

focused on neuroticism type, and the relationship between their personality traits and their levels 

of communication apprehension.  

Keywords: neuroticism, communication apprehension, communibiology  

  

Introduction  

So far, we understand that the study of communication science is a branch of social 

science that cannot be separated from the principles of social science, such as the idea that 

human behavior is a result of its surrounding environment. A debate has emerged among 

academics regarding whether nature or nurture plays a greater role in shaping individual 

behavior (Beatty & McCroskey, 2000). The development of science has created opportunities 

to study communication from a new perspective, such as biology, which eventually gave rise 

to the communibiology paradigm. Communibiology originated from the ideas of Michael 

Beatty and James McCroskey, who argued that human behavior is largely determined by 

innate biological traits that are consistently formed across various communication situations 

(L. L. McCroskey et al., 2014).  

Research within the communibiology paradigm is mostly conducted in the fields of 

communication education and instructional communication. The concept of communication 

apprehension, which is the anxiety related to interpersonal communication, is one of the 

primary focuses of studies using the communibiology paradigm. In Beatty et al., (1998) traits 

such as shyness, anxiety, and sensitivity are shown to lead to communication apprehension. 

Individuals who are genetically predisposed to be shy or anxious are more likely to 

experience anxiety in various communication situations. Additionally, sensitivity in certain 

areas of the brain, such as the amygdala and prefrontal cortex, which are involved in 

processing emotions, also affects communication apprehension.  

Meanwhile, McCroskey also studied communication apprehension in the context of 

instructional communication. His initial research was still within the social learning 

paradigm. In his early writing on communication apprehension, McCroskey defined it as 

being characterized by fear or anxiety associated with interpersonal communication (J. C. 
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McCroskey & Richmond, 1982). In another work (McCROSKEY, 1977) he stated that 

communication apprehension could be influenced by various factors, such as specific 

personality traits, biological factors, and social factors. McCroskey initially believed that 

communication apprehension was learned and could be unlearned, but later realized that this 

approach had limited effectiveness in treatment studies. As a result, he shifted his focus to a 

new paradigm that emphasized biological factors as the primary cause of communication 

apprehension (L. L. McCroskey et al., 2014).  

A shift in perspective on communication apprehension began to occur. Biological factors, 

which were previously considered just one of the contributing factors to communication 

apprehension, began to be assumed as playing a larger role in communication apprehension. 

When discussing biological factors, we are referring to the functioning of biological systems 

in the body, such as the nervous system and hormonal system, which influence human 

behavior.  

Beatty et al., (1998) elaborated on communication apprehension based on 

psychobiological principles. Psychobiology encompasses knowledge of neurology, 

neuroanatomy, and the endocrine system. Differences in communication anxiety among 

individuals are due to differences in biological functions. Given the increasing evidence 

suggesting biological origins for social traits, it is logical to consider communication 

apprehension from this perspective. Recent personality research has simplified the many 

identified personality traits into just a few basic dimensions. Eysenck's three-factor model, 

consisting of psychoticism, extraversion, and neuroticism, is the most accepted and 

replicated structure.  

Eysenck's three-factor model of personality is based on differences in the function of 

neuroanatomical systems or the brain that create different personality tendencies. From a 

neuropsychological perspective, according to Eysenck( 1983) the personality of extraversion 

occurs due to differences in the cortical areas of the brain. Individuals with extraverted 

personalities have lower levels of arousal in the cortical areas of the brain, causing them to 

seek external stimulation. In general, extraversion is characterized by how an individual can 

actively socialize with those around them (Engler, 2014). Indicators in the form of traits or 

characteristics on the dimension of extraversion versus introversion include being sociable, 

lively, active, and dominant (Schultz & Schultz, 2017). Eysenck's view aligns with the 

communibiology paradigm, which posits that communication anxiety is influenced by 

biological factors within the human body.  

In the three-factor model of personality developed by Eysenck, the dimension of 

extraversion is said to have a negative correlation with communication apprehension. J. C. 

McCroskey et al., (2001) tested the relationship between Eysenck's personality dimensions, 

including extraversion, and communication variables, including communication 

apprehension. The results showed that extraversion was negatively correlated with 

communication apprehension. Similar findings were obtained from a study by Neuliep et al., 

(2003), which investigated the relationship between personality dimensions (referred to as  

"temperament" in their research) and communication apprehension. The study was conducted 

in an intercultural setting involving participants from the United States and Japan. The results 

showed that communication apprehension was negatively correlated with extraversion in 

both American and Japanese participants.  
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This research is a replication study that will examine the correlation between the 

dimension of extraversion and communication apprehension. So far, studies using the 

communibiology paradigm are still rare in Indonesia. From the researcher's search on Google 

Scholar, studies in the communibiology paradigm in Indonesia mostly involve literature 

reviews on physiological mechanisms in the brain. One dissertation that discusses 

communication biology is by Darmawan (2006), which addresses communication behavior 

that occurs in various parts of the human brain. Other research related to brain activity in 

determining communication behavior has focused on verbal aggression on social media 

(Fajar, 2020) and the process of audience perception formation (Fajar et al., 2021).  

This study was conducted on 119 Family Planning Counselors in East Java who were 

identified as having an extraversion personality tendency based on a survey using the 

Eysenck Personality Questionnaire Short Form. Their job as counselors requires them to 

communicate effectively in various communication contexts. The researcher hopes to prove 

that the tendency towards an extraversion personality will be negatively correlated with 

communication apprehension. To measure the level of communication apprehension among 

respondents, the researcher used the Personal Report of Communication Apprehension 

instrument created by McCroskey (J. C. McCroskey et al., 1985).   

  

Result and discussion  

A total of 191 family planning counselors in East Java completed a questionnaire to 

map their personality type tendencies using the Eysenck Personality Questionnaire Short 

Form. Out of the 191 respondents, 119 exhibited a tendency towards the personality type of 

extraversion. Among these 119 respondents, there were 47 males and 72 females. After 

mapping the personality type tendencies, the respondents were asked to fill out the Personal 

Report of Communication Apprehension questionnaire by McCroskey. The McCroskey 

instrument contains 24 questions designed to measure the level of communication 

apprehension.  

The Personal Report of Communication Apprehension instrument is used to measure 

communication apprehension in four communication contexts: group communication, 

meetings, interpersonal communication, and public speaking. The statements included in the 

PRCA instrument relate to the anxiety individuals feel when they have to communicate. For 

instance, in the group dimension, a statement presented is, "I do not like to be involved in 

small group discussions." In the meetings dimension, an example statement might be, "I am 

afraid to express my opinion in meetings." In the interpersonal dimension, an example 

statement is, "When speaking with new people, I feel very nervous." Meanwhile, the public 

speaking dimension includes statements such as, "I am not afraid when speaking in front of a 

large audience." A bivariate correlation analysis was conducted to examine the relationship 

between the extraversion personality dimension and each communication context.  
  



Examining the Relationship Between Extraversion and Communication Apprehension in East Javaõs Family 
Planning Counselor Using Communibiology Approach 

ΝΟΜ 
 

Table 1. Correlation between Extraversion and Dimensions of Communication Apprehension  

  Group  Meetings  Interpersonal  Public 

Speaking  

Correlation 

Coefficient  

0.210  0.28  0.17  0.147  

Sig  0.022  0.763  0.853  0.110  

 

The table above shows the correlation results between extraversion and the four 

dimensions or components of communication apprehension, namely group, meetings, 

interpersonal, and public speaking. In the group dimension, the value of r = 0.210 with a p-

value of 0.022. This value indicates a positive correlation, although the correlation is weak. 

In the meetings dimension, the value of r = 0.28 and the p-value is 0.763, indicating no 

correlation. The interpersonal dimension yields an r value of 0.17 and a p-value of 0.853, 

showing no correlation. In the public speaking dimension, the r value is 0.147 and the p-

value is 0.110, which also indicates no correlation.  

 
Table 2. Correlation between Extraversion and Communication Apprehension  

  Communication Apprehension  

Correlation Coefficient  0.149  

Sig  0.105  

  

In the communication apprehension variable, correlation analysis was conducted 

using Spearman's rho because the data obtained are ordinal. After the analysis, the 

significance value was 0.105 with a correlation coefficient of 0.149. From these values, two 

conclusions can be drawn. First, the relationship between the two variables is weak because r 

= 0.149. Second, this relationship is not statistically significant because the p-value > 0.05. 

This means that, although there is a slight indication that the relationship between the two 

variables is positive, it cannot be concluded that the relationship is real or merely 

coincidental. Overall, the relationship between the two variables tends to be weak and 

insignificant, so there is no strong evidence to assert that there is a statistically meaningful 

relationship.  

These results differ from previous research, which indicated a negative correlation 

between extraversion and communication apprehension. This study is a replication of 

previous research (J. C. McCroskey et al., 2001; Neuliep et al., 2003), thus the measurement 

method and statistical analysis are the same. The lack of correlation shown in this study may 

be due to several factors. Differences in respondent characteristics, as well as differences in 

research context and situation, may be the reasons for the absence of correlation. The 

subjects in the previous study were students taking a basic communication course, while in 

this study, the subjects are Family Planning Counselors who already have work experience. 

The communibiology paradigm assumes that anxiety is influenced by genetic factors, but this 

could not be proven in this study, particularly for the extraversion personality type. It is very 

possible that other variables may influence or moderate a person's personality type, 

especially the relationship between extraversion and communication apprehension. For 

instance, length of employment. Family Planning Counselors require good communication 

skills as their main task is counseling, which requires daily communication in various 
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contexts. Based on existing research in personality psychology, communication skills should 

not be considered as being solely dependent on extraversion. Instead, communication skills 

serve a distinct function and can influence how and when extraversion is relevant to the 

emergence of certain behaviors or outcomes (Mitchell et al., 2022).   

Biologically, extraversion can be said to have no correlation with apprehension 

because the biological tendencies of extraverted individuals differ from those of individuals 

who tend to be apprehensive. A substantial amount of evidence indicates that extraverts tend 

to experience positive emotions more often and with greater intensity. Behaviorally, 

extraverts are more likely to experience and recognize positive emotional states. 

Neurologically, there is a positive correlation between extraversion and brain areas linked to 

emotion processing when positive emotional stimuli are present (Hassan et al., 2021). This is 

contrary to individuals with communication apprehension, where communication 

apprehension is defined as "fear or anxiety associated with either real or anticipated 

communication with another person or persons" (McCroskey & Richmond, 1982). Fear and 

anxiety are not present in the personality tendencies of extraversion, which is characterized 

by positive affect.  

Positive affect, which is a blend of positive emotions and motivation, is strongly 

linked to extraversion. Therefore, extraversion is fundamentally rooted in positive incentive 

motivation. The similarities between extraversion and a behavioral approach system in 

mammals, which is centered on positive incentive motivation, suggest the involvement of a 

neuroanatomical network and neurotransmitters that modulate the processing of this 

motivation (Depue & Collins, 1999). The E dimension is strongly associated with the 

experience of positive affect (Ball & Zuckerman, 1990). An early study indicated that the 

strong connection between extraversion and positive affect might be partially attributed to 

extraverts' higher involvement in social activities (Argyle & Lu, 1990).  

 In Eysenck's concept of personality dimensions, the underlying differences between each 

personality type are based on differences in brain function. In the extraversion personality 

dimension, the distinction between individuals with high extraversion and those with low 

extraversion (introversion) lies in the differences in the cortical areas of the brain associated 

with levels of arousal (Eysenck, 1983). Eysenck mapped various parts of the brain, 

particularly the cortical areas, where the Ascending Reticular Activating System (ARAS) is 

located. Within the ARAS, there are differences in the levels of arousal between extroverted 

and introverted personalities.  

From other perspective of neuroanatomy, extraversion was identified as the primary 

predictor of regional brain volume in areas related to affective processing. The volume of the 

orbitofrontal cortex and the right amygdala was positively associated with extraversion. 

Since extraversion is considered a protective factor against developing anxiety disorders and 

depression, and is linked to generating positive affect, the current findings suggest that the 

lower risk of affective disorders in individuals with high extraversion is related to the 

modulation of emotion processing through the orbitofrontal cortex and amygdala (Cremers et 

al., 2011).   

  

Conclusion  

In this study, no correlation was found between extraversion and communication 

apprehension. Differences in respondent characteristics compared to previous studies may be 
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one contributing factor. Family planning counselors are required to communicate effectively 

in various contexts, and the extraversion personality trait, which lacks apprehensive 

tendencies, may prevent communication apprehension from occurring. Communication 

apprehension in extroverted individuals can also be influenced by other social factors. 

Therefore, the communibiology paradigm, which assumes that biological and inborn factors 

affect communication behavior, was not strongly supported in this study.  

This research has the limitation of measuring only one dimension of Eysenck's 

personality, namely extraversion, with one communication variable, communication 

apprehension. Future research could explore other dimensions of Eysenck's personality, such 

as neuroticism and psychoticism. Additionally, other personality dimensions proposed by 

scholars studying personality theory could be examined further, such as Gray's personality 

theory, which discusses personality dimensions based on the Behavioral Inhibition System 

(BIS) and the Behavioral Activation System (BAS). In various literatures, comparisons 

between Eysenck's and Gray's personality dimensions are often made, making it an intriguing 

topic for further exploration.  
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Abstract 

Social media is a website 2.0 network that presents User Generated Content as a new innovative 

tool in digital marketing communication. Instagram is one of the most popular and widely used 

social media in the implementation of User Generated Content by Micro and Small Enterprises 

(MSMEs) with the aim of influencing customers to buy a product on digital media. Salad.Nyoo is 

one of the fruit salad pioneers engaged in the culinary field of healthy food from fresh fruit. 

Through its Instagram, the results of @salad.nyoo content apply User Generated Content as a 

strategy to increase leads and sales.  This research uses Hypodermic needle theory to provide a 

better understanding of how User Generated Content can be used to attract consumers. The 

SMCR concept is used as a tool to explore UGC to gain insight into effective digital marketing 

strategies for leads and sales. This research uses a qualitative approach to explore in depth about 

User Generated Content on the @salad.nyoo account based on the qualifications of the concept 

of SMCR, namely SMCR which stands for Source, Message, Channel, and Receiver. Researchers 

used data collection methods through observing Instagram @salad.nyoo which reposts user 

generated content to its Instagram feeds. Incorporating UGC into the SOSTAC marketing 

strategy allows businesses to support marketing objectives by increasing user engagement, 

strengthening relationships with audiences, and leveraging the power of communities.  

 

Keywords: Digital Marketing, User-Generated Content, Instagram 

  

Introduction  

With the advent of the internet, marketing has transformed and entered a new era known 

as digital marketing. Digital marketing is an attempt to introduce products by involving 

various sophisticated digital media channels such as websites, blogs, social media 

(Instagram, whatsapp, line), Youtube to be able to communicate with potential customers 

through online communication channels (Chakti, 2019). Digital marketing as a marketing 

strategy that is most in demand by entrepreneurs to attract the attention of potential buyers 

interested in the products or services offered (Sari et al., 2023). One of them is Micro and 

Small Businesses (MSMEs) who utilize digital marketing to strengthen the sales and brand 

identity they offer. These MSME entrepreneurs can achieve many benefits and advantages 

when implementing digital marketing through social media (Veranita et., al 2022).  

Social media is an internet-based software built on the ideology and technology of Web 

2.0, which supports users to create user generated content to interact and share information 

content through platforms such as social networks, blogs, forums, wikis, etc. (Kaplan & 

Haenlein (2010). In this context, entrepreneurs use social media to become the right place to 

selling because Social-media is a widely used application by everyone. One of the social 

media that has useful for marketing products or services is Instagram (Sasmita & Kurniawan, 

2020). Instagram is an application that has photo and video sharing services. According to   
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Kotler & Keller in Pertiwi & Rusfian, (2021) sharing photos using filters to make photos 

look more professional through a mobile camera is a characteristic that exists on Instagram to 

be uploaded and shared. Statista, (2021) emphasized that Instagram recorded monthly active 

user data worldwide in January 2021 has more than 1 billion active users, half of them access 

the platform every day. Instagram has a variety of categories that can be marketed through 

the internet such as clothing products, tourist attractions, services, smartphone trinkets and 

culinary (Sugandi & Kusuma, 2018).  

Instagram serves as the main social media platform for User-Generated Content (UGC), 

where users share posts of brands, goods and services with their audience for information, 

interaction and promotion. This content can then be reposted by brands on entrepreneurs' 

social media pages. The existence of User generated content in social media allows for high 

engagement between audiences and consumers towards a brand (Nisrina, 2021). Saladnyoo is 

one of the MSME businesses in the culinary field that has implemented active user generated 

content on its instgaram with the account name @salad.nyoo. Saladnyoo is the pioneer of the 

No. 1 fruit salad in Indonesia, Saladnyoo is present in several cities in Indonesia from Jakarta 

to Java. The number of followers on Instagram is 163k with 5,489 posts. Saladnyoo was 

chosen in this study because it is quite active in sharing user-generated content or UGC.  

The role of UGC on social media has been widely discussed in several previous studies 

such as in the research of Desi Rubyanti and Irwansyah (2020) examined ñThe Role of User 

Generated Content (UGC) Instagram in the Food Industryò. This study aimed to understand 

ñhow the role of User Generated Content as Electronic Word of Mouth on the Instagram 

platform for food industry players?ò. The research aims to determine the way food industry 

entrepreneurs see UGC on Instagram can play a part in E-WOM tools to help market their 

products digitally. The results showed that using user-generated content such as reviews, 

photos, or videos about food can help spread information about products organically share 

information and communicate with other users and can function as Electronic Word of Mouth 

(E-WOM), especially in the food industry. There is research on the topic of user generated 

content written by Muhammad Miftakhur Rizky and Tutut Nofita Sari (2020) ñThe Influence 

of Instagram Social-Media Against Traveling Interestò. This study aims to discuss the 

influence of Instagram social media on travel interest using the theory of visiting interest in 

Marketing for Hospitality. The results of the study indicate that the Instagram Traveling 

Social Media variable has a significant influence on Interest in Visiting a destination. 

Instagram Social-Media has an influence variable, namely the hashtag indicator. Using 

hashtags that can be used to disseminate photos to be easily found by followers.  

Hypodermic needle theory is a bullet theory that can be connected as a link about the 

message directly according to the target without intermediaries (Agustini & Syarifudin, 

2024). This means that the message or information sent directly will reach its target, namely 

the recipient of the message. This theory has a strong enough influence to affect the 

assumptions and management of online media and is considered a more informed person. 

Hypodermic needle theory tends to view audiences as passive recipients who are directly 

affected by media messages (Pamungkas Alhafidh, 2021). This will be a good opportunity 

for online shop media with many Instagram followers to increase leads and sales and the 

business will develop more quickly. Ways to increase leads and sales in Instagram media can 

be by increasing user generated content, the number of Instagram followers, likes, comments, 
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and reviews. User generated content uploaded can influence message recipients because the 

content is positive and it is likely that many will buy the product.  

The primary purpose of the current research is to explore User-Generated Content (UGC) 

as an effective strategy in digital marketing communication, especially in increasing leads 

and sales on social media. To achieve this goal, this research will connect hypodermic needle 

theory with the SMCR model, this can be done to explore ñhow user generated content 

uploaded can affect lead and salesò. The intention of this finding is to complement the results 

as a structured and systematic digital marketing strategy.This research uses a qualitative 

approach with descriptive analysis to explore in depth about User Generated Content on the 

@salad.nyoo account based on the qualifications of the concept of SMCR, namely SMCR 

which stands for Source, Message, Channel, and Receiver.  

Data will be collected through observing Instagram @salad.nyoo which reposts user 

generated content to its Instagram. The research will observation @salad.nyoo account that 

has developed using UGC in their digital marketing campaign. Data will be taken from 

campaigns, content, review etc, that take place on the Instagram platform through content. 

User-generated content will be analyze to assess the elements that are most effective in 

driving engagement and conversion. Through this approach, it is hoped that this research can 

provide a deeper understanding of the effectiveness of UGC as a strategy in digital marketing 

communications, as well as its impact on leads and sales on social media.  

  

Result and Discussion   

Instagram account @Salad.nyoo is an Instagram account that promotes healthy food 

culinary from fruit and a pioneer of fruit salad in Indonesia. Seeing from the Instagram 

followers as many at 163K is well-known by many people. With the price sold not draining 

the pockets started from 15,000. This fruit salad has pieces of watermelon, melo, apple, pear 

and toppings of strawberries, kiwi, Sunkist oranges, grapes, cheese, and sauce. from the 

various types of fruit makes consumers interested in buying. Salad.nyoo is able to prove that 

the ingredients used for its foods can be guaranteed fresh due to the managing of UGC as 

social proof in reviews to build positive perceptions about the product.  

The title of the book The Process of Communication (1960), David K. Berlo introduced a 

new model in which the true meaning of communication messages can be found in body 

language. Berlo's communication model can be used on media channels used to communicate 

to message recipients. According to Berlo, there are four elements that allow a 

communication process to take place into the media, namely: source (source), message 

(message), channel (channel), receiver (Receiver). This communication is the main idea that 

exists in everyone. The sequence of words is processed into a message and sent to the 

recipient of the message through any media including social media. The receivers receive the 

message, and will understand the meaning of the message delivered and then do or respond 

to the recipient of the message. The sender of the message judges that there is an 

effectiveness of the message sent to the receiver of the message. The result of user generated 

content in social media entreprenurship with Berlo's communication model can be explained 

as follows:  

A. Source is described by a person, group, or other entity that sends information in the 

form of a message to the recipient in social media. Users in the content can influence 
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consumers and provide information according to personal experience in the form of 

reviews. Usually, this user communication process needs to be considered and must 

be in accordance with the purpose of delivering information to target the right target 

to the recipient of the message. The goal is for the delivery of messages to be 

effective and reach consumers who are expected to be interested in the goods being 

promoted.  

- In Instagram media, the intended source is @nanakoot as user generated content 

and uploaded on the @salad.nyoo feeds page. @nanakoot is an influencer in the 

field of food and as an active user in reviewing food to be promoted.  

  

 
Figure 1. @nanakoot as User Generated Content 

 

B. Message, is a message conveyed by users. The message conveyed can be in the form 

of reviews, opinions, likes based on personal experience. This message can be 

conveyed by users on social media.   

- In the Instagram message media, @nanakoot as user generated content reposted in 

the @salad.nyoo account @nanakoot said that salad.nyoo fruit salad has a variety 

of menus and explains the contents in the salad. He reviewed each menu and they 

all tasted good, and gave a rating of 9 for the value of the food. In the content he 

provides information that the fruit salad can be disordered through gojek or grab. 

This can provide a message for recipients who watch content in the @salad.nyoo 

account to try immediately. The hastag campaign as a slogan to promote products 

in each post is #TheBestQualityOnly. This hastag includes a message that is 

shown to consumers to promote to be better known as a product that has the best 

quality product.  

C. Channel is a tool or means used by users to convey messages. In this context, the 

channel in question is the social media used by the selected UGCs in delivering 

product-related content or. From the data collected, Instagram was chosen as the 

focus of the social media used.   

- The results of this study show Instagram as a twisted platform with the account 

name salad.nyoo. the number of followers is 163K with the number of posts 

5,489.  
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Figure 2. akun media Instagram salad.nyoo 

D. Receiver, is the party receiving the message in a communication process. The recipient of 

the message can be followers on social media, viewers, comment columns, or likes on the 

Instagram platform. In this research, because the channel used is social media, the 

recipients are the users of social media platforms, especially those who are followers of 

the influencers who are the subject of the research. Reception from social media channels 

can be audio, visual, written, or a combination of the three. After the message is 

transmitted by the source, the recipient will try to interpret and understand the content of 

the message conveyed based on the context, knowledge, and experience of the recipient 

to then take action to buy a product as a consumer who is influenced by UGC on social 

media.  

 
Figure 3. screnshoot kolom komentar  

- The results of this discussion are interactions in the comments column of the 

salad.nyoo account on @nanakoot's content uploads. It can be seen from these 

replies that they justify the information conveyed by @nanakoot that the 

promoted salad is very delicious and must be tried.  

S-M-C-R is used to explore user generated content on the @Salad.nyoo account in this 

study which is well known as the David K. Berlo model. Berlo's communication model is 

commonly known as the SMCR model, which stands for Source, Message, Channel, and 



Exploring User-Generated Content as an Effective Strategy Digital Marketing Communication in Increasing 
Leads and Sales on @Salad.Nyoo Instagram Account 

ΝΠΜ 
 

Receiver. The communication model can result in a deeper understanding of how UGC 

functions in digital marketing communications, as well as how each individual and 

component contributes to the user's perception and interaction with the brand. This helps in 

exploring the potential of UGC as an effective marketing tool for leads and sales.  

   

Conclusion   

  User-generated content (UGC) can be text, images, videos, or even reviews created 

by others, not by brands. Some users also upload user-generated content to their websites, 

blogs and email addresses. Most people use Instagram for user-generated content (UGC), 

where users upload posts that highlight some product, service or model to the viewers. Later, 

users can share these posts on their own social media pages, thus increasing their reach. SM-

C-R can used to explore user generated content on for digital marketing.   
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Abstract  

Constitutional Courtôs Decision No. 90/PUU-XXI/2023 is considered very controversial. The 

decision regulating the change in the age limit to 40 years for presidential and vice-presidential 

candidates in this election received various attention from the public. The Constitutional 

Court's decision regarding the age limit for presidential and vice-presidential candidates also 

did not escape the attention of the media, Tempo magazine was one of the media that 

participated in reporting the polemic of the Constitutional Court's decision regarding the age 

limit for presidential and vice-presidential candidates. This research aims to find out how 

framing in reporting the polemic of the Constitutional Court's decision regarding the age limit 

for presidential and vice-presidential candidates in Tempo magazine. Using descriptive 

qualitative methods using Zhongdang Pan and Gerald M. Kosicki's framing model with 

syntactic, script, thematic and rhetorical structure indicators. The research results show that 

Tempo framed this news by highlighting the conflict of interest between ethics, power and 

political strategy in the election. With a primary focus on the integrity of the judiciary and the 

complex and often controversial political dynamics involving the chief justice himself. 

 

Keywords: Constitutional court's decision, Media framing, Presidential and vice presidential 

candidates, Tempo magazine 

 

Introduction 

The Constitutional Court is an institution that carries out justice in Indonesia. The 

function of the Constitutional Court is to maintain the stability of the administration of 

state government. MK itself has the authority to review laws against the Constitution, by 

resolving disputes over the authority granted by the Constitution, and the authority to 

decide disputes over election results. The results of the authority of the Constitutional 

Court's decision regarding the review of the constitutionality of the law in its 

implementation play a role in shaping the dynamics of state administration (Rozi, 2023). 

The Constitutional Court has responsibilities that are not only limited to legal aspects, but 

also to maintaining ethical and moral values. As integrity and compliance with the code 

of ethics are important pillars to support public trust in judicial institutions. (Auliadi et al., 

2024). 

Some decisions can even attract attention because they are not in accordance with 

previous constitutional concepts. Such as suspicions that Constitutional Court judges have 

violated the code of ethics, which raises concerns about the integrity and independence of 

this institution. One of which is Constitutional Court decision Number 90/PUU-XXI/2023 

which states that the age of ñat least 40 (forty) yearsò is contrary to the 1945 Constitution 

of the Republic of Indonesia and has no binding legal force, as long as it is not interpreted  
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as ñat least 40 (forty) years of age or ever/ currently occupying a position elected through 

general elections including regional head elections.ò As a result, various opinions 

emerged from the public regarding the pros and cons of the decision. (Suzeeta & 

Lewoleba, 2023). 

This decision received very sharp scrutiny. Professor of Constitutional Law, 

Faculty of Law, Brawijaya University Prof. Dr. Muchamad Ali Safa'at, S.H., M.H., said 

that this decision was very political because it was related to election time. He assessed 

that the irregularities in the decision were allegations from interested parties because 

Gibran was hampered by constitutional requirements due to his age. (Muhdar et al., 2023) 

The public spotlight is on Gibran regarding the Constitutional Court's decision 

because it is considered to be able to smooth his path to becoming vice presidential 

candidate in 2024. Based on the Indonesian survey institute, Executive Director of the 

Indonesian Survey Institute (LSI) Djayadi Hanan indicated that 57.6 percent of the 24 

percent of citizens knew that Chief Constitutional Court Anwar was President Joko 

Widodo's brother-in-law. The survey results show that the public knows that the chairman 

of the Constitutional Court's familial relationship as an uncle regarding the Constitutional 

Court's decision is considered very detrimental and unfair (Ulum & Sukarno, 2023) 

The many issues circulating regarding the polemic of the Constitutional Court's 

decision cannot be separated from the mass media. Mass media plays a very important 

role in society. Media is a source of power, a tool of control, management and innovation 

in society as stated by Edmund Burke (1729-1797) media (pers) as the Fourth Estate 

(fourth pillar) which functions as watchdog (Muldani, 2022:150) 

The media itself is interconnected with society because they have a reciprocal 

interaction relationship that mutually influences each other in nation building (Aki, 

2014:139). In reporting news, the media has the ability to construct and frame a reality. 

This is in line with Tuchman in (Samsudin, D. 2021) news is a window to the world. This 

is used by each media to frame an event differently. Journalists can have different views 

in seeing an event, which is written in news text or commonly known as framing. 

Framing generally discusses how the media constructs reality and presents it to society. 

How the news is framed is not just because journalists but also because media institutions 

have an influence on this meaning. 

In research (Auliadi et al., 2024) indicates that the violation of the code of ethics 

by Constitutional Court judges can reduce the legitimacy and integration of the resulting 

decisions. (Prayatno et al., 2023) Not only canceling norms, but changing or creating new 

parts of the content of a law being reviewed, so that the norms of that law also change. 

Construction in news is very important to see which point of view is used by the 

media. As in previous research (Adilla et al., 2024), Kompas.com found differences in the 

issue of raising the issue of supporters of Anwar Usman's vice presidential candidacy, 

while CNN Indonesia.com addressed deficiencies in the decision issued by Usman, 

causing eight judges to reject changes to the age limit requirements. Research (Pangidoan 

et al., 2024) found Detik.com focuses more on the inconsistencies in the attitudes of the 

MK judges, while Kompas.com focuses more on the familial relationship between the 

Chief Justice of the Constitutional Court and Jokowi. Meanwhile, the image of the 
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Constitutional Court as a whole is more negatively portrayed, namely reckless, not solid, 

drawn into conflicts of interest, inconsistent, and not playing the proper role in making 

decisions regarding the age limit lawsuit for presidential and vice presidential candidates. 

(Ramadhani et al., 2024) shows that Indonesian media focused on the ethics of the 

alleged violations. The Indonesian media frames this topic by cornering one party 

because of the political interests of the media owner. Research (Kurniansyah & Siregar, 

2023) shows that the democratic order is now increasingly shifting towards power held by 

the ruling political elite so that the power they have can change laws and slowly shake the 

spirit of democracy in Indonesia. Research (Satata et al., 2024) found Fraud is a 

systematic strategy that poses a serious threat to the most important democratic system, 

namely elections. 

Research by Ananda Sri Rezeki Sihite, Nanda Viola Vallenxia Sianggaran, Putri 

Nailatur Rohma (2024) reveals how the media influences public perceptions of an event, 

and underlines the importance of integrity and objectivity in news reporting. Through 

choosing the right framing, the media can play a significant role in shaping people's 

opinions and attitudes towards important issues in society. It is important to note that the 

media have great power in shaping public perception, and therefore, they have a great 

responsibility to carry out their functions with integrity and objectivity. Based on this, this 

research aims toframing How is the coverage of the polemic about the Constitutional 

Court's decision regarding the age limit for presidential and vice- presidential candidates 

in Tempo magazine? 

This research uses descriptive qualitative methods to describe and explain in more 

detail a phenomenon. Through observation, then analyzing it and making theorization 

efforts based on what is observed (Bungin, 2007). In this research, the framing analysis 

model used is the model from Zhongdang Pan and Gerald M. Kosicki with the 

consideration that framing as a process of making a message more prominent, placing 

more information than others so that the audience is more focused on the message. 

framing is defined as a strategy or way for journalists to construct or process events to 

present to the public. The structural dimensions of the framing approach according to 

Zhongdang Pan and Gerald M. Kosicki's model analysis consist of four major structures, 

namely syntax, script, thematic and rhetorical (Kusnia, 2019). 

 

Result and Discussion 
Table 1. Title on Tempo Magazine 

No News Title Rising Time Writer  

1. Uncle Comes to Finish 

Things 

October 29, 2023 Antara/Akbar Nugroho 

Gumay 

2. The rise and fall of 

Gibranôs name 

October 29, 2023 M. Taufan Rengganis, 

Antara/ Dhemas 

Reviyanto 

3. Trauma Before 

Declaration 

October 29, 2023 Hilman Fathurrahman 

W 

4. End of Uncle Gibran's Era 19 November 2023 Subekti 
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5. Two Sanctions from 

Bintan 

19 November 2023 M. Taufan Rengganis 

6. Nearly finished Career 

Anwar 

19 November 2023 Hilman Fathurrahman 

7. I Have No Burden 19 November 2023 Subekti 

8. Lawsuit Without Awe 19 November 2023 Subekti 

9. Developed Screen For 

Dynasty 

19 November 2023 M. Taufan Rengganis 

(Source: Tempo Magazine, 2023) 

Of the nine reports in Tempo magazine, there are three news stories in the 23-29 

October edition and there are six news stories in the 13-19 November 2023 edition. Each 

news edition is related to the news in other editions with a total of nine news reports. The 

results of the analysis using framing Pan Kosicki in the Tempo magazine report on the 

23-29 October edition and the 13-19 November 2023 edition with the syntactic, script, 

thematic and rhetorical structure explained in (attachment table 2.1- 2.9 Analysis framing 

Tempo Magazine report). 

 

Syntax  

From the nine news stories analyzed, the researcher obtained several aspects of 

news syntax which became the basis for Tempo magazine's news discourse in the polemic 

of the Constitutional Court decision number 90/PUU-XXI/2023 regarding the age limit 

for presidential and vice presidential candidates. Syntactically, each title, lead, 

background information, quoted statements and closing of the nine news stories are in 

accordance with the news structure writing system, namely the inverted pyramid. The 

inverted pyramid is a structure for writing news presentations presented by journalists by 

placing the most important information at the beginning down to the bottom which is 

considered unimportant. 

As the results of this syntactic structure analysis found, several reports had the 

same polemical issue. In the news analyzed there were findings with the same focus, 

namely a conflict of interest involving Anwar Usman as chairman of the Constitutional 

Court. In the first report of the October 23-29 edition, Anwar Usman found irregularities 

and conflicts of interest in discussing the material review of the Election Law. This 

finding was reaffirmed in the fourth report of the 13-19 November edition, emphasizing 

the irregularities committed by Anwar by imposing sanctions in the form of dismissing 

Anwar Usman as chief judge of the Constitutional Court. Tempo reiterated this finding in 

its eighth report, with the finding of a lawsuit filed against the Constitutional Court's 

decision which was deemed to be formally flawed due to a conflict of interest. 

Furthermore, there are findings in the form of political dynamics in the syntactic 

structure of the Constitutional Court's decision regarding the age limit for presidential and 

vice-presidential candidates. The second report discusses the impact of the Constitutional 

Court's decision on Gibran's candidacy as vice presidential candidate to accompany 

Prabowo. This finding was reaffirmed in the ninth report that there was public rejection of 

Gibran's candidacy to accompany Prabowo as vice presidential candidate. This 
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community rejection was caused by allegations of dynastic politics.  

Other reports did not have the same findings but were still related to political 

issues regarding the age limit for presidential and vice presidential candidates which did 

not involve Anwar Usman as the focus, namely in the third report which paired Mahfud 

Md with Ganjar Pranowo as vice presidential candidates. Likewise, the findings of the 

seventh report only discussed Jimly Asshidiqie's neutrality as chairman of the MKMK. 

 

Script  

From the nine news stories analyzed, researchers obtained several aspects of script 

structure using 5W+1H in this news report. The use of the script structure in the second 

edition of Tempo magazine is in accordance with the rules of journalistic writing by 

showing the completeness of the presentation of the news. Such as the use of objects in 

the news, the problems that form an event to be reported, the place, when the event 

occurred and the cause and how the event occurred in the news.  

Based on the script structure aspect using 5W+1H, the script structure of the 

Tempo magazine edition is appropriate. Where in this news the elements of who and what 

are the most dominant elements in this news. By highlighting problems and objects in the 

news that show who the person is who has caused the polemic of the Constitutional 

Court's decision regarding the age limit for presidential and vice-presidential candidates. 

Several aspects of the script have been found in several news reports that contain 

elements of conflict of interest involving Anwar Usman. There is a finding in the first 

news, the irregularities of the chairman of the Constitutional Court which refers to 

Anwar, then the fourth report is about the dismissal of the chairman after it was 

discovered that there were irregularities committed by the chairman of the Constitutional 

Court, Anwar Usman. then the fifth report is a continuation of the dismissal, namely the 

sanctions given to Anwar, the sixth report confirms the finding of a conflict of interest 

carried out by Anwar as chairman of the Constitutional Court, and the eighth report is 

about the lawsuit against Anwar regarding the abuse of his power.  

Meanwhile, the second and ninth reports did not involve Anwar Usman as the 

object but rather the parties with their conflicts of interest and political dynamics. Then in 

the third report there was also a conflict of interest with the discovery of a different 

political strategy. There is one news that does not involve Anwar and political parties, 

showing findings in the form of Jimly acting as a mediator with his neutrality as chairman 

of the MKMK. 

 

Thematic 

Of the nine Tempo news stories analyzed using a thematic structure, the viewpoint 

used by journalists in Tempo magazine consistently raised the theme of conflict of 

interest involving Anwar Usman as chairman of the Constitutional Court. Thematic 

similarities involving conflicts of interest were found in the first report conflict of interest 

in the power held by Anwar Usman as chairman of the Constitutional Court. This report 

was confirmed again in the fourth report, Anwar Usman's dismissal was accompanied by 

evidence of a conflict of interest related to irregularities he committed as chairman of the 



Hiperteks pada Segmen Parodi òRoasting Tiga Capresó di Program òLapor Pak !ó Trans 7 pada 15 
Februari 2024 

ΝΠΜ 
 

Constitutional Court. In the fifth report, Tempo reiterated the sanctions for serious ethical 

violations committed by the chairman of the Constitutional Court. Sixth news: There 

were findings that the chairman of the Constitutional Court had abused his power, so 

Tempo reaffirmed the end of Anwar Usman's power. In the eighth report, the culmination 

of this abuse of power gave rise to findings which were confirmed by a lawsuit filed 

against Anwar Usman.  

In the second report, Tempo only highlighted the complex political dynamics 

related to the process of nominating presidential and vice presidential candidates and 

conflicts of interest of political parties. Likewise, in the third report, the theme findings 

highlighted confirmed the conflict of interest strategy of political parties. The ninth report 

again discussed the party's interests in the way that Prabowo gave Gibran as a vice 

presidential candidate to continue the political dynasty. Overall, it only discusses the 

interests of parties and candidates who will be nominated as presidential and vice 

presidential candidates.  

In Tempo's seventh report, there is no conflict of interest, although this report is 

still related, the seventh report only shows the neutrality of the work carried out by Jimly 

as chairman of the MKMK who does not take sides with anyone.  

 

Rhetorical 

Each Tempo report displays a rhetorical structure using metaphors, lexicon and 

graphics that highlight the polemic of the Constitutional Court's decision regarding the 

age limit for presidential and vice-presidential candidates. It can be seen in the first report 

that the metaphor "Uncle has come to settle matters" is found. Then Tempo supported the 

findings on the metaphor by displaying a graphic of Anwar Usman snapping his fingers at 

the foundations of the Constitutional Court, reinforced by a lexicon of maneuvering, 

lobbying and ulterior motives which very clearly illustrates how the abuse of power 

carried out by Anwar Usman as chairman of the Constitutional Court is full of interests. 

Furthermore, the fourth report confirms the findings in the first report with the end of 

Anwar Usman's career as chairman of the Constitutional Court. marked by the metaphor 

"The end of Uncle Gibran's era" supported by the lexicon of ending, gossip, sanctions, 

dismissal, conflict of interest, maneuvers and graphics featuring Anwar Usman. 

Emphasizing the sanctions given to Anwar for the abuse of power he has committed. It 

was emphasized again in the fifth report with the metaphor "Two sanctions from Bintan", 

as well as the same lexicon in the previous report in the form of sanctions, removal and 

graphics of Bintan's position when attending the MKMK meeting. Tempo reiterated this 

finding in the sixth report with the metaphor "Almost the end of Anwar's career" with a 

lexicon of conflict of interest, maneuvers and kinship words as well as graphics of 

Anwar's marriage to Joko Widodo's younger brother which still depicts the abuse of 

power until the end of Anwar's power.  

Meanwhile, in the eighth report, the metaphor "lawsuit without admiration" 

emphasizes the findings regarding the consequences of a conflict of interest involving 

Anwar in the lawsuit filed against Anwar. Proven by the use of the lexicon of dismissal, 

novum, conflict of interest, disability, and political dynasty with graphics of the judicial 
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review hearing of the law regarding the age limit for presidential and vice-presidential 

candidates at the Constitutional Court and featuring the plaintiff, Brahma Aryana. 

Meanwhile, in the second report, the rhetorical structure does not focus on Anwar but on 

his political dynamics. The finding in the second report was the metaphor "Gibran's name 

rises and falls" which is accompanied by the lexicon: Gallant, outspoken, cheering, 

political dynasty, disabled, shocked and graphically Jokowi side by side with Erick Give, 

a picture of Prabowo, and a picture of the Golkar party handing over the letter decision 

meeting. This rhetorical structure illustrates the impact that occurred when Gibran's 

nomination was rejected by the public but still received support from the party because 

Gibran was considered to have the qualifications to win the party that supported him. This 

report was reaffirmed in the ninth report with the metaphor "Further screen for dynasty" 

with the lexicon of political dynasties and nepotism as well as graphics of Prabowo 

embracing Gibran and demonstrations with writings rejecting dynastic politics carried out 

by the public. This rhetorical structure very clearly illustrates the controversy over 

Gibran's candidacy as vice presidential candidate, showing party support and strong 

rejection from the public.  

The third report still discusses the party's interests but does not involve Anwar in 

its interests. The findings in this third report with the metaphor "Trauma before the 

declaration" accompanied by the lexicon Completed, postponed, silent with graphics of 

Mahfud Md juxtaposed with Ganjar and the support of the PDIP party chairman illustrate 

the challenges that will lead Mahfud Md towards the declaration. News that does not 

involve a conflict of interest is also found in the seventh report, a rhetorical structure with 

the metaphor "Chairman of MKMK Jimly Asshidiqie: I Have No Burden" with the 

lexicon ewuh-pekewuh, nephew and graphic Jimly Asshidiqie when interviewed by 

Tempo at his residence shows Jimly's neutrality as chairman of MKMK emphasizing that 

Jimly's lack of involvement with the party or sanctions received by Anwar is supported 

by Jimly's graphic statement when interviewed by Tempo. 

 

Conclusion  

The research results of the nine Tempo news stories analyzed by researcher Pan 

Kosicki found that Tempo framed this news by highlighting conflicts of interest between 

ethics, power and political strategy in elections. With a primary focus on the integrity of 

the judiciary and the complex and often controversial political dynamics involving the 

chief justice himself. Tempo's spotlight focuses on the Chief Justice of the Constitutional 

Court regarding conflicts of interest that parties exploit as a strategy to win political 

parties. Tempo's framing of the news shows where politics in Indonesia is headed. This 

can be seen from the prominence of each element of syntactic, script, thematic and 

rhetorical structure in Tempo's reporting. 
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Abstract  
Pemilihan presiden yang dilaksanakan setiap 5 tahun sekali kembali hadir pada tahun 2024, dan 

pada masa kampanye ketiga calon presiden serta calon wakil presiden berlomba ï lomba untuk 

memikat hati dan suara dari masyarakat. Adanya kompetisi di tengah masyarakat ini membuat isu 

ï isu atau informasi beredar secara bebas tanpa memperhatikan faktanya, sehingga berbagai 

macam sindiran muncul dan menyerang para calon khususnya calon presiden. Roasting 

merupakan konsep komedi dalam industri hiburan khususnya Stand Up Comedy. Penggunaan 

Roasting dalam industri hiburan bertujuan untuk memberikan sindiran atau ledekan yang 

dikemas dalam bentuk guyon, tanpa memandang subjek yang diberi Roasting. Program Tv 

ñLapor Pak !ò mengambil kesempatan ini untuk memadukan kedua hal tersebut yaitu Pemilihan 

Presiden dan Roasting, kemudian mengadakan segmen ñRoasting Tiga Capresò. Namun, dalam 

segmen acara tersebut terdapat kalimat atau kata - kata berlebihan yang disampaikan oleh para 

komika sehingga menghasilkan makna ekstrim atau berlebihan. Penelitian ini bertujuan untuk 

memahami hiperteks yang muncul dalam kalimat roasting dengan menggunakan analisis 

hipersemiotika. Dalam penelitian ini digunakan paradigma kritis dengan pendekatan kualitatif 

serta teori simulacra. Data yang terdapat pada penelitian ini berasalkan observasi peneliti pada 

segmen ñRoasting Tiga Capresò. Pada hasilnya setelah menggunakan analisis hipersemiotika 

Jean Baudrillard, hiperteks yang terdapat di segmen parodi roasting ñRoasting Tiga Capresò di 

program ñLapor Pak !ò memunculkan hiper-signifier dan hiper-code pada kalimat roasting serta 

adanya wujud tanda sebenarnya dan wujud tanda ekstrim pada kalimat roasting. 

Keywords: capres; hipersemiotika; hiperteks; Lapor Pak; roasting 

Introduction  

 Dalam berkembangnya industri komedi dan hiburan di Indonesia, pertunjukan komedi 

ñRoastingò kini tidak harus melalui pertunjukan ñOpen Micò atau ñStand Up Comedyò, 

melainkan dapat dilakukan dalam program acara apapun salah satu nya adalah program 

ñkomedi situasiò atau yang biasa dikenal dengan sebutan ñKomsitò atau ñSitkomò. Program 

sitkom sendiri merupakan sebuah program komedi yang didalam nya terdapat sebuah peran 

atau karakter untuk mengambarkan suatu kejadian atau fenomena (Bob, 2023). Dalam 

praktiknya, ñSitkomò dan komedi ñRoastingò dapat dijalankan secara bersamaan jika 

dipadukan dengan baik, salah satu contohnya adalah program ñLapor Pak!ò yang memadukan 

kedua gaya berkomedi tersebut menjadi sebuah satu kesatuan.  

 Segmen ñRoastingò merupakan salah satu segmen yang digemari, terutama karena 

pelaku utama nya yaitu Kiky Saputri (Rayendra, 2022). Pertunjukan komedi ñRoastingò 

sendiri sebenarnya sudah seringkali diterapkan pada program ñStand Up Comedy Indonesiaò 

dan populer pertama kali pada tahun 2011 (Yahya, 2022), yang dimana para pelawak atau 

biasa disebut dengan sebutan ñKomikaò memberikan sebuah sindiran dalam bentuk narasi 

yang kemudian akan dilempar atau ditujukan kepada siapapun tergantung dari pembawaan 

komika itu sendiri, bisa saja tiba ï tiba sang komika melempar ñRoastingò tersebut ke 

penonton ditempat, yang bahkan tidak dikenal atau tidak terlihat dalam kamera. 

mailto:magisterilmukomunikasi@ub.ac.id
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Gambar 1.  Stand Up Comedy Indonesia 

Sumber: Youtube @KOMPASTV LAMPUNG   

 

 
Gambar 2. Cover Program Lapor Pak! 

Sumber: @Liputan 6 

 

Segmen roasting pada program ñLapor Pak!ò dikemas dalam bentuk parodi 

ñroastingò yang dimana dalam segmen ini para pemeran memparodikan kegiatan simulasi 

ñinvestigasiò untuk mempertanyakan kejujuran dan cerita para tersangka. Dalam program dan 

segmen ini terdapat pemeran seperti Andre Taulany sebagai komandan, Andika dan Surya 

sebagai penyidik, Wendy sebagai polisi pria, Kiky sebagai Polwan, dan Ayu Ting ï Ting 

sebagai petugas kebersihan yang kemudian melakukan roasting sesuai dengan bintang tamu 

yang dihadirkan. Namun terlepas dari segmen parodi ñinvestigasiò, setiap pemain dan 

pemeran dalam program ñLapor Pak!ò dapat melakukan roasting secara bebas dan tiba ï tiba 

tanpa harus mengikuti tema. Sasaran ñroastingò ini yang disampaikan oleh para pemeran 

ñLapor Pakò sendiri biasanya menuju ke pemerintahan atau dunia politik, yang dimana para 

pemeran menyindir kebijakan, tokoh politik, fenomena, atau isu politik yang sedang terjadi. 

 
Gambar 3. Segmen Parodi ñInvestigasiò program ñLapor Pak!ò 

Sumber: Youtube @TRANS7 OFFICIAL 
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 Fenomena politik yang biasa terdapat pada program ñLapor Pak!ò merupakan 

fenomena atau isu politik yang sedang hangat diperbincangkan di dalam masyarakat, seperti 

salah satunya adalah Pemilu Calon Presiden dan Calon Wakil Presiden di tahun 2024. Seperti 

pada episode ï episode sebelumnya yang sering mengangkat tema politik, tentunya ñLapor 

Pak !ò juga mengangkat tema Pemilu 2024 ini, yang dimana pada tema kali ini cukup berbeda 

dari sebelumnya, karena segmen parodi ñRoastingò dalam episode ini tidak dilakukan dalam 

ruangan ñinvestigasiò melainkan di ruangan ñkantor polisiò dan tidak hanya sampai situ, pada 

segmen  parodi ini, mereka juga mengundang tamu spesial yaitu Calon Presiden 2024 atau 

lebih tepatnya mereka mengundang tiga orang yang mirip dengan kontestan Calon Presiden 

2024 dengan panggilan pak Manies, pak Wowo serta pak Banjar.  

  

 
Gambar 4. Segmen ñRoasting Tiga Capresò Pada Program ñLapor Pak!ò 

Sumber: Youtube @TRANS7 OFFICIAL 

 

 Dalam segmen parodi ñroastingò tersebut, berbagai penggunaan kata dan kalimat 

yang diberikan para komika ke para Capres tiruan ini pun beragam dan multitafsir. Seperti 

kalimat yang disampaikan oleh Sastra Silalahi kepada pak Manies ñTapi dari semua Capres, 

cuma Capres saya ini yang bawa misi PERUBAHAN! Tapi pak, yang mesti dirubah wakil 

bapakò kemudian kalimat dari komika Nury Zhafira ke pak Banjar yaitu ñBeliau ini tuh baik 

banget, murah senyum. Apalagi dia sopan banget sama orang tua, buktinya sama ibu nurutò. 

Kalimat ï kalimat tersebut tentunya menciptakan sebuah makna multitafsir, apakah terdapat 

sebuah kesalahan fatal dari wakil pak Anies Baswedan? apakah bersikap sopan kepada orang 

tua merupakan hal yang salah?  Hal ini membuat beberapa makna kata atau kalimat yang 

digunakan oleh para komika menjadi berlebihan dan tidak lagi bermakna seperti seharusnya 

sehingga kalimat roasting yang ada pada segmen parodi ñRoasting Tiga Capresò 

menciptakan sebuah hiperteks.  

Program televisi ñLapor Pak!ò ini sendiri merupakan sebuah program televisi bergenre 

komedi yang populer di Indonesia, dengan menduduki posisi nomor 19 sebagai salah satu 

program favorit di 2024. Maka dari itu dengan adanya tingkat kepopuleran yang tinggi, 

fenomena kontestasi pilpres 2024, serta makna multitafsir pada program ñLapor Pak !ò 

khususnya pada segmen parodi ñRoasting Tiga Capresò yang di siarkan pada 15 Februari 

2024, penelitian ini dilakukan oleh peneliti dengan tujuan untuk memberikan penjelasan 

makna berlebih pada kalimat atau kata pada ñroastingò yang menciptakan sebuah hiperteks. 

Sehingga terdapat kejelasan dan makna asli dari kalimat ï kalimat yang telah disampaikan 

pada segmen ini. Penelitian ini dibuat untuk mengetahui makna dari hiperteks pada segmen 

mailto:magisterilmukomunikasi@ub.ac.id
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parodi ñRoasting Tiga Capresò pada program ñLapor Pak!ò dengan menggunakan metode 

analisis hipersemiotika Jean Baudrillard (Gambar 5).   

 

Gambar  5. Analisis Hipersemiotika Jean Baudrillard 

Terdapat penelitian ï penelitian sebelumnya yang membantu proses penelitian ini, seperti 

salah satunya penelitian dengan judul ñHiper-Semiotika Pada Film Indiana Jones And The 

Dial Of Destiny Melalui Penggunaan Teknologi CGI De-Agingò yang diteliti oleh Yudo 

Triartanto, Adhi Dharma, dan Tuty Mutiah pada tahun 2023. Yang dimana mereka meneliti 

menggunakan analisis hipersemiotika Jean Baudrillard dengan cara memaparkan sebagai 

berikut (Triartanto et al., 2023): 

 

Result and Discussion 

Roasting Sastra Silalahi Kepada Anies Baswedan 

 

Analisis kalimat roasting : 

ñTapi dari semua Capres, cuma Capres saya ini yang bawa misi PERUBAHAN! Tapi pak, 

yang mesti dirubah wakil bapakò 

 
Table 2. Analisis scene roasting Sastra Silalahi kepada Pak Manies di menit 1:57 - 2:08 

TEKNIK  PENJELASAN 

SIGN Interelasi 

DENOTATION  Dari semua calon presiden dan wakil presiden, hanya 

paslon urut 01 yang membawa misi perubahan untuk 

Indonesia, namun sebagai timses, sastra merasa yang 

harusnya dirubah bukan Indonesia, melainkan wakil dari 

Pak Manies sendiri.  

HIPER ï SIGNIFIER  Anies Baswedan pada kenyataan nya merasa puas memilih 

Cak Imin sebagai pasangan wakil presiden, dan merasa 

bahwa Cak Imin merupakan bagian yang hilang dari 

seorang ñAnies Baswedanò. 

HIPER ï CODE Anies Baswedan dan wakilnya Cak Imin selalu berbeda 

penyampaian dalam melakukan kampanye terhadap visi 

misi nya sendiri 

CONOTATION  Pasangan Anies Baswedan dan Cak Imin mengusung 

perubahan sampai ke visi misi nya sendiri, yang dimana 

selalu berubah ï rubah. 

 

Wujud Tanda Sebenarnya dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

ñTapi dari semua Capres, cuma Capres saya ini yang bawa misi PERUBAHAN!...ò pada 

kalimat tersebut, terdapat hubungan antara penggunaan tanda yang relatif simetris dengan 

kenyataan yang sebenarnya. Pada kampanye pilpres yang dilakukan oleh Anies Baswedan 

Signs Denotation
Hiper -

Signifier
Hiper -
Code

Connotation
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dan Cak Imin, keduanya mengusung tema ñPerubahanò sebagai ide pokok dan kepribadian 

mereka pada setiap kampanye yang mereka lakukan. 

 

Wujud Tanda Ekstrim dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

Terdapat efek pelipat-gandaan pada sebuah tanda yang menghasilkan sebuah ungkapan 

hiperbolis, wujud tanda ekstrim dapat dilihat pada kalimat berikut: ñ......Tapi pak, yang mesti 

dirubah wakil bapakò. Pada kalimat tersebut, terjadi efek pelipatgandaan yang menghasilkan 

sebuah ungkapan hiperbolis. Yang dimana kalimat tersebut membuat Wakil dari Anies 

Baswedan yaitu Cak Imin merupakan sosok yang tidak pantas dan tidak layak untuk menjadi 

pasangan calon wakil dari Anies Baswedan, dan membuat tema ñPerubahanò yang mereka 

usung menjadi sebuah bumerang dan lebih cocok jika diterapkan kepada mereka sendiri atau 

lebih tepatnya pada Anies Baswedan dan Cak Imin sebagai pasangan calon. 

 

Makna Tanda Sebenarnya dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

Kutipan kalimat pada wujud pertandaan ini mempunyai makna yang langsung dapat dicari 

relasinya sesuai dengan kenyataan yang ada dalam kalimat berikut : ñTapi dari semua Capres, 

cuma Capres saya ini yang bawa misi PERUBAHAN!...ò. Makna yang terkandung dapat 

dilihat melalui penggalan kalimat ñcuma Capres saya iniò, yang dimana kalimat ini 

mempunyai sebuah makna yaitu dari antara ketiga calon presiden yang berkompetisi, hanya 

Anies Baswedan dan Cak Imin yang membawa ide baru serta berbeda dari kebanyakan calon 

yang lain. Hal ini juga didukung dengan adanya tema dari calon lain yang mengusung 

ñKeberlanjutanò dan bukan ñPerubahanò. 

 

Makna Tanda Ekstrim dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

Makna tanda ekstrim menarik fakta ke titik terjauh yang melampaui batas atau titik paling 

ekstrim dengan menggunakan permainan realitas, sehingga membuat makna menjadi ekstrim. 

ñ......Tapi pak, yang mesti dirubah wakil bapakò, Pada kutipan kalimat tersebut, telihat jika 

kalimat tersebut mempunyai makna langsung untuk mengubah atau mengganti wakil yang 

saat ini sedang dicalonkan atau pada konteks ini bermaksud kepada Cak Imin sebagai Calon 

Wakil dari Anies Baswedan. Pada kenyataannya interelasi antara Anies Baswedan dengan 

Cak Imin sebagai Calon Presiden dan Calon Wakil Presiden, mempunyai hubungan yang 

cukup erat. Berbeda dengan pasangan calon yang lain, Anies Baswedan dan Cak Imin sering 

kali melakukan kegiatan kampanye dan non kampanye bersama ï sama, sehingga kedekatan 

hubungan antar mereka berdua membuat mereka sangat solid dengan satu sama lain. 

 

Roastingan Fatih Andhika (Ate) kepada Prabowo Subianto 

 
Gambar 6. Prabowo Subianto (Pak Wowo) sedang diroasting Fatih Andhika;  

Sumber: Youtube @TRANS7 OFFICIAL 
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Analisis kalimat roasting: 

ñKalian tuh harus memilih beliau, karena beliau tuh yang paling realistis janji nya, makan 

siang gratis. Ini buat pengangguran sejahtera ini, apalagi yang begini ï gini nih.  

Pengangguran kan tidur siang eh bangunnya siang makan langsung gratis enak. Yakan 

apalagi yang ini nih.. aduh, dia makan nasi aja lauknya nonton Youtube Tanboy Kunò 

 
Tabel 3. Analisis scene roasting Fatih Andhika (Ate) kepada Prabowo Subianto di menit 3:47 ï 4:08 

TEKNIK  KALIMAT ROASTING 

SIGN Komitmen 

DENOTATION  Ate meyakinkan penonton untuk memilih Pak Wowo, 

karena janjinya yang sangat realistis dengan keadaan orang 

Indonesia yang suka bangun siang. 

HIPER ï SIGNIFIER  Realitanya masyarakat Indonesia masih mengalami 

kesulitan untuk mendapatkan makan, khususnya 

pengangguran yang tidak ada kesempatan untuk mendapat 

pekerjaan dan makan sama sekali, sampai harus memakai 

lauk dengan menonton video Youtube Tanboy Kun. 

HIPER ï CODE Dengan memilih Prabowo Subianto, janji makan siang 

gratis ini dapat membantu masyarakat Indonesia, karena 

mampu membantu kalangan yang masih kurang ekonomi 

nya untuk makan sehari hari 

CONOTATION  Jumlah kekurangan gizi akibat kurang nya makanan yang 

layak dapat berkurang jika memilih Prabowo Subianto di 

pemilu 2024 

 

Wujud Tanda Sebenarnya dalam Roastingan Fatih Andhika (Ate) kepada Prabowo 

Subianto 

ñKalian tuh harus memilih beliau, karena beliau tuh yang paling realistis janji nya, makan 

siang gratis...ò dalam kalimat tersebut menyatakan bahwa ada keterkaitan antara penggunaan 

tanda yang simetris dengan realitas. Janji kampanye yang sering kali disampaikan oleh 

Prabowo Subianto pada masyarakat adalah makan siang gratis, dan program makan siang ini 

sendiri ditujukan kepada orang ï orang yang kurang mampu dengan harapan dapat mencegah 

stunting bagi anak ï anak di bawah usia 5 tahun. 

 

Wujud Tanda Ekstrim dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

ñ....Pengangguran kan tidur siang eh bangunnya siang makan langsung gratis enak. Yakan 

apalagi yang ini nih.. aduh, dia makan nasi aja lauknya nonton Youtube Tanboy Kunò pada 

kalimat ini terdapat efek penggandaan pada sebuah tanda yang menciptakan ungkapan yang 

sangat berlebihan. Membuat makna baru dimana pengangguran menjadi lebih makmur 

karena makan siang menjadi tanggung jawab pemerintah khususnya bagi orang yang kurang 

mampu. Pada kenyataan nya program ñMakan Siang Gratisò yang di kampanyekan oleh 

Prabowo Subianto ditujukan untuk anak ï anak supaya dapat mencegah stunting, khususnya 

bagi orang kurang mampu yang tidak dapat memberikan asupan bergizi bagi anaknya. 
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Makna Tanda Sebenarnya dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

Kutipan mengenai bentuk tanda ini terkait dengan kenyataan yang ada dalam kalimat berikut 

: ñKalian tuh harus memilih beliau, karena beliau tuh yang paling realistis janji nya, makan 

siang gratis...ò. yang dimana kalimat ini, mempunyai sebuah makna, bahwa dari sekian jenis 

kampanye dan jenis program yang diberikan oleh masing - masing pasangan calon presiden 

dan wakil presiden, program makan siang gratis milik Prabowo Subianto merupakan program 

yang tepat untuk dijalankan di Indonesia. Ditambah dengan banyaknya masyarakat Indonesia 

yang masih tidak memiliki akses untuk makanan sehat dan bergizi, sehingga kemungkinan 

pertumbuhan yang gagal menjadi semakin besar. 

 

Makna Tanda Ekstrim dalam Roastingan Sastra Silalahi kepada Anies Baswedan 

ñ....Ini buat pengangguran sejahtera ini, apalagi yang begini ï gini nih.  Pengangguran kan 

tidur siang eh bangunnya siang makan langsung gratis enak. Yakan apalagi yang ini nih.. 

aduh, dia makan nasi aja lauknya nonton Youtube Tanboy Kunò dalam kalimat ini makna 

berlebih dapat terlihat. Dengan menyebutkan pengangguran dapat sejahtera, membuat makna 

berlebih dengan program makan siang gratis yang dimiliki oleh Prabowo Subianto, 

masyarakat Indonesia khususnya pengangguran tidak perlu lagi khawatir dengan persoalan 

perut, karena dengan adanya program ini, setiap masyarakat berhak menerima makan siang 

dengan gratis dan ditanggung oleh pemerintah. Sehingga pengangguran dapat fokus ke 

permasalahan yang lain dan dapat tenang dengan makan siang. Lalu, kalimat ini juga 

dilanjutkan dengan sifat pengangguran yang tidak mampu membeli atau mendapatkan lauk 

yang benar sehingga harus menonton video youtube seorang kreator konten yang membahas 

mengenai makan ï makan. Hal ini membuat setiap pengangguran yang di ada di Indonesia, 

seakan akan tidak berdaya dan tidak mampu sama sekali untuk membeli sebuah lauk untuk 

makan. Pengangguran yang dimaksud pada Roasting tersebut ditujukan kepada orang yang 

pemalas, Sedangkan pengangguran sendiri mempunyai sebuah arti yang dimana seseorang 

tidak bekerja karena tidak mampu memenuhi kriteria untuk bekerja itu sendiri. 

 

Roasting Nury Zhafira Kepada Ganjar Pranowo 

 

 
Gambar 7. Ganjar Pranowo (Pak Banjar) sedang diroasting Nury Zhafira 

Sumber: Youtube @TRANS7 OFFICIAL 

Analisis kalimat roasting: 

ñBeliau ini tuh baik banget, murah senyum. Apalagi dia sopan banget sama orang tua, 

buktinya sama ibu nurutò 
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Tabel 4. Analisis scene Roasting Nury Zhafira kepada Pak Banjar di menit 5:42 ï 5:49 

TEKNIK  KALIMAT ROASTING 

SIGN Boneka 

DENOTATION  Pak Banjar merupakan orang yang baik, ramah dan sopan. 

Khususnya kepada orang tua, seperti ibunya sendiri, Pak 

Banjar sangat hormat sekali.  

HIPER ï SIGNIFIER  Realitanya ibu yang dimaksud kepada Pak Banjar sebagai 

Ganjar, bukan lah ibu dari Ganjar 

HIPER ï CODE Ibu yang dimaksud dalam perkataan tersebut, lebih merujuk 

kepada ketua umum PDIP yaitu ibu Megawati, yang 

dimana Ganjar merupakan seorang anggota PDIP yang 

diusung Megawati untuk menjadi Capres. 

CONOTATION  Ganjar Pranowo sangat menghormati dan mengikuti 

perintah dari ibu Megawati sebagai anggota partai yang 

patuh. 

 

Wujud Tanda Sebenarnya dalam Roastingan Nury Zhafira kepada Ganjar Pranowo 

ñBeliau ini tuh baik banget, murah senyum....ò pada kalimat tersebut, terdapat penggunaan 

tanda sebenarnya. Ganjar Pranowo merupakan salah satu Calon Presiden 2024, dalam masa 

kampanye, beliau dikenal sebagai sosok yang ramah dan baik kepada orang ï orang, yang 

dimana hal ini juga didukung dengan latar belakang nya yang pernah memimpin Jawa 

Tengah sebagai gubernur. Sosok Ganjar Pranowo dikenal sebagai sosok gubernur yang 

kalem, ramah dan baik kepada masyarakat. 

 

Wujud Tanda Ekstrim dalam Roastingan Nury Zhafira kepada Ganjar Pranowo 

Kalimat Roasting yang disampaikan juga terdapat tanda hiper atau berlebih seperti pada 

kutipan kalimat yang terlihat pada berikut: ñ....Apalagi dia sopan banget sama orang tua, 

buktinya sama ibu nurutò. Di dalam kalimat tersebut, terdapat pelipatgandaan yang 

menghasilkan sebuah ungkapan hiperbolis. Kalimat tersebut membuat sosok Ganjar Pranowo 

sebagai seseorang selalu dikontrol dan diatur oleh kedua orang tuanya khususnya oleh ibu 

nya, hal ini membuat Ganjar Pranowo seakan tidak memiliki sebuah pendirian untuk 

melakukan pergerakan dengan sendirinya. 

 

Makna Tanda Sebenarnya dalam Roastingan Nury Zhafira kepada Ganjar Pranowo 

ñBeliau ini tuh baik banget, murah senyum....ò Kutipan kalimat pada kalimat tersebut 

terdapat wujud tanda dengan makna langsung yang sesuai dengan kalimat itu sendiri. ñbeliau 

ini tuh baik banget...ò mempunyai sebuah makna yang dimana Ganjar Pranowo merupakan 

sesosok orang yang ramah dan baik hati dibandingkan dua calon lain nya, yang dimana 

keramahan dan murah senyum kepada sesama merupakan sifat utama yang dimiliki oleh 

sosok Ganjar Pranowo. Hal ini juga diperkuat dengan adanya Ganjar Pranowo yang dikenal 

sebagai sosok gubenur ramah di Jawa Tengah, dan pada tanda ini wujud tanda dengan realitas 

selaras dengan satu sama lain. 

 

Makna Tanda Ekstrim dalam Roastingan Nury Zhafira kepada Ganjar Pranowo 

ñ...Apalagi dia sopan banget sama orang tua, buktinya sama ibu nurutò pada kalimat ini 

terdapat makna lain yang berlebih, dari kenyataan itu sendiri. Makna yang terkandung dalam 
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kalimat tersebut menggambarkan Ganjar Pranowo sebagai orang yang sangat baik dan sopan 

kepada orang tua nya khususnya pada ibu, namun konteks ñibuò yang terdapat pada kutipan 

kalimat Roasting tersebut tidak tertuju kepada ibu dari orang tua Ganjar, melainkan 

memberikan sindiran kepada ibu Megawati Soekarnoeputri atau pemimpin dari partai PDIP, 

yang dimana partai tersebut merupakan partai dari Ganjar Pranowo dan beliau diusung 

menjadi calon presiden oleh Megawati. Oleh karena itu Ganjar disebut sebagai penurut, 

bermaksud untuk memberikan sindiran kepada dirinya yang sering kali tidak dapat 

memberikan pendapat atau bertindak sesuai dengan pendirian nya, karena harus mengikuti 

perintah dari pimpinan partai dan hanya sebatas menjadi sebuah boneka yang digerakan 

secara suka ï suka tanpa mempertimbangkan dampak yang terjadi pada Ganjar sendiri. 

 Dalam segmen ini terdapat hiperteks pada kalimat roasting yang terdapat pada 

segmen ñRoasting Tiga Capresò di program ñLapor Pak !ò. Kalimat roasting ini memiliki 

makna yang jauh dari kalimat nya asli atau kalimat sebenarnya, yang kemudian dapat 

menyebabkan keambiguan, kebingungan dan bahkan dapat menimbulkan sebuah pertanyaan 

dari apa yang sebenarnya ingin disampaikan. Dengan menggunakan metode analisis 

hipersemiotika Jean Baudrillard, hiperteks yang terdapat pada segmen ini dapat didalami 

lebih lanjut serta memisahkan antara kenyataan dengan kenyataan buatan yang dapat 

mempengaruhi masyarakat. 

 Dalam dunia hipersemiotika, tidak ada batas antara kenyataan dan simbolisme. Jean 

Baudrillard menggambarkan sebuah realitas yang terkonstruksi melalui produksi dan 

permainan simbol-simbol yang melampaui batas, menciptakan sebuah kondisi di mana 

kebohongan dan kebenaran, masa lalu dan masa kini, fakta dan rekayasa, serta simbol dan 

realitas menjadi tercampur aduk. Pada hasil analisis peneliti dengan judul ñHiperteks Pada 

Segmen Parodi ñRoasting Tiga Capresò Di Program ñLapor Pak !ò Trans 7 15 Pada februari 

2024ò,  peneliti menemukan bahwa hasil simulasi parodi yang terdapat pada segmen tersebut 

menghasilkan sebuah hiperteks, yang kemudian dianalisis menggunakan hipersemiotika. Dan 

dalam segmen parodi tersebut terkandung makna - makna yang berlebihan pada roastingan 

yang disampaikan oleh para komika seperti Sastra Silalahi, Fatih Andhika (Ate), dan Nury 

Zhafira kepada para capres tiruan seperti pak Manies (Anies Baswedan), pak Wowo 

(Prabowo Subianto), pak Banjar (Ganjar Pranowo).  

 Pada jurnal dalam penelitian terdahulu yang membahas mengenai metode 

hipersemotika Jean Baudrillard mengatakan bahwa hipersemiotika dapat terkandung pada 

objek yang dijadikan penelitian, seperti pada mitos dan CGI. Sehingga pada penelitian yang 

dilakukan peneliti yang membahas roasting, terbukti memiliki hasil bahwa hiperteks yang 

diteliti menggunakan metode analisis hipersemiotika dapat terlihat dengan jelas. Adanya 

tanda seperti interelasi pada Anies Baswedan, tanda komitmen pada Prabowo Subianto, serta 

tanda ramah dan baik hati pada Ganjar Pranowo menimbulkan makna dari tanda tersebut 

(denotation), menunjukan tanda berlebihan seperti interelasi, komitmen, dan boneka (Hiper-

Signifier), memperjelas tanda berlebihan pada interelasi, komitmen, dan boneka (Hiper-

Code), dan menciptakan makna baru yang tersebar dan membuat sebuah konvensi sosial di 

dalam masyarakat (Connotation). Adanya hasil tersebut mendukung hasil-hasil dari kedua 

jurnal terdahulu, yang dimana ditemukan hiper-signifier dan hiper-code pada objek 

penelitian. 
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Dalam hal ini hipersemiotika mencoba untuk membongkar tembok oposisi biner dengan 

mengembangkan beberapa prinsip yang terkandung dalam ketiga Roasting tersebut (Sahara, 

2022), yang dimana dalam hal tersebut terdapat 4 prinsip : 

1. Prinsip Perubahan dan Transformasi  

Hipersemiotika lebih memfokuskan pada transformasi simbol atau tanda 

daripada struktur simbolisme, serta pada produksi simbol atau tanda yang melampaui 

kode dan makna, serta pada dinamika simbolisme yang tak terhingga daripada relasi 

yang tetap. Dalam konteks teks Roasting, simbol atau tanda tersebut berupa kalimat 

yang memiliki berbagai makna yang berbeda-beda. 

Terdapat sebuah reproduksi ulang tanda yang dikemas ulang dalam bentuk 

yang sama oleh  reproduksi semiotika. Roasting pada dasarnya sudah ada sejak lama, 

namun dengan adanya fenomena pemilihan presiden yang diadakan pada tahun 2024 

ini, Roasting menjadi sesuatu heboh khususnya pada Roasting yang ditujukan kepada 

para calon presiden yang mengikuti kompetisi ini. 

2. Prinsip Imanensi (immanency) 

Hipersemiotika lebih memprioritaskan sifat imanensi sebuah simbol atau 

tanda, yakni bagaimana simbol atau tanda tersebut berinteraksi dengan 

lingkungannya, daripada aspek transenden yang terkait dengan makna yang melebihi 

simbol atau tanda itu sendiri. Hipersemiotika juga lebih memfokuskan pada 

permainan simbol-simbol pada permukaan material, serta pada bagaimana simbol-

simbol tersebut dipakai untuk mengkomunikasikan makna, daripada pada bagaimana 

makna tersebut terkait dengan isi yang terkandung di balik simbol-simbol tersebut. 

Dalam teks Roasting ini ada sebuah permainan kata, yang dimana permainan 

kata ini menjadi sebuah penanda untuk mempengaruhi atau meyakinkan orang yang 

mendengar dan melihat, supaya menjadi sebuah informasi yang nyata dan cukup 

untuk merubah pikiran pendengar akan hal tersebut, sehingga orang ï orang akan 

mempercayai Roastingan tersebut sebagai suatu hal yang nyata. Sedangkan fakta atau 

tanda sebenarnya yang terdapat pada realita, tidak lagi menjadi sebuah kenyataan dan 

tidak relevan karena kurangnya bukti pendukung lain. 

3. Prinsip Perbedaan atau Pembeda (difference) 

Hipersemiotika lebih memperhatikan perbedaan yang terjadi antara simbol 

atau tanda daripada identitas yang tetap, serta konvensi dan kode sosial yang telah 

ditentukan. Dalam konteks ini, perbedaan harus dipahami sebagai sesuatu yang 

berbeda dengan kebaruan, yakni perubahan yang terjadi dalam makna dan 

simbolisme. 

Roasting yang disampaikan oleh para komika pada program ñLapor Pak !ò ini 

merupakan hal yang sudah sering beredar di masyarakat khususnya dalam dunia 

digital media sosial. Namun pembaharuan yang didapat pada Roasting ini terletak 

pada gaya penyampaian para komika dan subjek yang dijadikan sasaran, yang dimana 

orang ï orang yang memiliki tampang serupa dengan calon presiden menjadi target. 

Sehingga Roasting yang dilakukan pada program ñLapor Pak !ò menjadi guyon dan 

tidak hanya sebuah sindiran serta menjadi sebuah nafas diantara sengitnya kompetisi 

yang sedang berjalan. 
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4. Prinsip Permainan Bahasa 

Hipersemiotika lebih memfokuskan pada permainan simbol atau tanda di 

tingkat kata-kata (parole) daripada struktur bahasa (langue), serta pada peristiwa yang 

terjadi daripada sistem yang tetap. Dalam konteks ini, hipersemiotika juga lebih 

memperhatikan reinterpretasi simbol atau tanda yang terus-menerus daripada 

rekonstruksi struktur yang telah ditentukan.  

Maka dari itu saat hipersemiotika digunakan dalam teks Roasting, maka pada 

Roasting tersebut hanya terjadi sebuah permainan bahasa, dan tidak ada struktur tetap 

yang dapat ditemukan. Adanya sebuah permainan bahasa di dalam teks Roasting 

tersebut, dapat mempermudah Roasting untuk menjadi sebuah sindiran keras terhadap 

para calon presiden serta menambah keyakinan masyarakat dalam memilih calon 

pasangan terbaik bagi mereka. 

Conclusion 

 Mengenai penjabaran yang telah dibahas dapat memberikan kesimpulan bahwa 

roasting sebuah kegiatan menyindir dengan cara menyampaikan kritik dibalut dengan humor 

atau candaan yang disukai oleh khalayak, sehingga menggabungkan pesan kritis dengan 

unsur hiburan yang tersirat di dalamnya. Melalui perkembangan guyonan roasting, terdapat 

hiperteks yang membuat makna dari kalimat roasting itu berubah. Sehingga roasting yang 

disampaikan kepada para Capres menjadi berlebihan dan tidak seperti dalam wujud yang 

sebenarnya. Hal ini membuat segmen ñRoasting Tiga Capresò pada program ñLapor Pak !ò 

menciptakan sebuah hiperteks dan mampu dianalisis menggunakan hipersemiotika. 

 Ditemukan adanya Hiper-Signifier dan Hiper-Code yang terkandung di dalam ketiga 

kalimat Roasting yang disampaikan oleh para komika ke para Capres. Adanya wujud tanda 

berlebih yang terdapat pada kalimat roasting membuat kalimat tersebut memiliki makna baru 

yang berlebihan yang bahkan tidak ada pada kalimat sebenarnya. pada kalimat roasting ini 

membuktikan bahwa roasting juga mampu membuat sebuah hiperteks dengan sengaja atau 

tidak sengaja. 
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Abstract  
In today's digital era, many social media users have used social media as a place to seek 

validation or image. The function of social media, which was previously only as a medium for 

interacting and receiving information, has now changed with the many social media phenomena 

that have developed over time. The emergence of various social media which has created 

various features is starting to be used by the younger generation to share stories. However, this 

does not rule out the possibility of excessive sharing and cannot limit privacy in cyberspace.  

This research aims to determine the hyperhonest phenomenon among second account users on 

Instagram social media. The results of the research show that Gen Z students are more 

comfortable and feel relieved to tell stories and confide in their second Instagram account. The 

content of their stories expresses a lot of their feelings about love issues and interesting things 

that happen in their lives through their second Instagram account which is made more exclusive 

due to selection. only those closest to you according to the Second account concept. With users 

on the Second Instagram account having actions that represent themselves, such as Instagram 

story posts and feeds which are arranged in such a way as to produce the response desired by 

the three Gen Z students, apart from that, they also get more satisfaction from the results of 

stories or excessive venting on this Second Instagram account. . This research uses a qualitative 

descriptive approach using interview, observation and documentation data collection techniques 

which then uses the validity of triangulation data. This research is qualitative research using 

phenomenological methods. This research uses the Hyperhonest Phenomenon Concept, the 

Second Account Concept, and Stuart Hall's Self-Representation Theory. 

Keywords: Phenomenon Hyperhonest, Social Media, Self representative, Second Account. 

 
Introduction   

On social media, the phenomena that occur offer a window into a wider world, where 

human life and interactions are opened up digitally (Risdiany et al., 2024). From personal 

posts capturing special moments to global debates on controversial issues, these platforms 

provide a platform for a wide range of activities and expressions every day. However, behind 

this sophistication, there are also serious challenges such as the spread of misinformation, 

disinformation, and toxic rhetoric can easily spread and influence public opinion. Personal 

privacy is often a sensitive topic of discussion, with concerns about how user data is used and 

misused. 

On social media today, there are various phenomena such as flexing, cybersex, 

FOMO, and others. One of them that is currently being discussed on social media, especially 

Instagram, is the Hyperhonest Phenomenon. This phenomenon has become a major concern 

in studies on self-representation in the digital world. One interesting aspect of using a Second 

account on Instagram is the possibility of a hyperhonest phenomenon or excessive honesty in 

the way individuals represent themselves, many social media users are not aware that they are 
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trapped in the habit of excessively venting on social media without considering the privacy 

aspect. 

The term Hyperhonest itself was first introduced by Whitty & Joinson who stated that 

the Hyperhonest phenomenon is a phenomenon of excessive outpouring of feelings on social 

networks, where many social network users easily express their feelings through their status 

on social networks, when their private content is exposed, the private part will be lost, 

meaning that this personal material will be used by many people on social media networks in  

(Radja & Citra, 2020). The hyperhonest phenomenon that occurs on Instagram social media 

presents a new paradox that is quite unique among most visually engineered and filtered 

content. In the midst of a sea of neatly arranged and sometimes intensively edited posts, the 

hyperhonest phenomenon becomes a kind of 'oasis' where sincerity and honesty become 

valued values (Chiquita & Febriana, 2023a). 

This term refers to a trend where Instagram users share honest and authentic content 

about their lives, without the embellishments or idealization that is often found on the 

platform. Instagram users who participate in this trend can share more raw and personal 

moments ranging from stories about life's hardships, failures, sadness to honest feelings about 

the struggles in achieving their goals. The hyperhonest phenomenon gave birth to more 

personal content to get attention for sadness, difficulties and even failures. Content like this 

often gets more attention on social media because they offer a more human and realistic 

perspective on everyday life. They build a deeper connection between the feelings of users 

and their followers, because people can feel that they are not alone in their feelings.  

The first previous research on this study was published in the first research journal 

entitled "Analysis of self-disclosure on the phenomenon of hyperhonest on social media" by 

Radja Erland Hamzah and Citra Eka Putri who wrote a journal explaining that there are three 

things that encourage someone to express themselves on social media in the phenomenon of 

hyperhonest, namely, first, sharing on social media gives a sense of pleasure, second, the 

need to be heard is fulfilled and third, the need to be known. The research method used is a 

qualitative method (Radja & Citra, 2020). 

Furthermore, the second previous study entitled "Gender Comparison of Self-

Representation of the Langgas Generation in Instagram Social Media" by Edwi Arief 

Sosiawan and Rudi Wibowo, the results of the study of photo uploads in Instagram feeds are 

an effort by digital natives to visualize their self-identity in the context of certain moments 

and pleasures that are predominantly used for self-identity orientation in everyday life, luxury 

and creativity. There are several differences between male and female digital natives in 

constructing their self-identity. Male digital natives prefer to show themselves as people who 

are familiar and friendly and close to their families in everyday life, oriented to showing their 

self-identity with representations that visualize symbols that are close to their likes and 

hobbies, and highlighting the results of creativity by showing the tools used to produce this 

creativity such as photo and video cameras. While female digital natives tend not to like 

everyday shows because they are considered a private realm (Sosiawan & Wibowo, 2020). 

The hyperhonest phenomenon is often found on Second social media accounts, 

especially Instagram. A Second account is an account used to share posts outside the main 

account, and usually a Second account is used to establish relationships with other users by 

differentiating the image of self-identity on the first account and the Second account is 



4th Brawijaya Communication International Conference (BCIC) 2024 

ΝΡΤ 
 

created for a specific purpose. In this context, the hyperhonest phenomenon refers to the 

tendency of Second account users to be more open, honest, and authentic in revealing 

personal aspects that they may not share openly on their main account. This creates a view 

where individuals may feel more comfortable expressing themselves authentically when 

using a Second account, compared to a main account that may be more fixated on the 

construction of a certain image or expectation.  

Finally, the third previous study "self-disclosure through a second account on 

Instagram" by Febri Yolanda from the Islamic University of Riau Pekanbaru. The content of 

the study illustrates that female students tend to do self-disclosure on their second Instagram 

account. The self-disclosure that tends to be highlighted is the personality in the Open Area 

and the Blind Area (hidden area). The second account is used as a place to do self-disclosure 

because it is considered the most comfortable social media account to be yourself. The 

methods used to show personality are also varied and different between: posting selfies, 

wefies and videos through the "instastory" feature, and posting random photos and videos 

through the "feed" feature, posting photos and videos through the "feed" feature, and posting 

hobbies through the "instastory" and "feed" features (Yolanda, 2022). 

As explained above, on Instagram social media, users represent themselves like a 

carefully curated personal life theater. Each user has the opportunity to be the director, 

scriptwriter, and star of their own narrative. Through carefully selected photos, thoughtful 

captions, and filters that add an artistic touch, each post is a reflection of the identity and 

image they want to project to the world. Instagram is a place where users can describe 

themselves in all aspects: from their desired lifestyle, career aspirations, social relationships, 

to personal interests (Sianipar, 2021). Every photo and video is a visual proof of a part of life 

that may be considered the most interesting or valuable moments in their view. However, 

behind the beauty and joy that is often displayed, self-representation on Instagram also raises 

questions about authenticity and reality. To what extent does the image presented reflect the 

real life of the user. The formation of self-representation on Instagram also creates pressure to 

meet certain standards (Sianipar, 2021). Users often feel the need to conform to the 

platformôs trends and expectations in order to gain attention and recognition. This can affect 

self-perception and create feelings of inadequacy or inadequacy among users, especially if 

they compare their lives to the often-presented picture of perfection. This study on the 

phenomenon of hyperhonest in the self-representation of Second account users on Instagram 

has a uniqueness to reveal because this phenomenon reflects the complex dynamics between 

online identity, privacy, and self-exploration (Alifia et al., 2024). With the increasing use of 

social media as a platform for social interaction and identity exploration, a deeper 

understanding of the motivations and consequences of hyperhonest or being too honest in this 

context can provide valuable insights into the psychological and sociological understanding 

of digital behavior. In this study, researchers involved 5 informants who were active on 

Instagram social media and had a Second account with a background as active students who 

were Gen Z. Of the 5 informants found, 3 of them had criteria that matched the research that 

the researcher wanted to carry out, namely the characteristics of active users of Instagram 

Second accounts who often vent excessively. These three informants formed their identities 

on Second accounts as a safe place to upload any posts, without having to follow the 

standards of perfection like on the main account. This study is supported by a survey related 
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to Second accounts on Instagram based on the results of a 2022 survey obtained by the 

Opinion Poll (Jakpat) from the results of respondents' answers through the Jakpat application 

which showed that 57% of respondents obtained from Instagram social media admitted to 

having a Second account on Instagram social media (Naurah, 2023). 

The hypehonest phenomenon, especially in the close friends feature on Instagram, is 

interesting to study because with this feature, people use it as a place to express themselves 

and vent more honestly about their personal or private problems. This is in line with the 

results of previous studies which found that expressing personal privacy in the Instagram 

close friends feature is due to the user's self-confidence (Dianiya, 2021) in  (Chiquita & 

Febriana, 2023a). In a study conducted by Liu, openness in social media can obscure privacy 

because everyone has the right to show themselves in speaking and sharing uploads on the 

internet so that individuals cannot control where their privacy is publicly. The experience of 

sharing private outpourings on social media in female generation Z is part of life in the real 

world which is constructed in the virtual world so as to form a reality of its own called virtual 

reality. According to Widyaningrum in (Chiquita & Febriana, 2023a) keberadaan media 

sosial dan ruang virtual akan  semakin meningkatkan pengguna, tanpa  disadari perilaku 

dalam ranah  virtual berdampak  juga  dalam  ranah  non  virtual.  Hal  tersebut  

menyebabkan  hilangnya  batasan  antara  pemberi informasi dan konsumen media. 

From the activities on this Second account, many of them are forming their identities 

which have negative and positive sides. Consuming the wrong information can have 

dangerous impacts in the future, such as digital footprints that will never disappear and can be 

accessed at any time, which will eventually cause new problems such as hoaxes. 

(Rizkinaswara, 2021). With the negative side of doing this freedom in posting, it finally has 

an impact on its users who cannot limit themselves in uploading information that should be 

private but is disseminated consciously and has other intentions, namely to seek validity or 

attention from others. So the identity and character are designed in such a way as to construct 

the formation of self-identity in order to create a good picture of reality or vice versa, creating 

a gray boundary in cyberspace which results in many questions about why their identities on 

social media must be two or more.  

In other words, in today's technological advances, social media users can easily access 

information on the internet or social networks, it is hoped that users must be wiser in using 

social media in order to filter which information needs to be uploaded to the public and which 

should be private. Because it is possible that there will be negative impacts for the 

information disseminator and the recipient. So that self-limitation will be very necessary in 

this digital era of free expression. The hyperhonest phenomenon that occurs in Second 

account users on Instagram which is a place to find validity and attention for some people 

who misuse Instagram social media and can endanger themselves  (Chiquita & Febriana, 

2023). 

In this context, the study will try to analyze the hyperhonest phenomenon among Gen 

Z Instagram users, especially students. With this, researchers are interested in conducting 

research on this hyperhonest phenomenon because in Instagram social media researchers find 

many social media accounts, especially on Second accounts or second accounts from people 

who are known and unknowingly become part of the hyperhonest phenomenon. Thus, 

researchers are interested in analyzing how self-representation is in the title Analysis of the 
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hyperhonest phenomenon in the self-representation of Second account users on Instagram 

social media. Thus, this study aims to analyze why and how the hyperhonest phenomenon is 

in the self-representation of Second account users on Instagram social media. So the title of 

this study is the hyperhonest phenomenon in the self-representation of Second account users 

on Instagram social media which will explain not only about understanding individual 

dynamics, but also about understanding bigger changes in the way we build and share online 

identities in this digital era. 

 

Method 

The paradigm in this study is constructivism. The term constructivism by Littlejohn is 

used to explain a theory that states that each individual interprets something and behaves 

according to the conceptual categories of his mind. Reality does not just appear in raw form 

but must be filtered according to a person's perspective on everything that exists (Littlejohn, 

1999 in  Putri & Hamzah, 2022). 

As for the research approach with qualitative, Qualitative research uses natural 

settings as a direct source of data, and the researcher himself is the key instrument. In 

qualitative research, the researcher is seen as a key instrument. Other instruments such as 

cassette recordings and video tape recorders can be used, in their position as supporting 

instruments (Romlah, 2021). 

The type of research used is qualitative descriptive research. Qualitative descriptive is 

a term used in qualitative research for a study that is descriptive in nature  (Nurmalasari & 

Erdiantoro, 2020) In short, qualitative descriptive is a research method that moves along an 

inductive flow using a simple qualitative approach. 

The research method used is the phenomenological method, basically phenomenology 

is a tradition of study used to explore human experience. In this context, humans are active in 

observing the world around them as an experience of their lives and actively interpreting 

those experiences. The use of this phenomenological method is useful for providing an 

understanding of the subjective experience of the hyperhonest phenomenon that occurs in the 

self-representation of users of the Second Instagram social media account. As well as forming 

a self-concept from various perspectives that will later be concluded by researchers.   

In this study, the subjects used were users of Second accounts on Instagram social 

media. The researcher conducted the study by interviewing users of Second accounts on 

Instagram social media which would be studied in depth until valid data was obtained. While 

the object of the researcher was at the time of the study, the researcher found a relationship 

between the hyperhonest phenomenon and the self-representation of Second account users on 

Instagram social media. 

In qualitative research, the data collection technique used by researchers to collect the 

required data is known as the data collection technique. The aim is to explore data and its 

meaning to determine the right data collection technique. By using observation, in-depth 

interviews, and documentation. 

The main data validity technique is triangulation, which can offer to overcome the 

weaknesses of a single method. Thus, if we use several different methods to investigate an 

interesting phenomenon and the results provide complementary confirmation, valid results 

are obtained (Winaryati, 2019). Researchers use triangulation of source data by comparing 
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and verifying the reliability of information from various sources. In this study, the author uses 

data analysis techniques according to the Miles and Huberman model, (1) Data Reduction, 

Data reduced at this stage can provide a detailed picture, and after that it is continued in the 

next stage to be presented with a picture that is easier to understand. (2) Data Presentation, 

data is presented in a shorter and easier to understand form. This data presentation is usually 

done in table or diagram format. (3) Drawing conclusions, The conclusions drawn should be 

able to answer the formulation of the research problem that has been formulated at the 

beginning (Purnamasari & Afriansyah, 2021). 

 
Result and discussion   

The concept of the hyperhonest phenomenon can occur among Gen Z Instagram users 

Of the three informants, they stated that social media is used to tell stories or share 

their feelings about their current life problems. These three informants also stated that they 

have limitations for telling stories or sharing their feelings on social media, so not everything 

they experience is uploaded to social media. In addition to using social media to tell stories, 

these three informants indirectly feel the same thing, such as being relieved of the burden of 

thought when it is difficult to tell stories on social media. Strengthened by the statement of 

expert Andi Rina Hatta, S. Sos., S.Psi., M.Psi., Psychologist who stated that social media is a 

time difference where now digitalization has developed so that teenagers or Gen Z are 

facilitated by the existence of social media to tell stories or share their feelings with people 

closest to them or the public. They use this space to share their experiences, personal stories, 

and feelings openly. With social media, Generation Z finds it easier to express themselves 

and seek support from peers or communities with similar interests. Although it can be a 

comfortable place to share, using social media as a place to share feelings can also pose risks 

such as public judgment or unwanted exposure.  

When playing social media, the three informants also stated that there was validation 

received from their followers, getting the same benefits from telling stories or sharing on 

social media where they get positive feedback from their followers about what was uploaded 

at that particular time. Informant MV stated that he did not have the goal of getting a positive 

response from his followers, then GW also stated that he shared on social media not to get 

attention but only to express his feelings, and informant RR stated that he got enough 

attention from his followers which could make him feel better when he was in a bad mood. 

Where indeed the three informants above use social media to tell stories or share which 

unknowingly get a positive response that makes them feel happy. Strengthened by the 

statement of expert Andi Rina Hatta, S. Sos., S.Psi., M.Psi., Psychologist that it goes back to 

each individual who gets enough attention from internal such as family will not do this 

excessive sharing on social media. Individuals like this can be included in introverted 

individuals who tend to prefer to think and reflect deeply, and get energy from the time they 

spend alone or in a quiet environment. They tend to be more reserved in expressing 

themselves and typically prefer fewer and more intimate social interactions than extroverts. 

Introverts often have a tendency to think things through before speaking or acting, and they 

can become very focused on their internal thoughts and private world. 

In the excessive outpouring on the second Instagram account, the three informants 

stated that informant MV chose to confide on social media because of the wide reach of 
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social media and he only wanted to be heard by followers seeing or reading the stories or 

outpourings he conveyed on social media. MV also stated that what was told was in 

accordance with the reality that occurred and there was no manipulation, MV also stated that 

he gave limitations by using the close friend feature on Instagram social media as a selection 

into a smaller scope and had been trusted. Then informant GW also had the same statement, 

namely because he respected other people's time who did not necessarily have time to listen 

to our complaints, so he chose to confide on social media and there was nothing manipulated 

and had limitations but by not confiding about internal problems such as family to social 

media. Meanwhile, informant RR stated something different where he did not have the 

courage to tell his family and felt embarrassed, but he gave a presentation of around 50% 

which means that what he told was honest according to reality but still had limitations on the 

privacy he maintained and used the close friend feature like informant MV to narrow the 

scope of what was already trusted. Strengthened by the statement of expert Andi Rina Hatta, 

S. Sos., S.Psi., M.Psi., Psychologist that individuals who feel comfortable to confide 

excessively or tell stories on social media are likely to experience a crisis of trust, factors 

such as personal experience and trauma such as some members of Generation Z have 

experienced traumatic experiences or disappointments in their lives, be it in the context of 

family, school, or society, which affects their views on someone's trust. Which results in 

feeling distrustful of the people around him. So he feels much more comfortable expressing 

his feelings through social media. 

Dengan ini para informan juga mencari perhatian dari pengikutnya yang suka 

memberi empat dan simpati. Mereka menyatakan bahwa informan MV mendapatkan 

perhatian yang cukup dari teman-teman dan keluarganya sedangkan informan GW dan RR 

lebih nyaman dan mendapatkan perhatian yang cukup dari pengikutnya di media sosial. 

Ketiga informan diatas memiliki penyataaan yang sama dimana mereka menyukai jika 

mendapat respon yang positif dari para pengikutnya seperti ketika mereka mendapatnya 

perhatian, support, atau dapat saling bertukar pikiran. Informan MV menyatakan dirinya tidak 

menyukai feedback seperti respon negatif seperti sindiran, informan GW menyatakan dirinya 

tidak menyukai respon negatif seperti sifat menghakimi orang lain, sedangkan RR tidak 

pernah menerima respon negatif karena telah sangat selektif dalam memilih pertemanan di 

media sosial Second account instagramnya. Di perkuat oleh pernyataan ahli Andi Rina Hatta, 

S. Sos., S.Psi., M.Psi., Psikolog bahwa kemanyaman ketika mendapat perhatian ini 

memungkinan individu memiliki rasa minim kepercayaan di lingkungan sosial ata lingkungan 

keluarga. Kurangnya mereka mendapat afeksi atau kasih sayang dan biasanya mejadi pelarian 

mereka untuk terbuka di media sosial. Dimana mreka akan meresa enak, enjoy, dan lebih 

leluasa untuk mengungkapkan perasaannya, walaupun sebenarnya akan ada dampak 

negatifnya seperti informasi yang di publish akan dikomsumsi orang lain. 

 

Analysis of the Hyperhonest phenomenon in Second account users 

Based on the concept of the Johari window which consists of four parts where the 

four areas in it are a unity that exists in every person. There are open areas, blind areas, 

hidden or avoid areas, and unknown areas. The concept of this theory has four perspectives, 

each of which has a different term where each meaning contains understandings that 

influence a person's views. (Yolanda, 2022). 
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It can be concluded from the three informants MV, GW, and RR from the results of 

the researcher's observations that the three informants tend to show personalities that exist in 

open and hidden areas. In the open area, the three informants tend to show similarities in 

character between real life and their Second Instagram accounts. This is realized by both the 

informants themselves and the researchers. Then in the hidden area, the three informants tend 

to show their feelings such as sadness, happiness, or anger which are depicted in the form of 

writing, videos, or photos in their Second accounts, things that are expressed about personal 

problems such as life and love. 

 

Analysis of the hyperhonest phenomenon on the theory of self-representation of Second 

account users on Instagram 

First, based on Stuart Hall's theory of self-representation, representation is an act of 

representing oneself as something that can represent a certain event (Azizah, 2023). Where 

the three informants above, informants MV and RR stated the same thing about the social 

media Second account Instagram as the main choice to describe their feelings in the form of 

writing, photos, or videos uploaded to instastory or feeds. While GW stated that pouring out 

one's heart on social media is not the main choice because there are still many other ways to 

pour out one's heart besides pouring it out on social media. However, these three informants 

stated the same thing, namely pouring out one's heart on social media is the right action to 

express the expression and feelings being experienced. Informants MV, GW, and RR stated 

that photos, writings, or videos usually represent themselves on the Second account, but 

informant GW stated that this action does not always describe the feelings he is experiencing, 

sometimes he just appreciates it. 

Second, Based on Stuart Hall's self-representation theory, namely to form an online 

identity where social media users have the freedom to form their identity in cyberspace and 

can change according to their individual wishes so that their real identity is very small to be 

revealed in cyberspace. Where the three informants above, informant MV has the same 

online and real identity without having to change it, while informants GW and RR have 

different identities, they will be much more open and comfortable with their online identity 

on their Second Instagram account, this happens because of the fear of avoiding negative 

responses. Informant GW stated that he chose an online identity because he could freely 

express himself without having to care about other people's comments, while informant RR 

also felt freer to express himself on social media because he felt awkward when 

communicating directly in the real world. This statement is compared to informant MV who 

felt that he did not feel he had freedom because of threats in the online world. Informants MV 

and GW also prefer real identities, while RR prefers online identities to cover up his 

shortcomings in feeling awkward. Informants MV and GW also stated the same thing, they 

wanted an identity that could have a positive impact on many people, but informant RR had a 

different statement where he preferred an identity that looked perfect in the online world. 

Third, Based on Stuart Hall's self-representation theory, namely showing the best 

impression of oneself where these social media users will make an impression on others 

about themselves who want to look perfect. Where the three informants above have the same 

statement regarding their confessions on the Second account which received positive 

feedback from their followers. In addition, informants MV, GW, and RR also felt satisfied 
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with the impression they had formed on their Second Instagram account. By forming this 

impression, their life on social media looks perfect and invites empathy and responses from 

their followers. 

Fourth, Based on Stuart Hall's self-representation theory, namely impression 

management to look good, the same as what we do in the real world where the first 

perception we want to give to new people about ourselves is a good image and good 

perception. Where the three informants above stated the same thing, namely that they all 

arrange posts on their Second Instagram account to get a certain impression from their 

followers. This certain impression is expected to be a positive impression that can be a 

motivation or entertainment for these three informants. With the impression given by their 

followers, the three informants MV and RR have more satisfaction to continue to be triggered 

to tell stories or confide in order to get this positive impression, but this is different from the 

statement of informant GW who prefers not to want to get an impression continuously 

considering the negative impact of social media such as Detrimental Social comparisons from 

satisfaction from social media interactions often trigger unhealthy social comparisons, 

causing feelings of inferiority or dissatisfaction with their lives. 

 
Conclusion    

In the hyperhonest phenomenon in the self-representation of Instagram social media 

Second account users carried out by female students from the Gen Z group, it can be 

concluded that the stories or confessions that occur on the Second social media account are 

indirectly part of the user's personal information, or even those who have unknowingly 

uploaded things that are private in nature to get validation or a certain impression from their 

followers. This is a description of the concept of the hyperhonest phenomenon that occurs on 

the Second Instagram social media account. 

Among these Gen Z students, they are more comfortable and feel relieved to tell 

stories and confess on their second Instagram account, the contents of their confessions 

express a lot of their feelings about love problems and interesting things that happen in their 

lives through the Second Instagram account which is made more exclusive because the 

selection of only the closest people is in accordance with the concept of the Second account. 

Then there are actions that represent themselves such as instastory posts and feeds that are 

arranged in such a way as to produce the desired response by the three Gen Z female 

students, besides that they also get more satisfaction from the results of excessive stories or 

confessions on this Second Instagram account. Thus, the formation of real identity and online 

identity becomes vague or even looks different and is arranged to appear to have a perfect 

life. With this research, researchers hope that this research can be useful for science and other 

future research on other phenomena on social media. For Gen Z who want to express their 

feelings, there needs to be boundaries and self-awareness to limit personal information 

exposed on social media. Due to the negative impact of data misuse and other cybercrime that 

can endanger each individual. 

 

References  

Alifia, N., Lumbaa, Y., & Marsuki, N. R. (2024). Eksplorasi Kualitatif Dinamika Komunitas 

Online: Pola Interaksi dan Pengaruhnya dalam Era Digital. 2(1), 254ï263. 



Hyperhonest Phenomenon in Self-Representation of Second Account Users on Instagram 

ΝΣΠ 
 

https://doi.org/10.47861/tuturan.v2i1.798 

Azizah, F. N. (2023). Representasi Diri ñGenerasi Zò Melalui Media Sosial Tiktok (Studi 

Pada Mahasiswa Ilmu Komunikasi Universitas Bhayangkara Jakarta Raya Kelas 4a2 

Mata Kuliah Metode Penelitian Kualitatif). Prosiding Konferensi Nasional Sosial Dan 

Politik (KONASPOL), 1, 129. https://doi.org/10.32897/konaspol.2023.1.0.2364 

Chiquita, O. C., & Febriana, P. (2023a). Analisis Fenomena Hyperhonest Penggunaan Fitur 

Instagram Close Friends Dalam Batasan Privasi. Jurnal Komunikatif, 12(1), 23ï36. 

https://doi.org/10.33508/jk.v12i1.4454 

Chiquita, O. C., & Febriana, P. (2023b). Analisis Fenomena Hyperhonest Penggunaan Fitur 

Instagram Close Friends Dalam Batasan Privasi. Jurnal Komunikatif, 12(1), 23ï36. 

https://doi.org/10.33508/jk.v12i1.4454 

Naurah, N. (2023). Ragam Alasan Orang Miliki Akun Kedua di Media Sosial, Stalking Salah 

Satunya. 17 Maret 2023. https://goodstats.id/article/ragam-alasan-orang-miliki -akun-

kedua-di-media-sosial-stalking-salah-satunya-OCmJc 

Nurmalasari, Y., & Erdiantoro, R. (2020). Perencanaan Dan Keputusan Karier: Konsep 

Krusial Dalam Layanan BK Karier. Quanta, 4(1), 44ï51. 

https://doi.org/10.22460/q.v1i1p1-10.497 

Purnamasari, A., & Afriansyah, E. A. (2021). Kemampuan Komunikasi Matematis Siswa 

SMP pada Topik Penyajian Data di Pondok Pesantren. Plusminus: Jurnal Pendidikan 

Matematika, 1(2), 207ï222. https://doi.org/10.31980/plusminus.v1i2.1257 

Putri, C. E., & Hamzah, R. E. (2022). ANALISIS FENOMENA PENIPUAN IDENTITAS DIRI 

(CATFISHING) PADA LITERASI DIGITAL PENGGUNA MEDIA SOSIAL PENULIS. 

3(2), 67ï78. 

Radja, E. H., & Citra, E. P. (2020). Analisis Self-Disclosure Pada Fenomena Hyperhonest Di 

Media Sosial. Pustaka Komunikasi, 3(2), 222ï224. 

http://journal.moestopo.ac.id/index.php/pustakom 

Risdiany, H., Sukmalia, M., & Suargana, L. (2024). Pemahaman Mendalam: Dampak 

Smartphone pada Eksistensi Manusia dalam Filsafat Teknologi. UPGRADE꜡: Jurnal 

Pendidikan Teknologi Informasi, 1(2), 61ï66. 

https://doi.org/10.30812/upgrade.v1i2.3557 

Rizkinaswara, L. (2021). Waspada Rekam Jejak Digital Kita di Internet. 13 Agustus. 

https://aptika.kominfo.go.id/2021/08/waspada-rekam-jejak-digital-kita-di-internet/ 

Romlah, S. (2021). Penelitian Kualitatif Dan Kuantitatif (Pendekatan Penelitian Kualitatif 

dan Kuantitatif). PANCAWAHANA: Jurnal Studi Islam, 16(1), 1ï13. 

http://ejournal.kopertais4.or.id/tapalkuda/index.php/pwahana/article/view/4321 

Sianipar, E. A. (2021). Instagram sebagai Pengaruh Kuat dalam Transformasi Gaya Hidup 

Mahasiswa. JUDGE꜡: Jurnal Hukum, 03, 28ï33. 

https://journal.cattleyadf.org/index.php/Judge 

Sosiawan, E. A., & Wibowo, R. (2020). Komparasi Gender Representasi Diri Generasi 

Langgas dalam Media Sosial Instagram. International Conference Communication and 

Sosial Sciences (ICCOMSOS), 1(1), 1ï13. 

http://jurnal.uinsu.ac.id/index.php/ICCOMSOS/article/view/8279 

Winaryati, E. (2019). Triangulasi. Action Research Dalam Pendidikan (Antara Teori Dan 

Praktek), 124ï135. http://repository.unimus.ac.id/3601/8/bab 6.pdf 

Yolanda, F. (2022). Self Disclosure melalui Second Account Instagram. 1ï77. 

https://repository.uir.ac.id/17386/1/179110101.pdf 
 

 

 



4th Brawijaya Communication International Conference (BCIC) 2024 

4th Brawijaya Communication International Conference (BCIC) 2024 É The Author(s) 2024. Published by Master of 

Communication Science Program, Faculty of Social and Political Sciences, Universitas Brawijaya. All right reserved. For 

permissions, please e-mail: magisterilmukomunikasi@ub.ac.id or visit bcic.ub.ac.id 

Konstruksi Identitas Virtual Fujoshi Dalam Akun Tiktok 

@DRAMAQUEEN.1406 

Rosalinda; Muhamad Isnaini  
AUniversitas bunda mulia & s14200217@student.ubm.ac.id  

 

Abstrak 
Dampak dari popularitas genre BoysLove yang terus meningkat membuat karya bergenre 

BL semakin banyak diminati hingga diproduksinya drama televisi dan konten yang 

menampilkan (homoerotis) yang dapat ditonton melalui berbagai jenis media sosial, 

termasuk aplikasi TikTok. Penelitian ini dilakukan untuk mengetahui bagaimana identitas 

virtual dapat terbentuk dalam sebuah komunitas fujoshi. Teori yang digunakan dalam 

penelitian ini adalah Teori identitas (Michael Hect) dan Teori Negosiasi Identitas (Stella 

Ting ï Toomey) sebagai teori pendukung, kemudian metode penelitian yang digunakan 

adalah netnografi. Setelah melalui pengolahan data yang ada, ditemukannya hasil 

penelitian berupa tema ï tema besar terkait dengan interkasi antara sesama fujoshi melalui 

akun TikTok @dramaqueen.1406 yaitu: seksualitas, divergensi perspektif, inisiasi fujoshi, 

stigma, fangirling, eskapisme dan pemendaman identitas. Hasil temuan tersebut 

meunjukkan penggunan media sosial TikTok telah memainkan peran yang berarti dalam 

membentuk identitas komunitas virtual diantara para penggemar. Fenomena fujoshi yang 

terjadi di Indonesia dapat dilihat sebagai respon beberapa wanita terhadap sejumlah 

faktor, seperti: isolasi sosial, rasa bosan, rasa penasaran, rasa kesepian, dan rasa bahagia. 

 

Kata kunci: Boyslove (BL), identitas virtual, media sosial TikTok, komunitas Fujoshi. 

 

Introduction  

Fujoshi merupakan sebutan yang diarahkan kepada wanita yang secara aktif dan 

inisiatif mengkonsumsi sesuatu yang bergenre BoysLove (BL), tidak hanya sebagai 

konsumen saja fujoshi juga secara sadar menyukai atau menggemari (homoerotis) (Fitriana et 

al., 2021). Namun di negara Indonesia keberadaan fujoshi hingga kini masih di tutup ï tutupi 

karena dianggap sebagai hal yang tabu dan tidak sesuai dengan agama serta kebudayaan yang 

ada, hal tersebut karena berhubungan dengan konten mengenai LGBT. Dalam penelitian 

(Sianturi & Junaidi, 2021) dijelaskan bahwa persepsi masyarakat Indonesia mengenai 

homoseksual dapat dilihat dari hak-hak yang dimiliki oleh kelompok LGBT tergolong minim, 

sesuai dengan laporan USAID dan UNDP berjudul ñLaporan Nasional Indonesiaò: Hidup 

sebagai LGBT di Asia. Hal tersebut terjadi karena hukum saat ini tidak menyediakan 

dukungan kepada kelompok LGBT dan selain itu norma agama dan kesusilaan yang ada di 

indonesia juga bertentangan dengan homoseksualitas. Sedangkan Indonesia sendiri 

merupakan negara yang mengedepankan ajaran agama dan hal tersebut dapat dilihat melalui 

dasar negara Indonesia yaitu Pancasila, dimana butir pertama menyebutkan ñketuhanan yang 

maha esaò (Senja Tiarylla et al., 2023). Dalam hal ini penduduk negara Indonesia merupakan 

masyarakat yang menganut agama, di Indonesia sendiri agama yang paling banyak dianut 

oleh masyarakatnya adalah agama islam, dan data itu dapat dilihat melalui ñdataboksò. 

Berkaitan dengan hal tersebut, dalam artikel detik.com bertajuk ñLGBT dalam pandangan 

hukum islamò menyatakan bahwa prilaku yang dipraktikkan oleh kelompok LGBT masuk 

kedalam kategori haram (Hawari, 2023). 

mailto:magisterilmukomunikasi@ub.ac.id
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Fujoshi sebagai individu maupun kelompok memiliki hubungan yang sangat erat 

dengan penggunaan media sosial, terutama dalam pembentukan identitas diri seseorang. Hal 

tersebut telah dibuktikan melalui beberapa penelitian terdahulu seperti penelitian 

(Betrinadyan & Resdati, 2023) yang mengemukakan, faktor internal dan faktor eksterernal 

mengapa fujoshi menyukai BL (BoysLove) dan seperti apa praktik dramaturgi yang 

dilakukan oleh fujoshi melalui aplikasi Instagram. Selain itu (M. Hidayati & Hidayat, 2021) 

juga menyatakan bahwa para fujoshi hidup dengan cara menampilkan identitas ganda, disatu 

sisi mereka hidup sebagai perempuan heteroseksual pada umunya namun disisi lain mereka 

mengkonsumsi cerita-cerita homoseksual. Kemudian Melalui penelitian tersebut diketahui 

juga bahwa media sosial (Whatsapp) memiliki peranan yang besar sebagai wadah berinteraksi 

diantara sesama fujoshi. Ditambah dengan penelitian milik (Fitriana et al., 2021) menjelaskan 

bahwa fujoshi mengalami gejolak identitas hingga keberadaan mereka yang termarginalkan 

membuat kehadiran mereka bagai tidak nampak. Maka, melalui penggunaan media sosial 

(Twitter) fujoshi mencari pengakuan. 

Salah satu hal yang membentuk identitas diri seseorang adalah karena adanya 

kesamaan dalam ruang lingkup lingkungan sosial dan hal ini juga terjadi pada penggemar 

BoysLove (BL) atau kerap juga dipanggil dengan sebutan ñFujoshiò / ( ) yang memiliki 

arti wanita atau gadis busuk dan dapat di artikan juga sebagai gadis rusak. Jika dibedah secara 

lebih mendalam kata ( / Fu) memiliki arti rotten dalam bahasa Inggris dan busuk dalam 

bahasa Indonesia sedangkan kata ( / Joshi) memiliki arti girls dalam bahasa Inggris dan 

gadis ï gadis dalam bahasa Indonesia (Sheva & Roosiani, 2022). 

Keberadaan Fujoshi berkaitan dengan berkembangnya kebudayaan jepang, hal 

tersebut dimulai dari tumbuhnya suatu kebudayaaan yang disebut dengan budaya populer. 

(Saito, 2017) Menjelaskan bahwa budaya popular merupakan bentuk dari ekspor Jepang yang 

paling sukses, dan dari sekian banyaknya budaya populer milik Jepang, yang paling banyak 

diminati dan banyak digemari adalah anime (kartun jepang) dan manga (komik jepang) (R. 

Rahmawati & Nurhidayah, 2023). Penggemar dari anime atau manga jepang memiliki 

panggilan dan sebutan yang berbeda- beda karena adanya pembagian berdasarkan jenis anime 

dan manga yang mereka sukai, (Guo & Zeng, 2019) dalam penelitiannya menyebutkan hal 

tersebut dibagi menjadi 5 jenis pembagian, mencakup (shounen) karya yang sengaja 

ditujukan bagi remaja laki - laki, (shoujo) remaja Perempuan, (seinen) laki - laki dewasa, 

josei wanita dewasa, dan (kodomomuke) anak - anak. Selain pembagian diatas terdapat juga 

pembagian penggemar anime dan manga berdasarkan karakternya yang mencakup; wibu / 

weeaboo, otaku, waifu, husbando, fujosh / fujoshi dan critic / kritik. Manga dan anime 

memiliki berbagai macam genre, salah satunya yaitu yaoi dan shounen-ai yang masuk ke 

dalam golongan subgenre. Dimana genre tersebut ditujukan khusus kepada remaja perempuan 

(shoujo). Genre yaoi dan shounen ai / BoysLove (BL) adalah sebuah karya bermuatan cerita 

fiksi percintaan romatis hingga erotis diantara sesama lelaki dan para perempuan yang 

menyukai karya dengan genre tersebut dikatakan sebagai Fujoshi (Winduwati, 2015). 

(Mustafani et al., 2023) seseorang bisa menyukai dan mengenal anime bergenre yaoi 

melalui media sosial dan salah satu aplikasi yang sering diakses adalah media sosial 

berbentuk video seperti Youtube. (Ashari et al., 2023) Dampak dari popularitas genre 

BoysLove yang terus meningkat membuat beberapa negara di kawasan asia juga ikut 
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terpengaruh seperti Thailand, Tiongkok (China), Korea, termasuk negara Indonesia. maka 

dari itu tidak hanya anime (animasi) dan manga (komik) saja yang diminati, bahkan series 

drama televisi bergenre Boys Love juga banyak peminatnya. Mulai dari 2014 hingga 2020 

setidaknya sebanyak 57 series drama bergenre Boys Love telah diproduksi oleh negara 

Thailand dan menurut Line TV juga bahwa sejak tahun 2019 penonton series  drama 

BoysLove meningkat dari 5% menjadi 34%. Terdapat beberapa platform yang bisa digunakan 

untuk menonton serial BoysLove seperti Line TV, Youtube, Netflix, Disney Hotstar. Karena 

peningkatan peminat pada drama series bergenre BoysLove (BL), konten yang menampilkan 

(homoseksual) juga ikut meningkat, tidak hanya terbatas pada platform menonton saja namun 

kini konten serupa juga dapat ditemui melalui berbagai media sosial seperti Pinterest, 

Wattpad, Instagram, Telegram, Facebook, Twitter, Whatsapp, dan juga TikTok, yang 

merupakan media sosial paling mudah dalam menyebarkan berita viral (Indriani et al., 2023). 

Peneltian ini dilakukan karena ditemukannya tanda-tanda bahwa media sosial memiliki 

peranan penting dalam pertumbuhan komunitas Fujoshi dan untuk mengetahui bagaimana 

identitas virtual dapat terbentuk dalam sebuah komunitas fujoshi. Metode yang digunakan 

adalah netnografi.   

 

Results and Discussion 

Identitas Akun TikTok @dramaqueen.1406 

Penelitian dilakukan terhadap akun TikTok bernama @missbeel1406, Akun tersebut 

merupakan salah satu akun yang membuat dan menyebarkan konten mengenai BoysLove 

atau dikenal juga dengan sebutan BL. Isi konten yang diperlihatkan kepada penonton berupa 

sebuah video pendek berulang, dengan aktor-aktor Thailand yang merupakan pemain drama 

BL di dalamnya, kemudian pada bagian video juga ditambahkan tulisan ï tulisan, yang mana 

kalimat tersebut mewakili perasaan dan pemikiran para fujoshi. Setiap konten yang dibuat 

memiliki karakteristik yang sama, yaitu adanya video aktor pemain drama BL, kemudian 

kalimat yang sudah diedit dan ditempatkan kedalam video, guna menarik perhatian pengguna 

TikTok khususnya mereka yang merasa sebagai bagian daripada fujoshi dan thaienthu atau 

thai enthusiast (individu yang menyukai budaya, musik, drama, variety show dan fashion 

yang berasal dari Thailand) (Dianti, 2023)  

 

Gambar 1. Akun TikTok @missbeel1406 yang kemudian nama akunnya berubah menjadi 

@dramaqueen.1406. 
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Selain isi konten dan nama akun @dramaqueen.1406 yang menunjukkan bahwa 

akun tersebut diperuntungkan kepada fujoshi, di bio dari akun TikTok tersebut juga 

terdapat tulisan seperti, fujoarea, justforfun, random post, missbeel1406, dan thaienthu / 

fujoshi. Akun @dramaqueen.1406 menggunakan foto profil sebuah karakter perempuan 

yang dapat ditemukan secara acak pada aplikasi Pinterest. Pada akun ini beberapa fitur 

seperti following dan liked telah dirahasiakan atau dikunci oleh pemilik akun, semua 

yang ditampilkan pada akun TikTok tersebut tidak berisikan informasi pribadi sama 

sekali, maka dari itu akun tersebut masuk kedalam golongan akun anonim. Penggunaan 

identitas anonim oleh akun @dramaqueen.1406 karena beberapa kemungkinan seperti 

menghindari stigma sosial dan perundungan, keamanan digital, atau akun tersebut 

sengaja dibuat bersifat anonim karena adanya tujuan kebebasan berekspresi, berdiskusi, 

membangun identitas dan bertujuan untuk menggunggah konten bermuatan sensitif yang 

berhubungan dengan fujoshi. Terlepas dari kemungkinan yang ada menurut (Betrinadyan 

& Resdati, 2023) seseorang dapat melakukan pengelolaan kesan selama menjalankan 

peran fujoshi di depan penonton, yaitu komunitas atau fujoshi lainnya melalui media 

sosial, hal tersebut bertujuan untuk memperlihatkan seperti apa bentuk ideal dari fujoshi 

yang diingan oleh penonton dengan cara memperlihatkan kegiatan keseharian yang 

mereka lakukan, yang mana hal tersebut mampu meyakinkan mereka yang melihat 

bahwa (pemilik akun) adalah seorang fujoshi. Dalam hal ini akun TikTok 

@dramaqueen.1406 sengaja memasukkan nama-nama, foto, video, konten dan kalimat 

berunsur BL atau berhubungan dengan fujoshi. 

 
Gambar 2. Profil akun TikTok @ dramaqueen.1406 

Selain pembuatan video yang dibuat sedemikian rupa agar konten yang di unggah 

sampai kepada khalayak yang dituju (fujoshi), akun @dramaqueen.1406 juga 

menyematkan beberapa hastag seperti #raikantopeni, #thaienthu, #thailand, #fujoshi, 

#thaiactor, #FYP dan #fudanshi. 

 

Proses Pembentukan Komunitas Fujoshi Melalui Akun TikTok @dramaqueen.1406 

Pada aplikasi TikTok terdapat fitur untuk mengikuti atau disebut juga dengan 

following, hal tersebut memudahkan orangïorang yang menyukai konten berjenis BoysLove 

untuk menemukan dan mengikuti akun @dramaqueen.1406. Orang yang sudah mengikuti 

akun tersebut dapat secara teratur atau rutin dalam mengkonsumsi konten BL, selagi pemilik 

akun mengunggah video. Para pengikut akun @dramaqueen.1406 dapat berkumpul dan 

saling berkomentar satu sama-lain pada kolom komentar yang telah disediakan oleh fitur 
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TikTok. Komentar merupakan salah satu cara mereka (fujoshi) untuk saling terhubung dan 

saling mendukung. Hal tersebut dimulai dari sang kreator (pencipta) konten yang 

mengunggah video dengan kalimat ï kalimat mewakili perasaan fujoshi. Seperti komentar 

yang tertera pada foto di bawah, dapat dilihat bahwa mereka yang berkomentar memiliki 

pandangan yang sama dengan kreator dan merasa saling mendukung satu sama-lain. Mereka 

yang pada awalnya merupakan orang asing dan tidak saling mengenal lama ï lama 

membentuk suatu kelompok, karena adanya kegemaran yang sama yaitu yaoi atau BoysLove. 

Kelompok tersebut bersatu dengan cara menjadi pengikut dari akun TikTok 

@dramaqueen.1406 dan saling berinterkasi hingga terbentuknya komunitas yang disebut 

fujoshi. Akun TikTok @dramaqueen.1406 sendiri, sejak awal telah melabeli akunnya sebagai 

tempat berkumpulnya para fujoshi sehingga seluruh pengikut akun tersebut otomatis akan 

dianggap sebagai bagian dari fujoshi. 

 

Inisiasi Fujoshi  

Untuk menjadi seorang fujoshi, seseorang akan melalui berbagai proses terlebih 

dahulu. Mulai dari melihat, tertarik, mencari tahu, menonton / membaca sesuatu yang 

berhubungan dengan yaoi / BoysLove, menyukai, terus mengkonsumsi, ketagihan, 

keterikatan dan pada akhirnya menjadikan tontonan atau bacaan BL menjadi suatu hobi atau 

kegemaran. Setiap orang memiliki cara yang berbeda untuk menjadi fujoshi, pada akun 

@dramaqueen.1406 dapat kita lihat bahwa jalur menjadi fujoshi tidak hanya terbatas pada 

aplikasi saja, namun keadaan dan judul drama yang ditonton juga bisa dianggap sebagai jalur 

seseorang masuk dan menjadi seorang fujoshi. Ada yang karena keadaan covid sehingga 

merasa bosan dan mencoba menonton tayangan berjenis baru seperti genre BL, adanya rasa 

kesepian dan lain sebagainya. 

 
Gambar 3. Konten berisikan pembahasan jalur menjadi fujoshi 

 

Divergensi Perspektif  

Fujoshi memiliki pandangan yang berbeda dengan kebanyakan orang, hal ini dapat 

diketahui melalui beberapa konten yang diunggah oleh pemilik akun dan disetujui oleh 

pengikut akun tersebut, yang memberikan komentar melalui kolom komentar. Salah satu 

pandangan yang berbeda adalah fujoshi bisa melihat dan mendeskripsikan seorang pria 
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dengan kata cantik. Fujoshi, melihat kata cantik sebagai sebuah hal yang universal dan 

berlaku untuk semua orang di dunia, terlepas dari gender yang mereka miliki, baik itu laki- 

laki maupun perempuan. 

 
Gambar 4. Konten berisikan pembahasan lelaki cantik 

 

Fangirling  

Pada dasarnya fujoshi merupakan perempuan penyuka tontonan atau bacaan cinta 

diantara sesama pria. namun selain hal tersebut fujoshi juga melihat para pemain film atau 

drama BoysLove sebagai idola mereka, yang mana pemeran pada drama tersebut merupakan 

laki-laki. Fujoshi menganggap aktor atau idola yang mereka sukai sebagai suami atau pacar, 

namun hal tersebut masih dalam artian (mengidolakan). 

 
 

Beberapa komentar menunjukkan kesukaan mereka sebagai seorang fujoshi kepada 

idola mereka yang merupakan pemain drama BoysLove, sehingga membuat mereka 

menyukai drama bergenre BL dan membuat mereka menjadi seorang fujoshi. 

Gambar 5. Konten berisikan pembahasan fangirling 
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Gambar 6. Komentar berisikan pembahasan fangirling 

Eskapisme 

Setelah fujoshi menonton drama BL mereka merasakan adanya sensasi penyembuhan, 

mengenai persoalan mentalnya yang bermasalah, seperti timbulnya rasa bahwa depresinya 

dapat disembuhkan atau diatasi tanpa harus pergi ke psikiater setelah menonton tayangan BL 

dan efek yang ditimbulkan seperti memakan obat penenang tanpa perlu menggunakan resep 

dokter yang mana tanpa adanya aturan dosis, hal tersebut juga yang membuat timbilnya rasa 

bahagia. Perasaan yang muncul dalam konten yang dibuat oleh pemilik akun TikTok 

@dramaqueen.1406 dapat dijelaskan sebagai jenis rasa pelarian dari kenyataan seperti yang 

disebutkan oleh (Nugraha et al., 2023). 

 

Gambar 7. Konten berisikan kesukaan fujoshi terhadap BL, berhubungan dengan mental 

 

Perilaku yang ditunjukkan oleh sang pembuat konten dapat dilihat sebagai bentuk 

dari eskapisme, karena dirinya melalui konten meunjukkan kehendak atau kecendrungan 

menghindar dari kenyataan dengan mencari hiburan dan ketentraman di dalam khayalan 

atau situasi rekaan dan hal tersebut dilakukan dengan menonton tayang bergenre 

BoysLove (Setyanto et al., 2022). 

 

Pemendaman Identita s 

Fujoshi cendrung dianggap sebagai seseorang yang aneh, karena menyukai konten BL 

hal ini juga yang membuat fujoshi cendrung menutup diri dan merahasiakan hobinya dari 

semua orang. kondisi tersebut tidak hanya ditujukan kepada orang asing saja, bahkan reaksi 

tersebut juga ditujukan kepada teman maupun keluarga yang berhubungan dekat dengan 

fujoshi. 
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Gambar 8. Konten berisikan pemendaman identitas 

Discussion 

Sebagai seorang fujoshi di Indonesia, seseorang mungkin menghadapi tekanan sosial 

atau bahkan penolakan dari lingkungan sekitar yang mendasarkan pandangan pada norma ï 

norma agama dan nilai ï nilai sosial sebagai sesuatu yang dominan. Hal ini juga dapat 

menciptakan konflik internal antar minat pribadi dan ekspektasi maupun tuntutan sosial. 

Namun terlepas dari hal tersebut, perlu diketahui bahwa persepsi mengenai fujoshi maupun 

konten bergenre BoysLove dapat bervariasi tergantung pada lingkungan dan individu. 

Pada dasarnya tumbuhnya suatu kebudayaan baru yang disebut fujoshi karena adanya 

rasa menggemari suatu objek tertentu. Kebudayaan tersebut dapat meluas dan menyebar 

dengan mudah karena adanya penggunaan media sosial, dan dapat diterima karena konten yang 

terkait berhubungan dengan tontonan dan bacaan yang dirasa dapat menghibur dan 

memberikan efek menyenangkan bagi yang mengkonsumsi. Salah satu media sosial yang 

menjadi media menyebarnya konten BoysLove dan meningkatkan penerimaan budaya fujoshi 

adalah TikTok, namun selain itu ada juga media sosial lain seperti gagaola, iqiyi, Telegram, 

x, Youtube, Wattpad, lok-lok dan masih banyak lainnya. Informasi tersebut dapat dilihat lebih 

jelas dalam gambar konten dan komentar yang terkait. 

Penyebaran konten media sosial yang tergolong cepat membuat informasi dapat 

terkirim kemana saja dan dapat diterima oleh siapa saja, menjadikan konten berjenis BL 

dapat meluas keseluruh daerah yang ada di Indonesia, hal ini juga yang menyebabkan konten 

BL dapat membaur di masyarakat. Melalui konten di bawah ini bisa dilihat bahwa akses 

terhadap konten BL yang mudah membuat fujoshi tersebar di berbagai kota dan daerah 

Indonesia. 

Selain fujoshi yang tersebar di berbagai daerah dan kota Indonesia, fujoshi juga 

datang dari berbagai kalangan usia, mulai dari usia yang tergolong mudah hingga usia 

dewasa. 
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Gambar 9. Komentar berisikan pembahasan usia fujoshi 

Meskipun konten BL dilihat sebagai sesuatu yang menjamur dan fujoshi yang dilihat 

sebagai suatu fenomena yang baru dan mulai diadopsi atau bisa diterima oleh masyrakat, 

namun sebagai fujoshi mereka tetap menagalami perasaan dilema, kerap kali fujoshi 

mengalami konflik batin dimana munculnya rasa ketegangan antara dua pilihan, disatu sisi 

fujoshi yang berada diIndonesia terikat dengan norma agama dan nilai tradisional 

kebudayaan yang ada dan disisi lain fujoshi ingin memenuhi rasa puas didalam hati. Kondisi 

sosial saat ini membuat bingung harus memilih perasaan kegembiraan yang diperoleh melalui 

tontonan BL atau harus menghadapi ketakutan akan pandangan orang-orang terhadap mereka. 

Munculnya rasa tekanan karena adanya stigma membuat fujoshi lebih memilih untuk 

merahasiakan hobi mereka yang dianggap ñabnormalò. 
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Gambar 10. Konten yang membahas dilema sebagai seorang fujoshi 

Melalui teori komunikasi mengenai identitas yang dikemukakan oleh 

Michael Hect terdapat dua dimensi yang saling berinteraksi yaitu subjective 

dimension (bagaimana individu melihat indentitasnya sendiri) dan ascribed 

dimension (bagaimana orang lain memandang identitas seseorang) (Gerungan & 

et.al., 2022). Dua dimensi tersebut kemudian saling berinteraksi dalam rangkaian 

empat tingkatan atau lapisan yang terbagi menjadi personal layer, enactment 

layer, relational dan communal (Silvi Nuriaten & Aka Kurnia, 2022). 

 

Personal layer  

Pada tingkatan pertama (personal layer), yang terdiri dari rasa akan keberadaan diri 

anda dalam suatu situasi sosial dan anda melihat diri sendiri dalam kondisi-kondisi tertentu. 

Identitas ini terdiri dari berbagai perasaan serta ide mengenai diri sendiri, siapa dan seperti 

apa diri anda sebenarnya. Menurut (Gusri et al., 2020) pada lapisan ini para penggemar 

BoysLove mulai menunjukkan ketertarikan mereka terhadap genre BxB dan berusaha 

mencari ï cari konten yang berhubungan dengan genre tersebut. selain itu mereka menyadari 

bahwa ketertarikan mereka sebagai sesuatu yang berbeda atau abnormal bagi orang lain dan 

mereka juga mulai melabeli diri mereka sendiri dengan sebutan fujoshi. Dalam penelitian ini 

penulis sebagai peneliti menemukan temuan serupa, dimana mereka yang mulai 

menunjukkan ketertarikan mereka terhadap konten bergenre BL, karena berbagai alasan ada 

yang merasa bosan karena covid, ada yang merasa kesepian dan ada juga yang merasa 

penasaran setelah melihat sekilas cuplikan mengenai konten BL. Selain alasan tersebut ada 

juga yang menjadi fujoshi karena menyukai aktor ï aktor yang berperan dalam drama 

tersebut. hal tersebut terbukti dari beberapa komentar terkait, ada yang berkomentar : 

ñaku jalur ketemu sekilas di yt (Youtube) tentang bright ama metawin, ehh tiba tiba 

mimpi ketemu brightwin. Jadinyaa nonton 2getherr dehhhò.  

Selain komentar tersebut yang menujukkan bahwa dirinya menonton drama BL 

karena cuplikan sekilas yang dilihat, ada juga komentar yang menunjukkan bahwa dirinya 

merasa bosan. 

ñgw jalur covid asli (emotikon tertawa dengan air mata) lagi bosen nonton drakor 

terus lewat cuplikan tharntype gw tonton ehh malah keterusan masuk raikan 

(emotikon menangis)ò  
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Komentar-komentar diatas menyebutkan bagaimana mereka bisa mulai menyukai tontonan 

BL, namun setelah mereka menonton BL mereka merasa tontonan tersebut merupakan 

salah satu jenis konten yang dapat membawakan rasa bahagia dimana beberapa fujoshi 

menjadikan drama BL sebagai media untuk melarikan diri dari kenyataan 

(eskapisme). Berawal dari minat berakhir dengan keterikatan, hal tersebut benar-benar 

terjadi karena beberapa dari mereka menjadikan tontonan BL sebagai alat penyembuh 

mereka ketika mental mereka dirasa tengah bermasalah. Seperti beberapa komentar yang 

menuliskan bagaimana mereka merasa lebih bahagia setelah menonton drama BL:  

ñsebelum lihat bl : ngerasa banyak beban, banyak sedih, sering setress, takut 

bergaul. Setelah lihat bl : hidup tennag tanpa kecualiò 

 

ñBL merusak mental? Bagi manusia di sekitarku tapi bagiku BL yg 

menyelamatkan mentalku yg hampir rusak karena perbuatan manusia di 

sekitarkuò 

Namun terlepas dari mereka yang merasakan kebahagiaan dengan tontonan BL, 

fujoshi yang merupakan pengikut akun @dramaqueen.1406 biasanya akan menutupi 

identitas aslinya dengan menggunakan nama akun dan foto profil akun yang bersifat 

ñanonimò, seperti penggunaan karakter fiksi sebagai foto profil atau aktor yang mereka 

sukai. Selain itu mereka juga akan menggunakan nama ï nama yang terkesan asing dan 

tidak biasanya digunakan oleh orang ï orang dikehidupan nyata. Hal tersebut mereka 

lakukan karena takut akan pandangan orang lain karena adanya stigma terutama di 

lingkungan masyarakat Indonesia yang sering menganggap mereka (fujoshi) sebagai 

Lesbi, maka dari itu mereka memilih untuk menyembunyikan identitas asli mereka. 

Seperti komentar yang datang dari salah satu pengikut akun @dramaqueen.1406: 

ñpertanyaan yang selalu dateng padauké(emotikon tertawa lebar dengan air 

mata).. sampai bingung mau jawabnya.. padahal sudah jelas gw demen nonton 

laki2 ganteng.. (emotikon tangan memegang dagu dengan alis terangkat)ò. 

Walaupun saat ini ada juga yang lebih berani dan tidak memperdulikan 

pandangan negatif dari masyarakat, sehingga beberapa fujoshi ada yang menggunakan 

akun asli dalam berkomentar pada konten BL. Namun walaupun begitu masih banyak 

yang lebih memilih untuk menyembunyikan kegemaran mereka terhadap BL baik itu di 

dunia virtual maupun di kehidupan nyata, seperti yang terdapat di dalam kolom 

komentar: 

ñmakk gue kan lagi ngmngin tentang bxb kek gtu, terus ad ague dstu gue pura 

pura diem, pura pura gatau apa apa (padahal anaknya sendiri nntn kek 

gituan)(emotikon menangis)ò. ñaku cadaran tpi terjebak bacaan bl sejak 2020, 

dan mulai nonton sejak 2023 kemaren (emotikon menangis)ò. 

 

Enactment layer  

Tingkatan kedua adalah Enactment layer, pengetahuan orang lain terhadap diri 

anda berdasarkan apa yang anda lakukan, apa yang anda miliki dan bagaimana anda 

bertindak. Pada tingkat ini fujoshi akan menunjukkan identitas mereka pada media sosial 

TikTok melalui foto profil dan nama akun mereka. Biasanya mereka akan menggunakan 
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foto dan nama aktor yang digemari atau karakter (yaoi) yang mereka gemari. Seperti 

gambar di bawah, ada yang menggunakan karakter ñJaekyungò dari komik Korea 

berjudul Jinx, ada juga yang menggunakan foto dan nama seorang aktor pemain drama 

BL bernama ñFourth Nattawat Jirochtikulò. Selain itu ada juga yang menggunakan nama 

ñpacar bujang thaiò dan ñOHMNANONò sebagai bentuk untuk menujukkan kesukaan 

mereka terhadap BoysLove. 

Dalam menunjukkan identitas mereka, fujoshi juga mempunyai penggunaan kata 

ï kata yang dinilai khas atau unik, dimana kata-kata yang digunakan biasanya merupakan 

gabungan dari Bahasa Indonesia dan bahasa Thailand seperti kata ñmisekakunoiò selain 

itu ada juga penggunaan kata-kata umum namun dengan artian yang telah di plesetkan 

atau memiliki arti yang berbeda dari biasanya seperti penggunaan kata ñkapalò, ñganda 

putraò, ñbolaò, ñpetir merahò, ñpetir biruò, ñpetir kuningò. Penggunaan kata ï kata 

tersebut juga dapat dijadikan bahan lelucon berbau seksualitas dan hal tersebut hanya 

dipahami oleh mereka yang merupakan penggemar konten bergenre BL atau fujoshi. 

 

Relational layer  

Pada tingkatan ketiga adalah relational atau siapa diri anda jika dikaitan dengan 

individu lain. Hasil dari penelitian yang dilakukan oleh penulis dapat dilihat bahwa terdapat 

banyaknya penggunaan kata plesetan seperti ñbolaò dan ñganda putraò hal tersebut dapat 

terjadi karena fujoshi mencoba untuk menyamarkan apa arti sesungguhnya dari kalimat yang 

mereka ucapkan atau mereka ingin menyembunyikan pembahasan apa yang sedang mereka 

perbincangkan. Hal tersebut sengaja dilakukan untuk terhindar dari pandangan buruk atau 

negatif dari orang ï orang sekitar, maka dari itu jika mereka merasa tidak nyaman akan 

identitasnya sebagai fujoshi mereka akan menyembunyikannya dan jika mereka merasa 

nyaman mereka akan terbuka kepada orang tersebut. seperti salah satu akun yang ikut 

berkomentar pada salah satu konten : 

ñMLM tdi temen gue nanyaa lu bergadang lgi nonton bola yaaaé iyaaa nonton 

BoLa gue bilang (emotikon alis mata dan mulut melengkung ke bawah dan 

emotikon menangis) padahal lgii marathon series (emotikon alis mata dan mulut 

melengkung ke bawah dan emotikon menangis)ò  

Pada komentar di atas menunjukkan keadaan yang kurang nyaman bagi fujoshi 

untuk memberitahukan identitasnya sebagai fujoshi, maka dari itu dirinya lebih memilih 

untuk merahasiakan kegemarannya terhadap drama bergenre BL. Namun berbedahalnya 

dengan komentar yang satu ini, dimana dirinya merasa bahwa dirinya ingin menunjukkan 

identitasnya sebagai seorang fujoshi dimanapun dirinya berada. 

ñgabisa bgt aku si paling jujur klo masuk lingkungan baru langsung cameout ke 

semua klo ak suka nonton ganda putra (emotikon tersenyum lebar dengan air 

mata)ò. 

 

Communal layer  

Tingkatan keempat yaitu communal, dimana ketika identitas seseorang dibentuk 

terutama oleh komunitas yang lebih besar dari pada oleh perbedaan individu dalam suatu 

lingkup komunikasi. Artinya pada tingkatan ini fujoshi menyadari bahwa mereka merupakan 
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sebuah kelompok besar karena terbentuk melalui kegemaran yang sama sehingga 

membentuk suatu kebudayaan yang baru. Menyadari bahwa mereka bukan hanya sebuah 

individu namun sebuah kelompok akhirnya terbentuklah suatu komunitas, dimana mereka 

dapat saling berinteraksi dan berkomuniaksi mengenai hobi mereka. 

Sebanyak 6.574 orang mulai mengikuti akun TikTok @dramaqueen.1406 karena 

merasa bahwa mereka adalah bagian dari fujoshi, guna menjangkau konten dan terus ï 

menerus menerima informasi mengenai pembahasan seputar BoysLove, mereka memilih 

untuk mengikuti akun tersebut. mereka sebagai fujoshi mengikuti akun tersebut juga karena 

konten yang unggah dirasa dapat mewakili perasaan dan pemikiran para fujosi, walaupun 

tidak semua fujoshi. Namun beberapa fujoshi merasakan adanya kesamaan antara konten 

yang dihasilkan denga napa yang pernah mereka alami dalam kehidupan nyata, maka dari 

itu mereka mengikuti akun tersebut. Pada tahap ini mereka tidak hanya menonton konten 

yang unggah oleh sang pemilik akun, namun mereka juga akan ikut mengomentari, 

menyukai, menyimpan dan membagikan video yang ada. 

Dalam kolom komentar mereka akan mulai berdiskusi dan membahas sesuatu yang 

tidak banyak diketahui orang, kecuali mereka adalah bagian dari komunitas. Seperti lelucon 

berbau seksualitas atau 21+, kemudian saling berbagi informasi drama BL terbaru, bahkan 

mereka juga berdiskusi mengenai pandangan mereka yang berbeda terhadap dunia dan hal 

ini mencakup budaya tradisional Indonesia. Pada salah satu komentar terdapat pandangan 

mengenai ñpria cantikò, bagi orang awam ini merupakan hal yang aneh namun bagi fujoshi 

ini merupakan suatu hal yang wajar dan biasa saja, dan komentar tersebut bertuliskan: 

ñmon map, w g pernah iri kalo liat cewek cantik. W iri kalo liat cowok cantik. 

Berasa pen ngilang dari bumiò.  

Selain ada nya perspektif mengenai ñfeminim boyò mereka juga saling membagikan 

informasi pribadi hingga merujuk kepada identitas pribadi. Dalam kolom komentar tersebut 

mereka akan memberitahukan usia, asal daerah tempat tinggal, preferensi seksual seperti 

orientasi seksual mereka, namun selain itu mereka juga membagikan hal ï hal mendasar 

seperti pertanyaan dan jawaban mengenai sumber tontonan BL seperti aplikasi atau media 

apa yang digunakan untuk menjangkau konten BL, kemudian mereka juga membahas istilah 

ï istilah kata yang hanya diketahui oleh fujoshi. Diskusi tersebut dapat terjadi karena adanya 

rasa kebersamaan atau kesamaan sebagai sesama fujoshi. 

Setelah dilakukannya pembahasan melalui teori identitas oleh Michael hect, penulis 

menemukan adanya sudut pandang yang dapat digali lebih mendalam, dimana ditemukannya 

bahwa fujoshi juga memiliki situasi khusus yang membuat timbulnya kemungkinan 

terjadinya negosiasi identitas, maka dari itu peneliti juga mengangkat teori tersebut sebagai 

teori pendukung temuan dan pembahasan yang ada, Teori ini membahas bagaimana identitas 

dinegosiasikan (dibahas) dalam interaksi dengan orang lain, terutama dalam berbagai 

budaya. Menurut teori yang satu ini identitas dapat dibagi menjadi dua. Yang pertama adalah 

identitas pribadi, berhubungan dengan minat, kemampuan, keterampilan, hingga preferensi 

yang dapat membedakan kita dengan orang lain. Kedua adalah identitas budaya berkaitan 

dengan keanggotaan dalam kelompok budaya dan sosial tertentu, membuat identitas budaya 

berhubungan dengan ras, etnis, agama, dan gender. Teori ini berfokus kepada pembahasan 

bagaimana individu mengelola atau menegosiasikan ketegangan yang terjadi antara diri 

pribadi dan budaya, dengan cara meningkatkan rasa hormat dan adanya pertimbangan 
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terhadap kelompok budaya lain. Negosiasi identitas baru dapat dikatakan berhasil jika kedua 

belah pihak merasa saling dipahami, dihormati, dan dihargai (Littlejohn et al., 2017). 

Menurut data yang ditemukan oleh penulis, diketahui bahwa pandangan negatif 

terhadap fujoshi merupakan hal yang sering terjadi, maka dari itu adanya stigma di 

masyarakat luas mengenai fujoshi merupakan hal yang mudah ditemui. Hal tersebut juga 

yang membuat beberapa fujoshi menutupi identitas asli mereka dan lebih memilih untuk 

menggunakan akun palsu sebagai sarana berekspresi sebagai fujoshi dan ini juga terjadi pada 

kehidupan asli para fujoshi, beberapa dari mereka lebih memilih untuk pura ï pura tidak 

mengetahui berbagai jenis persoalan yang menyangkut BL maupun LGBT. Namun beberapa 

fujoshi juga menunjukkan sikap santai seperti beberapa komentar di bawah ini: 

ñmak gw tau tapi santai aja dia. Ya karena mak gw tau kalau yang gw nonton 

masih laki sama laki bukan perempuan sama perempuan. Jadi aman (emotikon 

menangis)ò ñemak gua seprekuensi ama gua sama sama suka nonton bl jadi 

aman (emotikon batu)ò ñmak ku malah sama ï sama thaienthuò 

Pada komentar yang telah dijabarkan dapat dilihat bahwa beberapa orang tua 

menerima identitas anak mereka sebagai seorang fujoshi, namun hal tersebut juga karena 

beberapa faktor, yang pertama karena sebagai seorang wanita konten yang di tonton 

merupakan konten percintaan antara sesama laki-laki, sehingga timbulnya pemikiran bahwa 

menonton tayangan cinta sesama jenis tidak masalah selagi yang dilihat merupakan ñpriaò. 

Dalam artian ñwanita sebagai penonton, tetap memiliki ketertarikan seksual kepada pria 

(aktor yang dilihat). Kemudian faktor kedua penyebab fujoshi dapat diterima oleh orang 

tuanya karena, orang tuanya juga menggemari tontonan bergenre BL jadi dalam hal ini anak 

dan orang tua artinya memiliki ketertarikan dan hobi yang sama. 

Dilihat dari hal tersebut penulis menemukan bahwa beberapa orang tua menerima 

identitas anak mereka yang merupakan seorang fujoshi namun karena alasan tertentu seperti 

yang dijelaskan di atas. Maka dari itu negosiasi identitas mungkin saja terjadi walaupun 

fujoshi merupakan budaya baru yang berasal dari luar negeri. 

Pada fujoshi, kegiatan mereka dalam menoton drama BL merupakan bagian dari 

negosiasi identitas, karena fujoshi dapat menerima dan menikmati tontonan tersebut dimana 

terdapat adegan cinta antar sesama pria. menurut (Syahara, 2023) melalui pengalaman 

imajiner dan elaborasi emosi ketika membaca teks BoysLove tanpa disadari para penggemar 

sedang menginternalisasikan pemahaman baru mengenai gender dan seksualitas hal tersebut 

mendorong para penggemar menegosiasikan kembali pemahaman mengenai keragaman 

seksualitas dan gender, setelahnya hal tersebut dapat membuka ruang negosiasi bagi para 

penggemar yang menyebabkan munculnya penerimaan yang beragam mengenai komunitas 

gay. Hal ini juga berlaku sama terhadap mereka yang menonton tayangan bergenre 

BoysLove, namun negosiasi identitas yang terjadi pada fujoshi akan mengalami rekasi yang 

berbeda pada setiap individu, hal tersebut di pengaruhi oleh latar belakang, lingkungan 

sosial, nilai dan norma yang ada disekitar orang tersebut. namun jika dilihat dari beberapa 

konten yang diunggah oleh akun @dramaqueen.1406, pemilik akun tersebut berhasil 

mengalami negosiasi identitas. 

 

Conclusion 

Identitas fujoshi dapat terbentuk melalui penggunaan media sosial TikTok hingga 



4th Brawijaya Communication International Conference (BCIC) 2024 

ΝΤΦ 
 

membentuk suatu komunitas virtual, hal tersebut dapat terjadi karena media sosial TikTok 

banyak digunakan oleh masyarakat luas, begitu juga dengan orang-orang Indonesia. Dilihat 

melalui konteks perkembangan identitas fujoshi, penggunan media sosial TikTok telah 

memainkan peran yang berarti dalam membentuk identitas virtual di antara para penggemar 

hingga menjadi sebuah komunitas. Melalui interaksi yang terjadi di TikTok, seseorang dapat 

mengakses konten-konten yang berkaitan dengan genre BoysLove (BL), peneliti 

menemukan bahwa fenomena ini dapat dilihat sebagai respon terhadap berbagai faktor, 

termasuk keadaan isolasi sosial yang disebabkan oleh covid membuat orang-orang merasa 

bosan, kemudian rasa penasaran yang muncul ketika melihat konten BL dan perasaan 

kesepian yang dialami oleh sebagian individu. Meskipun terdapat stigma terhadap 

komunitas fujoshi namun mereka tetap mengejar minat mereka dalam menonton konten BL, 

karena hal tersebut memberikan mereka perasaan kebahagiaan dan koneksi dengan 

komunitas sesama penggemar. Dengan demikian identitas fujoshi tidak hanya terbentuk 

karena penggunaan media sosial TikTok, namun juga diperkuat melalui interkasi yang 

terjadi melalui konten dan komunitas yang terbentuk melalui kolom komentar. Secara 

keseluruhan, fenomena ini menggambarkan bagaimana media sosial TikTok dapat berperan 

sebagai alat yang kuat dalam membentuk identitas fujoshi, serta memberikan ruang yang 

nyaman bagi individu untuk mengekspresikan minat dan kebutuhan mereka. 
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Abstract  

Micro, Small Medium Enterprise (MSME) and digitalization are two things that cannot be 

separated in efforts to expand in the world of marketing 5.0. Every business actor should know how 

powerful the impact can be from a marketing campaign strategy that utilizes social media channels. 

This research targets one MSME actor who has currently succeeded in winning the hearts of 

consumers with various tricks in his marketing campaign strategy on social media, Manda Cake 

Palembang is engaged in the home bakery business. Still, it already has a business brand that is 

quite popular in the Palembang community. This research uses a qualitative approach, by 

conducting participant observation and in-depth interviews with the owner of Manda Cake. The 

research results show that the process the owner goes through in developing his business is not 

easy, he has gone through many struggles, starting his business from home, using word-of-mouth 

techniques, providing friendly service, and being known for his affordable prices. The diversity of 

the menu is also a special attraction. From a home business, Manda Cake now has branches in 

various places, providing job opportunities for needy people. One of the marketing campaign 

strategies implemented is using Instagram media as a promotional medium, every day Manda Cake 

uploads activities related to her business every day, with several followers 61 RB, and it will 

continue to increase, there are public figures who also become talents in promotions a very selling 

appeal to attract consumer buying interest. 

 

Keywords: Instagram Platform, Marketing Strategy, UMKM Manda Cake 

 
Introduction   

Media convergence has significantly changed the communication process between 

humans. Initially, one-way communication through media has transformed into two-way 

and even multi-way patterns (Luik, 2020). Media convergence has a character that allows 

the combination of visual elements, audio, and graphics in the data presentation process. 

One form of media convergence is the emergence of various social media platforms, 

including Instagram. In its development, Instagram has been able to steal the attention of 

the user audience, with its multiple features it has, as well as its ease of accessibility of 

information with various purposes. It does not limit its users to certain groups, making it a 

media that has experienced a trend from its inception until now entering the 5.0 era. 

 
Picture 1. Instagram Social Media User Data October 2023 
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Based on Instagram social media user data released by Napoleoncat, the number of 

Instagram users is 113,396,500 people with a composition of 55.6% women and 44.4% 

men. The use of the Instagram platform in its development is not only in the personal 

realm of individuals, along with the competitive era in all fields, Instagram has become a 

medium that is also chosen by MSME business actors in developing their market. Van 

Dijk in (Nasrullah, 2015) explains that social media is a media platform that focuses on 

user existence, providing facilities for activities and collaboration. Therefore, social media 

can be seen as an online medium that strengthens relationships between users and at the 

same time becomes a social bond. Meike and Young, as quoted in (Nasrullah, 2015), 

define social media as the result of convergence between personal communication, in the 

sense of sharing between individuals (to be shared one-to-one), and public media to share 

with anyone without specificity of certain individuals. Media convergence, such as 

Instagram, has changed the way micro, small, and medium businesses (MSMEs) sell their 

goods and services.  

As a visual-based social media platform, Instagram has many features that can help 

MSMEs increase brand awareness, customer relationships, and sales. Small and medium 

businesses (MSMEs) play a very important role in the economic sector, especially in 

developing countries like Indonesia. More than 60% of the national Gross Domestic 

Product (GDP) comes from MSMEs, according to data collected by the Ministry of 

Cooperatives and SMEs. However, MSMEs often face problems in expanding their 

businesses, especially in terms of marketing and marketing. Social media has become one 

of the best ways to overcome this challenge in the digital era. Social media makes 

businesses more accessible to people everywhere. They can also use it to provide 

information related to the goods and services they sell to potential consumers. 

No exception in the home bakery industry, many people are interested in running a 

business by utilizing social media, especially Instagram because of its advantages. 

Instagram is a very visual social media platform, where users can share photos and videos 

to communicate with their audience. Instagram is a photo-sharing application that allows 

users to take photos, apply digital filters, and share them on various social networking 

services, including Instagram itself (Hamidulloh, 2018:477). MSMEs can use Instagram to 

create a digital presence, attract new customers, and build customer loyalty. With a very 

high number of active users, Instagram offers great potential for MSMEs to increase sales 

and develop their businesses without requiring large investments in conventional 

advertising. 

In the city of Palembang, one of the MSMEs that utilizes Instagram media in its 

marketing strategy is MSME Manda Cake. Manda Cake is one of the MSMEs engaged in 

the bakery sector, currently, the Manda cake brand is quite popular and is in great demand 

by the people of Palembang, carrying the theme of cakes, and various wet cakes with 

delicious flavors, varied menus, and affordable price ranges, becoming one of the magnets 

for potential customers offered by Manda Cake. 

With the Instagram media platform content analysis approach carried out by 

researchers, data was obtained that currently, the number of Manda cake followers has 

reached 62.5 RB with a total of 1,110 content posts. Based on the choice of media used 

and by looking at the statistical figures on the Manda Cake Instagram page, researchers are 
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interested in seeing how efforts to optimize the use of the Instagram platform in the 

marketing campaign strategy implemented by Manda Cake support its existence as one of 

the business actors competing in the digital era. Through descriptive qualitative research 

with a literature study approach and Instagram content analysis. Secondary data collected 

comes from scientific journals, articles, industry reports, and related sources about 

MSMEs and social media, especially Instagram. Several case studies of MSMEs that have 

successfully utilized Instagram are also used as references to illustrate the success of 

implementing marketing strategies on this platform. 

 

Result and Discussion  

The development of technology in the digital world has revolutionized the way humans 

relate to each other in the context of communication. Social media comes with various 

platforms that provide high-speed network connectivity in every activity of exchanging 

information between individuals and communities. Social media allows individuals and 

groups to connect instantly across geographical boundaries. In Indonesia, the rapid 

development of technology has had a significant impact on the business landscape, 

especially through platforms such as Instagram which are very user-friendly, so it is only 

natural that until now, Instagram has become a popular marketing trend for business 

people. 

The use of Instagram as a marketing medium has also become one of the main elements 

that influence the existence of Manda Cake in sales strategies and efforts to build a brand 

identity that is believed to be effective in reaching a wide target audience and can reduce 

or cut promotional costs when compared to conventional methods. Manda Cake was 

established in 2019 and is an agent for traditional Palembang cakes and wet cakes that has 

a fairly good track record in terms of marketing. In addition to marketing its products 

offline, consumers can come directly to Jalan Letnan Murod KM 5 Palembang, Manda 

Cake can be ordered through Shopee Food. 

In the digital era, MSMEs must dare to appear to follow the patterns offered by the 

times, where currently all economic transactions, both sales and purchases have been 

massively digitized. For Manda Cake itself, using Instagram is considered very effective in 

increasing brand awareness. According to Kotler and Keller (2009), brand equity is the 

added value given to products and services. Brand equity can be reflected in the way 

consumers think, feel, and act about the brand and also the price, market share, and 

profitability that the brand provides for the company. In utilizing Instagram social media, 

MSME actors such as Manda Cake can create a visual image of the brand through various 

content produced every day to increase brand awareness in the minds of consumers. 

Brand awareness is a term in the marketing world that reflects the level of consumer 

recognition of a product or service based on the brand name. The main goal of most 

business actors is to increase their sales and income, attract new customers to be attracted 

to the products offered, and encourage consumer loyalty. Brand awareness measures the 

extent to which customers and potential customers are aware of the business and its 

products. Instagram is not only a social media for sharing photos and videos, but also a 

marketing tool and effective media in increasing brand awareness of potential customers 

which is very powerful. Some of the superior features that support marketing campaigns 
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on Instagram include Instagram Feed, Instagram Stories, Instagram Shopping, Instagram 

Ads, and Reels. Several features provided by Instagram allow MSMEs to reach a wider 

target audience based on demographics, interests, and user behavior. Manda Cake makes 

maximum use of the Instagram platform in a marketing campaign that allows its business 

to reach the wider community of Palembang and also targets people outside the Province 

of South Sumatra. Several marketing campaign strategies carried out by MSME Manda 

Cake 

 

Producing Daily Content  

Social media or digital media has a lot of potential for conducting business 

communications, helping to market goods and services, enabling two-way communication, 

and helping to connect with potential customers or buyers (Pratiwi, 2021). One of the 

optimizations of Instagram usage carried out by Manda Cake is producing content every 

day. Visual content is one of the key instruments that determines success in a marketing 

strategy. Consistency in uploading posts will have a greater chance of remaining visible on 

their followers' homepages. The content produced must contain interesting, informative 

messages and adapt to market needs. The use of aesthetic product images, video tutorials, 

or relevant and visually appealing content greatly helps to increase interaction with the 

audience. Content that displays customer testimonials, product reviews, or the product 

manufacturing process can increase customer trust in the brand. Transparent content about 

how the business operates can also increase positive perceptions of the company's 

credibility. 

 

Picture 2 and 3. Content of cake production at Manda Cake 

 

Consistent and engaging Instagram content helps audiences understand a brand. 

Innovative visuals, authentic stories, and consumer engagement can increase brand 

awareness. 

 

Giving Discounts at Moments  

It has become a tradition for Manda Cake to use the moment as an opportunity to share, 

not only giving discounts or price cuts but Manda Cake also involves itself in sharing 

actions at moments that can attract public attention. Recently, Manda Cake made a 

breakthrough by sharing snacks with demonstrators at the MK Verdict Guard action. It 

received a lot of positive feedback, through various netizen uploads who were proud of the 

solidarity action given by Manda Cake. 
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Picture 4 and 5. Charity Content in every moment 

 

At this stage, it can be said that Manda Cake is very smart in taking advantage of 

opportunities. Not only at one moment, but similar activities are also often carried out to 

attract customer interest and netizen enthusiasm, for example carrying out sharing actions 

in the school environment. Social actions of sharing and giving price discounts on certain 

days can be a strong magnet in capturing potential customers, customers and potential 

customers will feel that there is an emotional closeness that is built between the owner of 

Manda Cake and the public in general. 

Discounts can stimulate customer buying interest, especially at certain moments such as 

holidays, the end of the year, or special promotions (for example Teacher's Day). 

Customers tend to be more motivated to make purchases when there is a cheaper price 

offer, thus increasing sales volume. 

 

 

Discounts can be a great way to increase sales, attract new customers, and clear stock. 

However, small business owners need to be careful when creating discount plans so as not 

to damage their profit margins or brand value in the eyes of customers. It is important to 

choose the right time, consider the amount of the discount, and ensure that the plan is in 

line with the company's long-term goals. 

 

Collaboration With Influencers  

Collaboration with local influencers or micro-influencers can help MSMEs reach a 

wider audience. Influencers have loyal audiences who trust their recommendations, which 

can increase trust in MSME brands. Influencer marketing is an increasingly popular 

strategy among MSMEs. Micro-influencers with followers that match the MSME target 

market can help increase customer trust in MSME products. Collaboration with 

influencers not only increases brand awareness but can also directly drive product sales 

through personal recommendations. 

Influencers who are known among their audiences as authorities in the food or 

culinary field can provide recommendations that are trusted by their followers. When an 

influencer shares a positive experience about a cake product, their followers tend to have 

more confidence in the quality of the product. 

At this stage, Manda Cake often collaborates by utilizing talents or influencers to 

help provide reviews of the cake products produced, several local influencers such as 

@mangcek_abie with 134 RB followers and also collaborates with national influencers, 

namely Dr. Ricard Lee (Beauty Expert Doctor) who has 1.7 million followers. 
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Picture 6 and 7 The Influencers, dr Ricard Lee and Mangcek-Abie 

 

Influencers usually can create engaging visual content, including photos, videos, and 

reviews that look authentic. This can be an advantage for cake SMEs because influencer 

content is often more engaging than traditional promotional content. The appearance of 

delicious and creative cakes on the influencer's Instagram feed or stories can tempt 

potential buyers to try them. 

 

Giving Giveaways Attracting Attention and Maintaining The Loyalty Customers  

Activities such as giveaways or contests can drive high engagement and expand 

brand reach. This method is effective in attracting the attention of potential new customers 

and maintaining the loyalty of existing customers in forming their perceptions of the 

quality of products produced by business actors. Simamora (in Doni, 2017) said that, 

"perception of quality is the customer's perception of the overall quality or superiority of a 

product or service that is reviewed from its function relative to other products." The better 

the treatment or service provided by Manda Cake to loyal customers and potential 

customers, the impact will also be on the perception given. Every certain moment, Manda 

Cake always holds a Giveaway as a form of reward for customers and potential customers, 

in fact this moment is highly anticipated by all active followers of Manda Cake Instagram. 

 
Picture 8 and 9. Giveaway for Manda Cakeôs Loyal Customer 

Giveaways can expand a brandôs reach to a larger audience. When customers share 

or invite their friends to enter a giveaway, the brand is seen by more people, increasing 

visibility and the potential for acquiring new customers. 

 

Conclusion  

Influencers usually can create engaging visual content, including photos, videoIn 

practice, Manda Cake in its marketing strategy seeks to use Instagram as one of the 

effective communication media in building a business brand, as well as to expand the 

target market. Instagram allows direct interaction between business actors and potential 

customers or loyal customers. With intensive communication, it will create a positive 
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impression in the minds of consumers, open communication and fast response also 

become an added value in introducing a business brand that is responsive to requests or 

complaints from various consumers. In its development, Instagram has become a very 

potential media in supporting Manda Cake's marketing campaign in the process of 

distributing messages to the target market widely. By creating interesting content, utilizing 

superior features, and continuing to analyze campaign results, Manda Cake can increase its 

brand exposure, attract more customers, and ultimately increase sales. Some of the 

strategies that have been implemented in the growth process of Manda Cake as one of the 

wet cake and sponge cake agents in the city of Palembang include producing daily content, 

providing discounts on days or events that are momentum, using influencer appeal, and 

holding giveaways. The use of social media, especially Instagram Business, has become 

an important strategy for advancing businesses, especially MSMEs. Instagram Business 

Insights, which include statistics on the number of audiences and profiles of audiences 

who visit a business' Instagram account, can help business owners optimize their 

marketing strategies and more. 

Although the use of Instagram is effective in marketing strategies, it is important to 

understand that the use of Instagram does not guarantee success without structured efforts. 

To stay relevant and competitive, MSMEs need to learn and adapt to changes in the digital 

world. 

Further studies are needed to study the long-term impact of Instagram use on MSME 

growth and how new technologies such as artificial intelligence can help optimize social 

media marketing strategies.s, and reviews that look authentic. This can be an advantage for 

cake SMEs because influencer content is often more engaging than traditional promotional 

content. The appearance of delicious and creative cakes on the influencer's Instagram feed 

or stories can tempt potential buyers to try them. 

 
References  

Amanda. (2020). Strategi public Relations Dalam Meningkatkan Citra Perusahaan. 

ADVis(Journal of Advertising), 1. 

Anggita Pratiwi, Zainal Abidin, Ema Ema. (2021).Jurnal Pendidikan Tambusai; Vol. 5 

No. 2 . 

https://radarpalembang.disway.id/read/635886/manda-cake-gudangnya-kue-khas- 

Palembang diakses tanggal 05 Oktober 2024 

https://www.mediaadvokasi.id/2023/07/manda-cake-tersedia-dalam-10-varian.html 

dikases tanggal 05 Oktober 2024  

Kompasia. (2021). Dukung Pengembangan Usaha Kue Rumahan Dengan Inovasi Brand 

dan Strategi Digital Marketing. 

 https://www.google.co.id/amp/s/www.kompasiana.com/amp/poppymeyla ndaresta

3483/6138489001019038116a7332/dukung-pengembangan usaha-kue-rumahan-

dengan-inovasi-brand-dan-strategi-digital-marketing.  

Maryama, Siti. (2013). Penrapan E Comerce dalam Meningkatkan daya Saing Usaha. 

Jurnal Liquidity, 2 (1), 73-79 

Mirza Putri Andita, Mutiara Lusiana Annisa, Trinoviyanti Trinoviyanti, Setia Pramono. 

MDP Student Conference; Vol 3 No 2 (2024): The 3rd MDP Student Conference 

2024; 426-432 

mailto:magisterilmukomunikasi@ub.ac.id
https://radarpalembang.disway.id/read/635886/manda-cake-gudangnya-kue-khas-%20Palembang
https://radarpalembang.disway.id/read/635886/manda-cake-gudangnya-kue-khas-%20Palembang
https://www.mediaadvokasi.id/2023/07/manda-cake-tersedia-dalam-10-varian.html
https://www.google.co.id/amp/s/www.kompasiana.com/amp/poppymeyla


Social Media & Political Metamorphosis Muhammadiyah Cadres: Analysis Consumption Patterns-Shifting 
Orientations 

ΝΥΥ 

Muhammad Anwar Mussaddad Al Faruqi, Adam Ammirudin, Khuzaima Dwi Nurôaini. 

Abdimas Dewantara; Vol. 7 No. 1 (2024); 70-81 ; ABDIMAS DEWANTARA; Vol 7 

No 1 (2024); 70-81  

Nasrullah, Rulli. (2015). Media Sosial Perspektif Komunikasi, Budaya dan Sosioteknologi. 

B. Simbiosa Rekatama Media. 

Nuzul Zaif Mahdiono Ramadhan, Ulya Anisatur Rosyidah, Mifathur Rahman. Jurnal 

Smart Teknologi; Vol 4, No 3 (2023): MARET, SMART TEKNOLOGI; 274-285 ; 

2774-1702 

Priansa, Donni Juni. (2017). Komunikasi Pemasaran Terpadu Pada Era Media Sosial. 

Bandung: Pustaka Setia 

Syaeful Bakhri, 2020. Pendampingan dan Pengembangan Manajemen Pemasaran Produk 

UMKM Melalui Teknologi Digital Di Masa Pandemi Covid-

19 https://web.archive.org/web/20210314072238id_/http://openjournal.unpam.ac.i

d/index.php/JLS/article/download/7011/pdf  

  

https://web.archive.org/web/20210314072238id_/http:/openjournal.unpam.ac.id/index.php/JLS/article/download/7011/pdf
https://web.archive.org/web/20210314072238id_/http:/openjournal.unpam.ac.id/index.php/JLS/article/download/7011/pdf


4th Brawijaya Communication International Conference (BCIC) 2024 

4th Brawijaya Communication International Conference (BCIC) 2024 É The Author(s) 2024. Published by Master of 

Communication Science Program, Faculty of Social and Political Sciences, Universitas Brawijaya. All right reserved. For 

permissions, please e-mail: magisterilmukomunikasi@ub.ac.id or visit bcic.ub.ac.id 

Social Media & Political Metamorphosis Muhammadiyah 

Cadres: Analysis Consumption Patterns-Shifting Orientations  

Haryono Wahyudiyantoa, Pawitob and Mahendra Wijaya c 
aFISIP Universitas Sebelas Maret & h.wahyudiyanto@gmail.com 
bFISIP Universitas Sebelas Maret 
cFISIP Universitas Sebelas Maret 

 

Abstract  

The digital period has significantly changed the political geography, including among 

Muhammadiyah cadres. This exploration aims to reveal how social media consumption 

patterns shape and shift the political exposure of Muhammadiyah cadres in Indonesia. 

Through a qualitative case study using a literature review, this exploration set up that 

Muhammadiyah cadres are veritably active in consuming political information on social 

media. Social media is not just a platform for participating information, but also a new 

public space for agitating, mooting, and forming political opinions. In-depth analysis 

shows that intense interaction with political content on social media, especially in online 

discussion groups, contributes to the formation of a critical and more open political 

orientation. This finding indicates that social media is not only a source of information, 

but also a public space where Muhammadiyah cadres can bandy and form political 

opinions inclusively. This process shows the great eventuality of social media in 

encouraging more inclusive and democratic political participation. This exploration has 

important counteraccusations for our understanding of political dynamics in the digital 

period, especially in the environment of religious organizations. Muhammadiyah, as one 

of the largest Islamic associations in Indonesia, can maximize digital platforms in 

formulating more effective communication strategies, amplifying religious and social 

dispatches, and encouraging wider political participation for their cadres. 

Keywords: Muhammadiyah, social media, media consumption pattern, political 

metamorphosis, orientation shift 

 

 

Introduction  

Perkembangan teknologi informasi dan komunikasi memberikan dampak signifikan 

terhadap banyak aspek kehidupan manusia, terutama munculnya platform media sosial. 

Media sosial tidak hanya merevolusi cara informasi dikonsumsi dan disebarluaskan, 

tetapi juga muncul sebagai arena utama untuk diskusi dan mobilisasi politik. 

Artikel ini bertujuan mengeksplorasi dampak media sosial terhadap perilaku dan 

orientasi politik kader Muhammadiyah, salah satu organisasi Islam terbesar di Indonesia, 

dengan fokus pada pola konsumsi dan metamorfosis politik mereka. Muhammadiyah 

memainkan peran penting dalam membentuk lanskap sosial-politik negara ini. Secara 

tradisional, organisasi ini telah menjaga jarak dari politik praktis, lebih memilih pada 

kemajuan sosial, pendidikan, dan agama. Namun, dalam beberapa dekade terakhir, 

penetrasi teknologi digital yang masif telah mengubah dinamika partisipasi politik, 

termasuk dalam komunitas agama. Media sosial, khususnya, telah memberikan peluang 

baru untuk keterlibatan, dialog, dan ekspresi politik, memfasilitasi perubahan 

dalam cara kader Muhammadiyah berinteraksi dengan konten politik dan bagaimana 

hal ini memengaruhi orientasi politik mereka. 

mailto:magisterilmukomunikasi@ub.ac.id
mailto:h.wahyudiyanto@gmail.com
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Literatur yang ada menawarkan wawasan berharga tentang hubungan antara media 

sosial dan perilaku politik. Studi seperti yang dilakukan oleh Loader dan Mercea (2012) 

dan Hayat et al. (2021) telah menyoroti peran media sosial dalam meningkatkan 

partisipasi dan keterlibatan politik, khususnya di kalangan generasi muda. Holmes dan 

McNeal (2023) lebih lanjut menunjukkan paparan media sosial dapat meningkatkan 

pengetahuan dan partisipasi politik. Selain itu, Evolvi (2017) meneliti bagaimana 

komunitas Muslim di Eropa menggunakan media sosial untuk membangun identitas dan 

berpartisipasi dalam wacana publik, sementara Fitriyana dan Mudzakkir (2021) 

mengeksplorasi peran media sosial dalam mobilisasi politik organisasi Islam di Indonesia. 

Terlepas dari kontribusi ini, masih ada kesenjangan dalam pemahaman tentang 

bagaimana konsumsi media sosial secara khusus memengaruhi orientasi politik kader 

dalam organisasi Islam seperti Muhammadiyah. Untuk mengisi kesenjangan tersebut, 

penelitian ini bertujuan menyelidiki pola konsumsi media sosial di kalangan kader 

Muhammadiyah dan bagaimana pola-pola ini berkontribusi pada pergeseran orientasi 

politik mereka. 

Penelitian ini berlandaskan pada kerangka teori utama, seperti Teori Agenda Setting 

(McCombs & Shaw, 1972), Teori The Spiral of Silence (Noelle-Neumann, 1984), dan 

Teori Uses and Gratifications (Katz, Blumler, & Gurevitch, 1973), yang memberikan 

sudut pandang untuk memahami bagaimana individu secara aktif mencari media untuk 

memenuhi kebutuhan informasi mereka. Dalam konteks media sosial, teori-teori ini telah 

berkembang hingga mencakup konsep-konsep seperti "network agenda setting" (Guo & 

McCombs, 2016), di mana pengguna media sosial sendiri berpartisipasi dalam 

membentuk agenda publik. 

Pertanyaan penelitian yang memandu penelitian ini adalah òBagaimana pola 

konsumsi media sosial memengaruhi orientasi politik kader Muhammadiyah?ò Untuk 

menjawab hal tersebut, artikel ini akan mengkaji beberapa aspek, termasuk jenis 

platform media sosial yang digunakan oleh para kader, sifat konten politik yang 

dikonsumsi, dan sejauh mana media sosial memengaruhi opini dan perilaku politik 

mereka. 

Peran media sosial dalam politik telah menjadi bidang kajian akademis yang terus 

berkembang. Sejumlah penelitian telah menetapkan platform seperti Facebook, 

WhatsApp, dan Instagram berfungsi sebagai ruang penting untuk komunikasi politik 

(Bode & Vraga, 2021). Media sosial memungkinkan bentuk partisipasi politik yang lebih 

mudah diakses dan interaktif, memfasilitasi komunikasi dua arah antara pemimpin politik 

dan publik (Hayat et al., 2021). Namun, ada juga kekhawatiran mengenai penyebaran 

informasi yang salah dan terciptanya ruang gema yang memperkuat bias politik yang 

sudah ada sebelumnya (Olaniran & Williams, 2020). 

Dalam konteks organisasi Islam, penelitian mengeksplorasi bagaimana platform 

digital digunakan untuk tujuan politik dan agama. Misalnya, Sholikin (2020) mencatat 

Muhammadiyah semakin merangkul platform digital untuk terlibat dalam wacana politik, 

sementara Sukmono dan Junaedi (2020) menyoroti adaptasi anggota muda 

Muhammadiyah terhadap teknologi media baru. Studi- studi ini menunjukkan tren 

keterlibatan digital yang lebih luas di antara kelompok-kelompok agama, tetapi hanya 

sedikit yang secara khusus membahas bagaimana keterlibatan ini diterjemahkan menjadi 
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pergeseran orientasi politik. 

Meskipun banyak penelitian tentang peran media sosial dalam mobilisasi politik, ada 

keterbatasan dalam literatur yang ada. Sebagian besar penelitian fokus pada konteks 

Barat, dengan sedikit perhatian yang diberikan pada organisasi-organisasi keagamaan di 

Asia Tenggara, khususnya Indonesia. Selain itu, meskipun ada banyak bukti tentang 

dampak media sosial pada partisipasi politik, ada kebutuhan untuk analisis yang lebih 

bernuansa tentang bagaimana media sosial membentuk keyakinan dan ideologi politik 

dalam kelompok-kelompok tertentu, seperti kader Muhammadiyah. 

Artikel ini berupaya memberikan berkontribusi pada ilmu pengetahuan dengan 

menawarkan analisis mendalam tentang bagaimana konsumsi media sosial memengaruhi 

orientasi politik di antara kader Muhammadiyah. Dengan fokus pada konteks organisasi 

Islam di Indonesia, penelitian ini bertujuan memberikan wawasan baru tentang 

persimpangan antara agama, politik, dan media digital. Temuan- temuan ini tidak hanya 

akan meningkatkan pemahaman kita tentang peran media sosial dalam perilaku politik, 

tetapi juga menginformasikan strategi untuk melibatkan komunitas agama dalam wacana 

politik di era digital. 

Konsumsi konten politik di media sosial oleh kader Muhammadiyah mengarah pada 

metamorfosis orientasi politik mereka, yaitu bergeser ke arah pandangan yang lebih 

inklusif dan demokratis. Pergeseran ini didorong oleh keterlibatan mereka dengan 

beragam perspektif di platform media sosial, yang menantang keberpihakan politik 

tradisional dan mendorong pemikiran kritis. 

Penelitian ini menggunakan pendekatan kualitatif, khususnya mengadopsi telaah 

pustaka sistematis (SLR), untuk menganalisis penelitian yang ada tentang konsumsi media 

sosial dan perilaku politik. Metode ini dipilih karena kemampuannya untuk mensintesis 

temuan dari berbagai penelitian secara sistematis dan komprehensif. Penelitian ini 

mengacu pada jurnal akademik, makalah konferensi, dan sumber ilmiah lainnya yang 

diterbitkan antara tahun 2019 dan 2024 dengan fokus pada topik terkait dengan konsumsi 

media sosial, orientasi politik, dan keterlibatan digital kader Muhammadiyah. 

Analisis tematik digunakan untuk mengidentifikasi pola dan tema utama dalam data, 

yang kemudian digunakan untuk menjawab pertanyaan penelitian. Sebagai kesimpulan, 

artikel ini akan memberikan analisis komprehensif tentang bagaimana konsumsi media 

sosial membentuk orientasi politik kader Muhammadiyah, yang berkontribusi pada 

wacana lebih luas tentang komunikasi politik di era digital. 

 

Result and Discussion 

Tesis ini membahas tentang pola konsumsi media sosial, dampaknya, serta 

pergeseran orientasi politik kalangan kader Muhammadiyah di era digital. Kader 

Muhammadiyah menunjukkan adaptasi yang signifikan terhadap penggunaan media 

baru, dengan peralihan dari metode dakwah konvensional ke metode yang lebih sesuai 

dengan transformasi teknologi media (Sukmono & Junaedi, 2020; Murodi et al., 2023). 

Dalam hal preferensi platform media sosial, YouTube digunakan secara aktif oleh 

Pimpinan Pusat Muhammadiyah untuk komunikasi dakwah digital (Maulana & 

Sumarlan, 2023). Instagram juga dimanfaatkan secara strategis, seperti terlihat pada 
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manajemen akun @lensamu (Cindy et al., 2023). Melonjaknya popularitas Instagram di 

kalangan mahasiswa Indonesia, muncul tren penting di mana banyak yang mengelola 

akun sekunder atau Finstagram (Instagram Palsu) Desideria & Syaki (2022). Organisasi 

seperti Ikatan Pelajar Muhammadiyah memanfaatkan media sosial umum untuk 

komunikasi organisasi (Mulkan et al., 2023). 

Santoso (2022) menunjukkan kader Muhammadiyah aktif memanfaatkan media 

sosial untuk berdiskusi serta berbagi informasi terkait isu-isu politik. Mereka cenderung 

memanfaatkan media sosial untuk memperkuat identitas organisasi dan menyebarkan 

nilai- nilai Muhammadiyah. Vermeer et al. (2021) menyoroti pentingnya aplikasi pesan 

instan seperti WhatsApp dalam memfasilitasi diskusi politik, yang dapat meningkatkan 

keterlibatan politik individu. 

Media sosial digunakan oleh kader Muhammadiyah untuk berbagai tujuan, termasuk 

dakwah dan edukasi Keislaman (Huda & Muthohirin, 2022), komunikasi internal dan 

mobilisasi anggota (Mulkan et al., 2023), serta partisipasi dan diskusi politik (Sholihin, 

2020; Nashir et al., 2021). Nuri et al. (2024) melaporkan bahwa media sosial membantu 

dalam membentuk profil kader pemuda Muhammadiyah sebagai intelektual influencer. 

Namun, penggunaan media sosial juga membawa tantangan baru dalam melakukan 

dakwah (Mansoor et al., 2024). Fauzi dan Ayub (2019) menunjukkan adanya upaya 

untuk merumuskan "Fikih Informasi" sebagai panduan penggunaan media sosial. Huda 

dan Muthohirin (2022) mencatat bahwa transformasi ke tren online juga membawa 

respons terhadap moderasi Islam. 

Media sosial memiliki dampak signifikan terhadap aktivitas politik kader 

Muhammadiyah. Sholikhin (2020) mencatat media sosial sebagaui ruang baru bagi 

kegiatan politik Muhammadiyah. Z. Syarif (2020) menunjukkan media sosial mengubah 

cara komunikasi politik santri. Hussain dan Iqbal (2023) mencatat penggunaan media 

sosial berpengaruh pada partisipasi politik kader. 

Penyesuaian kader muda Muhammadiyah terhadap pemanfaatan media baru juga 

menjadi fokus penting. Sukmono dan Junaedi (2020) mencatat generasi muda 

Muhammadiyah menunjukkan adaptasi yang cepat terhadap penggunaan media baru. 

Syarofah et al. (2021) mencatat dakwah digital ditargetkan khusus untuk kalangan 

milenial. 
Tabel 1: Pola Konsumsi Media Sosial 

Aspek Temuan Utama 

Platform Utama Whatsapp, YouTube, Instagram, media sosial lainnya 

Tujuan Penggunaan Dakwah, komunikasi organisasi, partisipasi politik, personal branding, 

diskusi dan berbagi informasi politik. 

Adaptasi Peralihan ke metode digital, pengembangan panduan penggunaan 

Tantangan Kompleksitas era digital, moderasi konten, berita hoaks, polarisasi 

Dampak Politik Ruang publik baru, pergeseran komunikasi politik, jangkau audiens 

lebih luas dan beragam, ruang diskusi lebih mendalam dan personal. 

Fokus Generasi Generasi muda, milenial 

 

 



4th Brawijaya Communication International Conference (BCIC) 2024 

ΝΦΟ 
 

Dampak Media Sosial 

Dampak media sosial terhadap aktivitas politik kader Muhammadiyah sangat signifikan. 

Media sosial telah menciptakan ruang baru bagi kegiatan politik Muhammadiyah (Sholikhin, 

2020), mengubah cara kader berpikir tentang partisipasi politik dan memperluas arena diskusi. 

Hussain dan Iqbal (2023) mencatat bahwa kader Muhammadiyah menjadi lebih aktif dalam 

menyuarakan pendapat dan terlibat dalam isu-isu politik melalui platform digital. 

Santoso (2022) menunjukkan media sosial berfungsi sebagai platform yang efektif untuk 

meningkatkan keterlibatan kader Muhammadiyah dalam isu-isu politik. Namun, penelitian ini 

juga mencatat bahwa penyebaran informasi yang salah dan hoaks menjadi tantangan 

signifikan. Penyebaran hoaks di media sosial terus terjadi di Indonesia karena tidak ada 

proses gatekeeping, sehingga proses gatekeeping dikembalikan ke pengguna media sosial 

(Adila et al., 2021). Vermeer et al. (2021) menyoroti bahwa aplikasi pesan instan seperti 

WhatsApp memungkinkan diskusi politik yang lebih intim dan langsung, meskipun hal ini 

juga dapat menyebabkan polarisasi. 

Media sosial telah mengubah wajah komunikasi politik santri, sebagaimana dicatat oleh 

Z. Syarif (2020). Exposure terhadap beragam perspektif di media sosial berkontribusi pada 

sikap moderasi Muhammadiyah dalam Pemilu 2019 (Nashir et al., 2021). Media sosial juga 

berperan dalam pembentukan profil pemuda Muhammadiyah sebagai intelektual influencer 

(Nuri et al., 2024). 

Era digital membawa tantangan baru dalam melakukan dakwah (Mansoor et al., 2024). 

Generasi muda Muhammadiyah menunjukkan adaptasi yang cepat terhadap penggunaan 

media baru (Sukmono & Junaedi, 2020). Media baru telah memicu kontestasi dan upaya 

reklamasi otoritas keagamaan (Akmaliah, 2020). Pergeseran metode dakwah ke platform 

digital memengaruhi cara kader mengintegrasikan nilai-nilai keagamaan dalam diskursus 

politik (Murodi et al., 2023). 
Tabel 2: Dampak Media Sosial 

Aspek Dampak Deskripsi Implikasi pada Pemikiran 

dan Perilaku 

Ruang Publik Penciptaan arena diskusi 

baru 

Perluasan cakupan 

partisipasi politik, berita 

hoaks 

Partisipasi Politik Peningkatan keterlibatan 

dalam isu politik 

Aktivisme politik yang lebih 

intens, polarisasi, 

Komunikasi Politik Perubahan gaya komunikasi Penyampaian pesan politik 

lebih efektif 

Moderasi Pandangan Exposure pada beragam 

perspektif 

Sikap politik lebih moderat 

dan inklusif 

Identitas Politik Pembentukan profil sebagai 

influencer 

Reposisi peran dalam 

lanskap politik 

Integrasi Dakwah- Politik Tantangan baru dalam 

dakwah digital 

Penyelarasan pesan 

keagamaan dengan isu 

politik 

Adaptasi Generasi Muda Penggunaan aktif media 

baru 

Potensi perubahan pola 

pikir politik 
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Otoritas Keagamaan Kontestasi di ruang digital Perubahan dalam 

memahami otoritas politik 

Metode Dakwah Transformasi ke platform 

digital 

Integrasi nilai keagamaan 

dalam wacana politik 

Refleksi Historis Fasilitasi pemahaman 

sejarah politik 

Penguatan identitas politik 

organisasi 

 

Pergeseran Orientasi Politik  

Kader Muhammadiyah mengalami pergeseran dari pendekatan politik tradisional menuju 

pemanfaatan media sosial untuk berinteraksi dan berpartisipasi politik. Pergeseran ini 

berkontribusi pada peningkatan kesadaran politik di kalangan kader Muhammadiyah. 

Vermeer et al. (2021) menyoroti aplikasi pesan instan seperti WhatsApp memungkinkan 

kader untuk terlibat dalam diskusi politik yang lebih personal dan intim. 

Muhammadiyah menunjukkan sikap moderasi dalam pemilihan umum 2019 (Nashir et 

al., 2021), menandakan pergeseran dari sikap politik yang lebih tegas di masa lalu menuju 

posisi yang lebih moderat dan inklusif. Cyberspace telah menjadi ruang baru bagi kegiatan 

politik Muhammadiyah (Solikhin, 2020), mengindikasikan perubahan arena politik dari ruang 

fisik ke ruang digital. 

Terjadi evolusi kesadaran politik Muhammadiyah yang dipengaruhi oleh trajektori 

historis dan proyeksi masa depan (Al-Hamdi, 2023). Penggunaan media sosial berdampak 

signifikan pada partisipasi politik kader Muhammadiyah (Hussain & Iqbal, 2023). Media 

baru telah memicu kontestasi dan upaya reklamasi otoritas keagamaan (Akmaliah, 2020). 

Generasi muda Muhammadiyah menunjukkan adaptasi terhadap penggunaan media baru 

(Sukmono & Junaedi, 2020). Menjadikan dakwah sebagai tren online (Huda & 

Muthohirin, 2022) tidak hanya berdampak pada aspek keagamaan namun juga berimplikasi 

politik. Pemanfaatan media sosial yang dilakukan oleh organisasi pemuda Muhammadiyah 

(Mulkan et al., 2023) berperan dalam membentuk opini publik dan memengaruhi wacana 

politik. Menjadikan dakwah sebagai tren online, seperti ditunjukkan Huda dan Muthohirin 

(2022), tidak hanya berdampak pada aspek keagamaan tetapi juga memiliki makna politik 

dalam menyebarkan gagasan dan nilai-nilai Muhammadiyah. Dakwah digital memungkinkan 

penyebaran pesan yang lebih luas dan cepat, serta mempengaruhi wacana politik di kalangan 

kader. 

Penggunaan media sosial oleh organisasi kepemudaan Muhammadiyah, seperti yang 

dicatat oleh Mulkan dkk. (2023), berperan dalam membentuk opini publik dan memengaruhi 

wacana politik. Media sosial telah menjadi alat yang efektif untuk membangun kesadaran 

politik dan memobilisasi dukungan. 

Pergerakan menuju moderasi menghadapi tantangan terkait kontes identitas muslim di 

media baru, seperti yang diidentifikasi oleh Akmaliah (2020). Hal ini menciptakan dinamika 

baru dalam orientasi politik kader Muhammadiyah, yang harus menghadapi sensor dan 

sengketa identitas di ruang digital. 
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Tabel 3: Pergeseran Orientasi Politik 

Aspek Pergeseran Deskripsi Dampak 

Moderasi Politik Sikap moderat dalam pemilu Posisi politik lebih inklusif 

Ruang Publik Digital Aktivitas politik di cyberspace Perluasan arena politik 

Komunikasi Politik Transformasi cara berkomunikasi Penyebaran ide lebih efektif 

Kesadaran Politik Evolusi pemahaman politik Refleksi kritis terhadap 

peran organisasi 

Partisipasi Politik Peningkatan keterlibatan via 

media sosial 

Penguatan suara politik 

kader 

Otoritas Keagamaan Kontestasi di media baru Redefinisi posisi dalam 

diskursus publik 

Generasi Muda Adaptasi terhadap media baru Potensi orientasi politik 

progresif 

Dakwah Digital Transformasi metode dakwah Implikasi pada penyebaran 

nilai politik 

Opini Publik Pemanfaatan media sosial 

organisasi 

Pengaruh terhadap wacana 

politik 

Tantangan Moderasi Kontestasi identitas di media 

baru 

Dinamika baru dalam 

orientasi politik 

 

Tantangan dan Peluang 

Kader Muhammadiyah menghadapi beberapa tantangan di era digital. Mereka perlu 

mengadaptasi metode dakwah yang sesuai dengan transformasi teknologi media (Murodi et 

al., 2023; Sukmono & Junaedi, 2020). Pengembangan "Fikih Informasi" sebagai panduan 

dalam menggunakan media sosial menjadi penting (Fauzi & Ayub, 2019). Media baru telah 

memicu kontestasi dan upaya reklamasi otoritas keagamaan (Akmaliah, 2020). 

Algoritma media sosial yang cenderung menciptakan echo chamber dapat menyebabkan 

risiko terpolarisasi dalam isu-isu politik (Nashir et al., 2021). Risiko peretasan dan 

penyalahgunaan data pribadi anggota organisasi menjadi tantangan signifikan. Santoso 

(2022) mencatat risiko penyebaran informasi yang salah di media sosial menjadi tantangan 

utama. Vermeer et al. (2021) menunjukkan diskusi politik yang terjadi di aplikasi pesan 

instan dapat menyebabkan polarisasi. 

Kader Muhammadiyah mungkin juga menghadapi keterbatasan dalam hal sumber daya, 

baik dari segi waktu maupun keterampilan (Santoso, 2022). Keterbatasan ini dapat 

menghambat kemampuan mereka untuk berpartisipasi secara aktif dalam diskusi politik dan 

sosial. 

Di sisi lain, era digital juga membuka berbagai peluang bagi kader Muhammadiyah. 

Pemanfaatan platform digital memberikan kesempatan untuk memperluas jangkauan dakwah 

Muhammadiyah (Maulana & Sumarlan, 2023). Era digital membuka peluang untuk 

mengembangkan metode komunikasi yang lebih interaktif dan efektif (Z. Syarif, 2020). 

Generasi muda Muhammadiyah memiliki kesempatan untuk menjadi "intellectual 

influencer" melalui keterlibatan aktif di media sosial (Nuri et al., 2024). Media sosial 

membuka peluang untuk meningkatkan partisipasi politik kader Muhammadiyah (Hussain & 
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Iqbal, 2023). Era digital juga membuka peluang untuk membangun jaringan yang lebih luas 

dengan organisasi dan individu yang sepaham. 

Santoso (2022) mencatat media sosial berpotensi menjangkau publik yang lebih luas dan 

beragam, serta mengorganisir kegiatan dengan lebih efisien. Vermeer et al. (2021) 

menekankan aplikasi pesan instan seperti WhatsApp dapat memfasilitasi diskusi politik yang 

lebih terbuka dan personal. 

Dalam konteks perubahan sosial yang cepat, kader Muhammadiyah memiliki peluang 

untuk beradaptasi dan memanfaatkan media sosial sebagai penyampai pesan dakwah dan 

nilai-nilai organisasi. Santoso (2022) menunjukkan kader yang mampu beradaptasi dengan 

baik terhadap perkembangan teknologi dapat menjadi agen perubahan yang efektif dalam 

masyarakat. 
Tabel 4: Tantangan dan Peluang di Era Digital 

Aspek Tantangan Peluang 

Teknologi Adaptasi terhadap platform baru Perluasan jangkauan dakwah 

Informasi Manajemen dan verifikasi konten Inovasi dalam penyampaian pesan 

Otoritas Kontestasi legitimasi Penguatan peran sebagai 

sumber rujukan 

Politik Risiko polarisasi Peningkatan partisipasi politik 

Keamanan Privasi dan keamanan data Pengembangan literasi digital 

Generasi Kesenjangan digital antar generasi Pemberdayaan kader muda 

Networking Fragmentasi komunitas Perluasan jaringan kolaborasi 

 

Conclusion 

Artikel ini telah mengeksplorasi fenomena media sosial dan metamorfosis politik kader 

Muhammadiyah melalui analisis pola konsumsi media sosial dan perubahan orientasi politik. 

Melalui pendekatan tinjauan literatur, penelitian ini menemukan bahwa penggunaan media 

sosial, khususnya di kalangan kader Muhammadiyah, tidak hanya berperan sebagai sarana 

komunikasi, tetapi juga membentuk ruang publik baru yang memfasilitasi diskusi dan 

pembentukan opini politik. Interaksi intens dengan konten politik di media sosial telah 

mendorong kader Muhammadiyah untuk lebih kritis dan terbuka dalam pandangan politik 

mereka, sejalan dengan tren demokratisasi yang lebih inklusif di era digital. 

Implikasi dari temuan ini menunjukkan bahwa media sosial memiliki peran yang 

signifikan dalam transformasi politik Muhammadiyah, mengindikasikan adanya potensi 

peningkatan partisipasi politik yang lebih luas dan inklusif di kalangan kader. Temuan ini 

juga mendukung tesis bahwa media sosial adalah agen perubahan yang memengaruhi tidak 

hanya cara kader Muhammadiyah mengonsumsi informasi, tetapi juga bagaimana mereka 

memformulasikan pandangan politik mereka di tengah dinamika masyarakat modern yang 

semakin kompleks. 

Dari perspektif teoretis, hasil penelitian ini memberikan kontribusi pada teori komunikasi 

politik dengan menyoroti peran media sosial sebagai instrumen penting dalam menggeser 

orientasi politik, terutama dalam konteks organisasi keagamaan. Artikel ini juga memberikan 

kontribusi praktis bagi organisasi Muhammadiyah dalam memformulasikan strategi 

komunikasi digital yang lebih efektif dan sesuai dengan perkembangan teknologi serta 

dinamika politik saat ini. 



4th Brawijaya Communication International Conference (BCIC) 2024 

ΝΦΤ 
 

Tabel 5: Implikasi Teoretis dan Praktis 

Implikasi  Deskripsi 

Model Komunikasi Baru Pengembangan model komunikasi yang 

mempertimbangkan interaksi online dalam konteks 

politik. 

Teori Identitas Sosial Penerapan teori identitas sosial dalam memperkuat 

identitas politik kader melalui media sosial. 

Analisis Media dan Politik Kontribusi pada pemahaman dampak media sosial 

terhadap opini publik dan perilaku politik. 

Strategi Dakwah Merancang strategi dakwah yang lebih efektif 

menggunakan media sosial untuk mobilisasi. 

Pelatihan Digital Pengembangan program pelatihan untuk meningkatkan 

keterampilan kader dalam penggunaan media sosial. 

Pengembangan Kebijakan Dasar bagi kebijakan internal organisasi terkait 

penggunaan media sosial dan etika komunikasi. 
 

Penelitian ini membuka ruang untuk kajian lebih lanjut terkait dinamika politik kader 

Muhammadiyah dalam konteks yang lebih luas. Beberapa pertanyaan yang dapat ditelusuri 

dalam penelitian berikutnya antara lain: Bagaimana perubahan orientasi politik ini 

berdampak pada struktur internal Muhammadiyah? Apakah transformasi politik ini juga 

berlaku pada generasi Muhammadiyah yang lebih senior? Dan bagaimana Muhammadiyah 

dapat lebih efektif memanfaatkan platform digital untuk mengintegrasikan nilai-nilai 

keagamaannya dengan kebutuhan politik modern? 

Di samping itu, penting untuk meneliti lebih dalam bagaimana algoritma media sosialð

yang sering menciptakan echo chambersðmemengaruhi pola pikir politik kader 

Muhammadiyah. Mungkinkah ada risiko polarisasi politik akibat paparan konten partisan 

yang berlebihan? 

Untuk menghadapi tantangan ini, Muhammadiyah dapat mengembangkan pedoman etika 

digital yang tidak hanya mendorong penggunaan media sosial secara bijaksana, tetapi juga 

meminimalkan risiko penyebaran informasi yang salah. Pelatihan literasi digital untuk kader 

Muhammadiyah perlu diprioritaskan guna meningkatkan keterampilan mereka dalam 

memverifikasi informasi dan berpartisipasi dalam diskusi politik secara lebih produktif. 

Dengan demikian, artikel ini tidak hanya menyajikan analisis tentang bagaimana media 

sosial memengaruhi metamorfosis politik kader Muhammadiyah, tetapi juga mengajukan 

langkah-langkah strategis untuk menghadapi tantangan dan memanfaatkan peluang di era 

digital. 
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Abstract  

This paper explored the impact of short-form video platforms, such as TikTok, Instagram Reels, 

and YouTube Shorts, on social behavior among Indonesian youth, particularly those aged 18-34. 

With a notable rise in social media usage within this demographic, the study examines how these 

platforms influence social identity and mental health. Key findings indicate that the addictive 

nature of short-form videos contributes to cognitive overload and diminished attention spans while 

fostering negative social comparisons that can lead to increased anxiety and depression. 

Additionally, the phenomenon of "Fear of Missing Out" (FOMO) intensifies these challenges, 

prompting compulsive content consumption and feelings of isolation. The paper underscores the 

necessity of understanding the dual nature of social media's effects on identity formation and 

mental well-being, highlighting the potential benefits and risks associated with these emerging 

digital environments. 

Keywords: social identity theory, new media, media effect, cognitive, communication 

Introduction  

Internet technology resulting in new media developed at the end of the 20th century has 

been widely used worldwide. The advent of short-form video platforms such as TikTok, 

Instagram Reels, and YouTube Shorts has brought about a major change in shaping and 

expressing social identities. The platform provides users with an interactive space to create, 

share, and consume short and engaging content, and encourage communication quickly. 

According to databoks in January 2024, social media users in Indonesia have grown by 

64.3% or as many as 167 million active users. Active users of social media in terms of age, 

the majority of social media users come from the age group of 18-34 years (54.1%). Based on 

gender, women dominate at 51.3%, while men are 48.7%. Daily use of social media averages 

3 hours and 14 minutes per day, with 81% of them accessing it daily. The most frequently 

engaged activities include sharing photos or videos (81%), communicating (79%), searching 

for news or information (73%), entertainment (68%), and online shopping (61%).  

Based on the data, it can be concluded that the use of social media is dominated by 

teenagers in Indonesia. The use of social media has been widespread for some time due to the 

transition of adolescents' social roles in increasing social needs. The transition in the social 

roles of adolescents has increased their social needs leading to an increased dependence on 

social media for communication and interaction. 

Before explaining further, it is important to define social media and short-form videos, as 

well as the formation of social identity and cognitive development. The term "social media" 

refers to a collection of web-based technologies that allow users to communicate with each 

other and distribute content that they have created to influence the opinions of others (Duling, 

2021). Social media is a new media that provides easy and fast access to its users in 

exchanging information, proving that there is a rapid revolution in the digital space, and will 
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continue to grow (Buccoliero et al., 2020). Typical examples are Instagram, Facebook,  

WeChat, and Twitter. These media platforms intensify offline social interactions or turn them 

into visual equivalents (Bhandari & Bimo, 2020). On the other hand, short videos like 

TikTok and Douyin are defined as videos that are less than 5 minutes long, usually between 

15 seconds and 1 minute and are distributed across various media platforms (Kaye et al., 

2021). 

In the context of media conversion, short videos are emerging as a new form of mass 

communication that provides an impetus for the improvement and transformation of 

traditional media (Tang, 2020). Short videos often offer a fresh mode of narration and a new 

perspective. They utilize technologies such as H5, VR/AR, and more to create engaging 

audio-visual experiences, thereby enhancing their communication and appeal. Short-form 

videos are typically a few minutes or shorter in length, designed for quick consumption on 

platforms like TikTok, where users often engage with user-generated content. Social media 

facilitates sharing and interaction among users (Nguyen et al., 2022).  

Short video platforms are designed to present videos that match the user's tastes and 

interests through curated algorithms, resulting in a mode of presentation that is geared 

towards individuals, rather than "audiences" (Bhandari & Bimo, 2020). Social media has a 

significant impact on our identity. This affects the way the younger generation builds their 

identity, as they use social media platforms to present themselves and interact with others.  

Social identities on social media and short videos shape communication practices, 

influence audience engagement, and foster understanding through curated content that 

reflects personal and social narratives (Suwinyattichaiporn, 2016). Social media facilitates 

brand associations that enhance social identity, especially through short videos, allowing 

users to express themselves and connect with brands that align with their identity (Helal & 

Ozuem, 2019). Social media and short videos are reshaping social identities by enabling 

diverse expressions and collaborative creativity, encouraging new forms of interaction and 

community engagement in the digital landscape. Social media and short videos facilitate the 

expression and negotiation of social identities, allowing users to engage in the formation of 

collective identities through shared experiences and sentiments in the digital space (Love et 

al., 2023).  

Meanwhile, it is associated with social cognitive theory (SCT) developed by Albert 

Bandura, emphasizing the role of observational learning, imitation, and modeling in behavior 

acquisition. It states that an individual's identity is formed not only through direct experience 

but also by observing others, which involves cognitive processes such as attention, memory, 

and motivation (Schunk, 2012). SCT is characterized by reciprocal determinism, in which 

personal, behavioral, and environmental factors interact dynamically (Riley et al., 2016). In 

addition, SCT provides a robust framework for understanding behavior, some criticisms 

suggest that SCT may ignore the complexity of individual agency and the influence of 

broader social structures on behavior change. Social-cognitive theory emphasizes individual 

behavior that is influenced by cognitive processes and social contexts, focusing on causal 

mechanisms and meanings that individuals assign to their experiences and environments 

(Cervone, 2023).  

Several studies explain the widespread use of short-form videos and social media among 

teenagers today and have an impact on adolescents' values, physical and mental health 
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(Shychuk et al., 2022). The dependence on short-form videos is often mediated by the fear of 

missing out, indicating that they will feel anxious and out of trend, resulting in a dependence 

on the media. In addition, they feel dissatisfied with their lives and are more likely to engage 

excessively with short video content (Chung, 2022).  

According to Cheng Peng in his research, the duration of short video use has a great 

influence on a person's mental health. The longer a person is exposed to such content, the 

higher the likelihood that they will experience problems such as addiction and anxiety, as 

well as a decline in overall mental well-being (Peng et al., 2022). 

Based on study, the study has explored the archetypes of short-form video and social 

media use by adolescents. The approach used in this study is conceptualized based on social 

cognitive theory and understanding the pattern of using short-form video and social media to 

identify the formed social identity. So, in this study, the question arises about the impact that 

occurs from dependence on short-form videos, and how it affects their cognitive development 

and social identity.  

 

Result and Discussion  

Based on the results of the study, it was found that there were 25 informants on social 

media with a range of years from 18 to 34 years. The questions focused on how short videos 

affect their social identity and behavior on social media, as well as the impact on cognition 

based on viewing duration. The data was then analyzed using a case study analysis approach.  

After a deeper review of the informants' responses, it can be mapped that social media 

through short-form videos and social identity in adolescents, there are various responses, but 

most of the informants stated that the longer a person is exposed to the content, the higher the 

likelihood that they will experience problems such as addiction and anxiety, as well as a 

decrease in overall mental well-being.  

 

Social Identity with Media Social  

On social media, individuals are constantly negotiating and building their social 

identities. The platform acts as a facilitator of individual self-expression and group-based 

identity formation, shaping the way people connect with others, express their beliefs, and 

engage in public discourse. Online communication on short-form video platforms often 

reflects identity fragmentation. Users can easily switch between different personas, 

presenting one identity in one video and a different one in the next. This smoothness 

permits imaginative expression but also challenges the solidness of self-identity, as people 

are always arranging different social characters. The platform's accentuation on patterns 

encourages quickening this handle, as clients regularly embrace unused characters or 

behaviors to remain pertinent or adjusted to developing viral patterns. 

Based on information obtained from witnesses, the arrangement of social personalities 

based on the capacities of short-form video stages, such as TikTok and Instagram Reels, 

essentially influences the way people construct and express their characters.  The platform 

encourages users to create content that reflects their interests, values, and personality, leading 

to a dynamic process of identity formation. Often the exposure of  these short-form video 

posts makes users directly involved in trending themes so that the formation of user identities 

is aligned according to popular culture. This participation can foster a sense of belonging in a 



Scrolling Through Social Identity in the Era of Short-Form Videos: Implications for Online Youth Behavior 

ΞΜΠ 

particular community, this sense of belonging can reinforce aspects of their identity, as they 

engage with a community that validates their experiences and perspectives. Informants add 

that interaction with other users through comments or reactions allows individuals to receive 

feedback that can shape the way they convey identity. This creates a two-way process that 

enriches their narrative. So the involvement of individuals in forming identity through short-

form videos is very dynamic and varied. 

The visual nature of short-form videos allows for immediate and impactful self-

expression. Many users utilize short videos to create a personal brand. By curating content 

that aligns with their desired identity, they can attract followers and build a community 

around common interests. The formation of this strategic identity can lead to increased 

visibility and opportunities in the digital space. Users can organize their identities through 

aesthetics, music choices, and narrative techniques that can lead to a more nuanced 

understanding of who they are and how they want to be perceived by others. The intuitive 

viewpoint of the stage, where clients get likes, comments, and offers, serves as a criticism 

component that can fortify or challenge the expression of their character. Positive fortification 

can lead to more grounded distinguishing proof with certain viewpoints of their online 

persona, whereas negative input can empower clients to alter the introduction of their 

character. 

Be that as it may, based on the viral nature of short-form recordings, makes a consistent 

stream of patterns, challenges, and social developments. For clients, the fear of losing out 

(FOMO) could be an effective inspiration to remain engaged, often driving to compulsive 

substance utilization. This may contribute to stretch, as clients feel weight to take part in 

patterns or keep up a web nearness to remain significant. Over time, this can exacerbate 

feelings of loneliness, anxiety, and social isolation when individuals feel like they are not 

keeping up with the pace of digital culture. In addition, this dependence leads to persistent 

identity problems, as adolescents can develop a dependence on external validation for their 

self-esteem. 

According to the informant, the dependence on following the trend makes users more 

competitive in displaying their personas in the digital space, so many users feel insecure and 

experience insecurity. Moreover, sometimes trending content often has the dual nature of 

injustice and irregularities. This will later form a new standardization in digital media. The 

design of micro-video platforms encourages this behavior, as content from users with a larger 

following tends to receive more visibility, reinforcing social hierarchies (Wang & Wang, 

2024). Moningka in her research shows that exposure to other people's ideal representations 

can trigger feelings of jealousy and low life satisfaction. These emotions can further 

complicate adolescents' identities, as they may struggle with feelings of inferiority and 

dissatisfaction with their own lives (Moningka & Ratih Eminiar, 2020). 

The emergence of this double standard can trigger unfair treatment of individuals and 

groups based on identity, gender or other characteristics. Digital platforms often impose 

community guidelines that, while intended to maintain safety and convenience, can have a 

different impact on certain groups. Content that is deemed not to violate the rules by one 

group may be restricted to another, raising criticism about injustice and bias. There are often 

differences in how different genders and ethnicities are represented in digital media. For 

example, when discussing something, beauty privilege often becomes the standard of truth 
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and benefits in the digital space. Encourage self-objectification and ideal self-presentation, 

leading to conflicts between online personas and real-life identities, especially among women 

who face society's beauty standards. The phenomenon of cyberbullying often targets 

individuals based on their coverage. This can cause negative psychological impacts on 

adolescents who are influenced by the depiction of beauty in digital media. Thus, the social 

identity of the digital media is formed according to the narrative and trends that are 

happening. Frequent exposure to curated self-presentations on these platforms can exacerbate 

feelings of depression, as users may feel pressured to present an ideal version of themselves. 

Moningka in her research highlights that social comparisons can significantly affect self-

esteem, which is closely related to identity. When teens compare themselves to others on 

social media, they may feel inadequate if they consider themselves less successful or 

attractive than their peers. This can lead to a negative self-concept and affect the formation of 

their overall identity (Moningka & Ratih Eminiar, 2020). This means that adolescent users 

often compare individual identities with those of others so that self-concepts emerge that can 

affect changes in identity formation.  

In line with the results of previous research, social identities on social media and short 

videos are shaped by digital narratives, user interactions, and the communicative nature of the 

platform, which influences personal representation and group affiliation (Penner & Osipova, 

2022). In general, social media shapes how we see ourselves and others, and people, teachers, 

and policymakers must recognize its impact on personality arrangement (Gündüz, 2017). 

The fast-paced short-form video environment empowers a consistent approach to 

the character. Clients can test with distinctive personas, styles, and stories, permitting the 

persistent advancement of their personalities. This smoothness can be freeing but can too lead 

to perplexity around one's genuine self, as online and offline characters may contrast. 

Concurring to BE witnesses, they frequently need to show a positive self-image on social 

media to inspire their peers. This behavior is done because they may prioritize how they are 

perceived online instead of their genuine selves. This weight to preserve a picture can make a 

strife between their online persona and real-life personality. 

In summary, trends in social media play an important role in identity formation by 

encouraging community engagement, encouraging self-curation, providing feedback, 

promoting trends, and reflecting cultural values. This dynamic can lead to a positive 

exploration of identity and potential confusion regarding one's true self. 

 

Media Effect and Social Cognitive  

The effects of media are analyzed through social cognitive theory, which examines how 

symbolic communication affects thoughts, behaviors, and social networks, facilitating the 

adoption of new behaviors. Media influences cognitive development through direct and 

indirect pathways, impacting attention, cognition, and academic achievement, which is 

central to the focus of social cognitive theory on learning through observation and interaction 

(Anderson & Kirkorian, 2015). 

Short-form videos are typically less than 60 seconds long, encouraging quick 

consumption and instant gratification. However, the fast-paced nature of these videos can 

lead to cognitive overload. When users browse through a lot of videos in a short period, their 

brains have to process large amounts of visual and auditory information, which can affect 
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attention span and cognitive function. Studies show that prolonged exposure to such 

fragmented content can contribute to a loss of focus and the ability to engage in deep, 

sustained attention (Zheng, 2021).  

The dominant informant said that the longer the duration of watching short videos can 

cause a lack of focus if faced with a 2-hour video such as a movie. Informant A added that he 

felt bored quickly if he watched movies or series and couldn't read books for a long time. 

This happens because the short form video, which is only 60 seconds long, already includes a 

variety of information. 

Short-form videos can also affect memory and the learning process. Because the content 

is short and often disjointed, users are exposed to fragmented information, which can hinder 

long-term retention and deep understanding. The constant consumption of rapidly changing 

content can interfere with the brain's ability to consolidate information into long-term 

memory (Zheng, 2021). Instead, users can focus on surface-level entertainment, reducing 

their capacity for critical thinking and reflection. This move seems have broader suggestions 

for how people prepare and store data within the computerized age. 

The addictive nature of short-form video stages, driven by their capacity to convey quick 

substance can result in over-the-top screen time and advanced reliance. Intemperate 

utilization of these stages can contribute to over-the-top advanced incitement, which has been 

connected to rest clutters, uneasiness, and diminished well-being  (Huang, 2023). The 

consistent assault of jolts can also decrease the brain's capacity to rest and recuperate, driving 

to inveterate push and weariness. 

Short-form video stages energize clients to always compare themselves to others through 

obvious measurements such as likes, sees, and supporter checks. This dependence on outside 

endorsement can lead to fluctuating self-esteem, as people may feel great when accepting 

positive criticism but encounter a decay in self-esteem when engagement is moo. So in these 

stages, clients are regularly confronted with exceedingly curated and perfect forms of other 

people's lives, which can lead to negative social comparisons. This will result in expanded 

sentiments of insufficiency, uneasiness, and indeed discouragement, particularly among more 

youthful clients who are still creating their social personalities  (Liu et al., 2024). Wang 

added that the use of short video apps is negatively related to clarity of self-concept. In 

addition, flow mediates this relationship. In addition, the relationship between the use of short 

video applications and the clarity of self-concept is mediated sequentially by the flow and 

self-development of social media (Wang & Wang, 2024). 

 

Conclusion  

The consistent assault of jolts can also decrease the brain's capacity to rest and recuperate, 

driving to inveterate push and weariness. Short-form video stages energize clients to always 

compare themselves to others through obvious measurements such as likes, sees, and 

supporter checks. This dependence on outside endorsement can lead to fluctuating self-

esteem, as people may feel great when accepting positive criticism but encounter a decay in 

self-esteem when engagement is moo. So in these stages, clients are regularly confronted 

with exceedingly curated and perfect forms of other people's lives, which can lead to negative 

social comparisons. This result in expanded sentiments of insufficiency, uneasiness, and 
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indeed discouragement, particularly among more youthful clients who are still creating their 

social personalities.  
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Abstract  

Technology continues to develop and affect several fields, including politics. Political 

education usually only obtained in formal education such as schools and universities has 

shifted to social media. The purpose of this research is to explain how social media can 

increase public knowledge about politics and social media in the digital era has changed 

its function, which used to be onlyto communicate with others but now social media can 

be used for political education. Agenda setting theory is used to find out how Instagram 

social media on pinterpolitik and totalpolitik accounts educate the public. Methodology 

This article uses a qualitative description approachwith a literature study. Primary data 

comes from recent books and journals on politicaleducation, political communication, 

and social media. Secondary data comes from observation,the socialblade.com website 

from July 2019 to January 2024, and social media information. This study's result is that 

pinterpolitik accounts educate with content that contains interesting infographics, 

interesting titles, trusted sources, interesting visuals, current political issues, and short, 

concise, and clear content. Meanwhile, the totalpolitikcom account is slightly different 

from the pinterpolitik account on Instagram account, the difference can be seen in the 

uploaded content where they use images and provide captions on the content below the 

image, and percontent uploaded on Instagram, totalpolitikcom uses an average of 2 

slides of content. In the future, research on political education through social media can 

be carried out with a more in-depth analysis and the object of research is not only two 

accounts, this is because of comparison with other social media accounts that discuss 

political education. 

 

Keywords: Politics, Political Communication, Social Media, Political Education 

 

Introduction  

As time goes by, technology continues to develop and influence various sectors, 

one of which is the emergence of social media which impacts political communication. 

The Internet became widely available in the mid-1990s, through the invention of a 

protocol for something called the World Wide Web. In reality, the history of the internet 

goes a little further back than the 1990s (Lindgren, 2017). The internet as a whole, 

especially social networks such as Twitter, Facebook, Instagram, and TikTok, has been 

the site of public discussion for the past fifteen years. This is particularly important for 

the digital debates that take place during electoral processes. In addition to the content of 

interventions made by citizens, media, and representatives, the form of debates on social 

networks (open, horizontal, polarized, fragmented, etc.) provides information about the 

social construction of political discourse as well as the way we define the goals, topics, 

and reasons that drive one candidate or another to vote for one of them. Therefore, 

research on this process is crucial to understanding the socio-political reality of a highly 

digitized society. (Casas-Mas et al., 2024). 
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The dynamics of political communication with the presence of the Internet 

showsignificant developments. (Ricks, 2022). The impact of the emergence of the 

internet gavebirth to social media platforms such as Facebook, X (Twitter), TikTok, 

Youtube, andInstagram. Social media platforms such as Facebook, YouTube, and Twitter 

are extremelypopular: they continue to be ranked among the most frequently accessed 

websitesworldwide. (Almer, 2015). Political campaign communication strategies 

increasingly relyon social media, which reflects information about the policy preferences 

and opinions ofpolitical actors and their constituents. Moreover, the substance of such 

communicationinformation provides a deep understanding of political issues and how 

they are expressedduring elections. The use of social media is widespread and both. 

(Subekti et al., 2023). Thiscan be seen in the growth of political communication activities 

on social media during theelection campaign. (Mukarom, 2022). These developments 

include election and presidentialelection campaign activities through social networking 

media that continue to grow.Although traditional media and other conventional media or 

face-to-face, audio, audio-visual, and print media still appear on the surface, socialization 

is through social media.Facebook, Twitter, YouTube, and other social media seem to 

have become an ever-growingnecessity. (Sutinen & Närvänen, 2022).  

Over the decades, political and institutional communication has entered the fourth 

phaseof its development. (Roemmele & Gibson, 2020). This transformation is mainly 

driven bythe consolidation of the Internet as the main channel for producing and 

accessing politicalcontent, leading to changes in institutional communication strategies 

by political formationsand administrations. (López Fernández, 2022). Moreover, over the 

past 15 years, the internetin general and, more specifically, social networks such as 

Twitter, Facebook, Instagram, andTikTok have become spaces for public debate. This has 

particular relevance in terms of thedigital debates that arise during electoral processes. 

The form that such debates take on socialnetworks (open, horizontal, polarized, 

fragmented, and so on), in addition to the content ofthe interventions made by citizens, 

media, and representatives, informs us about the socialconstruction of political discourse, 

in addition to the way we define unified goals, topics,and motivations for the election of 

one candidate or another. 

The study of such processes istherefore key to understanding the socio-political 

realities of a highly digitized society.(Casas-Mas et al., 2024). Political education is a 

systematic and sustainable effort. The idea of political education for young citizens is an 

attempt to answer the challenge of young citizens' apathy towards politics. Political 

education for young citizens must pay attention to several dimensions,namely cognitive 

related to political knowledge-affective aspects related to character building, and 

psychomotor elements about intellectual and participatory skills. Then, thecontent of 

political education is democracy, political culture, and global issues. (Altbach,2007). A 

politically literate citizen not only understands the current state of his or her countrybut 

also actively and effectively engages in and directs it. A politically literate person hasthe 

skill of understanding other people's points of view, realizing their influence on him 

orher, and ethically responding to them. (Fyfe, 2007).  

To see the development of political education through social media to the public 

usingagenda-setting theory which can see what kind of impact media accounts have on 
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socialmedia users, namely Instagram on pinterpolitik and totalpolitik accounts. The 

selection ofInstagram media is because Instagram users in Indonesia are 86.5% of the 

population, theprevious year 84.8% (up) in 2023 in January. (Riyanto, 2023). The two 

accountsPinterpolitik and Totalpolitik were chosen as social media that function as 

political educationthe two accounts have a large number of followers and interesting 

content such as visuals,and high viewership in some posts and others to attract Instagram 

social media users tofollow the two accounts. The formulation of the problem in this 

study is how the two accounts Totalpolitik and Pinterpolitik provide political education to 

Instagram users inIndonesia. The purpose of this research is to explain how Totalpolitik 

and Pinterpolitik's Instagram social media accounts can increase public knowledge about 

politics. The research focus of this study is to discuss how Totalpolitik and Pinterpolitik 

Instagram accounts educate Instagram users with content that contains politics. 

 

Literature Review  

A journal article entitled Political Education of Young Children: Teacher 

Descriptions of Social Studies Teaching for Children in 1st-4th Grade in Norwegian 

PrimarySchools explains how political education in early childhood grades 1 - 4 in 

primary schoolsin Norway the purpose of the study was to investigate political aspects in 

social studieseducation in grades 1 to 4 in Norwegian primary schools through qualitative 

interviews with30 social studies teachers. The research examines how and to what extent 

politics is a focusin early social studies education using a pre-political perspective as a 

theoretical point ofdeparture. The results state that Politics is, for the most part, focused 

on early social studieseducation, either in the form of political action or preparation - for 

example buildingfoundations that enable students to think and act politically. Even 

though not all aspects ofpolitics are equally emphasized in early social studies education 

and often tend towardsharmony and mutual agreement, students have the potential to be 

politically oriented orsocialized in early social studies education. (Utler, 2021). In 

addition, the journal entitled Curriculum Wars and Youth Political Education in the UK 

and Australia narrative review of this journal discusses the questions at the heart ofthe 

struggle between different types of knowledge in the curriculum that we conceptualizeas 

'curriculum wars'.  

Across the world, we are seeing increasing cases of youth radicalization around 

axes of race, religion, and gender. Seeing these developments side by side calls 

intoquestion the various local, national, and global issues that shape the education and 

politicalactions of young people in liberal democracies that are experiencing a sustained 

shift away from liberal values. Through a comprehensive narrative review, we provide an 

overview ofthe key themes that have been explored in recent research on curriculum, 

youth political education, and democracy in the UK and Australia. The journal found that 

young people's shift from traditional electoral politics ('big P') focused on broader socio-

economic issues to individualized ('little P') politics focused on personal experiences 

poses serious curricular challenges around the content and modes of political education. 

Young people's unparalleled access to online information and digital capabilities creates a 

further need to include digital and media education in political education curricula. These 

educational challenges can be prospectively met by collaborative, action-research-based, 
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and activist curricula. Suchcurricula address issues relevant to young people's lived 

realities including topics considered'controversial' for classrooms. Such an approach 

requires a shift in perspective from youthas subjects of curricular reform to youth as 

collaborators and knowledge workers. We arguethat critical literacies offer practical and 

theoretical scaffolding to conceptualize transformative and progressive youth political 

education and political action by emphasizing the need for social justice-focused spaces 

for learning, reflection, and action in schools and communities (Hussain et al., 2024). 

If it is connected to the research above, this journal has similar variables that can 

be usedin this study, namely political education. However, none of these studies focus on 

politicaleducation on social media, especially on Instagram. Therefore, this is a gap for 

researchers to find out how political education is carried out on Instagram social media so 

that in the future there will be new research on political education.  

 

Result and Discussion 

Based on the results obtained from the socialblade.com page, the following 

pinterpolitik account statistics were found:  

 
Figure 1. pinterpolitik account statistics on the SocialBlade page. 

Based on the picture above, the pinterpolitik account on the Instagram platform 

hasuploaded 9,785 media, has 645,877 followers, follows 26 Instagram accounts, has a 

1.07% engagement rate, an average number of likes of 6,640.19 and has an average 

comment of 294.31.  

In the Instagram Statistics Summary / Pinterpolitik Account User Statistics 

above,the highest addition of followers was 384 and the highest reduction was 714 with a 

dailyaverage of +142 while the highest number of media uploaded was 4 and the lowest 

was -8. 
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Figure 2. Instagram Statistics Summary / Pinterpolitik Account User Statistics  

(23-02-2024 - 15-04-2024)  

 

 
Figure 3. Number of Followers, & Media Acquired by Pinterpolitik Instagram Account (Weekly). 

 
Meanwhile, in the graph above, the number of followers of the total political 

Instagram account per week starting in February 2023 touched 408,122 thousand 
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followersand over time continued to increase, touching 514,623 thousand followers on 

October 31,2023. Then, on January 4, 2024, the number of followers broke through the 

number 605, 058followers, and the last on Monday, April 14, the year had a total of 

645,877 followers. In thegraph of the increase in the number of followers obtained by 

other pinterpolitik accounts inFebruary 2023, 27 accounts decreased on July 1, 2023, with 

23 accounts, and the lowest onAugust 2, 2023, with 22 accounts and the last data on April 

15 there were 26 accountsfollowed. For the amount of content uploaded starting on 

February 12, 2023, 9209 mediaexperienced an increase of 9,965 media on June 6, 2023, 

and the last data was 9,875 on April15, 2024. 

 
Figure 4. Statistical data on the number of followers, accounts followed, andmedia uploads in the last 1 month on the 

totalpolitikcom account. 

 

From these three data on follower data in the last month a total of 315 decreased 

by7.4% while in the last week, the highest number of followers was 22,452 followers 

then the9lowest was -115 followers. In the number of followers obtained -,486 and the 

number ofuploaded content as much as 228 or down 6.9% for weekly acquisition as much 

as the least-248 and the highest 151 media. 

 
Figure 5. Total Followers, & Monthly Media Graph for Pinterpolitik's Instagram Account 

 

In this graph, the total number of Totalpolitik account followers per month 

startingin March 2019 amounted to 103,266 followers and the number continued to 

increase until the last 643,571 followers. On the graph, the number of other accounts 

followed by Totalpolitik has experienced ups and downs in the number of accounts 

followed, startingfrom 22 accounts followed then increasing to 27 accounts then the 

highest 28 accounts        followed to date. Meanwhile, the total media account of realpolitik 
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per month starting in July2019 amounted to 1,594 media over time increased and at the 

same time became the highestnumber from June to August in 2023 totaling 9,962 media, 

and the last data in March 2024 amounted to 9,810 media. 

 
Figure 6. Follower Gains, Followers, & Media Graph for pinterpolitik 

 

In the graph above, starting on February 19 to 26, there were 1,262 followers, 

slightlyincreasing on September 23 to 30, 2019, totaling 6,419 followers, then the highest 

onDecember 25, 2023, to January 1, 2024, totaling 27,972 followers and the last on April 

10,2024, to April 17, 2024, totaling 473 followers. In the graph of accounts followed 

fromFebruary 19 to April 17, 2024, the average account followed was 1 account while 

the highestwas 3 accounts they followed and the lowest was -4. Meanwhile, on the 

weekly media graphuploaded from February 19, 2019, to April 17, 2024, the highest 

acquisition was 54 media and the lowest was -15 media.  

Meanwhile, on the totalpolitikcom Instagram account based on statistical data 

fromthe Socialblade page as follows: 

  
Figure 7. Pinterpolitik account statistics on the Socialblade page 

 

Based on the picture above, the totalpolitikcom account on the Instagram platform 

has uploaded 4991 media, has 274,224 followers, follows 18 other Instagram accounts, 

has a 0.62% engagement rate, an average number of likes of 1,622.00 and has an 

averagecomment of 81.56. 
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Figure 8. Instagram Statistics Summary / Totalpolitikcom account User Statistics 

(19-06-2024 - 06-06-2024) 

 

In the Instagram Statistics Summary / Totalpolitikcom Account User Statistics 

above,the highest addition of followers is 330 and the highest reduction is 214 with a 

daily averageof +11 while the highest number of uploads is 11 and the lowest is 5. 

 
Figure 9. Instagram analysis history of totalpolitikcom Instagram account 

 

From this graph, the acquisition of followers obtained every month on 

thetotalpolitikcom Instagram account from January 2019 to January 2024 experienced 

anincrease in followers in January 2023 around 26,276 followers, and also experienced 

adecrease in followers after January 2023 of 4304 followers then again increased the 

numberof followers after January 2024 by 35,278. After that, the total number of 

accounts with thehighest increase in the number of followers obtained was 10 accounts 

which were the mostfollowed then the lowest was -4,842. Then the last graph of the 

media obtained each monthis the highest at 460 and the lowest at -217. 
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Discussions 

The eight graphic images above show that the pinterpolitik Instagram 

accountcontinues to develop well with the acquisition of 9,785 media uploads, has a total 

of 645,877followers, follows 26 other Instagram accounts, has a 1.07% engagement rate, 

an averagenumber of likes of 6,640.19 and has an average comment of 294.31 which 

includes the mosteducational accounts compared to other social media accounts. In 

addition, in Figure 2.0Instagram Statistics Summary / Pinterpolitik Account User 

Statistics (23-02-2024 - 15-04-2024) the number of followers from day to day on average 

increases even though it hasdecreased several times. The number of followers, & media 

obtained by the PinterpolitikInstagram account (weekly) continues to increase even 

though the last few months have seena slight increase in the number of media uploads on 

average ranging from 9,209 to 9,785media from February 12, 2023, to 9,785 media.  

In the monthly statistical data, the graphshows that the number of followers 

continues to increase starting from March 2019 with103,266 followers to March 2024 

with 643,571 followers. While the media uploads startingin March 2019 amounted to 

1,594 media and had increased, in June 2023 there was only aslight increase until March 

2024 touched 9,810 media. 

Meanwhile, the realpolitik com account continues to increase with statistical data 

of4991 media, 274,224 followers, follows 18 other Instagram accounts, a 0.62% 

engagementrate, an average number of likes of 1,622.00 and an average comment of 

81.56. Meanwhile,the highest addition of followers was 330 and the highest reduction 

was 214 with a dailyaverage of +11 while the highest number of uploads was 11 and the 

lowest was 5. Then, thegraph of follower acquisition obtained every month on the 

totalpolitikcom Instagram accountfrom January 2019 to January 2024 experienced an 

increase in followers in January 2023 of 26,276 followers and also experienced a 

decrease in followers after January 2023 of 4304 followers then again increased the 

number of followers after January 2024 of 35,278. 

From the observation results of both totalpolitik and pinterpolitik 

Instagramaccounts, it continues to increase. This is by we are social data. (Riyanto, 2024) 

In Indonesia,there are 212.9 million people or 77% of the country's population who use 

the internet, whileActive Social Media Users: 167 million which is 60.4% of Indonesia's 

total population everyday the average time using social media through any device is 3 

hours, 11 minutes.  

The mainreason for using social media is to find information with a percentage of 

83.1% using the internet, one of which is to access information about politics on social 

media. On social media, Instagram ranks fourth among websites that are often visited by 

Indonesians. In addition, in 2024 Instagram users in Indonesia amounted to 85.3% of the 

total population of Indonesia. According to (Nafsyah et al., 2022). In using social media, 

the main tool used to disseminate information and communicate is content. Content is the 

main key in social media uploads, which can be in the form of images or videos to 

disseminate information. 

Content is the main key that needs to be considered in social media because the 

quality ofthe content will determine whether or not the message is conveyed. Currently, 

many companies are utilizing social media, especially Instagram as a medium of 
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communication and publication. Instagram is a medium that appeals through the form of 

messages and various types of content through video messages, photos, and infographics 

and can broadcast live videos that will spread quickly with a wide range.  

In addition, according to (Park & Namkung, 2022) Instagram is a popular social 

media platform that prioritizes sharing visual content, allowing users to efficiently learn 

information through photos and images. Besides, according to (Paül i Agustí, 2024) 

Among other social networks, Instagram stands out as a highly visually oriented 

platform, where images and videos play a key role. As such, its visual-centric approach, 

emphasized by the growing presence of videos,positions it as an effective tool for raising 

awareness of sensitive issues. Moreover, Instagram's widespread popularity among the 

younger generation, combined with itsvisually appealing format, makes it an ideal 

channel to reach a wide audience, ranging fromstudents and young activists to anyone 

interested in social issues. The presence of both pinterpolitik and totalpolitik Instagram 

accounts at least helps the Indonesian government inpolitical education which is still very 

minimal in terms of political literacy.  

According to (Gitiyarko, 2023) In its research on the kompas.id website, only 

three out of ten respondents (31.7 percent) stated that the political education process in 

Indonesia had gone well. Another 52.1 percent considered this process not to be smooth. 

There are 4.6 percent of respondents who think political education is not running 

smoothly at all. If political education has notrun smoothly, it is difficult to imagine that 

the democratic system can run as a whole. However, the integrity of political education 

needs to continue to be built in a systematic structure, including through formal 

education. This seems to be a dilemma for the world ofeducation, especially formal 

education. Actors in the world of education are required to beneutral and not follow 

negative political currents such as practical politics and identity politics.The purpose of 

political education itself according to (Gitiyarko, 2023) Political maturity of citizens can 

be achieved by discussing political practices fully and factually.  

The public believes that political education should be comprehensive at every 

level of education. As many as 37.8 percent of respondents stated that secondary 

education is the right level to start providing political education for a citizen. Another 

33.6 percent of respondents think political education can start at the elementary school 

level. After that, 22 percent ofrespondents stated that higher education is the most 

appropriate level for providing formal political education. In addition, according to 

(Handoyo & Lestari, 2017) Political education is carried outto make people politically 

literate so that they become politically aware, more creative, and able to participate in 

political activities and development in its positive form. With this political education, it is 

expected to create political personalities who are responsible for the nation and state.  

According to (Soeharto, 2011), the purpose of political education is to form 

political personality, political awareness, and political participation in citizens.What 

Soeharto said is in line with the view of (Ruslan, 2000) The objectives ofpolitical 

education are (1) to form and foster political personality and political awareness,and (2) 

to form the ability to participate in politics in individuals so that individuals canbecome 

political participants in a positive form. Political personality according to (Ruslan,2000) 

This is the main goal of political education. That's why, (Ruslan, 2000) Believes thatthere 
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is no political consciousness without the content of political personality in individualsand 

that the type and level of political participation are influenced by the type of 

politicalculture that forms the content of political personality.  

The same right was conveyed by (Tri et al., 2024) It is important to realize that 

thepurp ose of education is to make people aware of their civic duties and responsibilities, 

as well as the far-reaching impact of political decisions made. It should also emphasize 

theimportance of staying informed and engaged in politics if society is to benefit from the 

gooddecision-making that young people can provide in elections, debates, campaigns, 

and more.Political education should further encourage young people to feel passionate 

aboutengaging in the democratic process and realize that they are more empowered than 

ever to make a difference. Ultimately, political education can nurture lifelong citizens 

whoseambitions align with the core values of freedom, justice, and representation. So 

basicallythere are four main objectives of political education, namely changing and 

shaping people'sbehavior according to political goals, increasing understanding and 

appreciation of politicalvalues, and increasing responsible political participation.  

Behavior by governance norms relates to the allocation of public resources as well 

as internalizing these values to participate properly in politics. With approximately the 

same number, it can be interpreted that the public sees that in every level of education, 

whether primary, secondary, or tertiary, political education must be introduced and given 

to students. As many as 39.6 percent of respondents consider political education useful to 

avoid money politics. In addition to transactional political practices, no less than 23.9 

percent of respondents considered political education to be able to ward off political 

hoaxes. According to (Handoyo & Lestari, 2017) The family is the primary and most 

urgentmedium of political education during childhood. The family plays the most 

fundamental rolein this regard. The most obvious influence is how families can build 

their children's basic political affiliations and loyalties, forming basic signs of personality 

that will later contribute to growing children's political orientation and developing their 

political awareness and thinking.  

The family also plays a role in building political perceptions, such as perceptions 

of power, which will later play a role in shaping their political awareness as citizens. 

Even the experiences of individuals in interacting with the "power" of their parents will 

partially determine the way they interact with state power in the future. Meanwhile, 

according to (Gitiyarko, 2023) Apart from formal education, political education should 

also be sought by political actors, especially political parties. In their assessment of 

political actors, namely political parties and politicians, only around 25.7 percent of 

respondents considered that they had maximized political education. No less than 40.6 

percent of respondents considered that the role of political parties and politicians 

inpolitical education was not optimal. Even 17.4 percent of respondents considered that 

the role of these political actors was still very minimal. Political education does not only 

startwith political parties.State institutions such as the General Election Commission and 

related ministries arealso seen as not maximizing their efforts in political education. No 

less than 40.6 percent ofrespondents considered that state institutions had not maximized 

political education. Notonly that, there were 14.1 percent of respondents even considered 

that state institutions werevery minimal in carrying out the political education process. 
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Only about 24.9 percent ofrespondents see these state institutions as maximizing political 

education.  

This means that more than half of the public sees that both political actors and 

state institutions have not beenable to play a maximum role in carrying out politics. 

Nevertheless, knowledge about politics needs to continue to grow dialectically between 

political actors, state institutions, and the community. This is inseparable from the 

substance of democracy, which gives the people full sovereignty over the government of 

a country. Political education in Indonesia should receive more attention because 

currently young people, especially Generation Z, hold one of the political controls in 

Indonesia. According to (Asyôari et al., 2022) From 2020 to 2035, Indonesia will enjoy 

the demographic bonus era. Many people think that the demographic bonus is a very 

strategic window of opportunity for the acceleration of national development with the 

support of the availability of human resources of productive age in significant numbers to 

reach 64 percent of the total population of Indonesia of 297 million. Of course, the 

demographic bonus will shape new political behavior in the community, depending on 

the political governance that will be builtin this country.  

There are more young people today than at any time in Indonesian History, and 

manyof them want to get involved in social movements across the province. They are 

now using social networks and hobby communities more than ever to connect, critique, 

and campaign for change with a variety of satirical content. Young Indonesians protest 

against corruption, poverty, and inequality. They strive for sustainable development and a 

better future for allgenerations. Youth demand political representation and a voice in 

government policies. However, they are often hesitant to engage in formal political 

processes. Yet youth engagement is seen by the world as a common measure of the health 

of a country's democracy. Agenda Setting is a theory that places the magnitude of the 

influence of mass mediain influencing audiences regarding the priority of the importance 

of an issue. The media issaid to be able to direct issues in society and be able to create an 

agenda where issues are mixed to become a discourse in society.  

Agenda Setting is a theory that was first empirically tested by Maxwell Combs 

and Donald L. Shaw in 1968 in the United States presidentialelection. (Nasionalita, 

2014). In addition, according to (Juditha, 2019) The application of agenda setting in 

socialmedia is closely related to the public agenda. Social media currently has a position 

that hasthe potential to cause actions that are often associated with agenda-setting theory. 

There is a connection between social media users who can exchange information. Social 

media is notone-way but the opposite, which is two-way. This happens because the 

information conveyed can be developed and get an active response from both the 

message sender and the message receiver so that it reflects an agenda that looks realistic. 

Through social media, users can describe their messages and respond by 

commenting or providing information. This shows that social media can reflect 

phenomena in the publicthat affect the press agenda. The help of the internet through 

technological advances can disseminate the agenda setting as well as provide a sign of 

who the mass media is the source of news making news that appears in the public. The 

obtrusive issue aspect that has the aim of revealing the interests of the audience on the 

internet is one of fake content or hoaxes. 
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Based on the statement above, this is by the content displayed on the graph on 

theresults of the number of pinterpolitik account followers continuing to increase from 

week toweek and month to month. This is by Maxxwell Combs and Donald L. Shaw's 

agenda-setting theory that mass media influence audiences. Meanwhile, the social media 

content of the pinterpolitik Instagram account indirectly affects Instagram users. 

Moreover, the content that is displayed attracts attention. Politics that some people may 

consider uninteresting, and others several factors strengthen the statement of agenda-

setting theory according to Maxxwell Combs and Donald L. Shaw, these factors are: 

1.  Interesting infographics 

2. A catchy title 

3. Reliable sources 

4. Eye-catching visuals.  

5. Recent political issues. 

6. Easy to understand short, concise, and clear content.  

Some of these factors are the factors that make Instagram account followers 

continue to increase this is because where a few months ago was a political year the 

existence of the pinterpolitik Instagram account became a political education for 

Instagram social media users who were indirectly educated by the content they uploaded. 

The following is an example of content on the Pinterpolitik Instagram account.  

 
Figure 10. Example of content on the Pinterpolitik Instagram account. 

 

Meanwhile, the totalpolitikcom account is slightly different from the pinter politik 

account on Instagram account, the difference can be seen in the upload content where 

they use images and caption the content below the image, and per content upload on 

Instagramtotalpolitikcom uses an average of 2 slides of content. In addition, what is most 

noticeableis that the layout and content of totalpolitikcom are not in the form of 
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infographics but directly at the core of the news, not made per point like pinterpolitik, the 

content on its Instagram account is not only pictures, sometimes there are reels and a 

brief explanation of the news content in the image content. The following is an example 

of content on theTotalPolitikcom Instagram account.Figure 11.0 example of content on 

the totalpolitikcom Instagram account in the form ofpictures and reelsFrom this 

discussion, it can be concluded that the pinterpolitik account is still superiorto the 

totalpolitikcom account even though the two accounts continue to increase in terms ofthe 

number of followers of each but the pinterpolitik account is still superior to the 

statisticaldata obtained from the social blade page. This can be seen from the total grade 

of thepinterpolitik account getting a B grade while the totalpolitikcom account gets a B- 

grade. 

 

Conclusion 

This research explains that the agenda-setting theory of mass media influencing 

thepublic still applies even though over time the public has begun to influence the mass 

media.Nonetheless, the researcher realizes the limitations of this study. First, the 

researcher did notmeet directly with the people associated with the pinterpolitik account 

and thetotalpolitikcom account, but the researcher only relied on literature such as books, 

journals,and the Social Blade platform page for social media analysis which provides 

variousinformation such as pinterpolitik and totalpolitikcom Instagram statistical 

data.Second, researchers exclude other political education accounts that have similar 

contentto pinterpolitik and totalpolitikcom accounts. Perhaps in the future research on 

politicaleducation through social media can be carried out with a more in-depth analysis 

and theobject of research is not only two accounts, this is because for comparison other 

social mediaaccounts that discuss political education. Researchers believe other social 

media accountshave political education content such as on social media X (Twitter), 

Facebook, and TikTok.  
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Abstract  

The digital divide, characterized by unequal access to technology and the internet, is increasingly 

recognized as a critical factor contributing to economic inequality and limited social mobility. 

This study explores the intricate relationship between the digital divide and economic inequality, 

focusing on how disparities in digital access and literacy exacerbate existing economic divides 

and hinder opportunities for upward social mobility. Through an integrative literature review, this 

research synthesizes existing knowledge on the digital divide, examining its roots in 

socioeconomic disparities and its implications for marginalized communities. The findings reveal 

that the digital divide not only mirrors existing economic disparities but also amplifies them, 

creating a cycle where those with limited access to digital resources are further marginalized 

economically. This study highlights the urgent need for targeted policies and initiatives that 

address both digital access and literacy, proposing strategies to bridge the digital divide and 

promote equitable opportunities for all. The research concludes by offering policy 

recommendations aimed at fostering digital inclusion as a pathway to reducing economic 

inequality and enhancing social mobility. 

 

Keywords: digital divide, economic inequality, social mobility, digital literacy 

 

Introduction  

The relationship between digital access, economic inequality, and social mobility is 

increasingly recognized as a critical factor in contemporary socioeconomic dynamics. Digital 

access serves as a gateway to educational resources, employment opportunities, and social 

capital, all of which are integral to individual and collective advancement. However, 

disparities in digital access, often referred to as the "digital divide," contribute to and 

exacerbate existing economic inequalities (Kularski, 2012; Katz & González, 2018; Tewathia 

et al., 2020) Those who lack reliable access to digital infrastructure are disproportionately 

excluded from opportunities for skill development, employment, and participation in the 

digital economy. Consequently, limited digital access becomes a barrier to social mobility, 

entrenching individuals and communities in cycles of poverty and reducing the capacity for 

upward mobility. Addressing the digital divide is thus essential to mitigating economic 

inequality and enhancing social mobility, as it enables equitable participation in the digital 

age's economic and social opportunities. 

The widening digital divide plays a pivotal role in deepening socio-economic disparities, 

as it separates those with adequate access to digital technologies from those who remain 

disconnected. In an era where digital resources are increasingly essential for accessing 

education, employment, and social services, the absence of such access disproportionately 

affects low-income, rural, and marginalized populations. This digital exclusion limits 

opportunities for skill development, job acquisition, and participation in the digital economy, 

ultimately reinforcing existing economic inequalities. As society continues to rely on digital 

platforms for economic and social advancement, the lack of access further marginalizes 
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disadvantaged, creating a self-perpetuating cycle of exclusion. The digital divide, therefore, is 

not merely a technological issue but a critical factor in perpetuating socio-economic 

inequality.  

Moreover, limited upward social mobility is significantly hindered by digital exclusion, 

as access to digital technologies is increasingly necessary for education, employment, and 

social integration. Digital exclusion, often experienced by economically disadvantaged and 

rural populations, restricts individualsô ability to acquire essential digital skills, pursue higher 

education, and access job opportunities, all of which are critical for upward social mobility. 

Research has shown that the lack of digital access widens educational and economic 

disparities, as those excluded from the digital economy are unable to compete with their 

digitally connected counterparts (van Dijk, 2020). Without access to the internet and digital 

tools, individuals are limited in their ability to improve their socio-economic status, 

perpetuating cycles of poverty and reducing the likelihood of upward mobility. Addressing 

digital exclusion is therefore essential to creating equitable pathways for social mobility, as it 

provides the foundation for equal access to resources and opportunities necessary for socio-

economic advancement. 

Several studies have explored the relationship between digital exclusion and social 

mobility, identifying the digital divide as a significant barrier to upward mobility. For 

instance, van Dijk (2020) emphasizes that individuals without access to digital technologies 

are disadvantaged in accessing education and employment opportunities, reinforcing socio-

economic inequalities. Similarly, Tewathia et al. (2020) and Farooqi et al. (2022) found that 

the lack of digital skills among marginalized populations exacerbates existing educational 

disparities, particularly in low-income and rural areas.  

The core problem addressed in this study is the pervasive and multifaceted nature of the 

digital divide, which perpetuates socioeconomic inequalities and limits the capacity of 

marginalized groups to participate fully in the digital economy. The central research 

questions guiding this study are: (a) how does digital divide impact economic inequality?; (b) 

in what ways does digital exclusion limit social mobility?; and (c) what strategies can be 

implemented to mitigate the effects of the digital divide? 

This research draws upon an integrative literature review of pertinent literature and 

examines existing initiatives to propose a holistic framework for addressing digital inequality 

(Snyder, 2019). The research methodology involves a critical analysis of the literature 

collected. The process involves gathering diverse studies, critically evaluating and comparing 

their findings, and integrating them into a comprehensive understanding of the topic. 

 

Result and discussion  

The Impact of the Digital Divide on Economic Inequality 

The digital divide, characterized by unequal access to information technology resources, 

exacerbates existing economic and social inequalities (Kularski, 2012). This divide impacts 

access to education, healthcare, and financial services, perpetuating income disparities within 

and between nations (Milakovich & Wise, 2019). Individuals without adequate access to 

technology are at a significant disadvantage, unable to compete in a rapidly digitizing 

economy where digital skills are essential. 
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Education is one of the most significantly affected areas. Students without reliable internet 

access or digital devices face barriers to online learning, limiting their ability to keep up with 

their peers. This issue became even more pronounced during the COVID-19 pandemic, which 

forced a rapid shift to online education, leaving students in underserved areas behind. The 

digital divide in education creates long-term consequences, hindering skill development and 

reducing future employability, ultimately perpetuating economic inequalities (PisicŁ, 2022). 

Healthcare access is also heavily impacted by the digital divide. Telehealth services, which 

expanded significantly during the pandemic, are inaccessible to those without internet 

connectivity or digital literacy. This limits access to timely medical consultations and health 

information, further widening health disparities between different socioeconomic groups. The 

inability to leverage digital health tools can lead to poorer health outcomes for marginalized 

populations, exacerbating existing inequities. 

The financial sector is similarly affected, as digital banking and online financial services 

are increasingly becoming the norm. Individuals without access to digital resources are 

excluded from these services, which could provide opportunities for saving, credit, and 

financial growth. This exclusion deepens the gap between those who can participate in the 

modern economy and those who cannot (Milakovich & Wise, 2019). 

Research indicates that income inequality hampers broadband proliferation and reduces its 

positive impact on economic growth (Aissaoui, 2017). The COVID-19 pandemic highlighted 

the unpreparedness of some regions for digitalization needs, with digital disparities enhancing 

economic inequality, particularly in urban areas (PisicŁ, 2022). Factors contributing to the 

digital divide include income, literacy, educational attainment, and geographical limitations 

(Milakovich & Wise, 2019). These factors are interconnected, creating a cycle of exclusion 

where lack of resources limits digital access, which in turn restricts opportunities for 

economic advancement. 

Bridging the digital divide is crucial for future economic growth, as knowledge-based 

economies rely heavily on digital connectivity (Milakovich & Wise, 2019). To achieve this, a 

multifaceted approach is required, involving investments in digital infrastructure, such as 

expanding broadband coverage to rural and underserved urban areas. Government initiatives, 

private sector partnerships, and international cooperation are needed to address affordability 

issues and provide subsidies for internet access and digital devices to marginalized 

communities. 

In addition to infrastructure, enhancing digital literacy is vital. Programs targeting 

students, older adults, and marginalized groups can help build the skills necessary to navigate 

the digital landscape effectively. Community digital centers, public libraries, and non-profit 

organizations can provide training and resources to foster digital skills and promote 

inclusivity. Addressing both access and literacy empowers individuals to take advantage of 

educational, healthcare, and financial opportunities that are increasingly available exclusively 

through digital means. 

Addressing the digital divide is essential for reducing economic inequality and ensuring 

equal opportunities in the modern digital landscape. Bridging this gap would not only 

enhance individual livelihoods but also contribute to broader societal progress by enabling 

more people to participate in and benefit from a digital economy. Ensuring digital equity 
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means creating an environment where everyone, regardless of their socioeconomic 

background, has the tools and opportunities to succeed in a rapidly changing world.  

 

Digital Exclusion as a Barrier to Social Mobility 

Digital exclusion is intricately linked with social exclusion, forming a self-reinforcing 

cycle that perpetuates structural inequalities (Ragnedda et al., 2022). The inability to engage 

with digital technology significantly disadvantages individuals across multiple domains of 

their lives, including occupational, personal, and social spheres (Park, 2017). This digital 

divide exacerbates existing social inequalities, adversely impacting access to employment, 

education, healthcare, and socio-economic advancement for those who are digitally 

marginalized (Molala & Makhubele, 2021). 

The factors contributing to digital exclusion are multifaceted and complex, encompassing 

age, gender, income, education, disability, and employment status (Bunyan & Collins, 2013). 

Older adults frequently encounter barriers in adopting digital technologies due to 

unfamiliarity with digital tools and difficulties in accessing requisite resources. Individuals 

from low-income households are similarly challenged by the prohibitive costs associated with 

digital devices and internet services, which restrict their ability to participate meaningfully in 

a digital society where access to information, services, and opportunities increasingly 

depends on technology. 

Gender disparities also significantly influence digital exclusion. In many regions, women 

are systematically less likely than men to have access to digital technologies, a disparity 

rooted in prevailing social norms and economic inequalities. This digital gender gap further 

restricts womenôs access to education, employment, and healthcare, thereby compounding 

broader gender inequalities (Bunyan & Collins, 2013). Likewise, individuals with disabilities 

often face unique barriers to accessing digital technologies, including inaccessible digital 

platforms and the high costs of adaptive technologies, which further limit their opportunities 

for social and economic inclusion. 

The consequences of digital exclusion become increasingly pronounced as more essential 

activities migrate online, including job applications, education, and access to government 

services. Those without reliable internet access or the skills required to navigate digital 

platforms are frequently left behind, unable to access fundamental services or engage fully in 

the economy. This exclusion has a cascading effect, wherein restricted digital access hinders 

educational attainment, reduces employability, and limits healthcare access, thereby 

reinforcing socio-economic disparities (Ragnedda et al., 2022). 

Addressing digital exclusion necessitates targeted interventions that address both access to 

technology and digital literacy. Policies designed to ensure affordable access to broadband 

services and digital devices are critical, particularly for marginalized communities. 

Collaborative efforts involving government bodies, non-profit organizations, and the private 

sector are essential in providing subsidized digital devices, establishing community digital 

hubs, and delivering digital literacy programs tailored to the needs of specific demographics, 

including older adults, women, and people with disabilities. 

Digital literacy initiatives must not only equip individuals with fundamental skills to use 

digital tools but also advance competencies that enhance employability and facilitate 

meaningful societal participation. Training programs delivered through schools, workplaces, 
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and community centers are integral to fostering a culture of digital inclusion, ensuring that 

individuals are empowered to leverage technology in ways that improve their socio-economic 

conditions rather than merely being passive consumers of digital content. 

Moreover, comprehending the intersection of digital and social exclusion is imperative for 

social workers, educators, and policymakers. Recognizing the ways in which digital 

inequalities reinforce broader social inequities enables the development of more targeted and 

effective interventions aimed at bridging both digital and social divides. The objective is not 

merely to provide internet connectivity or digital devices but to empower individuals to 

utilize digital tools in ways that enhance their quality of life, facilitate access to opportunities, 

and ultimately break cycles of poverty and social disadvantage. 

Consequently, bridging the digital divide is fundamentally about fostering inclusivity and 

ensuring that all individuals have equitable opportunities to participate fully in an 

increasingly digital society. Achieving digital equity is essential for broader social progress, 

the reduction of systemic inequalities, and the creation of a more just society in which all 

members, regardless of their socio-economic background, could thrive. 

 

Amplification of Economic Disparities Through Digital Inequality  

Digital inequality is a key driver of economic disparity, contributing to a complex 

interplay between access to technology, its effective use, and resultant socioeconomic 

outcomes. Existing research demonstrates that the digital divide persists along multiple 

intersecting lines, including ethnicity, socioeconomic class, gender, and geographic location 

(Robinson et al., 2020). Such inequities prevent disadvantaged groups from leveraging digital 

technologies, thereby reinforcing structural disadvantages across several dimensions of life, 

including education, employment, and healthcare (Robinson et al., 2020). These disparities 

are not just about access to technology but also encompass the skills required to effectively 

use digital tools, making digital inequality a multifaceted issue that extends beyond simple 

connectivity gaps. 

The stratified nature of digital inequalityðwhere both access to digital tools and the skills 

needed to utilize them are unevenly distributedðcreates a ñdigital inequality stack.ò This 

stack compounds pre-existing social disadvantages, perpetuating a cycle where marginalized 

individuals remain excluded from the benefits of technological progress. The potential of 

digital technology to promote social mobility, particularly for minority and economically 

disadvantaged communities, remains largely unfulfilled due to persistent systemic barriers 

(Lissitsa, 2015). These barriers include inadequate access to quality education, limited 

availability of digital infrastructure, and entrenched socio-economic disparities that continue 

to marginalize vulnerable populations. Without targeted interventions, the promise of digital 

technology as a great equalizer remains unachieved. 

Income inequality significantly influences the proliferation of digital infrastructure, 

thereby impacting economic growth. Inadequate income levels hinder the expansion of 

broadband services, particularly in low-income regions, reducing the positive effects that 

digitalization might otherwise have on economic development (Aissaoui, 2017). Moreover, 

digital exclusion limits access to online learning, remote work opportunities, and telehealth 

services, which are crucial for socio-economic advancement in the modern era. The lack of 

these services further entrenches economic disparities and restricts the ability of marginalized 
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communities to improve their living standards. Furthermore, the relationship between 

digitalization and inequality is not uniform across different economic contexts. In advanced 

economies, increased digital access tends to correlate with a reduction in inequality through 

improved access to education, employment, and essential services. Conversely, in developing 

countries, digitalization often exacerbates existing inequalities, primarily due to the uneven 

distribution of digital resources and limited infrastructural capacity (Nguyen, 2022). Such 

disparities underscore the influence of broader socio-economic structures on the efficacy of 

digital technology as an equalizing force. The uneven impact of digitalization across different 

economies highlights the need for context-specific strategies that address unique regional 

challenges. 

Addressing digital inequality demands nuanced policy interventions tailored to the specific 

challenges faced by diverse regions and demographic groups. In developing economies, 

policies must prioritize expanding digital infrastructure, reducing the cost of internet services 

and digital devices, and enhancing digital literacy among marginalized communities. 

Importantly, these initiatives should be sensitive to the intersections of ethnicity, gender, and 

socioeconomic status that influence digital access, ensuring that efforts to bridge the digital 

divide promote social equity. Expanding digital infrastructure in rural and underserved urban 

areas is particularly crucial, as these regions often suffer from inadequate connectivity that 

hampers their ability to participate in the digital economy. Additionally, partnerships between 

governments and private sector stakeholders can play a significant role in making internet 

access more affordable and ensuring that digital devices are within reach for low-income 

households. 

In advanced economies, while the focus may not solely be on infrastructural expansion, 

addressing digital exclusion among marginalized populations remains a critical concern. This 

involves not only providing equitable access to technology but also developing programs that 

enhance digital literacy, thereby enabling all community members to fully leverage the 

benefits of digitalization. Special attention must be given to supporting digital inclusion for 

groups that have historically been excluded, including older adults, ethnic minorities, and 

those from lower socioeconomic backgrounds. For instance, older adults may require targeted 

training programs to develop basic digital skills, enabling them to access online services such 

as telehealth and social media, which can improve their quality of life. Similarly, ethnic 

minorities and low-income communities require tailored digital literacy programs that 

address their specific needs and barriers to access, empowering them to utilize technology in 

ways that enhance their socio-economic prospects. 

Policymakers must work across sectors to craft comprehensive strategies that ensure 

digital technologies serve as a platform for empowerment rather than a vector of inequality. 

Collaborative efforts involving government bodies, private enterprises, and civil society 

organizations are essential in creating a holistic approach to digital inclusion. The aim is to 

foster an environment where access to digital tools is not just equitable but also 

transformative, empowering marginalized communities to improve their socio-economic 

outcomes. This requires a commitment to long-term investments in digital infrastructure, 

community outreach, and continuous education initiatives that adapt to the evolving 

technological landscape. Moreover, policymakers should consider the socio-cultural barriers 

that hinder digital adoption, such as mistrust of technology, lack of awareness about its 
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benefits, and cultural norms that may discourage particular groups from engaging with digital 

tools. Addressing these barriers is key to ensuring that digital inclusion efforts are effective 

and sustainable. 

Resulitngly, closing the digital divide is not merely a technical challenge but a socio-

political imperative that is central to fostering inclusive growth. Reducing digital inequality 

will not only alleviate economic disparities but also promote broader societal progress, 

ensuring that digitalization contributes to a more equitable and just world. Achieving digital 

equity requires a collective effort to dismantle systemic barriers, provide equitable access to 

technology, and empower individuals with the skills they need to thrive in an increasingly 

digital society. This approach can create a future where technology serves as a bridge to 

opportunity rather than a barrier, enabling all individualsðregardless of their backgroundð

to fully participate in the socio-economic life of their communities. 

 

The Role of Digital Literacy 

Digital literacy has emerged as a fundamental determinant in reducing social inequality 

and fostering sustainable development. As contemporary societies increasingly depend on 

digital technologies, the ability to effectively navigate and utilize these tools becomes 

imperative for ensuring equitable access to opportunities and resources. Empirical research 

indicates that digital literacy is positively correlated with the availability of ICT infrastructure 

and inversely related to social inequality, thereby suggesting that enhancements in digital 

skills can significantly attenuate existing social disparities (Sun et al., 2024). The pervasive 

influence of digital literacy on socio-economic outcomes highlights its centrality to modern 

development frameworks, which view equitable access to digital resources as a key 

component of sustainable development. 

Digital literacy training programs are instrumental in bridging the digital divide and 

empowering marginalized populations. These programs emphasize the development of 

essential digital competencies, particularly in information-seeking and communication skills, 

which are foundational for navigating the complexities of an increasingly digital world 

(Choudhary & Bansal, 2022). Government-sponsored digital literacy initiatives have 

demonstrated considerable success in reducing the digital divide, with participants' attitudes 

towards technology and the internet emerging as key predictors of learning outcomes, rather 

than traditional socio-demographic factors such as age or income level (Lev-on et al., 2022). 

This underscores the importance of cultivating positive attitudes towards technology as a 

critical mechanism for enhancing digital competencies and empowering marginalized 

communities. Fostering confidence in digital tools and changing perceptions can effectively 

close the digital literacy gap across diverse population groups. Such positive attitudinal 

changes are crucial for ensuring that digital literacy programs have a lasting impact, enabling 

individuals to not only acquire skills but also to develop a sustained engagement with digital 

technologies. 

Strategies for enhancing digital skills among marginalized groups include monitoring 

evolving skill requirements, integrating comprehensive digital skills development into 

national education curricula, and contextualizing training within socio-cultural norms (Chetty 

et al., 2018). Such approaches recognize the diverse challenges faced by different groups and 

ensure that digital literacy training is relevant, culturally appropriate, and accessible to 
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individuals from varied socio-economic backgrounds. Effective digital literacy initiatives 

must also consider the multifaceted nature of adult learning and the influence of social 

contexts on learning experiences and outcomes (Seo et al., 2019). Adopting an inclusive 

approach that respects cultural norms and accommodates individual learning needs can better 

equip marginalized communities to harness digital tools for personal, educational, and 

professional advancement. The contextual adaptation of training programs is particularly 

important in ensuring that digital literacy initiatives address not only technical skills but also 

broader socio-cultural barriers that may prevent individuals from fully utilizing these skills in 

their daily lives. 

The COVID-19 pandemic highlighted the critical importance of digital literacy, as much 

of the global population transitioned to contact-free transactions and digitalized services 

across various sectors, including education, healthcare, and commerce (Moore, 2014). Those 

lacking adequate digital skills were disproportionately affected, facing increased isolation and 

diminished access to essential services, remote work opportunities, and online learning 

platforms. This experience has underscored the urgent need for comprehensive digital literacy 

initiatives that equip individuals with the skills required to thrive in an increasingly digital 

world. Mobile and social media technologies have emerged as valuable tools to complement 

formal digital literacy programs, enabling open practices of consumption, production, and 

sharing in distributed digital contexts (Chib et al., 2019). Mobile devices, often more 

accessible to marginalized populations, can serve as effective entry points for digital literacy, 

offering flexible and personalized learning opportunities. Social media platforms similarly 

provide informal learning environments where individuals can cultivate digital skills through 

interaction, content creation, and collaboration. Integrating these technologies into digital 

literacy training can create dynamic and adaptable learning pathways tailored to diverse 

learner needs and preferences. Leveraging these technologies can also facilitate peer-to-peer 

learning, which has been shown to enhance learning outcomes by creating supportive 

environments where learners can share knowledge and experiences. 

To effectively address the digital divide, a collaborative effort is required among 

stakeholdersðincluding governments, private enterprises, non-profit organizations, and 

educational institutionsðto enhance digital literacy and make it more affordable and 

accessible (Moore, 2014). Such efforts necessitate a multifaceted approach encompassing 

both the expansion of digital infrastructure and the development of targeted educational 

programs that cater to the specific needs of marginalized communities. These programs 

should be designed to accommodate diverse learning styles, literacy levels, and socio-cultural 

contexts, ensuring that all individuals, irrespective of their background, could acquire the 

skills needed to navigate the digital landscape. In addition, stakeholders must focus on 

creating supportive learning environments that encourage continuous engagement with digital 

technologies, providing ongoing opportunities for skills development and reinforcement. 

Such environments can be fostered through community-based digital hubs, where learners 

can access resources, receive personalized assistance, and participate in peer learning 

activities. 

The impact of digital literacy training programs extends well beyond technical skill 

acquisition, leading to personal empowerment, social transformation, and improved outcomes 

across various domains, including health, leisure, and self-actualization (Choudhary & 
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Bansal, 2022; Chib et al., 2019). For instance, digital literacy enables individuals to access 

health information, communicate with healthcare providers, and manage their health more 

effectively. Additionally, digital competencies facilitate opportunities for cultural 

engagement and leisure, allowing marginalized populations to connect with broader social 

networks and engage in cultural practices. Furthermore, the ability to effectively navigate 

digital environments supports self-actualization by enabling individuals to pursue educational 

and professional opportunities that were previously inaccessible. The transformative potential 

of digital literacy is particularly evident in its ability to enhance individuals' agency, 

providing them with the skills and confidence needed to shape their own futures and 

participate more fully in society. 

Improving digital literacy is not solely about providing access to technology but also about 

fostering the competencies required to use these tools meaningfully and effectively. This 

includes imparting basic digital skills, such as navigating the internet and using 

communication platforms, as well as more advanced competencies like data management, 

cybersecurity, and the critical evaluation of digital content. Improving digital literacy enables 

societies to establish the conditions necessary for sustainable development, reduce knowledge 

disparities, and enhance both individual and collective resilience in the face of socio-

economic challenges (Sharma, 2018). Addressing the digital divide through well-designed 

digital literacy programs is imperative for creating a more inclusive and participatory digital 

ecosystem. Stakeholders must collaborate to ensure that these initiatives are accessible, 

culturally sensitive, and adaptable to the evolving needs of marginalized communities. 

Investing in digital literacy training allows societies to bridge the digital divide, foster a sense 

of agency and empowerment among marginalized populations, and contribute to a more 

equitable and inclusive future. Additionally, fostering digital resilience is a crucial 

component of digital literacy, ensuring that individuals are not only able to use digital tools 

effectively but also capable of adapting to technological changes and mitigating associated 

risks, such as misinformation and cybersecurity threats. 

Eventually, digital literacy plays a vital role in mitigating inequality and fostering 

equitable growth in a modern, techno-centric world. As digital technologies continue to 

reshape every aspect of daily life, ensuring that all individuals possess the skills required to 

participate meaningfully in the digital economy is essential for advancing social and 

economic inclusion. Investing in digital literacy can empower individuals, reduce systemic 

inequalities, and pave the way for a more inclusive and sustainable future. The pursuit of 

digital equity is not merely about bridging gaps in access but also about creating a society 

where digital tools serve as catalysts for empowerment, enabling all individuals to contribute 

to and benefit from economic and social progress. To achieve this vision, sustained efforts are 

required to develop and implement digital literacy strategies that are inclusive, adaptive, and 

forward-looking, addressing not only the immediate needs of marginalized populations but 

also preparing them for the challenges and opportunities of a rapidly evolving digital 

landscape. 

 

Implication for Social Policy 

Digital inclusion policies aim to address digital inequalities, which are closely linked to 

other social and economic disparities (Wiley & Goulding, 2023; Robinson et al., 2020; Polat, 
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2012). Effective strategies focus on providing access to digital technologies, devices, and the 

skills required to use them, particularly through educational institutions (Robinson et al., 

2020). Government policies emphasize not only access but also the cultivation of positive 

attitudes towards technology and the development of skills in education and the workplace, 

often relying on public-private partnerships to achieve these objectives (Wiley & Goulding, 

2023). Such partnerships can leverage the strengths of both sectors, combining public 

accountability and private innovation to achieve broader digital inclusion. These partnerships 

also foster greater resource allocation efficiency, enabling more comprehensive digital 

infrastructure development and skills training initiatives, thereby making digital inclusion 

efforts more sustainable over the long term. 

However, despite these efforts, rural-urban digital inequality remains persistent, with 

urban populations benefiting more significantly from inclusion strategies compared to their 

rural counterparts (Robinson et al., 2020). The digital divide between urban and rural areas is 

exacerbated by differences in infrastructure availability, affordability of services, and the 

varying levels of digital literacy. Urban areas tend to have better infrastructure, lower costs 

due to competition, and more opportunities for digital literacy programs, leaving rural 

communities at a significant disadvantage. The persistent nature of rural-urban inequality 

suggests that current policies may not sufficiently address the specific needs of rural 

populations, necessitating targeted approaches that consider local contexts and challenges. 

Addressing these gaps requires not only technological solutions but also sustained social 

interventions, such as increasing local leadership in digital initiatives, fostering community 

engagement, and enhancing support for locally-driven projects aimed at improving digital 

inclusion in rural areas. 

Moreover, the prevailing focus on techno-centric solutions, which often involve large 

budgets and sophisticated infrastructure projects, dominates many policy agendas. These 

solutions, while beneficial, frequently neglect more nuanced approaches that consider the 

social contexts and specific needs of disadvantaged groups (Polat, 2012). The prioritization of 

technological infrastructure over social inclusion can lead to policies that fail to fully address 

the barriers faced by marginalized populations, such as affordability, digital literacy, and 

cultural attitudes towards technology. For digital inclusion policies to be truly effective, they 

must recognize that access to technology alone is insufficient without addressing the 

underlying socio-cultural barriers that prevent meaningful engagement with digital tools. This 

requires a shift towards more community-centric approaches, where policy efforts are co-

designed with marginalized communities, ensuring that their voices are heard, and their needs 

are adequately represented in digital inclusion initiatives. 

Research suggests that integrating digital access into social mobility programs requires a 

multifaceted approach. Migrant-serving organizations play a crucial role in providing digital 

accessibility to migrants, addressing technological, linguistic, and cultural barriers (Paarlberg, 

2023). Community collectives can support digitally-engaged entrepreneurship through 

resource-connecting organizations, regular in-person meetings, and paper planning tools, 

particularly in underresourced contexts (Hui et al., 2020). Digital technologies are also 

enablers of inclusive workplaces, transforming logistics services and enhancing social 

mobility (Ozbalci, 2021). These initiatives demonstrate that successful digital inclusion 

requires a nuanced understanding of the specific needs and contexts of various groups, 
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particularly marginalized and underserved populations. Community collectives and migrant-

serving organizations are vital intermediaries, providing both infrastructure and culturally 

relevant support, thus bridging the gap between policy objectives and real-world 

implementation. 

To effectively reduce digital inequalities, interventions must consider participants' specific 

needs and social contexts, employing carefully planned strategies that are adaptable to local 

conditions (Maceviciute & Wilson, 2018). For instance, digital literacy training programs 

should be tailored to accommodate diverse learning styles, literacy levels, and cultural 

attitudes towards technology. These programs should be designed to empower individuals by 

providing them with the skills and confidence needed to navigate the digital landscape 

effectively. Furthermore, initiatives must be culturally sensitive and context-specific, 

ensuring that digital literacy efforts resonate with the communities they are intended to serve. 

Engaging community leaders and leveraging local knowledge can enhance the effectiveness 

of digital inclusion programs, fostering a sense of ownership and sustainability. Moreover, 

employing participatory training models, where learners are actively involved in shaping the 

content and delivery methods of digital literacy programs, can increase engagement and 

improve outcomes. 

Efforts to increase social mobility must start in the early years, as inequality is often 

evident by the time children reach school age. Recommendations include extending paid 

parental leave, offering flexible family supports, and providing high-quality center-based care 

for young children, which can lay the foundation for future digital inclusion and social 

mobility (Waldfogel, 2004). Addressing these early inequalities can help create a more level 

playing field, enabling children from disadvantaged backgrounds to develop the skills and 

access needed to fully participate in the digital economy later in life. Early interventions that 

integrate digital access into educational settings are also crucial, as they expose children to 

digital tools from a young age, thereby fostering familiarity and reducing the fear or 

resistance often associated with new technologies. Programs that incorporate digital literacy 

into early childhood education can contribute significantly to breaking the cycle of digital and 

socio-economic exclusion. 

Future digital inclusion efforts should focus on reaching remote and underserved 

communities, recognizing that a one-size-fits-all approach is insufficient given the diverse 

needs of different populations (Robinson et al., 2020). Tailoring initiatives to local contexts 

involves understanding the unique challenges faced by various communities, such as 

language barriers, gender norms, and economic constraints. Developing context-specific 

interventions can enable policymakers to create more inclusive digital ecosystems, 

empowering individuals and communities to fully participate in the digital economy. 

Additionally, building local capacity through community-based digital literacy initiatives and 

leveraging existing social structures can help sustain digital inclusion efforts and ensure their 

long-term impact. Investments in local capacity-building are critical, as they equip 

communities with the tools needed to take ownership of digital inclusion efforts, ensuring 

that these initiatives are sustainable and responsive to evolving needs. 

At last, digital inclusion policies must be comprehensive, adaptable, and inclusive of the 

diverse needs of all communities. Focusing on providing equitable access, fostering digital 

literacy, and addressing socio-cultural barriers can help these policies bridge the digital 
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divide and promote greater social and economic inclusion. The success of digital inclusion 

efforts will depend on the extent to which they are able to address not only the technological 

aspects of the digital divide but also the broader social and economic factors that contribute 

to persistent inequalities. Prioritizing holistic and context-sensitive approaches allows digital 

inclusion policies to contribute to the creation of a more equitable and participatory digital 

society, where all individuals can benefit from technological advancements. Furthermore, 

integrating digital access into broader social mobility initiatives, such as those supporting 

early childhood development, entrepreneurship, and inclusive workplaces, enhances 

opportunities for individuals across various life stages, fostering sustainable and inclusive 

growth. This integration necessitates the involvement of various stakeholders, including 

educational institutions, non-profits, and private sector entities, to ensure a coordinated 

approach that addresses both access and skills development. Through such a collaborative 

and inclusive effort can we hope to create a society in which digital technologies serve as true 

enablers of social and economic progress, rather than reinforcing existing inequalities. 

 

Conclusion  

Achieving digital inclusion requires a comprehensive, multifaceted, and context-sensitive 

approach that addresses both technological access and the socio-economic and cultural 

barriers faced by marginalized communities. While providing digital infrastructure and access 

is a critical starting point, true digital inclusion must go beyond technology to consider the 

broader social determinants that influence individuals' ability to engage with and benefit from 

digital tools. Government policies, public-private partnerships, and community-driven 

initiatives must work in tandem to ensure that digital literacy programs are culturally 

relevant, participatory, and tailored to the diverse needs of urban and rural populations alike. 

Integrating digital inclusion with social mobility effortsðsuch as early childhood 

interventions, migrant support, entrepreneurship facilitation, and workplace inclusivityðcan 

create pathways for sustainable and equitable growth. The success of digital inclusion 

fundamentally depends on empowering individuals with the skills, attitudes, and 

opportunities needed to thrive in a digitally connected world, thereby transforming 

technology into a genuine driver of social progress and economic advancement. 
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Abstract  

Instagram is a social media platform that has high appeal among various groups of 

society. As a message medium, Instagram has aspects that can influence the mindset and 

attitudes of its users through the content presented. social media causes interaction and 

exchange of information via the internet so that it can be used widely by all sectors 

including the general public, business world, politics, media, advertising, government 

agencies and emergency services because the role of social media is very significant in 

discussions, new thoughts and actions towards social problems. The communication 

channels used by various business industries, including the government, have developed 

as a result of today's rapid digital world. The We Are Social Institute publishes the 

results of its research that internet and social media users in Indonesia are quite high. 

Analysis data from We Are Social shows that active social media users in Indonesia 

reached 139 million as of January 2023, with 64.8% of users aged 18 and over. The 

@PT_Transjakarta Instagram account is one of the accounts that actively disseminates 

educational content related to the use of public transportation. This research aims to 

determine the influence of educational content on Instagram @PT_Transjakarta on 

awareness and interest in using public transportation among Gen Z. The high population 

growth rate in Jakarta causes the density and mobility of the population in Jakarta to 

increase. According to the Decree of the Minister of Home Affairs Number 050-145 of 

2022, the area of DKI Jakarta reaches 664.23 km² and from BPS data, the population of 

Jakarta in 2022 is 10,679,951 people, so the density level of DKI Jakarta reaches 16,085 

people/km². Central Statistics Agency (BPS) report data sourced from the Indonesian 

National Police (Korlantas POLRI) notes that in the last 5 years, every year the number 

of motorized vehicles in DKI Jakarta has always increased, including the number of 

passenger cars, buses, trucks and also motorbikes. The latest data recorded in 2023, the 

total number of motorized vehicles in DKI Jakarta reached 21,856,081 vehicles. In 2024, 

Deputy Director of Traffic for Polda Metro Jaya AKBP Doni Hermawan told DetikNews 

journalists and stated that data regarding the number of motorized vehicles in Jakarta 

currently recorded in the Samsat has reached 23 million vehicles. Data on Jakarta's air 

quality in the last few months in 2024 is increasing and the longer the air pollution in 

Jakarta's air causes various effects. One of them is increasing diseases such as ISPA 

which was also discussed during a limited cabinet meeting with President Joko Widodo 

in August. The Ministry of Health explained that surveillance data for ISPA cases in 

Jabodetabek has reached double the monthly average. President Joko Widodo, while 

attending the Indonesia International Motor Show (IIMS) in Jakarta, appealed to the 

public to support using public transportation such as MRT, LRT, trains and high-speed 

trains to reduce the potential for congestion and increasing air pollution (CNBC 2023). 

Air quality pollution is caused by motorized vehicles, the percentage is 44% from vehicle 
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emissions and 34%. This research uses the S-O-R theory and the AISAS model with a  

positivism research paradigm and quantitative research methods with data analysis 

using simple linear analysis. Respondent data was obtained through a questionnaire 

distributed to Instagram followers @PT_Transjakarta among Gen Z. The research 

results show that educational content has a significant influence on awareness of public 

transportation and educational content also has a significant influence on interest in 

using public transportation.  

 

Keywords: Awareness, Educational Content, Interest in Using, Gen Z 

 

Introduction  

Currently, its existence is used as the easiest and cheapest marketing medium by 

companies, supported by the existence of a company website or blog that can display a 

complete company profile. (Siswanto, 2013) said that it is not uncommon for business actors 

to have only social media but still exist in competition. According to The ABC (2011) social 

media causes interaction and exchange of information through the internet so that it can be 

widely used by all sectors including the general public, the business world, politics, media, 

advertising, government agencies and emergency services because the role of social media is 

very significant for discussion, new thinking and action on social problems. Communication 

channels used by various business industries, including the government, are developing due 

to the rapid development of today's digital world. The We Are Social Institute in (Nasrullah, 

2022) published the results of its research that internet and social media users. 

In producing educational content that can influence people's behavior, Liu (in Eryc, 

2022) said that several elements of the message are needed that are creatively packaged so 

that they can attract people's attention. The content of educational content that contains 

creative elements usually raises the topic of problems that are currently being talked about by 

the community or commonly called trending topics. Creating educational content with issues 

or topics. Since social media such as Instagram has begun to grow, there have been many 

public responses to issues that are currently happening because Instagram can be a public 

space in cyberspace for users to express their aspirations. In Indonesia, for example, currently 

the issue of problems that are being widely discussed is related to the issue of air pollution. 

Air pollution in Jakarta as the capital and center of the country's economy is undeniably 

increasingly worrying because the population is increasing. 

 
Picture 1. Data on the Population of DKI Jakarta in 2012 ï 2022 

Sumber: databoks 
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The high population growth rate in Jakarta has caused the level of density and 

mobility of the population in Jakarta to increase. According to the Decree of the Minister of 

Home Affairs Number 050-145 of 2022, the area of DKI Jakarta reaches 664.23 km² and 

from BPS data, The calculation of the population of Jakarta in 2022 is 10,679,951 people, 

then the density level of DKI Jakarta reaches 16,085 people/km². Data from the Central 

Statistics Agency (BPS) sourced from the Indonesian National Police (Korlantas POLRI) 

noted that in the last 5 years, every year the number of motorized vehicles in DKI Jakarta has 

always increased, both from the number of passenger cars, buses, trucks and motorcycles. 

The latest data recorded in 2022 is that the total number of motorized vehicles in DKI Jakarta 

reached 21,856,081 vehicles. In 2023, Deputy Director of the Jaya Metro Police AKBP Doni 

Hermawan told DetikNews reporters and stated that data related to the number of motorized 

vehicles in Jakarta currently recorded in the Samsat reached 23 million vehicles. 

The soaring number of motorized vehicles in Jakarta certainly causes air pollution 

which is quite worrying because from BPLH DKI Jakarta data (2013) air pollution occurs due 

to pollutants such as gases and also small particles or aerosols that are usually contained from 

smoke emitted by motor vehicles or factory smoke and over time can pollute and endanger 

human life.  animals and the environment. The average air quality index in Jakarta as of 

December 4, 2023, which is data by the Ministry of Environment and Forestry's Air Pollution 

Standard Index (ISPU), reached an average of 79 and an average concentration of PM 2.5 

content of 38.6 ɛg/mį while WHO gave an appeal that air quality standards are good with a 

PM2.5 concentration range within 24 hours, namely 0 to 15 ɛg/mį (databox 2023). So that the 

average air pollution range that day was twice as high as good air quality standards. 

 
Picture 2. Data Kadar PM2.5 di Jakarta per 4 Desember 2023 

 

Jakarta's air quality data in the last few months in 2023 is increasing and the longer air 

pollution in Jakarta's air causes various effects. One of them is increasing diseases such as 

ISPA which was also discussed during a limited cabinet meeting with President Joko Widodo 

in August. The Ministry of Health explained that surveillance data on ISPA cases in Greater 

Jakarta has reached twice the average number of the previous month (Kompas 2023). This 

was also explained by the Minister of Environment and Forestry, Siti Nurbaya, that apart 

from the prolonged drought, the cause of air quality pollution was caused by motorized 

vehicles with a percentage of 44% of vehicle emissions and 34% from steam power plants 

(PLTU). With the existence of regulations 
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Based on the Governor Regulation (PERGUB) of the Special Capital Region of 

Jakarta Number 88 of 2019, workers who pass through designated areas must also go through 

other roads or other options such as using public transportation. President Joko Widodo, 

while attending the Indonesia International Motor Show (IIMS) in Jakarta, appealed to the 

public to support the use of public transportation such as MRT, LRT, Train, and High Speed 

Train to reduce the potential for increasing congestion (CNBC 2024). Another government 

effort to invite the public to use public transportation on the website of the Ministry of 

Transportation of the Republic of Indonesia is by prioritizing the development of public 

transportation infrastructure such as developing modern public transportation such as MRT, 

LRT and also high-speed trains in the capital as well as revitalizing bus terminals, train 

stations, and also increasing the number of transjakarta bus area lines so that by providing 

public facilities that are 

The strategy of one of the public transportation that has taken part in the movement to 

reduce air pollution in Jakarta is largely contributed by motor vehicles, namely PT 

Transjakarta, which has succeeded in inaugurating 100 units of electric buses in 2024. The 

Head of the DKI Jakarta Transportation Agency, Syafrin Liputo, said that he hoped during 

the inauguration of the electric bus that the operation of this electric bus unit could reduce 

carbon emissions previously produced by the diesel-fueled buses of public transportation. As 

a public transportation in Jakarta that provides 24-hour services, this is done by PT 

Transjakarta as a form of its contribution to the issues that the community complains about. 

To reach a wider community, PT Transjakarta also provides education through content on 

social media platforms, especially Instagram. The Instagram account to be studied is PT 

Transjakarta which has 271,000 followers with seban content posts. 

 

Result and discussion  

Theory S-O-R 

S-O-R is an abbreviation derived from the word Stimulus ï Organism ï Response. 

This theory was first introduced by Hovland, Janis and Kelly, they expressed the 

understanding that the main purpose of a message sent by a communicator is to influence or 

change the attitude and behavior of the recipient of the message so that it is in accordance 

with the communicator's expectations. The basic basis of this theory is that behavior change 

is highly dependent on the quality of the message (stimulus) given to the communicator 

(organism). 

 
Model AISAS 

The AISAS model is a model of consumer behavior patterns that evolved from the 

AIDMA model. In The Dentsu Way, the AIDMA model is considered less relevant and 

effective in the era of increasingly rapid technological development. This AISAS model 

stands for Attention, Interest, Search, Action and Share. The AISAS model is designed to 

effectively approach the target audience by considering changes in consumer behavior 

motivated by technological advancements.  

A. Attention 

The initial stage of this model is how to attract the attention of consumers. At 

this stage, it will focus more on letting consumers know and be aware of the products 
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or services provided by the company.  Attention is a crucial part of creating a unique 

and interesting first impression compared to other competitors. Because this AISAS 

model is engaged in the digital field, it can take advantage of digital advertising media 

with interesting content. 

In the world of marketing itself, this attention-grabbing part is known as 

copywriting. Simply put, copywriting is a marketing technique that uses short and 

effective text to create a first impression of a business. 

B. Interest 

Consumers have an interest in the brand that they realize before, consumers 

will show more interest or interest in the business. In terms of this interest, consumers 

can potentially want to know more or just be interested because of the content created. 

That's why it's so important to create unique and eye-catching content or ads. More 

potential to attract consumers' attention, you still have to create content related to 

business products/services. So, the content present is not only creative, but also 

inserted information about the business profile and the products offered. It can 

incorporate ongoing trends on social media to attract more attention.  

C. Search 

Technological advances allow for search stages in the AISAS model 

Consumers are interested, they are likely to find out more about your business profile. 

They will search through various media, such as social media (Instagram, Twitter, 

Facebook, etc.), search engines (Google, Microsoft Edge, etc.), and other media that 

are connected to the internet.  Once consumers are interested, they will try to find out 

more about the product or service. One of them is through search sites such as 

Google. The development of technology and the internet has reached this convenience 

so that consumers can get additional information easily and quickly such as product 

reviews to prices that can help consumers in making decisions. 

D. Action 

So that consumers can find information using the internet both related to 

product reviews, where to buy products, and can also assess the advantages and 

disadvantages of products before buying. Curiosity and information obtained are 

enough, the next stage is that consumers will take an action. This stage is quite 

important because it is related to the purchase and sale of products/services. 

Consumers have the potential to make purchases if they feel that the product/service 

of the business meets their needs. At this stage, make sure that the information 

available in the company profile is complete enough. 

E. Share 

After making a purchase, consumers can share their experience on social 

media, be it positive or negative reviews. The concept of digitalization allows 

consumers to share their experiences when using business products/services. This 

stage is known as the share stage where consumers provide assessments related to 

business services. This assessment (feedback) can be in the form of customer service, 

product quality, delivery speed, and other things related to your company. Therefore, 

it is necessary to build a good first impression when consumers make a purchase. In 

addition, don't forget to also provide optimal service to increase customer satisfaction 
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Media Sosial  

The characteristics of social media according to (Widiastuti, 2018) in the book 

"Maximizing the Use of Social Media in Government Institutions" can be summarized into 4 

(four) points as follows:  

A. User based Platform  

Social media is a user-based platform, where users have full control over their 

account settings, the content they want to publish, and the content they want to see on 

their social media platforms and are only limited by the community guidelines of each 

platform to keep their users safe.  

B. Users can interact with other users (Interactive User)  

Interaction in social media platforms is not just one-way. That way users can 

interact with various kinds of interaction features that each platform provides. 

a) Unlimited Social Connections  

By having access to the internet, social media allows its users to connect with 

anyone, anywhere, and anytime. These near-infinite connections can be a 

bridge that connects users with different backgrounds and cultures and allows 

real-time communication without any geographical and time restrictions.  

b) Forming a community from interaction between users (connect the user)  

The more relationships that are established between users of a social media 

platform, the more likely the interaction will occur. This intense interaction 

often leads to the formation of a community based on common interests and 

goals. 

Instagram  

Instagram users can easily take and share content, making this social media popular 

across generations. Therefore, it can be concluded that Instagram is an effective social media 

platform for communicating online because the spread of information is fast with a variety of 

feature options and can connect freely without knowing distance and time. Instagram as a 

social media has several social features (Landsverk, 2014), namely: 

A. Feeds  

Feeds on Instagram allow users to view posts in the form of photos or videos 

uploaded by other users. Users can upload multiple photos or videos in one upload 

with several filter options to enhance the aesthetics of the photo results. In addition, 

users can also view other content that ispart of the feeds, such as the story feature, 

which is photo or video content uploaded by other people that is only available for 24 

hours, the reels feature which is a vertical video upload that is longer than the story, 

but shorter than the IGTV feature which is a video upload that can last up to one hour. 

B. Seach and Explore  

Explore is a section of the application where users can see the content that is 

currently most liked by other users. In this feature, Instagram often displays photos or 

videos that get a lot of interaction in a certain period of time. The content displayed on 

each user account follows the algorithm of each user's preferences. Users can also 

search or look for other Instagram accounts to find content that suits their interests. 
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C. Direct Messages  

The Direct Messages (DM) feature on Instagram provides an experience for its 

users to stay connected and informed through direct messages from other users. This 

includes private conversations that are not visible to the public, allowing for direct 

and private communication. Using DM, users can share photos, videos, and text 

messages privately with their friends or followers on Instagram. 

D. Like and comment  

When someone is interested or likes the content on Instagram, one of the 

interactions that users can do to show interest is with the like and comment features. 

The like feature can be done by double-tapping the phone screen on the photo and 

users can also leave comments in the column below the uploaded photo or video to 

interact with other Instagram users. Notifications of accounts that like your content 

are also available to stay informed about the latest activities related to the user's 

account, such as when someone follows another user's account, likes, or comments on 

their uploads. 

E. Your Profile 

Every user must have a profile in the account created on Instagram. Profiles on 

Instagram display the user's personal account feeds as a visual archive of all user 

uploads. 

 

Conten Educations  

According to (Pulizzi & Rose, 2011), educational content is a marketing strategy that 

aims to teach consumers about the value they can get from a product or service. According to 

(Utami & Saputri, 2020), this marketing strategy using educational content can build 

consumer interest by creating a need for the product because before making a purchasing 

decision, consumers tend to look for information related to the product they are going to buy, 

such as product variations, product characteristics, product sizes, and how to use it. This 

content is designed to provide useful and relevant information, which helps the audience 

understand the benefits of the product or service offered. According to (McPheat, 2011), 

creative counter indicators that can attract consumers' attention are: 

1. Educates (edukasi) : Content should provide informative and educational information. 

2. Informs (informasi) : Presenting relevant and accurate data to strengthen the message 

conveyed. 

3. Entertains (menghibur) : Using entertaining elements to attract and retain an 

audience.  

4. Create Trustworthiness (kepercayaan) : Building trust through credible and trusted 

content. 

 

Brand Awareness  

Brand awareness is the ability of consumers to recognize and choose a product brand over 

other brands. According to Aaker, brand awareness is the ability of potential buyers to 

identify or recall that a brand is based on a particular product category so that consumers can 

clearly recognize the product or brand compared to competing products or brands by 
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knowing its appearance (Sitorus et al., 2020). brand awareness above, Aaker explains the 

levels of brand awareness starting from:  

a. Unaware of brand 

At this first level, consumers are not yet aware of a brand. So when considering 

choosing a product, the brand is not an option because it is not in their minds, either 

from information or experience using the brand.  

b. Brand recognition  

At the second level it is explained that consumers begin to influence the brand of the 

product.However, at this stage consumers consider whether to buy the product or not. 

c. Brand recall 

At the third level, consumers not only know a brand but can also recognize and 

remember the brand spontaneously without the help of any reminders. 

d. Top of mind  

At this final level, the brand name becomes the primary choice in the consumer's 

mind when thinking about a particular product category compared to other brands. 

 
Interest in Using  

Interest in using is a consumer decision driven by feelings of interest, desire, and high 

enthusiasm to try or use a product in the future. The greater the consumer's interest, the 

stronger the interest will be, which will ultimately foster a desire to use the product. 

Dimensions of interest in using according to (Nursiah & Kamarudin, 2022) include:  

a. Desire to use.  

The desire to use arises in an individual who makes himself use a certain product or 

service in the future that attracts his attention. 

b. Looking for more information about the product or service 

This dimension measures how active a person is in seeking additional information 

about the product or service they are interested in. Interested individuals will 

proactively seek more information to better understand the service or product.  

c. Suport In Using.  

This dimension refers to the various forms of support received by individuals in using 

the product or service of interest. 

d. Recommend 

In this dimension, it reflects the tendency of individuals to recommend products or 

services to others, such as friends and family, based on the satisfaction obtained from 

their personal experiences. 

 

Methodelogy  
The paradigm in this quantitative research was chosen based on the positivist 

philosophy developed by Comte. Positivism according to Comte is a philosophy that views 

that reality or phenomena can be grouped into things that are relatively fixed, concrete, 

measurable, and have a cause-and-effect relationship. By using the positivist paradigm, this 

research can be based on objective empirical data, allowing for accurate measurements, and 

systematic and rational hypothesis testing. 
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The quantitative approach is a research approach that uses the positivist paradigm to 

research populations and samples. Data in the form of numbers and calculation test tools 

using statistics. This approach is chosen to provide objective and measurable research results, 

in accordance with the objectives of the study. The explanatory research format has the 

credibility to measure, test the causal relationship between certain variables. is a quantitative 

approach with a survey method. This quantitative survey method will later produce objective 

data in accordance with current or past information. 

Population is the total of each factor to be studied with the same characteristics of a group, 

event or individual from a group to be studied. In this study, the population studied were 

followers of the Instagram account @PT_Transjakarta with a total of 130,190 Gen Z 

followers, The following are the calculation results: 

 
 

Data Collection Techniques  

The measurement scale used by the author in this quantitative research is the Likert 

scale. By using the Likert scale, the variables are broken down into several indicators as a 

basis for detailing the statement instruments or questions answered by respondents. 

 
Validity and Reliability Test  
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Validity test is used to measure the validity of a questionnaire or examination step to 

ensure that the data is in accordance with the criteria set with the aim of ensuring that the data 

to be entered into the database is known and the source and truth of the data can be explained. 

The results of the validity test (Corrected Item-Total Correlation value) are compared with 

the critical value in the r table, where df = n-2 with a significance level of 5%, If r count> 

from the r table value then the instrument is said to be valid educational content is valid 

because the results of r count are greater than r table of 0.361 which is obtained from r 

product moment with a level of significance of 5% 45 and df = n-2 with n as many as 30 

respondents. Thus all questions from the educational content variable can be used for 400 

respondents 

 

Reability Test  

Reliability testing is a tool to measure the accuracy of a measuring instrument so that 

it will always produce the same data when a reliable instrument is used several times to 

measure the same object. According to (Sugiyono, 2017), the questionnaire statement is said 

to be reliable if the answer This study determines several questionnaires are reliable or not 

reliable using Cronbach Alpha or measuring the lower limit of the reliability value of a 

construct. In this study, an instrument is declared reliable if its Cronbach Alpha value is 

above 0.600. If the Cronbach Alpha value of an instrument is below that value, the instrument 

is declared unreliable. 

 

Data Analysis  

Data analysis groups data based on variables and types of respondents, presents data 

for each variable studied, performs calculations to test the hypotheses that have been 

proposed. This study was conducted using the assistance of the Statistical Package for Social 

Science (SPSS) version 25.0 computer program. 

 

Hypothesis  

In regression analysis, a regression equation is developed that finds the value of the 

dependent variable from the known values of the independent variables.  

 

Hypothesis  1  

H0 : xy = 0  

There is no effect of Educational Content on Instagram @PT_Transjakarta on increasing 

Public Transportation Awareness among Gen Z. 

Ha : xy ḕ 0  

There is an effect of Educational Content on Instagram @PT_Transjakarta on increasing 

Public Transportation Awareness among Gen Z. 

 

Hypothesis  2 

H0 : xy = 0  

There is no effect of Educational Content on Instagram @PT_Transjakarta on increasing 

Interest in Using Public Transportation among Gen Z  

Ha : xy ḕ 0   
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There is an influence of Educational Content on Instagram @PT_Transjakarta on increasing 

Interest in Using Public Transportation among Gen Z. 

 
Tabel 1. Deskripsi Statistik Variabel X 

Indikator Pernyataan Konten Edukatif (X)  Mean 

1. Educational content on the Instagram account @PT_Transjakarta 

provides new and useful information about using public transportation.  

4.48 

2. I got practical guidance on information on using public 

transportation from educational content on the Instagram account 

@PT_Transjakarta.  

4.43 

3. Educational content on the Instagram account @PT_Transjakarta 

helped improve my understanding of the benefits of using public 

transportation.  

4.51 

4. Educational content on the Instagram account @PT_Transjakarta 

delivers accurate and relevant messages. 

4.48 

5. I feel that the educational content on the Instagram account 

@PT_Transjakarta is always updated and up to date. 

4.49 

6. Educational content on the Instagram account @PT_Transjakarta 

provides me with important information for my decision about using 

public transportation. 

4.43 

7. The educational content on the Instagram account 

@PT_Transjakarta caught my attention and made me want to know 

more. 

4.41 

8. Educational content on the Instagram account @PT_Transjakarta 

can entertain me when I see it 

4.37 

9. I enjoy viewing educational content on the Instagram account 

@PT_Transjakarta because of its interesting delivery style. 

4.43 

10. I feel that the educational content on the Instagram account 

@PT_Transjakarta is in accordance with the existing facts..  

4.47 

11. Educational content on the Instagram account @PT_Transjakarta 

provides reliable information about using public transportation.  

4.48  

12. I believe that the educational content on the Instagram account 

@PT_Transjakarta can be relied on as a source of accurate information 

about public transportation..  

4.47  

Mean Sum 53.44  

Number of Statements 12  

Mean  4.45  

 
 

From the table above, the following analysis can be produced: 
Values Maksimal = 5  

Values Minimal = 1  

Range = Maksimal ï Minimal  

= 5 ï 1  

= 4  

Interval : Celas = 4 : 5  

= 0,8 
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Variable Size Continuum Image X  

Based on the table above, the results of the calculation of research data from the educational 

content variable (X) obtained a mean of 4.45. In the Likert scale, the mean of 4.45 is included 

in the strongly agree category. 

 
Tabel 2. Deksripsi Statistik Variabel Y1 

Indikator Pernyataan Kesadaran (Y1)  Mean 

1. I am aware of the Instagram account @PT_Transjakarta.  4.54 

2. I often see educational content from the Instagram account 

@PT_Transjakarta 

4.49 

3. I recognize or have heard of the Instagram account 

@PT_Transjakarta before.  

4.45 

4. I can recognize the PT Transjakarta logo or symbol when I see it..  4.51 

5. I am quite familiar with the content posted on the Instagram account 

@PT_Transjakarta.  

4.45 

6. I can identify Educational Content from Instagram 

@PT_Transjakarta after being given a short description or image 

related to the content.  

4.37 

7. I can remember the Instagram account @PT_Transjakarta without 

any additional instructions or reminders from others..  

4.44 

8. I remember the Educational Content posted by the Instagram 

account @PT_Transjakarta 

4.44 

9. I can mention some information that I remember from Educational 

Content on Instagram @PT_Transjakarta 

4.41 

10. The Instagram account @PT_Transjakarta is the first one that 

comes to mind when I think about information related to public 

transportation..  

4.43 

11. I chose the Instagram account of PT Transjakarta as the main 

source for information about public transportation..  

4.46 

12. I often remember PT Transjakarta's Instagram account compared to 

other public transportation Instagram accounts 

4.41 

Mean Sum 53.40 

Number of Statements 12 

Mean  4.45  

 

 

From the table above, the following analysis can be produced:  
Nilai Maksimal = 5  

Nilai Minimal = 1  

Range = Maksimal ï Minimal  

= 5 ï 1  

= 4  

Interval : Kelas = 4 : 5  

= 0,8 

 

Picture Kontinum Ukuran Variabel Y1  

Based on the table above, the results of the calculation of research data from the awareness 

variable (Y1) obtained a mean of 4.45. In the Likert scale, the mean of 4.45 is included in the 

strongly agree category. 
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Tabel 3. Deksripsi Statistik Variabel Y2 

Indikator Pernyataan Minat (Y2)  Mean 

1. I have a great desire to use Transjakarta bus services in the 

future.  

4.56 

2. I plan to use Transjakarta bus for my daily commute.  4.48 

3. I am actively seeking additional information about 

Transjakarta bus services and routes 

4.42 

4. After seeing educational content on PT Transjakarta's 

Instagram, I feel more interested in using the Transjakarta bus 

in the near future.  

4.41 

5. I am interested in knowing more about the facilities and 

services offered by Transjakarta buses.  

4.49 

6. Saya merasa mendapatkan dukungan yang cukup dalam 

menggunakan transportasi bus Transjakarta baik dari segi 

informasi yang jelas, papan penunjuk, atau layanan pelanggan.  

4.40 

7. Fasilitas yang disediakan oleh bus Transjakarta membuat saya  

merasa nyaman untuk menggunakan layanan ini secara rutin.  
4.51 

8. I would recommend friends or family to use Transjakarta bus 

as a reliable transportation option. 

4.49 

9. I believe that Transjakarta buses are a good choice for others 

who need efficient public transportation in Jakarta.  

4.47 

Mean Sum 40.23 

Number of Statements 9 

Mean  4.47 

 

From the table above, the following analysis can be produced:  

Nilai Maksimal = 5  

Nilai Minimal = 1  

Range = Maksimal ï Minimal  

= 5 ï 1  

= 4  

Interval : Kelas = 4 : 5  

= 0,8 

 
Hypothesis Test  

Simple Linear Regression Test Results 

Simple linear regression analysis was conducted to determine the influence of the 

independent variable, namely Educational Content (X), on the dependent variable, namely 

Awareness (Y1) and Interest in Using (Y2). 
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Dependent Variable: Total KD  

 

From the table above, the following regression problems are obtained:  

Y1 = 6,813 + 0,872X  

The regression equation can be explained as follows:  

a = The constant value of 6.813 means that if the value of the variable X (Educational 

Content) is 0 (zero), then the value of the Awareness variable (Y1) is 6.813.  

b = The regression coefficient of 0.872 is a value that comes from the Educational Content 

variable (X) which has a positive regression value, where for every 1 (one) point increase in 

the Educational Content value (X), the value of the Awareness variable (Y1) will increase by 

0.872 points. 

 

Simple Linear Regression Test Results: The Effect of Educational Content on Interest 

in Using 

 
 

a. Dependent Variable: Total MM  

From the table above, the following regression problems are obtained:  

Y2 = 9,937 + 0,567X  

The regression equation can be explained as follows:  
























































































































