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Analisis Strategi Cyber Public Relations Kementerian ESDM melalui Instagram dalam 

Program Ruang Bicara Energi untuk Mengelola Corporate Image  

(Studi Kasus: @Kesdm) 

 

DIAN KHAIRANI  

 

ABSTRAK  

 

Indonesia merupakan negara yang kaya akan sumber daya alam serta mineralnya, tetapi 

persoalannya ialah Indonesia yang sudah didominasi oleh generasi milenials Y dan Z ternyata 

belum memiliki kesadaran diri untuk ingin berkecimpung di dunia industri minyak dan gas. 

Oleh karena itu, upaya untuk meningkatkan kesadaran anak muda dalam mengelola industri 

minyak dan gas, Kementerian Energi dan Sumber Daya Mineral mengadakan suatu Program 

Temu Netizen XVI dengan judul acara “Anak Negeri Kelola Migas, Bisa!” yang diadakan 

pada tanggal 12 September 2019 lalu, yang mana sebelum kegiatan berlangsung, 

Kementerian ESDM memanfaatkan media sosial Instagram (@kesdm) sebagai bentuk 

penerapan strategi cyber public relations yang diharapkan dapat mengelola corporate image 

dari Kementerian ESDM itu sendiri. Analisis penelitian ini menggunakan strategi cyber 

public relations oleh Philips&Young (2009), dan corporate image oleh Hawkins (2012). 

Metode penelitian ini menggunakan metode penelitian kualitatif dengan hasil yang 

menunjukkan bahwa strategi cyber public relations pada Program Ruang Bicara Energi 

melalui Instagram untuk mengelola corporate image sudah berhasil walaupun masih perlu 

perbaikan dari segi konsistensi publikasi konten. Selain itu, ditemukan dari segi pengenalan 

audiens, dan evaluasi yang dilakukan oleh Kementerian ESDM kurang ditangani secara 

serius. Dengan demikian, walaupun corporate image dari Kementerian ESDM dikatakan 

berhasil, tetapi dari segi media relations dari Kementerian ESDM belum tergambarkan dari 

pengemasan konten yang disajikan sebagai bentuk strategi cyber public relationsnya. 

Sehingga, strategi cyber public relations yang dilakukan untuk mengelola corporate image 

dikatakan berhasil walaupun belum maksimal betul.  

 

Kata Kunci : Strategi, cyber Public Relations, Instagram @kesdm, dan citra perusahaan. 
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Analisis Strategi Cyber Public Relations Kementerian ESDM melalui Instagram dalam 
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(Studi Kasus: @Kesdm) 

 

DIAN KHAIRANI  

 

ABSTRACT 

Indonesia is a country which has richness of natural resources and minerals, but the problem 

is that Indonesia, which is already dominated by Y and Z millennials, apparently has no self-

awareness to want to be involved in the oil and gas industry. Therefore, in order to raise 

awareness of young people in defending the oil and gas industry, the Ministry of Energy and 

Mineral Resources (ESDM) held a program called Temu Netizen XVI with the title of the 

event "Anak Muda Kelola Migas, Bisa!" which was held on September 12 2019, which before 

the activity took place, ESDM utilized Instagram social media (@kesdm) as a form to 

implementing a cyber public relations strategy which is expected to be able to manage the 

corporate image of ESDM itself. This research analysis uses cyber public relations strategy 

by Philipls & Young (2009), and corporate image by Hawkins (2012). This research method 

uses a qualitative research. The results of this study indicate that the Ministry of Energy and 

Mineral Resources' cyber public relations strategy through the program called Ruang Bicara 

Energi by using Instagram to manage corporate image has been successful although it still 

needs improvement in terms of consistency of content publication. Apart from that, it was 

found that from the viewpoint of audience recognition, the evaluation conducted by the 

Ministry of Energy and Mineral Resources was not taken seriously. Thus, although the 

corporate image of the Ministry of Energy and Mineral Resources is said to be successful, in 

terms of media relations of ESDM has not been described from the packaging of the content 

presented as a form of its cyber public relations strategy. Thus, the cyber public relations 

strategy carried out by the Ministry of Energy and Mineral Resources to manage corporate 

image is said to be successful even though it has not been maximized. 

Key Words     : Strategy, cyber Public Relations, Instagram @kesdm, and corporate image 
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