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ANALISIS RESEPSI KEBERASAAN PESAN SURAT PERSONAL ELEKTRONIK 

CEO DALAM MENGHADAPI SITUASI KRISIS PANDEMI COVID-19 (STUDI 

PERBANDINGAN KOMUNIKASI BERASA DUA CEO MASKAPAI 

PENERBANGAN) 

 

Nabil Hanif Rahmadi 

 

ABSTRAK 

Pandemi COVID-19 telah menimbulkan dampak signifikan terhadap berbagai sektor, termasuk 

industri penerbangan. Sebagai tanggapan, perusahaan maskapai penerbangan seperti Garuda 

Indonesia dan Air Asia menggunakan email dari CEO sebagai media komunikasi krisis untuk 

merawat hubungan dengan pelanggan. Penelitian ini bertujuan menganalisis resepsi pelanggan 

terhadap keberasaan pesan dalam email tersebut, dengan fokus pada dimensi komunikasi 

berasa: keberasaan indrawi, emosional, rasional, relevansional, benefisial, dan sosial. Studi ini 

menggunakan pendekatan analisis resepsi dengan data yang diperoleh melalui wawancara 

semi-terstruktur terhadap tiga informan yang merupakan pelanggan aktif kedua maskapai. 

Hasil penelitian menunjukkan bahwa email dari CEO Garuda Indonesia berhasil menciptakan 

rasa aman dan kepercayaan melalui informasi langkah mitigasi kesehatan yang terstruktur dan 

relevan. Sementara itu, email CEO Air Asia menonjolkan pendekatan emosional dengan 

transparansi tantangan internal perusahaan dan empati terhadap karyawan. Penelitian ini 

menegaskan pentingnya komunikasi krisis yang relevan, sensitif, dan terfokus pada kebutuhan 

pelanggan untuk menjaga hubungan serta citra perusahaan di masa sulit. Selain berkontribusi 

pada literatur komunikasi berasa, hasil penelitian ini menawarkan wawasan praktis bagi 

perusahaan dalam meningkatkan efektivitas komunikasi krisis mereka. 

Kata kunci: komunikasi berasa, email CEO, pandemi COVID-19, komunikasi krisis, analisis 

resepsi. 
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ANALYSIS OF THE RECEPTION OF EXPERENTIALLY MEANINGFUL 

MESSAGE IN CEO'S ELECTRONIC PERSONAL MESSAGES IN DEALING 

WITH THE COVID-19 PANDEMIC CRISIS SITUATION (A 

COMPARATIVE STUDY OF THE COMMUNICATION OF TWO AIRLINE 

CEOS) 

 

Nabil Hanif Rahmadi 

 

ABSTRACT 

The COVID-19 pandemic has significantly impacted various sectors, including the aviation 

industry. In response, airline companies such as Garuda Indonesia and Air Asia utilized CEO 

emails as crisis communication tools to maintain relationships with their customers. This study 

aims to analyze customer reception of the experiential meanings in these emails, focusing on 

the dimensions of experiential communication: sensory, emotional, rational, relational, 

beneficial, and social experiences. This research employs a reception analysis approach, 

gathering data through semi-structured interviews with three informants who are active 

customers of both airlines. The findings reveal that the email from the CEO of Garuda 

Indonesia effectively fostered a sense of safety and trust by providing structured and relevant 

information on health mitigation measures. Meanwhile, the email from the CEO of Air Asia 

emphasized emotional appeal through transparency about the company’s internal challenges 

and attempted to stimulate empathy toward employees. This study highlights the importance of 

crisis communication that is relevant, sensitive, and focused on customer needs to sustain 

relationships and corporate image during challenging times. Besides contributing to the 

experiential communication literature, this research offers practical insights for companies to 

enhance the effectiveness of their crisis communication strategies. 

Keyword : Experientially-Meaningful Communication, CEO Email, Covid-19 Pandemic, 

Crisis Communication, Reception Analysi
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