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STRATEGI KOMUNIKASI KRISIS MENGGUNAKAN INFLUENCER 

(STUDI KASUS: WARUNG MADURA DENGAN KEMENTERIAN KOPERASI 

DAN UKM) 

 
Fitara Anindita Tito 

 
 

ABSTRAK 

 

Era digitalisasi menyebabkan perubahan signifikan dalam cara komunikasi 

dilakukan, terutama saat krisis terjadi. Salah satu masalah yang dihadapi adalah 

bagaimana pemerintah menghadapi krisis yang menyangkut reputasi publik. Penelitian 

ini bertujuan untuk menganalisis strategi komunikasi krisis yang diterapkan oleh 

Kementerian Koperasi dan UKM (KemenKopUKM) dalam menangani krisis melalui 

penggunaan influencer. Teori yang digunakan dalam penelitian ini adalah teori Social-

Mediated Crisis Communication (SMCC) dan komunikasi krisis, yang menjelaskan 

bagaimana komunikasi yang dimediasi melalui sosial media dapat memperbaiki citra 

yang rusak. Metode yang digunakan adalah pendekatan kualitatif dengan desain studi 

kasus yang mendalam, disertai analisis isi untuk mengkaji makna pesan yang 

disampaikan melalui media sosial. Data dikumpulkan melalui wawancara mendalam 

dengan tim komunikasi KemenKopUKM dan influencer yang terlibat, serta analisis 

dokumen terkait. Operasionalisasi konsep melibatkan identifikasi indikator-indikator 

kunci dari komunikasi krisis dan efektivitas penggunaan influencer dalam proses 

perbaikan. 

 

Kata Kunci: Influencer, Komunikasi Krisis, Perbaikan, Social Mediated Crisis 

Communication, Warung Madura 
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CRISIS COMMUNICATION STRATEGY USING INFLUENCERS 

(CASE STUDY: Warung Madura and the Ministry of Cooperatives and SMEs) 

 
Fitara Anindita Tito 

 
 

ABSTRACT 

 

The digitalization era has brought significant changes in how communication is 

conducted, especially during crises. One of the challenges faced is how the government 

handles crises that affect public reputation. This study aims to analyze the crisis 

communication strategies employed by the Ministry of Cooperatives and SMEs 

(KemenKopUKM) in managing crises through the use of influencers. The theories 

utilized in this research are the Social-Mediated Crisis Communication (SMCC) theory 

and crisis communication theory, which explain how communication mediated through 

social media can repair damaged public images. The methodology used is a qualitative 

approach with an in-depth case study design, accompanied by content analysis to examine 

the meaning of messages conveyed through social media. Data is collected through in-

depth interviews with the KemenKopUKM communication team and involved 

influencers, as well as an analysis of relevant documents. The operationalization of 

concepts involves identifying key indicators of crisis communication and the 

effectiveness of using influencers in the repair process. 

 

Keywords: Crisis Communication, Influencer, Repair, Social-Mediated Crisis 

Communication, Warung Madura. 

 

 

 

 

 

 

 

 

 

  



Universitas Bakrie                

                

 

x 

 

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS ......................................................... iii 
HALAMAN PENGESAHAN ....................................................................................... iv 
UNGKAPAN TERIMA KASIH .................................................................................... v 
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI .................................. vii 
ABSTRAK .................................................................................................................... viii 
ABSTRACT ................................................................................................................... ix 
DAFTAR ISI ................................................................................................................... x 
DAFTAR GAMBAR .................................................................................................... xii 
DAFTAR TABEL ........................................................................................................ xiii 
BAB I ............................................................................................................................... 1 

1.1 Latar Belakang ............................................................................................ 1 
1.2 Rumusan Masalah ....................................................................................... 7 
1.3 Tujuan Penelitian ......................................................................................... 8 
1.4 Manfaat Penelitian ....................................................................................... 8 

1.4.1 Manfaat Teoritis .......................................................................................... 8 
1.4.2 Manfaat Praktis ........................................................................................... 8 

BAB II .............................................................................................................................. 9 
2.1 Definisi Konsep ........................................................................................... 9 

2.1.1 Krisis dan Komunikasi Krisis ..................................................................... 9 
2.1.2 Influencer .................................................................................................. 26 
2.1.3 Strategi Komunikasi .................................................................................. 27 
2.1.4 Opini Publik .............................................................................................. 33 
2.1.5 Kebijakan Publik ....................................................................................... 34 
2.1.6 Komunikasi Kebijakan Publik .................................................................. 35 
2.1.7 Media Sosial .............................................................................................. 37 
2.1.8 Teori SMCC .............................................................................................. 42 

2.2 Penelitian Sebelumnya dan Pernyataan Kebaruan .................................... 45 
2.3. Model Kerangka Pemikiran ................................................................................. 52 

BAB III .......................................................................................................................... 54 
3.1 Desain dan Pendekatan .............................................................................. 54 
3.2 Objek dan Subjek Penelitian ..................................................................... 54 

3.2.1 Objek Penelitian ........................................................................................ 54 
3.2.2 Subjek Penelitian  ...................................................................................... 55 

3.3 Pengumpulan Data .................................................................................... 55 
3.4 Analisis Data ............................................................................................. 56 
3.5 Triangulasi Data ........................................................................................ 57 
3.6 Operasionalisasi Konsep ........................................................................... 58 

BAB IV........................................................................................................................... 60 
4.1 Gambaran Konteks Penelitian ................................................................... 60 
4.2 Penyajian Data ........................................................................................... 63 

4.2.1 Identifikasi Krisis ...................................................................................... 64 

4.2.2 Merespon Krisis ........................................................................................ 67 

4.2.3 Strategi Konstruksi Pesan Perbaikan Krisis .............................................. 71 



Universitas Bakrie                

                

 

xi 

 

4.2.4 Strategi Peran Influencer ........................................................................... 75 

4.2.5 Strategi Pemulihan Krisis .......................................................................... 76 
4.3 Pembahasan dan Diskusi ........................................................................... 78 

4.2.1 Analisis Identifikasi Krisis ........................................................................ 78 

4.2.2 Strategi Mitigasi Krisis dan Konstruksi Pesan .......................................... 82 

4.2.3 Strategi Ekosistem Influencer ................................................................... 92 

4.2.4 Strategi Pemulihan Krisis .......................................................................... 96 

BAB V .......................................................................................................................... 101 
5.1 Simpulan .................................................................................................. 101 
5.2 Kendala dan Keterbatasan ....................................................................... 102 
5.3 Saran dan Implikasi ................................................................................. 103 

DAFTAR PUSTAKA ................................................................................................. 105 
 

 

 

 

 

 

  



Universitas Bakrie                

                

 

xii 

 

DAFTAR GAMBAR 

 

Gambar 1.1  Pemberitaan Kementerian Koperasi Minta Warung Madura  

 Taati Aturan Jam Operasional  ........................................................... 2 

Gambar 1.2  Grafik Hasil Analisis Ekspos Pemberitaan Media Online  ................ 3 

Gambar 1.3  Grafik Hasil Analisis Sentimen pada Media Online  ......................... 4 

Gambar 1.4  Grafik Hasil Analisis Trend pada Media Sosial  ................................ 5 

Gambar 1.5  Grafik Hasil Analisis Trend pada Media Online  ............................... 5 

Gambar 2.1  Model Social Mediated Crisis Communication (SMCC) ................ 43 

Gambar 2.2  Kerangka Pemikiran Penelitian ........................................................ 53 

Gambar 4.1  Tangkapan Layar Konten Influencer ................................................ 66 

Gambar 4.2  Model Strategi Pemulihan Krisis menggunakan Influencer ............ 99 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie                

                

 

xiii 

 

 

 

 

 

DAFTAR TABEL 

 

Tabel 2.1 Penelitian Terdahulu .............................................................................. 47 

Tabel 3.1 Subjek Penelitian  .................................................................................. 55 

Tabel 3.2 Operasionalisasi Konsep ....................................................................... 58 

Tabel 4.1 Pengkodean Jawaban  ............................................................................ 63 

 

 

 

 

 
 

 


