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STRATEGI KOMUNIKASI CORPORATE SOCIAL RESPONSIBILITY 

(CSR) DALAM MEMBANGUN LEGITIMASI SOSIAL 

(STUDI PADA PT PERTAMINA HULU INDONESIA) 

Agatha Tri Priharini 

 

ABSTRAK 

 

Penelitian ini bertujuan menganalisis strategi komunikasi Corporate Social 

Responsibility (CSR) PT Pertamina Hulu Indonesia (PHI) dalam membangun 

legitimasi sosial serta mengidentifikasi pertimbangan yang mendasari penerapan 

strategi tersebut. Penelitian menggunakan pendekatan kualitatif dengan metode 

studi kasus. Data diperoleh melalui wawancara mendalam dengan informan internal 

pada tingkat Regional dan Zona 8, Zona 9, serta Zona 10, didukung dokumentasi 

dan expert review. Analisis menggunakan Stakeholder Communication Strategies 

Morsing dan Schultz (2006) dan perspektif legitimasi Suchman (1995). Hasil 

penelitian menunjukkan bahwa strategi komunikasi CSR PHI dikelola melalui 

integrasi strategis pada tingkat Regional dan adaptasi kontekstual pada tingkat 

Zona. Regional menjaga arah dan substansi komunikasi, sedangkan Zona 

menyesuaikan pendekatan berdasarkan karakteristik stakeholder dan dinamika 

wilayah operasi. Implementasinya melibatkan aktor pada tingkat Regional, Zona, 

dan lapangan melalui kombinasi stakeholder information, stakeholder response, 

dan stakeholder involvement strategy secara kontekstual. Strategi tersebut 

diterapkan untuk mengelola kompleksitas kepentingan, ekspektasi, dan dinamika 

sosial stakeholder sekaligus menjaga keselarasan organisasi dan relevansi 

komunikasi dengan kondisi lokal. Sintesis lintas-informan menunjukkan bahwa 

behavioral consistency terbentuk melalui konsistensi substansi pesan, 

kesinambungan interaksi, serta kesesuaian antara respons, tindak lanjut, dan 

tindakan implementatif dari waktu ke waktu. Proses tersebut berdasarkan perspektif 

informan internal berkaitan dengan pemahaman, kepercayaan, penerimaan, dan 

dukungan stakeholder. Dalam perspektif Suchman, pragmatic legitimacy 

merupakan karakter legitimasi yang paling jelas teridentifikasi, moral legitimacy 

didukung oleh praktik yang menunjukkan kesesuaian komunikasi dan tindakan 

serta proses yang partisipatif dan responsif, sedangkan cognitive legitimacy 

terindikasi secara lebih terbatas dan kontekstual. Penelitian menyimpulkan bahwa 

legitimasi sosial dalam konteks PHI berkembang melalui proses relasional yang 

dipengaruhi oleh kualitas interaksi dan konsistensi antara komunikasi dan tindakan 

dari waktu ke waktu. 

 

Kata kunci: strategi komunikasi CSR, legitimasi sosial, behavioral consistency, 

stakeholder relations, industri hulu migas 
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CORPORATE SOCIAL RESPONSIBILITY (CSR) COMMUNICATION 

STRATEGY IN BUILDING SOCIAL LEGITIMACY 

(A STUDY OF PT PERTAMINA HULU INDONESIA) 

Agatha Tri Priharini 

 

ABSTRACT 

 

This study aims to analyse the Corporate Social Responsibility (CSR) 

communication strategy of PT Pertamina Hulu Indonesia (PHI) in building social 

legitimacy and to identify the considerations underlying the implementation of the 

strategy. The study employs a qualitative approach using a case study method. Data 

were collected through in-depth interviews with internal informants at the Regional 

level and Zones 8, 9, and 10, supported by documentation and expert review. The 

analysis draws on Morsing and Schultz’s (2006) Stakeholder Communication 

Strategies and Suchman’s (1995) legitimacy perspective. The findings show that 

PHI’s CSR communication strategy is managed through strategic integration at the 

Regional level and contextual adaptation at the Zone level. The Regional level 

maintains the direction and substance of communication, while the Zones adapt 

their approaches based on stakeholder characteristics and the dynamics of their 

respective operational areas. Implementation involves actors at the Regional, Zone, 

and field levels through a contextual combination of stakeholder information, 

stakeholder response, and stakeholder involvement strategies. These strategies are 

applied to manage the complexity of stakeholder interests, expectations, and social 

dynamics while maintaining organizational alignment and the relevance of 

communication to local conditions. A cross-informant synthesis indicates that 

behavioral consistency is established through consistency in message substance, 

continuity of interaction, and alignment among responses, follow-up actions, and 

implementation over time. From the perspective of internal informants, this process 

is associated with stakeholder understanding, trust, acceptance, and support. From 

Suchman’s perspective, pragmatic legitimacy is the most clearly identified form of 

legitimacy; moral legitimacy is supported by practices demonstrating alignment 

between communication and action, as well as participatory and responsive 

processes; while cognitive legitimacy is indicated to a more limited and context-

specific extent. The study concludes that social legitimacy in the PHI context 

develops through a relational process influenced by the quality of interactions and 

consistency between corporate communication and actions over time. 

 

Keywords: CSR communication strategy, social legitimacy, behavioral 

consistency, stakeholder relations, upstream oil and gas industry 
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