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Foreword by AMSI Chairperson

Welcoming 
Digital 
Challenges for 
Local Media
The state of online media these days is 
unfavorable. The entire digital media landscape 
is facing enormous challenges in its 
pursuit to uphold relevant and quality 
journalism for the public. With digital 
disruption radically transforming 
aspects of media production, 
business model, and information 
distribution, the viability and 
sustainability of media as a public 
institute is in peril.

Mass media organizations used to control all 
of their business aspects—both upstream and 
downstream—in print, radio, or television. Now 
it has to relent some of the processes to online 
platform corporations. Technology dominance 
displayed by these global digital giants has 
forced media as news publishers to primarily 
rely on them for information distribution and 
reach in digital platforms. This inequality does 
affect the online media business model and the 
quality of journalism in the digital medium.

This situation is not unique to Indonesia. 
Media organizations worldwide are currently 
consolidating to figure out a novel relationship 
model within the information ecosystem, 
a new production mechanism, and various 
business model innovations to safeguard its 
future. All digital media stakeholders have to 
jointly develop breakthroughs to ensure that 
the media business and quality journalism 
production can be sustained. That is the only 
way that the media can carry out its primary 
responsibility, serving the public with quality 
information.

Pengantar Ketua Umum AMSI

Menyambut 
Tantangan 
Digital untuk 
Media Lokal
Pada hari-hari ini, kondisi media online tidak 
sedang baik-baik saja. Seluruh lanskap media 

digital tengah menghadapi tantangan 
besar dalam menjaga jurnalisme yang 

berkualitas dan relevan untuk publik. 
Disrupsi digital mengubah aspek 
produksi, model bisnis dan distribusi 
informasi media, yang pada akhirnya 
mengancam kelangsungan (viability) 

dan keberlanjutan (sustainability) 
institusi publik ini. 

Media massa yang terbiasa menguasai seluruh 
aspek bisnisnya dari hulu ke hilir pada ranah 
cetak, radio atau televisi, di era digital ini 
harus merelakan sebagian prosesnya dikuasai 
oleh korporasi platform online. Dominasi 
penguasaan teknologi yang dimiliki raksasa 
digital global membuat media sebagai publisher 
berita terpaksa menggantungkan sebagian 
besar  jangkauan distribusi informasi di ranah 
digital pada mereka. Ketimpangan ini tidak 
hanya berdampak pada model bisnis media 
online tapi juga berpengaruh pada kualitas 
jurnalistik di ranah digital.

Kondisi ini tentu tidak hanya terjadi di 
Indonesia. Media di seluruh dunia saat ini 
tengah berkonsolidasi mencari pola relasi baru 
di dalam ekosistem informasi, mekanisme 
produksi baru dan berbagai inovasi model 
bisnis untuk menjaga masa depannya. Semua 
pemangku kepentingan media digital harus 
bersama-sama mencari terobosan-terobosan 
untuk memastikan bisnis media dan produksi 
jurnalisme yang berkualitas terus terjaga. Hanya 
dengan cara itu, media bisa melaksanakan 
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This process is being set in motion by first 
mapping all the problems the digital media are 
facing before formulating the best solution. 
That was the main reason that fuels this 
research. The Research on Digital Media 
Landscape in Indonesia that You are reading 
right now is the first in the country to describe 
the state of the country’s online media from 
management, businesses, and content aspects.

One of the research’s significant findings was 
the jarring disparity in quality development 
in online media in different regions. Even 
though their numbers increase significantly, 
online media have not yet been able to satisfy 
the community’s need for local information 
optimally. Many digital media managers in 
various regions admitted their limitations in 
understanding and mastering media business 
management and the technology to improve 
audience engagement. These challenges 
multiplied during today’s COVID-19 pandemic. 
With limited means, online media managers 
have to go toe to toe to get an even-more-
limited slice of income.

All of these limitations have put the future 
of media and journalism in Indonesia at 
a crossroads. Without a comprehensive 
intervention and solution, the media’s role as 
the fourth pillar of democracy could be eroded.

For this reason, AMSI views that this research is 
vital in its role as a baseline before determining 
the next strategic steps to empower online 
media in the future. Using the findings in this 
research, AMSI can formulate a strategy to 
develop continuous collaboration with other 
stakeholders, including the government, private 
sector, universities, and members of the public. 
Such cooperation is crucial so that every party 
can participate in creating a better digital 
media ecosystem in Indonesia. Furthermore, 
AMSI wishes to play a role in gestating online 
media in various regions that are “fit” in terms 
of quality content and “sound” business-wise.

tanggung jawab utamanya yakni menyajikan 
informasi berkualitas kepada publik.  
Seluruh proses ini tentu harus dimulai dengan 
memetakan semua persoalan yang dihadapi 
media digital agar solusi yang tepat bisa 
dirumuskan. Itulah alasan utama di balik 
penelitian ini. Riset Lanskap Media Digital di 
Indonesia yang sedang Anda baca merupakan 
riset pertama di negeri ini yang mencoba 
menggambarkan bagaimana kondisi media 
online dari aspek manajemen, bisnis dan konten.  

Salah satu temuan penting dari riset ini adalah 
belum meratanya kualitas pertumbuhan media 
online di berbagai daerah.  Meski jumlahnya naik 
secara signifikan, media online belum mampu 
memenuhi kebutuhan informasi lokal untuk 
masyarakat secara  optimal. Banyak pengelola 
media digital di berbagai daerah yang mengakui 
punya keterbatasan dalam pemahaman dan 
penguasaan manajemen bisnis media hingga 
teknologi untuk memperbaiki engagement dengan 
audiens. Tantangan tentu berlipat ganda di saat 
pademi COVID-19 seperti saat ini. Dengan  modal 
yang terbatas, pengelola media online harus 
berebut sumber pendapatan yang kian terbatas. 

Segala keterbatasan ini membuat masa depan 
media dan jurnalisme di Indonesia kini berada 
di persimpangan jalan. Tanpa intervensi dan 
solusi yang komprehensif, peran media dalam 
menjalankan fungsi pilar keempat demokrasi di 
negeri ini bisa tergerus. 

Karena itulah, bagi AMSI, riset ini penting 
sebagai dasar untuk menyusun sejumlah langkah 
strategis penguatan media online ke depan. 
Dengan temuan-temuan penelitian ini, AMSI 
bisa menyusun strategi untuk terus membangun 
kolaborasi dengan pemangku kepentingan lain, 
baik itu sektor pemerintah, swasta, kampus, serta 
publik. Kerja bersama ini krusial agar semua pihak 
turut serta dalam upaya membangun ekosistem 
media digital Indonesia yang lebih baik. AMSI 
ingin berperan menciptakan media-media online 
di berbagai daerah, yang tidak hanya bermutu 
dari aspek kualitas konten, tapi juga sehat dari 
aspek bisnis. 
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With a more robust media, the citizens’ 
bargaining power and ability to hold checks and 
balances on the government’s accountability, 
upholding its commitment towards democracy 
and human rights, and safeguarding diversity 
in Indonesia, will become stronger. However, 
to turn this into reality is our collective 
responsibility.

Jakarta, May 30, 2021

Wenseslaus Manggut

Dengan media yang sehat, posisi tawar 
dan kemampuan warga negara untuk terus 
menjaga akuntabilitas pemerintah, menegakkan 
komitmen pada demokrasi serta hak asasi 
manusia, dan mempertahankan keberagaman 
di Indonesia, akan lebih kuat. Mewujudkan 
hal tersebut merupakan tanggung jawab kita 
bersama. 

Jakarta, 30 Mei 2021

Wenseslaus Manggut 
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A. Executive Summary 

1.	 Hasil studi yang ditujukan kepada anggota 
AMSI ini menggambarkan bahwa para 
responden menunjukkan sikap optimistis 
terhadap perkembangan industri media ke 
depan 

2.	 Namun demikian, optimisme para 
responden belum didukung kemampuan 
memadai dalam menghadapi perubahan 
situasi industri media saat ini.

3.	 Modal mandiri yang tidak besar, perangkat 
analitik yang sederhana, pemasukan 
kurang makimal, serta perencanaan 
bisnis ke depan yang juga terbatas, 
adalah kondisi-kondisi yang dihadapi para 
responden di berbagai wilayah. 

4.	 Inovasi diyakini para responden sebagai 
salah satu jalan. Selain itu, peran serta 
pemerintah juga diharapkan bisa 
mengangkat perkembangan industri media 
di masa mendatang. Namun demikian, 
ketergantungan yang cukup tinggi kepada 
pemerintah (misalnya dengan iklan-iklan) 
bisa membawa pertanyaan soal masa 
depan independensi media.

B. Latar Belakang 

Penelitian ini dilatari dengan harapan adanya 
suatu ekosistem informasi yang kuat dan sehat. 
Hanya dengan cara itu media bisa berfungsi 
dengan baik untuk memastikan publik 
mendapatkan informasi yang akurat, dan dapat 
diandalkan. Ekosistem ini perlu didukung oleh 
semua pemangku kepentingan dalam lanskap 
media digital. 

Oleh karena itu penting sekali keberadaan 
riset yang memberikan gambaran umum 
lanskap media online Indonesia. Data ini 
diperlukan sebagai informasi awal (baseline) 
untuk menyusun langkah strategis membangun 
ekosistem yang mendukung pengembangan 
media online di Indonesia.

A. Executive Summary   

1.	 The results of this study, which are aimed 
for AMSI members, illustrate that the 
respondents show an optimistic attitude 
towards the development of the media 
industry in the future. 

2.	 However, the optimism of the respondents 
has not been supported by adequate 
capabilities in dealing with the changing 
situation of the current media industry.

3.	 Limited amount of self-subsistent 
capital, modest analytical tools, less-
than-optimal income, and lack of future 
business planning are conditions faced by 
respondents in various regions.

4.	 Innovation is believed by the respondents 
as one way to promote the development 
of the media industry in the future,  in 
addition to the government’s participation. 
However, a fairly high dependence on the 
government (e.g through advertising) can 
raise questions about the future of media 
independence.

B. Background  

This research is motivated by the expectation 
of establishing a strong and healthy 
information ecosystem in Indonesia. Only then 
can the media function properly to ensure the 
public gets accurate and reliable information. 
This ecosystem needs to be supported by all 
stakeholders in the digital media landscape.

Therefore, it is very important to conduct 
research that provides an overview of 
Indonesia’s online media landscape. This data 
is needed as initial information (baseline) to 
formulate strategic steps to build an ecosystem 
that supports the development of online media 
in Indonesia.



2

INDONESIAN DIGITAL MEDIA LANDSCAPE REPORT

Karena AMSI meyakini, media mempunyai 
peran besar dalam menjaga akuntabilitas 
pemerintah, menegakkan komitmen pada 
demokrasi serta hak asasi manusia dan 
mempertahankan keberagaman di Indonesia. 
Kontribusi media dengan memberikan 
informasi yang akurat, akuntabel, dan 
independen amat penting untuk memediasi 
perbedaan sudut pandang dan meredam 
konflik.

Terlebih saat ini, ketika ada begitu banyak 
kekeliruan dan kesalahan informasi yang 
beredar di media sosial.  Algoritma  media  
sosial  yang  kerap  memicu  ruang  gema  
(echo  chamber) memperparah polarisasi di 
masyarakat. Peran media amat penting sebagai 
sumber rujukan (clearing house) di tengah banjir 
informasi tersebut.

Dewan Pers pada 2019 pernah menyebutkan 
jumlah media di Indonesia mencapai lebih dari 
47 ribu dan sebanyak 43.300 di antaranya 
adalah media online1. Dari jumlah itu media 
yang telah mendapatkan verifikasi dari Dewan 
Pers dari 2019 hingga November 2020, baru 
1.461 perusahaan media2. 

Ekosistem media yang diharapkan berkembang 
dengan baik adalah kombinasi jurnalisme yang 
berkualitas dan bisnis yang sehat. Kapasitas 
untuk memproduksi berita yang baik harus 
dibarengi kemampuan media mengenali 
dan berkomunikasi dengan audiensnya. 
Setiap kelompok audiens membutuhkan 
cara komunikasi dan format penceritaan 
(story telling) yang khas. Keberhasilan sebuah 
media mencapai hal itu akan menjadi kunci 
kesuksesannya.

Namun itu saja tak cukup, media juga perlu 

1  �https://dewanpers.or.id/publikasi/opini_
detail/173/Media_Online_Perlu_Berbenah_
Diri

2 �https://dewanpers.or.id/assets/ebook/
buletin/2101011634_e-Bulletin_ETIKA11_
November.pdf

AMSI believes that the media has a big role 
in maintaining government accountability, 
upholding commitments to democracy and 
human rights and maintaining diversity in 
Indonesia. The contribution of the media 
by providing accurate, accountable, and 
independent information is very important to 
mediate different points of view and reduce 
conflict.

This has never been more relevant in the 
current situation, when there are so many 
mistakes and misinformation circulating on 
social media. Social media algorithms that often 
trigger echo chambers exacerbate polarization 
in society. The role of the media is very 
important as a source of reference (clearing 
house) in the midst of this flood of information.

The Indonesian Press Council in 2019 once 
stated that the number of media in Indonesia 
reached more than 47,000 and 43,300 of 
them were online media. Of that number, 
only 1,461 media companies have received 
verification from the Press Council from 2019 
to November 2020.

The media ecosystem that is expected to 
develop well is a combination of quality 
journalism and healthy business. The capacity 
to produce good news must be accompanied 
by the ability of the media to recognize and 
communicate with their audience. Each 
audience group needs a unique way of 
communication and storytelling format. The 
success of a media to achieve that will be the 
key to its success.

However, that will not be enough, because 
the media also needs to be supported by a 
healthy and sustainable business environment. 
It is undeniable that digital disruption and the 
COVID-19 pandemic have had a major impact 
on the old media business model that relies 
heavily on advertising. For this reason, online 
media at the national or local level continue 
to formulate and develop the right business 
model to address these conditions.
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didukung lingkungan bisnis yang sehat dan 
berkelanjutan. Tidak dapat dipungkiri disrupsi 
digital dan pandemi COVID-19 berdampak 
besar pada model bisnis media lama yang 
banyak mengandalkan iklan. Oleh sebab itulah, 
media online di tingkat nasional atau lokal terus 
memformulasikan dan mengembangkan bisnis 
model yang tepat untuk menyikapi kondisi 
tersebut.

Sebagai media siber yang keberadaannya 
ditopang oleh teknologi digital, penguasaan 
dan akses pada perkembangan teknologi 
terbaru merupakan kebutuhan mutlak. Setiap 
media siber tidak bisa hanya mengandalkan 
konten unggulan, pola relasi audiens yang 
unik, dan model bisnis yang mumpuni. Tanpa 
sokongan teknologi digital, semuanya tak akan 
berjalan optimal. Sayangnya, sampai saat ini, 
salah satu kelemahan utama pengembangan 
media siber di berbagai daerah di Indonesia 
adalah penguasaan dan akses teknologi digital.

Oleh karena itu, penting ada riset untuk 
menemukan gambaran umum lanskap media 
online Indonesia. Data itu diperlukan sebagai 
informasi awal (baseline) untuk menyusun 
langkah strategis membangun ekosistem yang 
mendukung pengembangan  media online di 
Indonesia. Semua materi ini diharapkan bisa 
menjadi rujukan bagi publik.

Berdasarkan latar belakang tersebut, Asosiasi 
Media Siber Indonesia (AMSI) dengan 
dukungan Internews dan USAID MEDIA 
melakukan Riset Pemetaan Lanskap Media 
Digital di Indonesia. Kegiatan ini diharapkan 
dapat menjadi dasar dalam perumusan 
program dan pendekatan yang tepat dalam 
pengembangan media online di Indonesia.

Pendekatan yang akurat dan program tepat 
sasaran dalam pengembangan ekosistem 
diharapkan dapat menjadi ruang menciptakan 
media yang beragam, lebih kuat, mandiri dan 
sehat dari aspek bisnis. Selain itu diharapkan 
media menjadi lebih independen dan 
akuntabel.

As a cyber media whose existence is supported 
by digital technology, mastery and access 
to the latest technological developments is 
an absolute necessity. Every cyber media 
cannot rely solely on superior content, unique 
audience relations patterns, and a strong 
business model. Without the support of digital 
technology, everything will not run optimally. 
Unfortunately, until now, one of the main 
weaknesses in the development of cyber media 
in various regions in Indonesia is the mastery 
and access to digital technology.

Therefore, it is important to conduct research 
to find an overview of Indonesia’s online 
media landscape. The data is needed as initial 
information (baseline) to formulate strategic 
steps to build an ecosystem that supports the 
development of online media in Indonesia. 
All of these materials are expected to be a 
reference for the public.

Based on this background, the Indonesian 
Cyber Media Association (AMSI) with the 
support of Internews and USAID MEDIA 
conducted a Research on Mapping the Digital 
Media Landscape in Indonesia. This activity is 
expected to be the basis for the formulation 
of the right program and approach in the 
development of online media in Indonesia.

An accurate approach and targeted programs in 
ecosystem development are expected to be a 
space to create diverse, stronger, independent 
and healthy media from the business aspect. In 
addition, it is hoped that the media will become 
more independent and accountable. 
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C. Tujuan Survei 

Secara umum riset ini bertujuan menghasilkan 
sebuah pemetaan media siber yang kredibel 
dan akurat sebagai langkah awal menyusun 
strategi pembangunan ekosistem media digital 
yang berkesinambungan.

Beberapa aspek penting yang perlu dipetakan 
adalah: kondisi produksi, bisnis keuangan, dan 
engagement (relasi dengan audiens) media-
media siber di Indonesia. Riset juga memetakan 
kebutuhan media siber atas dukungan 
teknologi bersama (common tech/IT support 
platform), aggregator konten media, dan agensi 
iklan bersama (common advertising agency).

Secara khusus survei ini memilik tujuan berikut:

1.	 Mendapatkan gambaran mengenai kondisi 
redaksi media siber (jumlah jurnalis dan 
struktur redaksi), kompetensi digital dan 
multimedia mereka, juga jenis serta format 
berita yang diproduksi.

2.	 Memperoleh gambaran mengenai 
keberagaman di ruang redaksi (gender, 
agama, etnis, ideologi dll) serta prosedur 
penegakan prinsip keberagaman itu sendiri 
dalam proses produksi berita.

3.	 Menggambarkan kemampuan media siber 
dalam menangani masalah bisnis dan 
manajemen.

4.	 Memotret kemampuan media siber dalam 
mengelola audiens, sebagai bagian penting 
dalam perkembangan mereka ke depan. 

D. Metodologi Survei 

Metode yang dipergunakan pada penelitian 
ini ada dua: pendekatan lewat survei (dengan 
mengisi sejumlah pertanyaan yang disiapkan 
baik sebagai pertanyaan terbuka dan 
pertanyaan tertutup). Untuk melengkapi survei, 
juga dilakukan Focus Group Discussion (FGD) 
untuk menggali jawaban secara lebih mendalam 

C. Survey Objectives

In general, this research aims to produce a 
credible and accurate cyber media mapping 
as the first step in formulating a strategy 
for developing a sustainable digital media 
ecosystem.

Some important aspects that need to be 
mapped are: production conditions, financial 
business, and engagement (relation with 
audience) of cyber media in Indonesia. The 
research also maps the need for cyber media 
for common tech/IT support platforms, media 
content aggregators, and common advertising 
agencies.

Specifically, this survey has the following 
objectives:

1.	 Get an overview of the condition of cyber 
media newsrooms (number of journalists 
and editorial structure), their digital and 
multimedia competencies, as well as the 
types and formats of news they produce.

2.	 Obtain an overview of the diversity in 
the newsroom (gender, religion, ethnicity, 
ideology, etc.) as well as the procedure for 
enforcing the principle of diversity itself in 
the news production process.

3.	 Describes cyber media capabilities in 
dealing with business and management 
issues.

4.	 Photographing cyber media’s ability to 
manage audiences, as an important part of 
their future development. 

D. Survey Methodology  

There are two methods used in this research: a 
survey approach (by filling in a number of questions 
that are prepared both as open questions and 
closed questions). To complete the survey, a Focus 
Group Discussion (FGD) was also conducted to dig 
deeper into the answers and see concrete examples 
in the field, as well as in-depth interviews.
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dan melihat contoh-contoh konkret di 
lapangan, serta dilengkapi dengan wawancara 
mendalam.

Responden dari penelitian ini adalah 100 orang 
pemimpin media di lingkungan AMSI di seluruh 
Indonesia. Komposisi jumlah responden luar 
Jakarta mendominasi dengan jumlah 82% 
atau 82 responden, dengan memperhatikan 
keterwakilan secara proporsional dari 5 
wilayah AMSI. Khusus di Jakarta, riset ini 
mengambil sampel dari 18 media (18%), karena 
mempertimbangkan besarnya jumlah media 
anggota AMSI di Jakarta. 

Responden merupakan representasi media 
masing-masing. Dari aspek keterwakilan 
gender, 86,7% responden adalah laki-laki 
sejumlah 87 orang, dan hanya 13,3% responden 
perempuan, atau sejumlah 13 orang. Kondisi ini 
menunjukkan dominasi dari gender laki-laki.

Ketidakberimbangan gender sebagai responden 
ini menunjukkan realitas kondisi di lapangan 

The respondents of this study were 100 
leaders of  AMSI media members throughout 
Indonesia. The composition of the number of 
respondents outside Jakarta dominates with 
a total of 82% or 82 respondents, taking into 
account the proportional representation of 
the five AMSI regions. Specifically in Jakarta, 
this research took samples from 18 media 
(18%), considering the large number of media 
members of AMSI in Jakarta.

Respondents are representatives of their 
respective media. From the aspect of gender 
representation, 86.7% of respondents were 
male, 87 people, and only 13.3% female 
respondents, or 13 people. This condition 
shows the dominance of the male gender.

This gender imbalance shown in the 
composition of respondents shows the 
reality in the field that women’s leadership in 
the media still needs to continue to receive 
attention and be improved.

The number of respondents: 
l Jakarta 82%
l Outside Jakarta 18%

Gender composition of respondents: 
l Men 86.7%
l Women 13.3%

Jumlah responden: 
l Jakarta 82%

l Luar Jakarta 18%

Komposisi gender responden: 
l Laki-laki 86,7%

l Perempuan 13,3%
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bahwa leadership perempuan di media 
masih perlu terus mendapat perhatian dan 
ditingkatkan. 

Dalam riset ini peneliti dibantu oleh 11 orang 
enumerator dan 11 orang transkriptor untuk 
mendapatkan gambaran yang lebih lengkap dari 
penelitian ini. 

E. Sistematika Laporan

Pemaparan hasil survei bagian pertama 
memberikan gambaran kondisi media siber 
di Jakarta, dan bagian kedua laporan ini 
memberikan gambaran kondisi media siber di 
luar Jakarta. Pembagian ini dilakukan untuk 
menunjukkan kondisi media online di Jakarta 
dan luar Jakarta, yang memang menunjukkan 
adanya jurang perbedaan yang mencolok.

Setelah pemaparan hasil survei di kedua 
wilayah ini, akan diberikan juga ulasan atas 
perbedaan dua wilayah tersebut untuk dapat 
dilihat hasil perbandingan keduanya. 

Bagian akhir akan ditutup dengan kesimpulan 
dari survei juga sejumlah rekomendasi. 
Beberapa lampiran terkait dengan media yang 
disurvei juga disampaikan pada akhir laporan. 

F. Pemaparan Hasil Survei  

A.	 Kondisi Umum Para Responden – 
menanyakan identitas diri (nama media, 
asal kota, gender), pandangan dan 
harapannya terhadap kondisi media 
digital di Indonesia saat ini, optimisme 
menghadapi situasi ini, pandangan 
responden soal peran inovasi, dukungan 
pemerintah, dan perubahan yang 
responden lihat dalam tiga tahun terakhir 

B.	 Konten Media Digital – menanyakan 
tentang kondisi media respondaen, alamat, 
jumlah karyawan, jumlah karyawan 

In this research, the researcher was assisted by 
11 enumerators and 11 transcriptors to get a 
more complete picture of this research.

E. Systematic of the Report

The first part of the survey provides an 
overview of the condition of cyber media in 
Jakarta, and the second part of this report 
provides an overview of the condition of cyber 
media outside Jakarta. The survey is divided 
this way to show the condition of online 
media in the capital city and in other areas in 
Indonesia, which does show a stark difference.

After the presentation of the survey results in 
these two regions, a review of the differences 
between the two regions will also be provided 
to see the comparison results between the 
two.  

The final section of this report contains the 
conclusion of the survey, as well as a number of 
recommendations. Several attachments related 
to the participating media are also presented at 
the end of the report.

F. Survey Results

A.	 General Condition of Respondents – 
Their identity (name of media, city of 
origin, gender), their views and hopes 
for the current condition of digital media 
in Indonesia, optimism in facing this 
situation, respondents’ views on the role 
of innovation, government support, and 
changes that respondents saw in the last 
three years. 

B.	 Digital Media Content – The condition 
of the respondent’s media, address, 
number of employees, number of female 
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perempuan, verifikasi Dewan Pers, alat 
kerja, pelatihan jurnalistik yang pernah 
diikutinya, modal, kanal, strategi pengisian 
kanal, asal berita, target pemberitaan 
untuk reporter, editor, produk jurnalistik 
yang dihasilkan, kanal media sosial yang 
dimiliki, rapat redaksi, serta jumlah jurnalis 
yang sudah mendapatkan sertifikasi 
wartawan

C.	 Manajemen Bisnis Media Digital - 
menanyakan keberadaan tim bisnis secara 
khusus, pelatihan manajemen bisnis, 
inventaris kantor, sumber pemasukan iklan, 
sumber pemasukan dari platform, kegiatan 
bisnis lain di luar pengisian konten, biaya 
produksi, gaji minimum reporter, kerja 
sama pemberitaan, hingga perencanaan 
strategis ke depan.

D.	 Pelibatan Audiens (Audiences Engagement) 
– menanyakan perangkat yang dimiliki 
untuk mengukur audiens, lokasi audiens 
pengakses media, komposisi audiens 
berdasarkan gender, perangkat yang 
dipergunakan untuk mengakses media, 
kegiatan offline, dan kegiatan yang 
melibatkan audiens. 

employees, Press Council verification, 
work tools, journalistic training being 
attended, capital, channels, channel filling 
strategy, news origin, news targets for 
reporters, editors, journalistic products, 
social media channels, editorial meetings, 
and the number of journalists who have 
obtained journalist certification.

C.	 Digital Media Business Management – 
The existence of a special business team, 
business management training, office 
inventory, advertising revenue sources, 
revenue sources from the platform, other 
business activities outside of content 
filling, production costs, minimum reporter 
salaries, news collaboration, and future 
strategic planning.

D.	 Audiences Engagement – The tools they 
operate to measure the audience, the 
location of the audience who access the 
media, the composition of the audience by 
gender, the tools used to access the media, 
offline activities, and activities that involve 
the audience.





The Condition  
of Cyber Media  
in Jakarta 
Kondisi Media Siber di Jakarta
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This section describes specifically the condition 
of cyber media based in Jakarta, or more 
precisely in the Greater Jakarta area (Jakarta, 
Bogor, Depok, Tangerang, and Bekasi). The 
list of questions and research methods is the 
same as the national-scale research above, but 
in terms of data, this section focuses on cyber 
media in Jakarta.

A. General Landscape of Cyber Media in Jakarta

Bagian ini menggambarkan secara khusus 
kondisi media siber yang berbasis di Jakarta, 
atau lebih tepatnya di wilayah Jabodetabek 
(Jakarta, Bogor, Depok, Tangerang, dan Bekasi). 
Daftar pertanyaan dan metode penelitiannya 
sama dengan penelitian berskala nasional 
di atas, namun dalam hal data, bagian ini 
mengambil secara khusus media-media siber di 
Jakarta 

A. Lanskap Umum Media Siber di Jakarta

As many as 88.2% of respondents shared their 
opinion that the media industry still has hope, 
but the media should innovate. There are 5.9% 
of respondents who said that the media still 
has a bright future. However, there were also 
5.9% of respondents who thought the media 
industry was going through a severe downturn.

1. Do you think that the media 
industry still has a future? 
l �Media industry still has hope as 

long as the media are willing to 
innovate. 88.2%

l �Media industry still has a bright 
future 5.9%

l �Media industry is going through a 
severe downturn 5.9%

2. Why do you still survive in the 
media industry today? 
l �Because I remain optimistic with 

the media industry. 41.2%
l �I still see opportunities to seize 

in the current situation. 52.9%
l �I can’t bear to see the 

employees losing jobs. 5.9%

1. Apakah anda merasa bahwa 
industri media masih memiliki 

masa depan?
l Industri media masih memiliki 

harapan namun media harus 
melakukan inovasi 88,2%

l Industri media masih memiliki 
masa depan yang cerah 5,9%

l Industri media sedang mengalami 
kejatuhan yang parah 5,9%

2. Mengapa anda masih bertahan 
dalam industri media saat ini?
l Karena saya masih optimis dengan 

insdustri media. 41,2%
l Saya masih melihat ada peluang 

yang bisa dimanfaatkan dalam 
situasi saat ini. 52,9%

l Tidak tega melihat para 
karyawan. 5,9%

Sebanyak 88,2% responden mengaku industri 
media masih memiliki harapan, namun media 
harus melakukan inovasi. Ada 5,9% responden 
yang mengaku media masih memiliki masa 
depan cerah. Namun ada 5,9% responden juga 
yang menilai industri media sedang melalui 
kejatuhan yang parah.
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Around 52.9% of respondents in Jakarta 
said they still see opportunities to seize in 
the current situation. There were 41.2% of 
respondents who said they were still holding 
on because they remained optimistic about the 
media industry. The remaining 5.9% revealed 
that their reason to survive was that they could 
not bear to see the employees losing jobs.

3. How optimistic are you with 
the current condition of the media 
industry? 
l �I am optimistic because I can 

collaborate with other parties. 11.8%
l �I am optimistic because there were 

still a number of opportunities to 
try. 70.6%

l �I am optimistic because I have 
employees who are technology-
literate and are able to develop 
their capabilities. 11,8%

l �Did not answer the question 5,9%

4. What do you think is the key to the 
success of today’s cyber media? 
l �Receive assistance from the government. 6%
l �Take advantage of advertising 

opportunities from local businesses. 
20%

l �Collaborate with readers/
audiences to produce contents 
that are relevant to readers. 16%

l �Make technological innovations. 28%
l �Strengthen the quality of journalism. 24%
l Obtain grants from funding institutions. 6%

3. Seberapa optimis anda terhadap 
industri media saat ini?

l Saya optimis karena bisa melakukan 
kolaborasi dengan pihak lain. 11,8%

l Saya optimis karena masih ada 
sejumlah peluang yang bisa 

dimanfaatkan. 70,6%
l Saya optimis karena memiliki 

karyawan yang melek teknologi dan 
bisa berkembang. 11,8%
l Tidak menjawab. 5,9%

4. Menurut anda apa kunci sukses media 
siber saat ini?

l Mendapatkan bantuan dari pemerintah. 6%
l Memanfaatkan peluang dan bisnis 

lokal. 20%
l Bekerja sama dengan pembaca/

audiens untuk menghasilkan produk 
yang relevan bagi pembaca. 16%

l Melakukan inovasi teknologi. 28%
l Menguatkan kualitas jurnalisme. 24%

l Memperoleh grant/hibah dari 
lembaga funding. 6%

Sebanyak 52,9% responden di DKI Jakarta 
mengaku melihat ada peluang yang 
dimanfaatkan dalam situasi saat ini. Terdapat 
41,2% responden yang mengaku masih 
bertahan karena masih optimistis dengan 
industri media. Sisanya, 5,9% mengaku tidak 
tega melihat para karyawan.

As many as 70.6% of cyber media respondents in 
Jakarta said they were upbeat about the situation 
because there were still a number of opportunities 
that they could try. There were 11.8% who 
said they were optimistic because they could 
collaborate with other parties, as well as because 
they had employees who were technology literate 
and were able to improve their capabilities.

Sebanyak 70,6% responden media siber di 
Jakarta mengaku optimistis karena masih ada 
sejumlah peluang yang bisa dimanfaatkan. Ada 
11,8% yang masing-masing mengaku optimis 
karena bisa melakukan kolaborasi dengan pihak 
lain, juga karena memiliki karyawan yang melek 
teknologi dan bisa berkembang.
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A total of 28.0% of the respondents said 
that the key to the success of cyber media is 
technological innovation. The other 24.0% 
of respondents said that the key to success 
is strengthening the quality of journalism. 
Meanwhile, 20.0% of the respondents said 
that they took advantage of advertising 
opportunities from local businesses. In 
addition, 16.0% of respondents explained 
that they worked with readers/audiences to 
produce contents that are relevant to readers.

Sebanyak 28,0% responden mengaku 
kunci sukses media siber adalah melakukan 
inovasi teknologi. Sebanyak 24,0% mengaku 
kunci sukses adalah menguatkan kualitas 
jurnalisme, dan 20,0% responden yang 
mengaku memanfaatkan peluang iklan dari 
bisnis lokal. Serta ada 16,0% responden yang 
mengaku bekerja sama dengan pembaca/
audiens menghasilkan produk yang relevan bagi 
pembaca.

5. What innovations can be developed 
to make cyber media successful? 
l �Develop media interactivity through social media. 

24.1%
l �Asking for donations from the public/audience. 

1.9%
l �Inviting the public to submit relevant 

coverage proposals. 7.4%
l �Build a subscription system 

through digital wallets (such as 
GoPay, OVO, Dana, etc.). 20.4%

l �Making room for citizen 
journalists. 14.8%

l �Using new technology for news 
dissemination. 22.2%

l Others, please specify. 9.3%

5. Apa inovasi yang bisa di kembangkan 
untuk membuat media siber jadi sukses?

l Mengembangkan interaktivitas media lewat 
media sosia. 24,1% l 

l Meminta donasi dari masyarakat/audiens. 1.9%
l Mengundang masyarakat memberikan 

usulan liputan yang relavan. 7.4%
l Membangun sistem berlangganan 
lewat dompet digital (seperti Gopay, 

Ovo, Dana, dll). 20.4%
l Memberi ruang bagi citizen 

jurnalist . 14.8%
l Menggunakan teknologi baru 

untuk penyebarluasan berita. 22.2% 
l Lain-lain, sebutkan. 9.3% 

As many as 24.1% of respondents in Jakarta 
said they developed media interactivity through 
social media, and 22.2% of respondents used 
new technology to disseminate news. On 
the other hand, 20.4% of respondents built a 
subscription system through digital wallets, 
such as GoPay, OVO, and DANA. 

“�The quality of journalists 
and journalism is getting 
eroded. At the same 
time, the disruption is 
increasingly heavier, 
and many are late in 
anticipating it.”

“�Kualitas jurnalis dan 
jurnalisme kian tergerus. 
Di saat yang sama 
disrupsi kian deras, dan 
banyak yang terlambat 
mengantisipasi.”

Sebanyak 24,1% responden di Jakarta 
mengaku mengembangkan interaktivitas media 
lewat media sosial, dan 22,2% responden 
yang menggunakan teknologi baru untuk 
penyebarluasan berita. Sedangkan 20,4% 
responden membangun sistem berlangganan 
lewat dompet digital seperti GoPay, Ovo, dan 
DANA.
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6. In your opinion, is there anything 
the government can do to support the 
development of cyber media in 
Indonesia?
● Providing capital assistance. 2.9%
● Giving tax deduction. 31.4%
● �Placing government 

advertisements to the media. 
31.4%

● �Pushing digital platform companies 
to negotiate with the media. 31.4%

● �Providing data credit assistance for 
residents to be able to access media. 2.9%

6. Menurut anda apakah ada yang bisa 
dilakukan pemerintah untuk mendukung 

perkembangan media siber di 
indonesia ?

● Memberikan bantuan permodalan. 2.9% 
● Keringanan pajak. 31.4% 

● Memberikan iklan-iklan 
pemerintah kepada media. 31.4%
● Menekan perusahaan platform 

digital untuk bernegosiasi dengan 
media. 31.4% 

● Memberikan bantuan pulsa data untuk 
warga agar mengakses media. 2.9%

7. What do you think about the 
changes that have occurred in the 
media industry in the last 2-3 years, 
including the new technologies being 
used? Can you keep up with it? 
This is an open question. The answers from the 
respondents can be summed up in the following 
points:

● �The quality of journalists and journalism is 
getting eroded. At the same time, the disruption 
is increasingly heavier, and many are late in 
anticipating it.

● �Changes occurred as many experts had predicted, 
but the pandemic was indeed a surprising factor.

● �Print media is a thing of the past. Everyone is 
now connected on the internet. This is something 
natural to follow. Journalism will never die. Only 
the means have changed.

● �Technological change is inevitable. It is worth 
noting that developing technology requires capital 
and a special strategy.

● �The changes are so fast. The media must be adaptive 
in new ways to follow the behavior of the audience.

7. Bagaimana menurut anda perubahan-
perubahan yang terjadi dalam industri 
media dalam 2-3 tahun belakangan ini, 
juga termasuk dengan teknologi baru 
yang dipergunakan? Apakah anda bisa 
mengikutinya?
Pertanyaan ini bersifat terbuka. Jawaban dari 
para responden bisa disimpulkan dalam beberapa 
poin berikut:

● �Kualitas jurnalis dan jurnalisme kian tergerus. Di 
saat yang sama disrupsi kian deras, dan banyak 
yang terlambat mengantisipasi.

● �Perubahan terjadi seperti yang sudah banyak 
diprediksi para ahli, pandemi memang jadi faktor 
sendiri yang mengejutkan. 

● �Media cetak sudah menjadi masa lalu. Semua 
orang sekarang terhubung di internet. Ini sesuatu 
yang alamiah yang harus diikuti. Jurnalisme tidak 
akan pernah mati. Wadahnya saja yang berubah. 

● �Perubahan teknologi itu tidak terelakkan. Namun 
mengembangkan teknologi juga butuh modal. 
Butuh strategi khusus soal ini.

● �Perubahannya demikian cepat. Media harus adaptif 
dengan cara-cara baru mengikuti perilaku audiens.

Some 31.4% of respondents shared their 
views that the government could play a role 
by encouraging digital platform companies to 
negotiate with the media as content owners. 
There were 31.4% of respondents who said 
the government could provide tax deduction, 
and 31.4% others expected the government to 
provide advertisements to the media.

Sebanyak 31,4% responden mengaku 
pemerintah bisa berperan dengan; menekan 
perusahaan platform digital untuk bernegosiasi 
dengan media sebagai pemilik konten. Ada 
31,4% yang juga menyebut pemerintah bisa 
memberikan potongan pajak, dan 31,4% 
mengharapkan pemerintah bisa memberikan 
iklan-iklan kepada media.
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● �Social media is a challenge for mainstream media 
in its business, on the other hand, social media can 
also be used to distribute responsible content to 
the public. Utilization of technology is less than 
optimal due to lack of capital from mainstream 
media, while technology requires large investment

● �The media face challenges from other institutions 
or individuals who make a living primarily 
through social media, in ways that are essentially 
a journalistic task. They rely on fame and the 
number of followers on social media, so they can 
appear as news makers. In this situation, they 
are better able to capitalize on the issue than the 
mainstream media. However, because they are not 
journalists, of course the quality of the content 
is far from journalistic standards and far from 
journalistic ethics. Unfortunately, their appearance 
and the content they present are of interest to 
the audience. In  other words, there is a trend of 
personalization in the media industry.

● �In the last two to three years, the need for citizens 
to find sources of information has depended 
more on social media. The mainstream  media 
can take advantage of social media by flooding 
proper content, both articles and audio-visuals, 
that have proximity to the audience, tutorials, and 
special and deep coverage that distinguishes them 
from content on social media and keeps up with 
technological developments. Citizens need to be 
invited to collaborate by asking what content is 
needed. If the contents of the mainstream media 
are the same as that of the social media, then 
people will turn away and feel they no longer need 
mainstream media anymore.

B. Characteristics and Contents 
of Cyber Media in Jakarta 

● �Sosial media menjadi tantangan bagi media arus 
utama dalam bisnisnya, di sisi lain, media sosial 
juga bisa dimanfaatkan untuk mendistribusikan 
konten yang bertanggung jawab ke masyarakat. 
Pemanfaatan teknologi menjadi kurang optimal 
karena modal yang kurang dari media arus utama, 
sementara teknologi perlu investasi yang besar

● �Media menghadapi tantangan dari lembaga 
atau individu lain yang mencari nafkah terutama 
melalui media sosial, dengan cara-cara yang 
pada dasarnya adalah tugas jurnalistik. Mereka 
mengandalkan ketenaran dan jumlah follower di 
media sosial, sehingga mampu tampil menjadi 
news maker. Dalam situasi ini mereka lebih mampu 
mengkapitalisasi isu ketimbang media arus 
utama. Namun, lantaran mereka bukan jurnalis, 
tentu kualitas konten jauh dari standar jurnalistik 
dan jauh dari etika jurnalistik. Sayangnya model 
tampilan dan konten yang mereka sajikan diminati 
audiens. Dengan kata lain, ada tren personalisasi 
di industri media.

● �Dalam 2-3 tahun terakhir kebutuhan warga 
untuk mencari sumber informasi lebih banyak 
bergantung pada media sosial. Media bisa 
memanfaatkan media sosial dengan membanjiri 
konten-konten baik artikel maupun audio 
visual yang memiliki proximity dengan audiens, 
tutorial, serta liputan khas dan dalam yang 
membedakannya dengan konten di sosmed serta 
mengikuti perkembangan teknologi. Warga perlu 
diajak kolaborasi dengan bertanya konten apa 
yang dibutuhkan. Jika konten media isinya sama 
seperti media sosial, maka warga akan berpaling 
dan merasa tidak butuh lagi media. 

B. Karakteristik dan Konten 
Media Siber di Jakarta 

8. When was your media established?
l 1994 7.1%
l 1995. 7.1%
l 1999. 7.1%
l 2000. 7.1%
l 2003. 7.1%
l 2010. 7.1%
l 2012. 7.1%
l 2003 7.1%
l 2014 7.1%
l 2015 7.1%
l 2016 7.1%
l 2017 21.4%

8. Sejak kapan media anda berdiri?
l 1994. 7,1%
l 1995. 7,1%
l 1999. 7,1%
l 2000. 7,1%
l 2003. 7,1%
l 2010. 7,1%
l 2012. 7,1%
l 2003. 7,1%
l 2014. 7,1%
l 2015. 7,1%
l 2016. 7,1%

l 2017. 21,4%
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As many as 21.4% of respondents said that their 
media had been established since 2017 and had 
officially become a legal entity of the press. There 
are media that were founded in 1994, 1995 and 
1999, each with the same percentage (7.1%), or 
have been running for more than 20 years.

Sebanyak 21,4% responden mengaku media 
sudah berdiri sejak 2017 dan sudah berbadan 
hukum pers. Terdapat media yang berdiri sejak 
1994, 1995 dan 1999 dengan persentase sama 
(7,1%) atau berusia lebih dari 20 tahun.

10. Do you have a designated 
media office?
l Yes 81.3%
l No. 12.5%
l �No, still staying in the same office 

with the radio station. 6.3%

10.  Apakah memiliki kantor 
khusus? 

l Ya, 81,3%
l Tidak. 12,5%

l Tidak, masih bergabung dengan 
kantor radio. 6,3%

9. Where is the 
location?
l A total of 18 
respondents (100%) 
are located in Jakarta.

9. Di mana 
lokasinya?

l Sebanyak 18 
responden 100% 

berlokasi di DKI Jakarta.

Some 81.3% of respondents said that the 
media had their own office. There are 12.5% 
of the respondents who said they do not have 
a special office, while 6.3% others said that 
they do not have one because they joined the 
parent company.

Sebanyak 81,3% responden mengaku sudah 
memiliki kantor khusus. Ada 12,5% yang 
mengaku belum memiliki kantor khusus, dan 
6,3% responden mengaku belum punya karena 
bergabung dengan induk usaha.

11. How many journalists and 
non-journalists staff are in your 
media?
l �The number of editorial staff. 

51.7%
l �The number of non-editorial staff. 

48.3%

  11. Beberapa banyak staf 
jurnalis dan non jurnalis di 

media anda ?
l Jumlah staf redaksi. 51,7%

l Jumlah staf non redaksi, 48,3%

As many as 51.7% of respondents said that the 
number of editorial staff is still higher than the 
number of non-editorial staff.

Sebanyak 51,7% responden mengaku jumlah 
staf redaksi masih lebih banyak dibandingkan 
jumlah staf non redaksi.
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12. How many female journalists, 
as well as journalists from 
minority groups (ethnicity, 
religion, race, gender) are in 
your media? 
l �The number of female journalists. 

63.5%
l �The number of journalists from 

minority groups. 36.5%

12. Beberapa jumlah jurnalis 
perempuan, serta jurnalis dari 
kelompok   minoritas di media 

anda?
l Jumlah jurnalis perempuan . 

63.5%
l Jumah jurnalis kelompok 

minoritas. 36.5%

A total of 63.5% of respondents said that the 
number of female journalists in their editorial 
staff cumulatively is larger than the number 
of journalists from other minority groups, for 
example based on ethnicity, race, and religion.

Sebanyak 63,5% responden mengaku jumlah 
jurnalis perempuan dalam redaksinya masih 
lebih banyak secara akumulatif, dibandingkan 
dengan jumlah jurnalis dari kelompok minoritas 
lain misalnya; suku, ras, dan agama.

13. How many of your employees are 
literate with the latest information 
technology?

14. Do your journalists or your 
media often participate in 
journalistic training or media 
training conducted by 
various institutions? Can you 
name some of them?
l Yes. 92.9%
l No. 7.1%

13. Berapa banyak karyawan anda 
yang melek dengan teknologi informasi 

terbaru?

14. Apakah jurnalis anda atau 
media anda kerap mengikuti 

pelatihan jurnalistik atau 
pelatihan media yang 

dilakukan oleh berbagai 
lembaga? Bisa disebutkan 

beberapa di antaranya?
l Ya. 92,9%

l Tidak. 7,1%

A total of 25.0% of respondents said the 
percentage of employees who have technology 
skills is only half of the total employees. 
Meanwhile, another 25.0% of respondents 
said that the percentage of employees who 
have technology skills in the company has 
reached 100%. The rest, 16.7% of respondents, 
said that only 40% of all editorial staff are 
technology literate.

Sebanyak 25,0% responden menyebut 
persentase karyawan yang punya kemampuan 
teknologi hanya 50% dari total karyawan. 
Sedangkan 25,0% responden lainnya mengaku 
persentase karyawan yang punya kemampuan 
teknologi dalam perusahaan sudah mencapai 
100%. Sisanya, ada 16,7% responden mengaku 
baru 40% saja dari total karyawan dalam 
redaksi yang melek teknologi.

8.3% 8.3% 16.7% 25% 8.3% 8.3% 25%

20% 30% 40% 50% 75% 95% 100%
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As many as 92.9% of respondents in Jakarta 
said that the media where they worked had 
often held and participated in journalistic 
training or media training. Respondents said 
that most of the journalistic training sessions 
they attended were organized by the Alliance 
of Independent Journalists (AJI) and Fact 
Check. Respondents also said that they had 
taken part in the media training from the 
Indonesian Cyber Media Association (AMSI) 
and Google News Initiative.

Sebanyak 92,9% responden di Jakarta 
mengaku, media tempat mereka bekerja sudah 
sering mengadakan dan mengikuti pelatihan 
jurnalistik ataupun pelatihan media. Para 
responden menyebut pelatihan jurnalistik 
yang paling banyak diterima diselenggarakan 
oleh Aliansi Jurnalis Independen (AJI) dan juga 
pelatihan jurnalistik oleh Cek Fakta. Responden 
juga mengaku menerima pelatihan media dari 
Asosiasi Media Siber Indonesia (AMSI) dan 
Google News Initiative.

15. Is your media verified by the 
Press Council? 
l Verified. 68.7%
l Not yet verified. 31.3%

16. How much capital do you need 
to run this media? 
l �Rp 100 million - Rp 500 million. 

26.7%
l �Rp 50 million - Rp 100 million. 

13.3%
l �More than Rp 1 billion. 60%

 15. Apakah media anda 
tarverifikasi oleh dewan pers?

l Sudah. 68,7%
l Belum. 31,3%

                    16. Berapa modal 
yang anda butuhkan untuk 

menjalankan media ini?
l Rp 100 – 500 juta rupiah. 26,7%

l Rp 50 – 100 juta rupiah, 13,3%
l Lebih dari 1 miliar rupiah, 60%

A total of 68.7% of respondents said that their 
media has been verified by the Press Council. 
The remaining 31.3% said they had not been 
verified by the Press Council.

More than half of the respondents (60.0%) 
revealed that they needed more than Rp 
1 billion in capital. As many as 26.7% of 
respondents said that they needed between Rp 
100 million  to Rp 500 million in capital. There 
are 13.3% of respondents who said that they 
need Rp 50 million - Rp 100 million in capital.

Sebanyak 68,7% responden mengaku media 
mereka telah terverifikasi oleh Dewan Pers. 
Sisanya, ada 31,3% yang mengaku belum 
terverifikasi oleh Dewan Pers.

Sebanyak 60,0% responden mengaku butuh 
modal lebih dari Rp 1 miliar. Sebanyak 26,7% 
responden mengaku butuh modal Rp 100 
juta - Rp 500 juta. Ada 13,3% responden yang 
mengaku perlu modal Rp 50 juta - Rp 100 juta. 
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17. Who are the investors? 
l Local businessmen. 21.1%
l National businessmen. 42.1%
l Independent investors. 26.3%
l Donor institutions. 10.5%

17. Siapa pemodalnya?
l Pengusaha lokal. 21.1%

l Pengusaha nasional. 42.1%
l Mandiri . 26.3%

l Lembaga donor. 10.5%

As many as 42.1% of respondents in Jakarta 
said that their cyber media investors were 
national businessmen. There were 26.3% of 
respondents claiming that their investors were 
independent, and 21.1% others said that they 
obtained the capital from local businessmen. 
The remaining 10.5% revealed that the party 
financing their media were donor institutions.

Sebanyak 42,1% responden di DKI Jakarta 
mengaku memiliki pemodal media siber dari 
pengusaha nasional. Ada 26,3% responden 
mengaku pemodal media siber adalah mandiri, 
dan 21,1% responden memiliki pemodal media 
siber dari pengusaha lokal. Sisanya ada 10,5% 
yang mengaku pemodalnya adalah lembaga 
donor.

18. Are you part of a certain media 
group? 
l Yes. 62.5%
l No. 37.5%

18. Apakah merupakan bagian 
dari grup media tertentu?

l Ya. 62,5%
l Tidak. 37,5%

A total of 62.5% of respondents admitted to 
being part of a certain media group. There are 
37.5% of respondents who said that they were 
not a part of a particular media group.

Sebanyak 62,5% responden mengaku sebagai 
bagian dari grup media tertentu. Ada 37,5% 
responden yang mengaku bukan bagian dari 
grup media tertentu.

19. What are the channels presented in 
your media? 
● 	 National – Politics
●	 Law
●	 Economy
●	 Environment
●	 Science
●	 Lifestyle
●	 Celebrity
●	 Regional News
●	 Music
●	 Film

●	 Automotive
●	 Tourism/Travel
●	 Podcasts
●	 Sports
●	 Technology/Digital
●	 Hollywood
●	 Fact Check
●	 Art and Culture
●	 Health

19. Apa saja kanal yang ada pada media 
anda?
●	 Nasional – Politik
●	 Hukum
●	 Ekonomi
●	 Lingkungan Hidup
●	 Sains
●	 Gaya Hidup
●	 Selebritas
●	 Berita Daerah
●	 Musik
●	 Film

●	 Otomotif
●	 Wisata/Travel
●	 Podcast
●	 Olahraga
●	 Teknologi/Digital
●	 Hollywood
●	 Cek Fakta
●	 Seni Budaya
●	 Kesehatan



19

LAPORAN SURVEI LANSKAP MEDIA DIGITAL DI INDONESIA

20. What is your strategy to fill 
these channels (coverage, 
adoption/translation, 
advertisement)? 
l Coverage. 58.8%
l Adoption/translation. 17.6%
l Advertising. 8.6%
l Contents from social media. 8.4%
l �Sharing news in networked media. 

6.6%

20. bagaimana strategi anda untuk 
meningi kanal-kanal tersebut ?

l Liputan sendiri. 58.8%
l Saduran / terjemahan. 17.6%

l Iklan /advertorial. 8.6%
l Konten dari media sosial. 8.4%

l Berbagi berita di media 
berjaringan, 6.6%

Most of the respondents (58.8%) said that the 
strategy to fill the channel was by conducting 
their own coverage. A total of 17.6% said that 
the strategy of channel filling is by adopting 
or translating articles. Meanwhile, 8.6% of 
the media said that their way of filling the 
channel was dominated by advertisements or 
advertorials.

Responden mengatakan strategi mengisi 
kanal paling banyak adalah dengan liputan 
sendiri mencapai 58,8%. Sebanyak 17,6% 
pengisian kanal adalah berasal dari saduran 
atau terjemahan. Sedangkan 8,6% media 
menyampaikan pengisian kanal didominasi oleh 
iklan atau advertorial.

21. Can you calculate what 
percentage of content on your 
channel comes from local (city 
where you live), national, 
and global (overseas), 
respectively? 
l Local. 27.3%
l National. 59.7%
l Foreign. 13%

22. How many news stories do 
one reporter need to finish? 
How many news stories are 
targeted for one editor? 
l Editors news target. 33.3%
l Reporters news target. 66.7%

21. Bisakah anda menghitung 
berapa persen konten di 

kanal anda yang berasal dari 
lokal (kota dimana anda 

berdomisili), nasional, dan 
global (luar negeri)?

l Konten lokal. 27,3%
l Konten nasional. 59,7%
l Konten luar negeri. 13%

22. Berapa target berita 
yang diberikan kepada satu 

reporter? Berapa berita yang 
ditargetkan untuk satu 

editor?
l Target berita editor. 33,3%

l Target berita reporter. 66,7%

Respondents said that the percentage of their 
contents are 59.7% percent national, 27.3% 
local, and 13.0% from abroad.

Responden mengatakan 59,7% persen konten 
nasional. Konten lokal mencapai 27,3%. 
Sedangkan konten luar negeri 13,0%.
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A total of 66.7% of respondents said that 
reporters should finish more stories than 
editors, while 33.3% other said editors handle 
more stories than reporters. In more detail, the 
chart below shows the percentage of editors’ 
news targets per day. There are 36.4% of 
respondents saying that editors are targeted to 
edit at least 10 news stories per day. There are 
also editors who should handle 30 news per 
day (9.1%).

Sebanyak 66,7% responden mengaku target 
berita reporter lebih banyak ketimbang target 
berita editor yang hanya 33,3%. Secara 
lebih rinci, grafik di bawah ini menunjukkan 
persentase target berita editor per hari. 
Sebanyak 36,4% responden mengaku editor 
ditargetkan mengedit berita minimal 10 
berita per hari. Terdapat pula editor yang 
mendapatkan beban mengedit berita mencapai 
30 berita per hari (9,1%).

The number of news stories 
targeted for editors. 
l 5 stories. 18.2%
l 6 stories. 9.1%
l 7 stories. 27.3%
l 10 stories. 36.4%
l 30 stories. 9.1%

The number of news stories 
targeted for reporters. 
l 7 stories. 7.7%
l 10 stories. 15.4%
l 12 stories. 7.7%
l 13 stories. 7.7%
l 15 stories. 30.8%
l 16 stories. 7.7%
l 20 stories. 7.7%
l 25 stories. 7.7%
l 50 stories. 7.7%

Target berita editor.
l 5 berita 18,2%
l 6 berita. 9,1%

l 7 berita. 27,3%
l 10 berita. 36,4%

l 30 berita. 9,1%

Target berita reporter.
l 7 berita 7.7%

l 10 berita. 15.4%
l 12 berita. 7.7%
l 13 berita. 7.7%

l 15 berita. 30.8%
l 16 berita. 7.7%
l 20 berita. 7.7%
l 25 berita. 7.7%
l 50 berita. 7.7%

As for the news targets for the reporters per 
day, 30.8% of respondents in Jakarta said the 
reporters are given a target of 15 news per day. 
There are 15.4% of respondents who claim 
to target 10 news per day for their reporters. 
There are respondents who demand their 
reporters to finish 50 news per day (7.7%), as 
well as 7 news per day (7.7%).

Sementara itu untuk target berita reporter 
per hari ada 30,8% responden di DKI Jakarta 
mengaku memberi target 15 berita per hari 
untuk reporternya. Terdapat 15,4% responden 
yang mengaku memberi target hanya 10 berita 
per hari. Terdapat responden yang mengaku 
memberikan target responden 50 berita per 
hari (7,7%), juga 7 berita per hari (7,7%).
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As many as 28.6% of the respondents said 
the number of news produced on all channels 
in one day reached more than 100 stories. 
Meanwhile, 28.6% others produced 100 stories 
per day. There are also 7.1% of cyber media in 
Jakarta that produce around 5 to 30 stories per 
day.

Sebanyak 28,6% responden mengatakan 
jumlah berita yang diproduksi di semua 
kanal dalam satu hari mencapai lebih 100 
berita per hari. Terdapat 28,6% responden 
juga yang mengaku jumlah berita yang 
dihasilkan rata-rata 100 berita per hari. Meski 
demikian terdapat 7,1% media di Jakarta yang 
memproduksi berita pada jumlah sekitar 5-30 
berita per hari. 

23. How many news stories are 
produced in all channels within 
one day? 
l 5. 7.1%
l 30. 7.1%
l 50. 21.4%
l 70. 7.1%
l 100. 28.6%
l More than 100. 28.6%

23. Berapa jumlah berita baru 
diproduksi di semua kanal 

dalam satu hari? 
l 5 7.1%

l 30. 7.1%
l 50. 21.4%

l 70. 7.1%
l 100. 28.6%

l Lebih dari 100. 28.6%

24. What are the forms of journalistic 
products published in your media? 
(texts, photos, short videos, 
infographics) 

24. Apa saja bentuk produk jurnalistik 
yang anda hasilkan? (teks, foto, video 

pendek, infografis)

This question revealed data that 64.3% 
of journalistic products published by the 
respondents are in the form of texts. There are 
also other products published in the forms of 
photos (9.8%), infographics (8.1%), and videos 
(8.0%). The remaining 6.8% of respondents’ 
products were podcasts. In addition, there was 
a lower percentage for content products in the 
form of live streaming.

Dari pertanyaan ini muncul data bahwa 64,3% 
produk jurnalistik yang dihasilkan adalah teks. 
Ada 9,8% produk jurnalistik yang dihasilkan 
adalah foto. Terdapat 8,1% responden yang 
mengaku menghasilkan karya jurnalistik berupa 
infografis. Ada 8,0% responden mengaku 
produk jurnalistik yang dihasilkan adalah video. 
Sisanya ada 6,8% responden mengatakan 
produk jurnalistik yang dihasilkan adalah 
podcast dan terdapat persentase lebih rendah 
untuk produk konten berupa live streaming.

Texts
Teks

Photos
Foto

Videos
Video

Infographics
Infografis

Podcasts
Pocast

Live streaming
Live streaming

64.3% 9.8% 8% 8.1% 6.8% 3%
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25. What social media accounts do you 
have? (Facebook, Twitter, Instagram, 
Tiktok) 

25. Apa saja akun media sosial yang 
media anda miliki? (Facebook, Twitter, 

Instagram, Tiktok)  

The survey revealed that more than half 
(55.3%) of the respondents have accounts 
in Facebook, followed by Twitter (24.1%) 
and Instagram (10.08%). The remaining 
respondents said they maintained YouTube 
accounts (7.3%), while a small percentage of 
them use TikTok as their social media.

Responden menyampaikan 55,3% memiliki 
akun media sosial Facebook. Disusul 24,1% 
Twitter, dan 10,08% memiliki akun media sosial 
Instagram. Sisanya 7,3% memelihara akun 
Youtube. 

Facebook Twitter Instragram Youtube Tiktok 

Facebook Line Babenews Google UCNews

55.3% 24.1% 10.8% 7.3% 6.8%

26,1% 19.6% 19.6% 17.4% 17.4%

26. What content distribution channels 
does your media use? 

How many followers does your 
media have on each of the 
platforms?
l Facebook. 92%
l Line. 7.4%
l �Babenews, Google, UCNews. 

0,6%

26. Apa saja kanal distribusi konten yang 
dipakai media anda? 

Berapa jumlah followers di 
masing-masing flatfotm

l Facebook. 62,5%
l Line. 37,5%

l Babenews, Google, UCNews. 
0,6%

As many as 26.1% of the respondents said that 
Facebook is an effective channel for content 
distribution. There are 19.2% of them using 
BabeNews and 16.9% others using LINE as content 
distribution channels. Respondents mentioning 
Google and UCNews as their distribution channel 
accounted for 19.2% and 15.7%, respectively.

Sebanyak 26,1% media mengaku Facebook 
adalah kanal yang efektif untuk distribusi 
konten. Ada 19,6% media menggunakan 
BabeNews dan LINE sebagai kanal distribusi 
konten. Sisanya ada 17,4% media, masing-
masing menyebut Google dan UCNews untuk 
menjadi kanal distribusi.
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Almost all of the respondents (92,0%) hailed 
Facebook as a primary social media that 
encourages followers to distribute their 
news. 	

Sebanyak 92,0% responden mengatakan 
Facebook adalah media sosial yang 
paling banyak mendorong follower dalam 
mendistribusikan berita.

27. Have you used any analytic 
tools?  
l All of the respondents (100%) in Jakarta 
said that their media have used analytic 
tools.

29. Does your media regularly 
hold editorial meetings?  
l All of the respondents (100%) said their 
media hold editorial meetings regularly. .

28. Can you name the top five 
sources of your media traffic 
and their percentage?  
l Direct traffic. 37.4%
l Refferral traffic. 13.5%
l Organic traffic. 36,4%
l Paid traffic. 1.7%
l Social media traffic. 11%

27. Apakah anda sudah 
menggunakan analytic tools?

l Sebanyak 100% media di DKI Jakarta 
mengaku menggunakan analytic tools.

29. Apakah media anda rutin 
melakukan rapat redaksi? 

l Seluruh responden (100%) media 
semua mengaku rutin melakukan rapat 

redaksi.

28. Bisakah disebutkan lima 
besar sumber traffic media 

anda dan persentasenya?
l Direct traffic. 37.4%

l Refferral traffic. 13.5%
l Organic traffic. 36,4%

l Paid traffic. 1.7%
l Social media traffic. 11%

A total of 37.4% of respondents in Jakarta 
said the largest source of traffic of their cyber 
media came from direct traffic. There are 
36.4% others whose most of the traffic comes 
from organic traffic. Meanwhile, 13.5% others 
say that their traffic is from referral sources 
(coming from social media or other websites).

 Sebanyak 37,4% media dari DKI Jakarta 
mengatakan sumber traffic terbesar berasal 
dari direct traffic. Ada 36,4% media mengatakan 
sumber traffic berasal dari organic traffic. Ada 
13,5% mengatakan mengatakan sumber traffic 
adalah dari referral traffic (berasal dari sosial 
media atau website lainnya).
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30. Can reporters upload their 
news directly from the field?  
l No. 93.3%
l Yes. 6.7%

30. Apakah reporter bisa 
langsung mengupload laporan 

dari lapangan?
l Tidak. 93.3%

l Ya. 6.7%

A total of 93.3% of the respondents said that 
in their media, reporters were not allowed to 
directly upload their news stories they wrote 
without going through the editing process. 
However, the remaining 6.7% said reporters 
could upload their news directly from the field.

Sebanyak 93,3% responden mengatakan para 
reporter tidak bisa mengunggah laporan dari 
lapangan tanpa editing. Ada 6,7% responden 
sisanya mengatakan reporter bisa mengunggah 
laporan sendiri dari lapangan.

31. Have your readers ever 
complained about your media? 
l No. 20%
l Ya. 80%

32. Has your media ever been 
reported to the Press Council? 
l No. 33.33%
l Yes. 66.7%

31. Apakah media anda pernah 
dikomplain pembaca?

l Tidak. 20%
l TYa. 80%

32. Apakah media anda pernah 
diadukan ke Dewan Pers?

l Tidak. 33,33%
l Ya. 66,7%

Most of the respondents (80.0%) said the 
media had received complaints from readers. 
The remaining 20.0% of them said they had 
never been complained by their readers.

Sebanyak 80,0% responden mengatakan 
medianya pernah pernah mendapatkan 
komplain dari pembaca. Sisanya 20,0% 
responden mengatakan tidak pernah 
dikomplain pembaca.
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33. If your media has ever been 
reported to the Press Council, what was 
the case, and how was it resolved?  

33. Jika media anda pernah diadukan 
ke Dewan Pers, apa kasusnya, dan 
bagaimana penyelesaiannya? 

A total of 66.7% of respondents admitted that 
their media had been reported to the Press 
Council. The remaining 33.3% said their media 
had never been reported to the Press Council. 

Sebanyak 66,7% responden mengaku media 
mereka pernah diadukan ke Dewan Pers. 
Sisanya, ada 33,3% responden mengaku media 
mereka tidak pernah diadukan ke Dewan Pers.

Respondents said that their media was reported to 
the Press Council because of some news, including:
●	 Republishing news from ANTARA
●	 Mentioning the name of the victim in cases of 

violence and sexual harassment
●	 News about the case of Minister of Agriculture’s 

policy 
●	 News about the presidential election
●	 News about Livi Zheng
●	 News about Alain Nairn
●	 News about the Haikal Hasan case in December 

2020.
●	 News about the issue of user generated content 

(UGC) who misused the name of Ikang Fawzi. 
His wife, Marissa Haque, was upset about the 
news and complained to the Press Council.

●	 The use and editing of photo colors without the 
permission of the photographer, since the editor 
took the photos from social media.

●	 News of the State Administrative Court’s 
decision on Papua’s internet for which President 
Jokowi must apologize.

The cases were settled by:
●	 The publication of Right of Reply
●	 Apology and Right of Reply
●	 Mediation and publication of the Right of Reply
●	 News Dispute in the Press Council
●	 Clarification to the Press Council
●	 News corrections and clarifications at the Press 

Council

Respondents stated that 41.1% of journalists 

Responden menyampaikan berita yang diadukan 
diantaranya:
●	 Melansir berita dari ANTARA 
●	 Penyebutan nama korban dalam kasus kekerasan 

dan pelecehan seksual
●	 Berita kasus kebijakan menteri pertanian
●	 Berita tentang Pilpres
●	 Berita tentang Livi Zheng
●	 Berita tentang Alain Nairn
●	 Berita tentang kasus Haikal Hasan pada 

Desember 2020. 
●	 Terkait isu user generated content (UGC) yang 

mencatut nama Ikang Fawzi. Istrinya Marissa 
Haque tidak terima dengan pemberitaannya 
hingga dibawa ke jalur Dewan Pers. 

●	 Terkait penggunaan dan pengeditan warna foto 
tanpa izin fotografer yang bersangkutan karena 
redaksi mengambil dari social media.

●	 Berita putusan PTUN soal internet Papua dimana 
Presiden Jokowi harus minta maaf.

Bentuk penyelesaiannya di antaranya:
●	 Menayangkan hak jawab
●	 Minta maaf dan hak jawab
●	 Mediasi dan pemuatan hak jawab
●	 Sengketa pemberitaan di Dewan Pers 
●	 Klarifikasi ke Dewan Pers 
●	 Ralat berita dan klarifikasi di Dewan Pers
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in their media have been certified as the 
young level journalists. As many as 37.1% 
have obtained the certification for the 
intermediate level, while the remaining 21.7% 
have advanced to pass the major level of 
certification.

C. Business and cyber media management 
in Jakarta 

Responden menyatakan 41,1% jurnalis telah 
mengikuti sertifikasi wartawan untuk Jenjang 
Muda. Sedangkan 37,1% memiliki Jenjang 
Madya. Sisanya, ada 21,7% telah mengantongi 
Jenjang Utama. 

C. Seputar bisnis dan manajemen media siber 
di Jakarta 

34. How many of your journalists 
have obtained certification 
from the Press Council? How 
many of them are at the 
young, intermediate, and 
major level?  
l Young level. 41.1%
l Intermediate level. 37.1%
l Major level. 21.1%

34. Berapa jurnalis anda yang 
sudah mengikuti sertifikasi 

wartawan dari Dewan Pers? 
Berapa jumlah jurnalis 
dengan jenjang muda, 

jenjang madya, jenjang 
utama?

l Jenjang auda. 41.1%
l Jenjang madya. 37.1%
l Jenjang utama. 21.1%

A large percentage of 81,2% of the 
respondents said they have a business team for 
their media. Only 18.8% of them do not form a 
special team for business.  

35. Do you have a business team 
in your media? Do the people 
in the team concurrently hold 
other positions?  
l No. 18.8%
l Yes. 81.2%

36. Have your media or your 
staff received media training 
on the issue of cyber media 
management? If so, what 
institution provided the 
training?  
l No. 70%
l Yes. 30%

35. Apakah anda memiliki tim 
bisnis untuk media anda? 

Apakah ia merangkap dengan 
jabatan lain?
l Tidak. 18,8%

l Ya. 82,2%

36. Apakah media anda atau 
staf anda pernah menerima 

pelatihan media terkait 
dengan masalah manajemen 

media siber? Jika pernah, 
lembaga apa yang 

memberikan pelatihan 
tersebut?

l Tidak. 70%
l Ya. 30%

Ada 81,2% responden mengatakan memiliki 
tim bisnis khusus dalam media. Hanya 18,8% 
responden mengaku tidak punya tim bisnis 
khusus. 
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38. How much is the monthly 
income of your media?  
l �Rp 100 million to 500 million. 12.5% 
l �Rp 50 million to 100 million. 18.8%
l �Rp 500 million to Rp 1 billion, 

18.8%
l Less than Rp 50 million. 12.5% 
l More than Rp 1 billion. 37.5%

37. What is the office inventory to 
support your media? 

38. Berapa jumlah pemasukan 
media anda per bulannya? 

l Rp 100-500 juta. 12.5% 
l Rp 50-100 juta. 18.8%

l Rp 500 juta to Rp 1 miliar, 18.8%
l Kurang dari Rp 50 juta. 12.5% 

l Lebih dari Rp 1 miliar. 37.5%

37. Apa saja inventaris kantor untuk 
mendukung media anda?

A total of 70.0% of respondents said that they 
had never participated in media management 
training. Only 30.0% others claimed to have 
joined the training. The organizers of the 
training are the Alliance of Independent 
Journalists (AJI), the Indonesian Cyber Media 
Association (AMSI), Google News Initiative, 
Facebook, LPDS, and the Indonesian Journalists 
Association (PWI).

Sebanyak 70,0% responden mengaku tidak 
menerima pelatihan manajemen media. Hanya 
30,0% responden yang mengaku sudah pernah 
menerima pelatihan manajemen media. Adapun 
para penyelenggara pelatihan tersebut adalah 
Aliansi Jurnalis Independen (AJI), Asosiasi 
Media Siber Indonesia (AMSI), Google News 
Initiative, Facebook, LPDS, dan Persatuan 
Wartawan Indonesia (PWI).

As many as 33.3% of respondents in Jakarta 
mentioned that their office inventory items 
were computers and cell phones. There are 
31.1% others saying that their media has 
multimedia editing software. The other 28.9% 
had more advanced inventory such as a studio 
for podcasts and streaming.

28.9% 33.3% 31.1% 6.7% 

Sebanyak 33,3% responden di DKI Jakarta 
mengaku barang inventaris kantor adalah 
komputer dan telepon genggam. Ada 31,1% 
rensponden menyatakan medianya memiliki 
software editing multimedia. Ada juga 28,9% 
responden yang menyapaikan media mereka 
telah dilengkapi dengan studio untuk podcast 
dan streaming.

Studio for podcast and 
streaming

Studio untuk podcast 
dan streaming

Computers and 
handphones

Komputer dan telepon 
genggam

Multimedia editing 
software

Softwate editing 
multimedia

Others
Lainnya

Around 37.5% of respondents said that their 
media earned more than Rp 1 billion per 
month. As many as 18.8% others said that the 
monthly income of their media ranged between 
Rp 50 million to 100 million and Rp 500 million 
to 1 billion. 12.5% of respondents revealed that 
their income reached Rp 100 million to 500 
million per month, and the remaining 12.5% 
said they only earned less than Rp 50 million 
on a monthly basis.

Ada 37,5% responden mengaku pemasukan 
media per bulannya lebih dari Rp 1 miliar. Ada 
18,8% responden menyampaikan pemasukan 
media mereka mencapai Rp 50-100 juta dan 
Rp 500 juta sampai Rp 1 miliar per bulan. Ada 
12,5% responden menyampaikan pemasukan 
media mereka Rp 100-500 juta. Terdapat 
12,5% media memiliki pemasukan kurang dari 
Rp 50 juta per bulan.



28

INDONESIAN DIGITAL MEDIA LANDSCAPE REPORT

There are 37.9% of respondents saying 
that their media’s main income comes from 
private direct advertising. A total of 15.9% of 
the media revealed that their main income 
came from other sources, such as organizing 
events. The other 14.3% of the respondents 
mentioned that their media earned revenue 
from ad networks or programmatic ads. 
Meanwhile, the remaining 13.2% of the 
media collected their revenue through direct 
advertising from the central government as the 
main source of income.

39. What is the main source of 
income for your media? 
l Direct ads. 37.9%
l �Ad network or programmatic ads. 

14.3%
l �Direct ads from regional 

government. 7.1%
l �Direct ads from central government. 

13.2%
l Direct ads from state enterprises. 11,5%
l Other sources. 15.9%

39. darimana pemasukan utama 
media anda?

Iklan langsung swasta
Iklan ads atau programmatic

Iklan pemerintah daerah
Iklan langsung pemerintah pusat

Iklan langsung BUMN
Pemasukan lainya

Terdapat 37,9% responden mengaku 
pemasukan utama media berasal dari iklan 
langsung swasta. Sejumlah 15,9% media 
menyampaikan pemasukan utama dari cara 
lain, misalnya pembuatan event. Terdapat 
14,3% media menerima pemasukan dari 
iklan ads network atau pragmatic. Sedangkan 
13,2% media menerima pemasukan melalui 
iklan langsung dari pemerintah pusat sebagai 
pemasukan utama.

40. Does your media receive other 
income from the following platforms: 
Youtube, UCNews, Babe? Please sort.  

40. Apakah media anda menerima 
pemasukan lain dari platform: Youtube, 

UCNews, Babe? Mohon diurutkan!

As many as 43.9% of the media receive a 
large income from Youtube. There are 33.3% 
others that earn income from other means or 
channels. Meanwhile, 15.2% of respondents 
admitted to receiving income from BabeNews.

Sebanyak 43,9% media menerima pemasukan 
yang besar dari Youtube. Ada 33,3% media 
menerima pemasukan dari cara atau kanal lain. 
Sementara ada 15,2% responden mengaku 
menerima pemasukan dari BabeNews.

Youtube Babenews UCNews Others/Lainnya

43.9% 15.2% 7.6% 33.3%
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41. Does your media also receive 
income from activities other than news 
production ?  
l Other innovation. 8.6%
l Research. 12.1%
l Discussion/talk show. 17.2%
l Holding events. 15.5%
l Digital creative making. 6.9%
l Crowdfunding. 6.9%
l Subscribers. 13.8%
l Selling per article. 12.1%
l Others (specify). 6.9%

 41. Apakah media anda juga 
menerima pemasukan dar 

kegiatan di luar produksi berita?
l Inovasi lain. 8.6%
l Penelitian. 12.1%

l Diskusi/talkshow. 17.2%
l Pembuatan event. 15.5%

l Pembuatan digital creative. 6.9%
l Crowdfunding. 6.9%

l Subscribers. 13.8%
l Jualan per atikel. 12.1%
l Lainya (sebutkan). 6.9%

Around 17.2% of the media receive income 
from activities other than news production, 
including by holding discussions or talk shows. 
There are 15.5% of the media earning large 
income from non-news production activities, 
mainly by holding events. Also, there are 12.1% 
of media that managed to get more revenue 
with the model of selling content per article 
(pay per click) and from research programs.

Some media that are starting to develop 
and receive income from subscriptions and 
funding from the public (crowdfunding), digital 
creatives with the respective percentage of less 
than 10 percent.

Sebanyak 17,2% media menerima pemasukan 
dari kegiatan di luar produksi berita yakni 
dengan menggelar diskusi atau talkshow. 
Terdapat 15,5% media menerima pemasukan 
besar dari kegiatan non produksi berita yaitu 
pembuatan event. Ada 12,1% media menerima 
pemasukan dengan model jualan konten 
per artikel (pay per clik) dan dari program 
penelitian. 

Terdapat media yang mulai mengembangkan 
dan menerima pemasukan dari subscription 
dan pendanaan dari publik (crowdfunding), 
digital creative dengan masing persentase 
masih di bawah 10 persen. 

42. How much production cost is 
needed to manage your media in 
one month?  
l �Rp 100 million to 500 million. 18.8% 
l �Rp 50 million to Rp 100 million. 

18.8% 
l �Rp 500 million to Rp 1 billion. 

31.3% 
l less than Rp 50 million. 6.3% 
l more than Rp 1 billion. 25%

42. berapa biaya produksi yang 
dibutuhkan untuk mengelola 
media anda dalam satu bulan

l 100-500 juta rupiah. 18,8%
l 50-100 juta rupiah. 18,8%  

l 500-1.000 juta rupiah. 31,3%
l Kurang dari 50 juta rupiah. 6,3%

l Lebih dari 1 miliar rupiah. 25%

As many as 31.3% of respondents said that 
they needed a production cost of around Rp 
500 million-Rp 1 billion per month. There are 
18.8% of respondents, each said that they need 
a production cost of Rp 50 million-100 million 
and Rp 100 million-500 million per month. 
Meanwhile, 6.3% other need funds under Rp 
50 million for media operational costs per 
month.

Sebanyak 31,3% responden menyampaikan 
mengaku membutuhkan biaya produksi sekitar 
Rp500 juta-Rp 1 miliar per bulan. Ada 18,8% 
responden masing-masing menyampaikan 
membutuhkan biaya produksi Rp 50 juta-
100 juta dan Rp 100 juta-500 juta per bulan. 
Sedang 6,3% membutuhkan dana di bawah 50 
juta untuk biaya operasional media per bulan.
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43. What is the minimum salary 
for a reporter in your media? 
l All of the respondents (100%) admitted 
that they had given their employees a 
minimum salary of more than Rp 3 million.

43. Berapa gaji minimum reporter 
di tempat anda?

l 100% responden mengaku sudah 
memberi gaji minimum kepada karyawan 

lebih dari Rp 3 juta.

44. Do you see the potential of 
local advertising?  
l No. 15.4%
l Yes. 84.6%

Do you see the potential  
of local advertising?  
l BUMD. 5.6%
l BUMN 5.6%
l Consumer goods 5.6%
l Kami tak beriklan 5.6%
l Kementerian 5.6%
l Kuliner. 11.1%
l Pemda. 22.2%
l Perbankan. 5.6%
l Polri. 5.6%
l Produk Kecantikan. 5.6%
l Produk seni budaya. 5.6%
l E-commerce. 5.6%
l UMKM. 11.1%

44. Apakah anda melihat potensi 
iklan lokal?

l Tidak. 15.4%
l Ya. 84.6%

44. Apakah anda melihat  
potensi iklan lokal?

l BUMD. 5,6%
l BUMN 5,6%

l Consumer goods 5,6%
l Kami tak beriklan 5,6%

l Kementerian 5,6%
l Kuliner. 11,1%
l Pemda. 22,2%

l Perbankan. 5,6%
l Polri. 5,6%

l Produk Kecantikan. 5,6%
l Produk seni budaya. 5,6%

l E-commerce. 5,6%
l UMKM. 11,1%

As many as 84.6% of respondents in Jakarta 
said that they see the potential of advertising 
at the local level. 

Sebanyak 84,6% responden di DKI Jakarta 
mengaku melihat potensi iklan di tingkat lokal. 

>Rp 3,000,000

All respondents (100%) said they consider the 
potential of local advertising as important. 
In detail, 22.2% of respondents admitted 
to seeing the potential for advertising from 
the local government (Pemda). Also, there 
are 11.1% of SMEs and the culinary sector. 
The remaining respondents said they see 
advertising opportunities from BUMN, BUMD, 
banks, ministries, police agencies, consumer 
goods, e-commerce, beauty products, to art 
and cultural products.

Semua responden 100% mengaku melihat 
potensi iklan lokal. Secara rinci, sebanyak 
22,2% responden mengaku melihat potensi 
iklan dari Pemerintah daerah (Pemda). Lalu 
ada 11,1% dari UMKM dan sektor kuliner. 
Sisanya adalah peluang iklan dari BUMN, 
BUMD, perbankan, kementerian, instansi 
kepolisian, consumer goods, e-commerce, produk 
kecantikan, hingga produk seni dan budaya.
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45. Do you collaborate with 
certain products/certain 
agencies in reporting?  
l No. 8.3%
l Yes. 91.7%

45. Apakah anda melakukan 
kerjasama pemberitaan dengan 

produk-produk tertentu / 
instansi tertentu?

l Tidak. 18,9%
l Ya. 91.7%

As many as 91.7% of respondents mentioned 
that they collaborate in reporting with certain 
products or agencies.

Sebanyak 91,7% responden mengaku 
melakukan kerjasama pemberitaan dengan 
produk-produk atau instansi tertentu.

46. Do you have any plans to set up 
a paid subscriber system? (yes/
no, what’s the reason?)  
l No. 33.3%
l Yes. 66.7%

46. Apakah anda punya rencana 
untuk menyiapkan sistem 
pelanggan berbayar? (ya/

tidak, apa alasannya?) 
l Tidak. 33,3%

l Ya. 66.7%

A total of 66.7% of respondents said that they 
had plans to set up a subscription system, while 
the remaining 33.3% had no plan to do that. 

Sebanyak 66,7% responden mengakui telah 
memiliki rencana menyiapkan sistem pelanggan 
berbayar (subscription). Hanya 33,3% yang 
mengaku belum menyiapkan sistem pelanggan 
berbayar.
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47. Do you have a strategic plan for the 
company in the next 3-5 years? If so, 
what is the plan going to be like?   
l �making special programs to improve media 

branding and increase revenue. 8.3% 
l �heading toward integrated digital media. 16.7% 
l remain confidential. 8.3% 
l making creative and paid news. 8.3% 
l �making news in accordance with the direction 

of sales team including about automotive and 
technology. 8.3% 

l �holding more online event/ live streaming 
and development of new products. 
8.3% 

l paid subscribers. 8.3% 
l �development of business model. 

8.3% 
l developing podcast. 8.3% 
l not dependent on donor. 8.3% 
l integrated to foreign media. 8.3%

47. apakah anda memiliki perencanaan 
strategis untuk perusahaan dalam 3-5 

tahun ke depan?
l Membuat program spesial agar branding media. 

makin baik dan menambbah revenue. 8.3%
l Mengarah ke integreted digital media. 16.7%

l Masih confidential. 8.3%
l Membuat kreasi berita yang menarik dan 

berbayar. 8.3%
l Membuat berita sesuai arahan tim sales. 8.3%, 
diantaranya tentang otomotif dan teknologi 8.3%

l Memperbanyak event online/live 
streaming dan development produk-

produk baru. 8.3%
l Pelanggan berbayar. 8.3%

l Pengembangan model bisnis. 8.3%
l Pengembangan podcast. 8.3%

l Tidak bergantuk pada donor. 8.3%
l Terinterigasi dengan media luar

As many as 100% of respondents claimed to 
have a strategic plan for the next 3-5 years. 
Around 16.7% of the respondents still keep 
their expansion plans or business strategies a 
secret. Some others mentioned that they will 
create a strong new program in branding to 
drive revenue, create interesting and paid news 
creations, lead to integrated digital media, 
business model development, paid subscribers, 
etc.

Sebanyak 100% responden mengaku memiliki 
rencana strategis 3-5 tahun ke depan. Adapun 
16,7% responden tersebut masih merahasiakan 
rencana ekspansi atau strategi bisnisnya. 
Sisanya ada yang menyebut; akan membuat 
program baru yang kuat dalam branding untuk 
mendorong revenue, membuat kreasi berita 
yang menarik dan berbayar, mengarah ke 
integrated digital media, pengembangan model 
bisnis, pelanggan berbayar, dsb.

48. Is your media content 
management system created 
by yourself or using an open 
source system (such as 
Wordpress)?
l Open source. 6.7%
l Build their own. 93.3%

48. Apakah content management 
system media anda dibuat 
sendiri atau menggunakan 

system open source (seperti 
Wordpress)?

l Open source. 6.7%
l Sendiri. 93.3%

Around 93.3% of media build their own 
content management system (CMS), and 6.7% 
use open source.

Sebanyak 93,3% media membangun sendiri 
content management system (CMS), dan ada 
6,7% menggunakan open source.
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As much as 50.0% of the media use cloud 
system infrastructure. There are 36.4% 
using local servers, and 13.6% using package 
subscriptions.

D. The engagement of audience with 
cyber media in Jakarta

49. Is your media infrastructure 
still using local servers, cloud 
systems or subscription 
packages?   
l Local server. 36.4%
l Cloud system. 50%
l Package subscriptions. 13.6%

49. Apakah infrastruktur media 
anda masih menggunakan 
server local, system cloud 

atau langganan paket? 

Sebanyak 50,0% media menggunakan 
infrastruktur system cloud. Ada 36,4% 
menggunakan server local, dan ada 13,6% 
menggunakan langganan paket.

D. Seputar Keterlibatan Audiens dengan 
Media Siber di Jakarta 

 50. What tools do you use to measure 
your audience?  

50. Tools apa yang anda pergunakan untuk 
mengukur (measure) audiens anda?

A total of 73.3% of media use Google Analytics 
to measure audiences. The remaining 6.7% use 
Alexa, Comscore, their own machine, or similar 
web.

Alexa Comscore Google Analytics Own machine Similar web

6.7% 6.7% 73.3% 6.7% 6.7%

Sebanyak 73,3% media menggunakan Google 
Analytics untuk mengukur (measure) audiens. 
Ada 6,7% sisanya yang menggunakan Alexa, 
Comscore, mesin sendiri, atau similar web.
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51. Can you describe the 
demographics of your media 
audience? 
l 25-34 years old. 34.5% 
l 15-24 years old. 35.5% 
l 35-44 years old. 17.5% 
l above 45 years old. 12.5% `

51. Bisakah anda 
menggambarkan demografi 

audiens media anda?
l 25-34 tahun. 34,5% 
l 15-24 tahun. 35,5% 
l 35-44 tahun. 17,5% 

l di atas 45 tahun. 12,5%

The survey showed that 35.5% of the 
respondents’ audience belong to the age 
group of 25 to 34 years old, followed by the 
15-to-24-years-old category with a slightly 
different percentage of 34.5%. The remaining 
percentage are divided between the age group 
of 35 to 44 years old (17.5%) and that of above 
45 years old (12.5%).

Sebanyak 35,5% responden mengaku 
demografi audiens media mereka terbanyak 
pada kategori usia 25-34 tahun, disusul 34,5% 
dari kategori usia 15-24 tahun, dan 17,5% dari 
kategori usia 35-44 tahun. Sisanya ada 12,5% 
dari kategori usia di atas umur 45 tahun.

52. Can you describe the demography 
of your audience?
l Women category. 54.4%
l Men category 45.4%

52. Bisakah anda menggambarkan 
demografi audiens anda 
l Kategori Perempuan 54,4%

l Kategori Laki-laki 45,4%

The respondents said that their audience 
comprised more women (54.5%) than men 
(45,5%).

Media audience perempuan mencapai 54,5%, 
dibanding dengan kategori audience laki-laki 
yakni 45,5%.

53. From what area is the media 
mostly being accessed? (local, 
out of town, overseas)
l Local. 56.9%
l Out of town. 36.8%
l Overseas. 6.3%

 53. lokasi terbanyak audiens yang 
mengakses media anda (lokal, 

luarkota,luar negeri)?
l Lokal. 56,9%

l Luar kota. 36,8%
l Luar negeri. 6,3%
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Audience of the media are mostly local people 
(56,9%) who live in the city where the media 
is based. In addition, there are 36,8% readers 
from outside the city and 6.3% from overseas. 

Lokasi terbanyak audiens media online adalah 
pembaca lokal (56,9%) sesuai dengan lokasi 
media. Terdapat 36,8% pembaca dari luar kota, 
dan ada 6,3% yang berasal dari luar negeri.

54. What devices do most of your 
audience use to access your media?

54. Apa perangkat yang paling banyak 
digunakan oleh audiens anda untuk 

mengakses media anda?

Most of the audience, which accounted for 
80,3%, access the media using their mobile 
phones. The remaining 19,7% use computer/
desktops.

Sebanyak 80,3% responden mengaku audiens 
paling banyak mengakses media menggunakan 
mobile phone/seluler. Sisanya ada 19,7% 
menggunakan komputer/desktop.

Mobile phone Desktop/Computer

80.3% 19.7%

55. Do you provide a column for 
readers to comment on your 
news?
l No. 14.3%
l Yes. 85.7%

55. Apakah berita anda 
memiliki ruang komentar dari 

pembaca?
l Tidak. 14.3%

l Ya. 85.7%

Most of the media (85,7%) participating in this 
survey said they provided a column for readers 
to comment on their news, while the remaining 
14.3% said they did not provide it. 

Sebanyak 85,7% media memiliki ruang 
komentar bagi pembaca. Sisanya ada 14,3% 
media tidak memiliki ruang komentar dari 
pembaca.
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56. What channels that most 
frequently attract readers to 
comment? (Please specify top 
three channels)
l Law. 9.1%
l National. 9.1%
l News. 9.1%
l Politics. 54.4%
l Celebrity. 9.1%
l Zodiac. 9.1% `

   56. biasanya kanal apa yang 
paling sering mengundang 

komentar pembaca?
l Hukum

l Nasional
l News
l Politik

l Selebriti
l Zodiak

A total of 54,5% respondents said that the 
most commented channel is politics.

Sebanyak 54,5% responden mengaku kanal 
berita yang paling banyak mengundang 
komentar pembaca adalah kanal politik.

57. Do you filter /censor /edit 
comments from readers?
l No. 30.8%
l Yes. 69.2%

58. Is there any news in your 
media that sparks polemics for 
the pros and cons of readers? 
If any, what case is it?
l Gossips. 14.3%
l Religious Issues. 14.3%
l OPM. 14.3%
l Covid-19 pandemic. 14.3%
l Papua. 14.3%
l Rizieq Shihab and FPI. 14.3%
l Nusantara Vaccines (Covid-19). 14.3% 

57. Apakah anda melakukan 
filter /sensor /edit terhadap 

komentar dari pembaca?
l Tidak. 30.8%

l Ya. 69.2%

58. Apakah ada berita media anda 
yang mengundang polemik pro 

kontra dari pembaca? Kasus 
apa jika ada?
l Gosip. 14.3%

l Isu agama. 14.3%
l OPM. 14.3%

l Covid-19 pandemic. 14.3%
l Papua. 14.3%

l Rizieq Shihab and FPI. 14.3%
l Vaksin Nusantara (Covid-19). 14.3% 

A total of 69.2% of respondents claimed 
to have filtered/censored/edited reader 
comments. Only 30.8% of the audience 
claimed to have never filtered/censored/edited 
reader comments.

Sebanyak 69,2% responden mengaku pernah 
melakukan filter/sensor/edit terhadap 
komentar pembaca. Hanya 30,8% audiens yang 
mengaku tidak pernah melakukan filter/sensor/
edit terhadap komentar pembaca.
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59. Have you ever held offline 
activities that involved your 
media audience?
l No. 30.8%
l Yes. 69.2%

60. Have you ever conducted a 
survey about your audience 
and what they want from the 
media?
l No. 42.9%
l Yes. 57.1%

59. Apakah anda pernah 
melakukan kegiatan offline 

yang melibatkan audiens 
media anda?
l Tidak. 30,8%

l Ya. 69,2%

60. Apakah anda pernah 
melakukan survei tentang 

audiens anda dan apa yang 
mereka kehendaki dari 

medianya? 
l Tidak. 42,9%

l Ya. 57.1%

A total of 14.3% of respondents said news 
that spark polemics is those with pros and 
cons, including celebrity gossip news, religious 
issues, the Covid-19 pandemic, news about 
Papua, news about FPI and Rizieq Shihab, and 
news about Covid-19 vaccinations,  especially 
Nusantara Vaccine.

Sebanyak 14,3% responden mengatakan berita 
yang mengundang polemik yaitu berita yang 
mengundang pro dan kontra, di antaranya 
berita gosip selebriti, berita isu agama, pandemi 
Covid-19, berita tentang Papua, berita tentang 
FPI dan Rizieq Shihab, serta berita vaksinasi 
Covid-19 khususnya Vaksin Nusantara.

As many as 69.2% of respondents said that 
they had done offline activities by involving 
the audience, while the other 30.8% of the 
respondents said they had never engaged their 
audience in such activities.

Sebanyak 69,2% responden mengaku sudah 
pernah melakukan kegiatan offline dengan 
melibatkan audiens. Hanya 30,8% responden 
yang mengaku belum melibatkan audiens.

As many as 57.1% of respondents said they 
had conducted a survey to their audience 
about their wishes. Only 42.9% of respondents 
admitted that they had never conducted a 
survey to the audience.

Sebanyak 57,1% responden mengatakan sudah 
pernah melakukan survei terhadap audiens 
tentang kehendak mereka. Hanya 42,9% 
responden saja yang mengaku belum pernah 
melakukan survei terhadap audiens.
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61. Do you have a dedicated team 
to manage the response from 
the audience?
l No. 40%
l Yes. 60%

61. Apakah anda memiliki 
tim khusus untuk mengelola 

respons dari audiens?
l Tidak. 40%

l Ya. 60%

Around 60.0% of media have a dedicated team 
to manage audience response. Only 40.0% 
of the media do not have a special team to 
manage the response from the audience.

Sebanyak 60,0% media memiliki tim khusus 
mengelola respons audiens. Hanya 40,0% 
media saja yang belum punya tim khusus 
mengelola respons dari audiens.

62. Have you ever designed 
another form of collaboration 
with the audience (online 
discussions, crowdsourcing 
stories, model engagement)? 
l No. 28.6%
l Yes. 71.4%

62. Apakah anda pernah anda 
merancang bentuk kolaborasi 

lain dengan audiens (diskusi 
online, crowdsourcing 

stories, model engagement)? 
l Tidak. 28,6%

l Ya. 71.4%

Around 71.4% of the media have designed 
collaborations with their audience. For example 
virtual/online discussions, and engagement 
models. Only 28.6% of the media have never 
collaborated with their audience.

Sebanyak 71,4% media pernah merancang 
kolaborasi dengan audiens. Misalnya diskusi 
virtual/online, dan model engagement. 
Hanya 28,6% media saja yang belum pernah 
berkolaborasi dengan audiens.
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A.  General Landscape of Cyber Media 
Outside Jakarta

A. Lanskap Umum Media Siber 
di luar Jakarta 

1. Do you think that the media 
industry still has a future? 
l �Media industry still has hope as 

long as the media are willing to 
innovate. 79.7%

l �Media industry still has a bright 
future 19%

l �Media industry is going through a 
severe downturn 2%

1. Apakah anda merasa bahwa 
industri media masih memiliki 

masa depan?
l Industri media masih memiliki 

harapan namun media harus 
melakukan inovasi 79,7%

l Industri media masih memiliki 
masa depan yang cerah 19%

l Industri media sedang mengalami 
kejatuhan yang parah 2%

As many as 79.7% of respondents stated that 
the media industry still has hope, but the media 
should innovate. There are 19% of respondents 
who were optimistic that the media still has a 
bright future, and less than 2% of respondents 
thought the media industry was going through 
a severe downturn.

Sebanyak 79,7% media di luar Jakarta 
menyatakan masih memiliki harapan di 
masa depan hanya saja diperlukan inovasi. 
Sedangngkan 19% media di luar Jakarta 
menyakatan masih memiliki harapan cerah. 
Media yang menyampaikan industri media 
mengalami kejatuhan parah kurang dari 2%.

2. Why do you still survive in the 
media industry today? 
l �Because I remain optimistic with 

the media industry. 40.5%
l �I still see opportunities to seize 

in the current situation. 57%
l �Just to survive. 1.2%
l Not answering. 1.3%

2. Mengapa anda masih bertahan 
di industri media saat ini?

l Karena saya masih optimis dengan 
industri media. 40,5%

l Saya masih melihat ada peluang 
yang bisa di manfaatkan dalam 

situasi sekarang. 57%
l Sekedar bertahan hidup. 1,2%

l Tidak menjawab. 1,3%

A total of 57% of the respondents in Jakarta 
said they still see opportunities to seize in the 
current situation. On the other hand, there 
were 40.5% of respondents who said they 
were still holding on because they remained 
optimistic about the media industry. The 
remaining less than 2% is divided between 
those who said that they remained in the media 
industry simply to survive and those who did 
not answer.

Sejumlah 57% media di luar Jakarta mengaku 
melihat peluang yang bisa dimanfaatkan, 
sedangkan 40,5% menyatakan masih optimis 
dengan keberadaan industri media. Sedangkan 
media yang menyampaikan saat ini pada taraf 
bertahan hidup kurang dan enggan menjawab 
kurang dari 2%.
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3. How optimistic are you with 
the current condition of the media 
industry? 
l �I am optimistic because I can 

collaborate with other parties. 36.7%
l �I am optimistic because there were 

still a number of opportunities to 
try. 50.6%

l �I am optimistic because I have 
employees who are technology-
literate and are able to develop 
their capabilities. 10,1%

l �Did not answer the question 2,6%

3. Seberapa optimis anda terhadap 
industri media saat ini?

l Saya optimis karena bisa melakukan 
kolaborasi dengan pihak lain. 36,7%

l Saya optimis karena masih ada 
sejumlah peluang yang bisa 

dimanfaatkan. 50,6%
l Saya optimis karena memiliki 

karyawan yang melek teknologi dan 
bisa berkembang. 10,1%
l Tidak menjawab. 2,6%

Regarding the question about the level of 
optimism in the media outside Jakarta, 50.6% 
of the media expressed optimism because they 
saw a number of opportunities that could be 
seized. Meanwhile, 36.7% of the media are 
optimistic because they can collaborate with 
other parties. The other 10.1% of the media 
still have high hope because they see that 
people use their smartphones to search for 
news.

Terkait pertanyaan tingkat optimisme media 
di luar Jakarta, sejumlah 50,6% media 
menyatakan optimistis karena masih melihat 
ada sejumlah peluang yang bisa dimanfaatkan. 
Sedangkan 36,7% media optimistis karena 
bisa melakukan kolaborasi dengan pihak lain. 
Terdapat 10,1% media yang optimistis karena 
melihat masyarakat masih memakai gawai 
untuk mencari berita. 

4. What do you think is the key to the 
success of today’s cyber media? 
l �Receive assistance from the government. 

8.9%
l �Take advantage of advertising 

opportunities from local 
businesses. 19.1%

l �Collaborate with readers/
audiences to produce contents 
that are relevant to readers. 17.1%

l �Make technological innovations. 21%
l �Strengthen the quality of journalism. 21%
l Obtain grants from funding institutions. 12.5%
l Not answering. 0.4%

4. Menurut anda apa kunci sukses media 
siber saat ini?

l Mendapatkan bantuan dari pemerintah. 8,9%
l Memanfaatkan peluang dan bisnis 

lokal. 19,1%
l Bekerja sama dengan pembaca/

audiens untuk menghasilkan produk 
yang relevan bagi pembaca. 17,1%

l Melakukan inovasi teknologi. 21%
l Menguatkan kualitas jurnalisme. 21%

l Memperoleh grant/hibah dari 
lembaga funding. 12,5%
l Tidak menjawab. 0.4%

For media outside Jakarta, the key to success 
of today’s cyber media is to strengthen 
journalistic content (21%), the same 
percentage revealed that they need to 
innovate technology. Meanwhile, 19.1% of 
the respondents said that the media needed 
to take advantage of advertising opportunities 
from local businesses, and 17% other said 
they needed to work together with readers/
audiences to produce relevant content.

Bagi media di luar Jakarta, kunci sukses 
media siber saat ini adalah menguatkan 
konten jurnalistik (21%), persentase yang 
sama menyampaikan perlu melakukan inovasi 
teknologi. Sedangkan 19,1% menyampaikan 
media perlu memanfaatkan peluang iklan 
dari bisnis lokal, dan 17% berpendapat perlu 
bekerja sama dengan pembaca/ audiens untuk 
menghasilkan produk yang relevan.



42

INDONESIAN DIGITAL MEDIA LANDSCAPE REPORT

5. What innovations can be developed 
to make cyber media successful? 
l �Develop media interactivity through social media. 

28.3%
l �Asking for donations from the public/audience. 

2.9%
l �Inviting the public to submit relevant 

coverage proposals. 13.5%
l �Build a subscription system 

through digital wallets (such as 
GoPay, OVO, Dana, etc.). 10.7%

l �Making room for citizen 
journalists. 18.4%

l �Using new technology for news 
dissemination. 23%

l Others, please specify. 3.3%

5. Apa inovasi yang bisa dikembangnkan 
untuk membuat media siber jadi sukses?

l Mengembangkan interaktivitas media lewat 
media sosial. 28,3%

l Meminta donasi dari masyarakat / audiens. 2,9%
l Mengundang masyarakat memberikan 

usulan liputan yang relavan, 13,5%
l Membangun sistem berlangganan 

lewat dompet digital.10,7% 
l Memberi ruang bagi citizen 

jurnalist. 18,4%
l Menggunakan teknologi baru 

untuk menyebarluaskan berita, 23%
l Lain-lain, sebutkan. 3,3%

Regarding the question about what innovation 
needs to be developed, 28.3% of the media 
said it was necessary to develop media 
interactivity through social media. Meanwhile, 
those who think it is necessary to use new 
technology to disseminate news accounted for 
23%. Around 18.4% said the media need to 
provide space for citizen journalists. There are 
13.5% others saying that it was necessary to 
invite the public to submit relevant coverage 
proposals. Also, 10.7% of the respondents said 
they needed to build a subscription system. 
The remaining small percentage (2.9%) said 
they might have to try to build a crowdfunding/
donation system from the community.

Terkait pertanyaan inovasi yang perlu 
dikembangkan, 28,3% media menyampaikan 
perlu mengembangkan interaktivitas 
media lewat media sosial. Sedangkan yang 
berpendapat perlu menggunakan teknologi 
baru untuk menyebarluaskan berita (23%), 
dan 18,4% perlu memberi ruang bagi 
citizen journalist. Terdapat 13,5% media 
menyampaikan perlu mengundang masyarakat 
menyampaikan usulan liputan yang relevan. 
Serta 10,7% menyampaikan perlu membangun 
sistem berlangganan. Selebihnya, dalam 
persentase yang kecil (2,9%) menyampaikan 
perlu membangun sistem crowdfunding/ 
donasi dari masyarakat.

6. In your opinion, is there anything 
the government can do to support the 
development of cyber media in 
Indonesia?
l Providing capital assistance. 2.9%
l Giving tax deduction. 31.4%
l �Placing government 

advertisements to the media. 
31.4%

l �Pushing digital platform companies 
to negotiate with the media. 31.4%

l �Providing data credit assistance for 
residents to be able to access media. 2.9%

6. Menurut anda apakah ada yang bisa 
dilakukan pemerintah untuk mendukung 

perkembangan media siber di 
indonesia?

l Memberikan bantuan permodalan. 
2,9%

l Memberikan potongan pajak. 
31.4%

l Memberikan iklan-iklan 
pemerintah kepada media

Menekan perusahaan platform digital 
untuk bernegosiasi dengan media

l Membantu pembayaran gaji karyawan
l Membantu pembayaran BPJS karyawan

Memberikan bantuan pulsa data untuk warga agar 
mengakses media 
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Regarding this question, cyber media outside 
Jakarta shared their opinion that it was 
necessary to provide advertisements to 
the media (29.8%). There are 21.9% of the 
respondents saying that the government needs 
to provide tax deduction; around 20.5% of 
media said the government needed to pressure 
digital platform companies to negotiate with 
the media. Meanwhile, 13% of the media 
expect the government to provide capital 
assistance, and 7.4% of the media expect the 
government to help pay for BPJS (public health 
insurance) fee of the employees.

Terkait pertanyaan ini, media siber di luar 
Jakarta menyampaikan perlu memberikan 
iklan-iklan kepada media (29,8%). Terdapat 
21,9% media berpendapat pemerintah perlu 
memberikan potongan pajak; 20,5% media 
menyampaikan pemerintah perlu menekan 
perusahaan platform digital untuk bernegosiasi 
dengan media. Sedangkan 13,% media 
mengharapkan pemerintah memberikan 
bantuan modal, dan 7,4% media berharap 
pemerintah membantu pembayaran BPJS 
karyawan. 

7. What do you think about the 
changes that have occurred in the 
media industry in the last 2-3 years, 
including the new technologies being 
used? Can you keep up with it?
The answers of cyber media representatives 
outside Jakarta regarding this question are 
quite diverse, and can be summarized in the 
following points:

● 	 The media industry in recent years has 
undergone major changes. The change was 
caused by many things, mainly due to the 
development of technology and communication. 
The media is slowly shifting from print to 
digital, and this change is followed by various 
consequences, especially the efficiency of the 
company. For example, laying off employees. 
Some of the media are also no longer purely 
running the work of journalism. The media under 
the big companies began to work on other 
business sectors such as hotels, restaurants, and 
others. Meanwhile, there is a perception that 
journalism work is equated with social work, 
which does not bring profit. The development of 
technology in digital media is also quite helpful 
in disseminating information. The existence 
of social media platforms such as FB, Twitter, 
Instagram and others is helpful in disseminating 
information.

● 	 Changes are happening very rapidly, especially 
in the past year when the pandemic occurred. 
The media are required to adapt quickly and 
effectively in order to survive.

● 	 In the last 2-3 years, the need for citizens to 

7. Bagaimana menurut anda 
perubahan-perubahan yang terjadi 
dalam industri media dalam 2-3 tahun 
belakangan ini, juga termasuk dengan 
teknologi baru yang dipergunakan? 
Apakah anda bisa mengikutinya?
Jawaban perwakilan media siber di luar Jakarta 
terkait pertanyaan ini cukup beragam yaitu: 
● 	 Industri media dalam beberapa tahun belakangan 

mengalami perubahan besar. Perubahan itu 
disebabkan oleh banyak hal, terutama karena 
perkembangan teknologi dan komunikasi. Media 
pun perlahan beralih dari cetak ke digital yang 
diikuti konsekuensi-konsekuensinya, terutama 
efisiensi perusahaan. Misalnya, mem-PHK 
karyawan. Sebagian media juga bukan lagi 
murni menjalankan kerja jurnalisme. Media 
yang berada di bawah perusahaan-perusahaan 
besar mulai menggarap sektor-sektor bisnis lain 
seperti hotel, restoran, dan lainnya. Sementara, 
ada persepsi bahwa kerja jurnalisme disamakan 
dengan kerja sosial, yang tidak mendatangkan 
profit. Perkembangan teknologi (media digital) 
juga cukup membantu penyebaran informasi. 
Keberadaan platform media sosial seperti FB, 
Twitter, Instagram dan lainnya juga cukup 
membantu penyebaran informasi.  

● 	 Perubahan yang terjadi sangat pesat, terutama 
di satu tahun ke belakang ketika pandemi terjadi. 
Media dituntut untuk beradaptasi dengan cepat 
dan efektif agar bisa survive. 

● 	 Dalam 2-3 tahun terakhir kebutuhan warga 
untuk mencari sumber informasi lebih banyak 
bergantung pada media sosial. Media bisa 
memanfaatkan media sosial dengan membanjiri 
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find sources of information has depended more 
on social media. Media can take advantage of 
social media by flooding content, both articles 
and audio visuals that have proximity, contain 
tutorials and special and deep coverage that 
distinguishes them from content on social media 
and follows technological developments. Citizens 
need to be invited to collaborate by asking what 
content is needed. If the media content is the 
same as social media, then people will turn away 
and feel they don’t need the media anymore.

● 	 Readers no longer rely on media names. But it’s 
easier to find media according to your needs. 
Technological changes must be constantly 
updated. Many media follow trends on social 
media. However, many media have not been able 
to become a trending pioneer on social media.

● 	 Some cyber companies that are relatively 
new, can still keep up with technological 
developments. What is less than optimal is the 
matter of investing in quality human resources.

● 	 Media transformation is growing rapidly. 
However, some use it for the benefit of the 
group or increase one’s popularity. Over time, 
the independence of journalists is increasingly 
being challenged in terms of producing news 
that is really needed by the community without 
any specific purpose. So far, it can still adapt to 
the work environment. However, there is still a 
lot to learn so as not to be left behind with these 
developments.

● 	 The development of media (mainstream) in the 
last 2-3 years is very dependent on technological 
advances, especially the digital world. The media 
industry must be able to keep up with these 
developments, by presenting products that suit 
the tastes of the market. Collaboration between 
media and digital platforms also needs to be 
worked on. The media must also use social 
media as a means of ‘selling’ products. This 
method is also quite effective in retaining and 
increasing readers. It is necessary to continue 
to make breakthroughs and keep abreast of 
technological developments.

● 	 The rapid spread of the internet has transformed 
the work of the media industry into a multi-
platform one. This condition has forced many 
conventional media to close and focus more 
on managing online media. This digitization 
and convergence is a challenge for the media 
industry. To grow, the media must create a 
multi-platform technology-based business. 
Therefore, media companies must prepare the 
infrastructure. Setting up adequate infrastructure 
based on this technology is a challenge for local/

konten-konten baik artikel maupun audio visual 
yang memiliki proximity, berisi tutorial serta 
liputan khas dan dalam yang membedakannya 
dengan konten di sosmed serta mengikuti 
perkembangan teknologi. Warga perlu diajak 
kolaborasi dengan bertanya konten apa yang 
dibutuhkan. Jika konten media isinya sama 
seperti media sosial, maka warga akan berpaling 
dan merasa tidak butuh lagi media. 

● 	 Pembaca tidak lagi bergantung pada nama 
media. Tetapi lebih mudah mencari media sesuai 
dengan kebutuhan. Perubahan teknologi harus 
terus diperbarui. Banyak media yang mengikuti 
trending di media sosial. Namun banyak media 
yang belum mampu menjadi pelopor trending di 
media sosial.

● 	 Sebagian perusahaan siber yang relatif 
baru, masih bisa mengikuti perkembangan 
teknologinya. Yang kurang maksimal adalah soal 
investasi SDM berkualitas.

● 	 Transformasi media berkembang secara 
pesat. Namun, sebagian memanfaatkannya 
untuk kepentingan kelompok atau menaikkan 
popularitas seseorang. Seiring waktu juga, 
independensi wartawan semakin tertantang 
dalam hal menghasilkan pemberitaan yang 
memang sangat dibutuhkan masyarakat tanpa 
ada maksud tertentu. Sejauh ini masih bisa 
menyesuaikan dengan lingkungan kerja. Namun, 
masih perlu banyak belajar lagi agar tidak 
ketinggalan dengan perkembangan tersebut.

● 	 Perkembangan media (mainstream) dalam 
2-3 tahun terakhir sangat bergantung 
kepada kemajuan teknologi, terutama dunia 
digital. Industri media harus bisa mengikuti 
perkembangan itu, dengan menyajikan produk-
produk yang sesuai selera pasar. Kolaborasi 
antara media dan platform digital juga perlu 
digarap. Media juga harus memanfaatkan media 
sosial sebagai sarana ‘menjual’ produk. Cara ini 
juga cukup efektif dalam mempertahankan serta 
meningkatkan pembaca. Perlu terus melakukan 
terobosan dan mengikuti perkembangan 
teknologi itu.

● 	 Penyebaran internet yang cepat telah 
mengubah kerja industri media menjadi 
multiplatform. Kondisi ini banyak menjadikan 
media konvensional terpaksa tutup dan lebih 
fokus mengurus media online. Digitalisasi dan 
konvergensi ini menjadi tantangan industri 
media. Untuk berkembang, media harus 
menciptakan bisnis yang multiplatform berbasis 
teknologi. Untuk itu perusahaan media harus 
menyiapkan infrastrukturnya. Menyiapkan 
infrastruktur yang memadai berbasis teknologi 
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regional media because the resources they have 
are still very limited.

● 	 Online media is an alternative to present news 
that meets the principles of good journalism, 
in the midst of competition with social media 
today. The President has announced that all 
regions of Indonesia will be covered by the 
internet by 2022. Then in 2023 the new 
satellites will strengthen the backbone for the 
program. One of the pillars of the Indonesia 
Gold 2045 Program states that social media will 
be one of the communication media platforms. 
Cyber ​​media must be engaged in it, while 
maintaining the quality of good journalism to 
coexist with autonomous social media which will 
become one of the strong sources of information 
in the future. Cyber ​​media must follow 
technology and maintain identity.

● 	 The most obvious change is about content 
creators. Information can not only be obtained in 
the media, but can also be accessed from other 
accounts that are not media. Citizen journalism 
is growing, everyone can create content. Their 
content feels closer to the reader. This makes 
the position of the media no longer being the 
only reference for information. If the media does 
not have different content, it will surely lose. In 
addition, the way readers consume information 
is no longer through news sites but social media 
or search engines. Most media write the same 
content which can then be found in search 
engines. The media brand has faded over time.

● 	 In the last 3 years, the media industry has 
changed very rapidly. Cyber media is increasingly 
fertile in the region, and like previous predictions, 
many conventional media have failed. In terms 
of technology, the development is also fast, 
thus the media is not only required to produce 
written content, but also visually. So that all 
media industry players must be able to involve 
themselves in every renewable technology.

ini menjadi tantangan bagi media-media lokal/
daerah karena sumber daya yang dimiliki masih 
sangat terbatas. 

● 	 Media online menjadi satu alternatif untuk 
menyajikan berita yang memenuhi asas 
jurnalisme yang baik, di tengah kompetisi 
dengan media sosial saat ini. Presiden telah 
mencanangkan seluruh wilayah Indonesia akan 
terjangkau internet pada 2022. Kemudian 
pada 2023 satelit baru akan memperkuat 
backbone bagi program itu. Salah satu pilar 
Program Indonesia Emas 2045 menyebutkan 
media sosial akan menjadi salah satu platform 
media berkomunikasi. Media siber harus berada 
di dalamnya dengan tetap mempertahankan 
kualitas jurnalisme yang baik untuk 
berdampingan dengan medsos otonom yang 
akan menjadi salah satu sumber informasi yang 
kuat di masa mendatang. Media siber harus 
mengikuti teknologi dan menjaga jati diri.

● 	 Perubahan yang paling jelas adalah soal content 
creator. Informasi tak hanya bisa didapatkan di 
media, namun juga bisa diakses dari akun-akun 
lain yang bukan media. Citizen journalism makin 
marak, semua orang bisa membuat konten. 
Konten mereka terasa lebih dekat “relasinya” 
dengan pembaca. Hal ini membuat posisi media 
tak lagi menjadi satu-satunya rujukan informasi. 
Jika media tak memiliki isi yang berbeda, maka 
pasti akan kalah. Selain itu cara pembaca 
mengkonsumsi informasi pun tak lagi lewat 
situs berita melainkan social media atau search 
engine. Kebanyaka media menulis isi yang sama 
yang kemudian kontennya bisa ditemukan di 
search engine. Brand media lama-lama menjadi 
pudar.

● 	 Hingga 3 tahun terakhir perubahan industri 
media sangat pesat. Media siber semakin 
subur di daerah, dan seperti prediksi-prediksi 
sebelumnya banyak media konvensional gugur. 
Dari sisi teknologi juga perkembangannya cepat, 
media tak hanya dituntut memproduksi konten 
tulisan, tapi juga visual. Sehingga semua pelaku 
industri media wajib bisa melibatkan diri pada 
setiap teknologi terbarukan. 
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8. When was your media 
established?
l 2000 -
l 2003 -
l 2006 -
l 2009 -
l 2010 -
l 2011 5.1%
l 2012 6.8%
l 2013 3.4%

l 2014 6.8%
l 2015 8.5%
l 2016 20,3.%
l 2017 11.9%
l 2018 11.9%
l 2019 10.2%
l 2020 -
l 2021 -

l 2000 -
l 2003 -
l 2006 -
l 2009 -
l 2010 -

l 2011 5.1%
l 2012 6.8%
l 2013 3.4%

l 2014 6.8%
l 2015 8.5%

l 2016 20.3%
l 2017 11.9%
l 2018 11.9%
l 2019 10.2%

l 2020 -
l 2021 -

8. Sejak kapan media anda 
berdiri?

B. Characteristics and Contents of Cyber 
Media in Outside Jakarta 

 

Respondents from outside Jakarta dominantly 
stated that they were established in 2016 
(20.3%), while 11.9% others said they started 
in 2017 and 2018. There are 10.2% of the 
media that began operating in 2019. While the 
rest were established between 2000 to 2015 
(45.7%).

B. Karakteristik dan Konten Media Siber 
di Luar Jakarta 

Responden dari luar Jakarta dominan 
menyampaikan berdiri tahun 2016 (20,3%), 
sedangkan 11,9% berdiri tahun 2017 dan 
2018. Terdapat 10,2% media berdiri tahun 
2019. Sedangkan sisanya berdiri tahun 2000-
2015 (45,7%). 

9. Where is the location? 9. Dimana lokasinya?
l �Jakarta 11.7% 

(mencatatkan kantor 
pusat)

l Surabaya 8.3%
l Medan 6.7%
l Palembang 6.7%
l Denpasar 5.0%

l Kendari 5.0%
l Pontianak 5.0%
l Pekanbaru 3.3%
l Balikpapan 3.3%
l Gorontalo 3.3%
l Manado 3.3%
l Mamuju 3.3%

l Malang 3.3%
l Kotamobagu 1.7%
l Pasuruan 1,7%
l Jayapura 1.7%
l Boyolali 1.7%
l Bogor 1.7%
l Banjar 1.7%

l Ambon 1.7%
l Tangerang 1.7%
l Sukoharjo 1.7%
l Sukabumi 1.7%
l Subang 1.7%
l Semarang 1.7%
l Purwakarta 1.7%
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A total of 86.2% of cyber media outside Jakarta 
have their own office, while 14.3% said they 
did not have an office. A small percentage 
of the respondents admitted to using their 
private house as an office or staying at the 
shareholder’s/owner’s office.

Media siber di luar Jakarta yang memiliki kantor 
sendiri berjumlah 86,2%, sedangkan 14,3% 
menyampaikan tidak memiliki kantor. Sebagian 
kecil mengaku menggunakan rumah pribadi 
sebagai kantor atau menumpang pada kantor 
pemegang saham/ pemilik. 

10. Do you have a designated 
media office?
l Yes. 82.5%
l No. 14.3%
l �At the shareholder’s/owner’s 

office. ?1.6%
l �Using their private house. 1.6%

10.  Apakah memiliki kantor 
khusus ?

l Punya. 82,5%
l Tidak. 14,3%

l Punya (menumpang dengan 
kantor pengacara pemilik PT). 1,6%

l Punya (rumah sendiri). 1,6%

11. How many journalists and 
non-journalists staff are in your 
media?
l �The number of editorial staff. 

67.1%
l �The number of non-editorial staff. 

32.9%

11. Berapa banyak staf jurnalis 
dan non jurnalis di media 

anda?
l Jumlah staf redaksi. 67.1%

l Jumlah staf Non redaksi. 32.9%

The respondents said the number of editorial 
staff reached 67.1%, while the non-editorial 
staff reached 32.9%.

Para responden menyampaikan jumlah staf 
redaksi mencapai 67,1%, sedangkan staf non 
redaksi mencapai 32,9% 

12. How many female journalists, 
as well as journalists from 
minority groups (ethnicity, 
religion, race, gender) are in 
your media? 
l �The number of female journalists. 

54.8%
l �The number of journalists from 

minority groups. 45.2%

12.  Berapa jumlah jurnalis 
perempuan, serta jurnalis dari 

kelompok minoritas (suku, 
agama, ras, gender) di media 

anda?
l Jumlah jurnalis perempuan. 54.8%

l Jumlah jurnalis kelompok 
minoritas. 45.2%

Regarding the composition of female 
journalists, cyber media respondents from 
outside Jakarta said the number of female 
journalists reached 54.8%, while journalists 
from minority groups reached 45.2%. 

Terkait komposisi jurnalis perempuan, 
responden media siber dari luar Jakarta 
menyampaikan jumlah jurnalis perempuan 
mencapai 54,8%, sedangkan jurnalis dari 
kelompok minoritas mencapai 45,2%. 
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13. How many of your employees are 
literate with the latest information 
technology?

13. Berapa banyak karyawan anda 
yang melek dengan teknologi informasi 

terbaru?

11.3% 7.5% 2.5% 5.7% 9.4% 20.8% 2.5% 7.5% 15.1% 2.5% 9.4% 5.7%

10% 20% 25% 30% 40% 50% 60% 70% 80% 89% 90% 100%

The level of mastery of the latest digital 
technology is quite diverse. Around 20% of 
cyber media outside Jakarta said the level 
of mastery of technology was at the level of 
50 percent. Meanwhile, the media that have 
human resources with mastery of technology 
reach 60%, amounting to 9.4%. Only 5.7% 
of media are confident enough that their 
employees’ ability in technology is quite good 
or reaches 100%.

Tingkat penguasaan teknologi digital terbaru 
cukup beragam. Sekitar 20% media siber di 
luar Jakarta mengatakan tingkat penguasaan 
teknologi pada level 50 persen. Sedangkan 
media yang memiliki sumber daya manusia 
dengan penguasaan teknologi mencapai 60% 
berjumlah 9,4%. Hanya 5,7% media yang cukup 
percaya diri kemampuan karyawannya dalam 
teknologi cukup bagus atau mencapai 100%. 

14. Do your journalists or your 
media often participate in 
journalistic training or media 
training conducted by 
various institutions? Can you 
name some of them?
l No. 33.3%
l Yes. 33.3%
l Rarely. 33.3%

14. Apakah jurnalis anda atau 
media anda kerap mengikuti 

pelatihan jurnalistik atau 
pelatihan media yang 

dilakukan oleh berbagai 
lembaga? Bisa disebutkan 

beberapa di antaranya?
l Tidak. 33,3%

l Ya. 33,3%
l Jarang. 33,3%

On average (33.3%) cyber media outside 
Jakarta rarely provide training to their 
employees and increase resources by 
participating in training organized by other 
institutions. But there are also cyber media 
that say they do not provide training to their 
employees. 

Rata-rata (33,3%) media siber di luar 
Jakarta jarang memberikan pelatihan pada 
karyawannya dan meningkatkan sumber 
daya dengan mengikuti pelatihan yang 
diselenggarakan lembaga lain. Tapi terdapat 
pula media siber yang menyampaikan tidak 
memberikan pelatihan pada karyawannya. 
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The training institutions that the media 
have participated in are AJI and Fact Checks 
organized by AJI or AMSI (17.1%), AMSI 
(15.7%). The rest attended training organized 
by various institutions such as Google (12.9%), 
LKBN Antara, Tempo Institute, PWI dan 
sebagainya.

Lembaga penyelenggara pelatihan yang pernah 
diikuti media adalah AJI dan Cek Fakta yang 
diselenggarakan AJI atau AMSI (17,1%), AMSI 
(15,7%). Selebihnya mengikuti pelatihan yang 
diselenggarakan oleh berbagai lembaga seperti 
Google (12,9%), LKBN Antara, Tempo Institute, 
PWI dll. 

l AJI 17.1%
l AMSI 15.7%
l Cek Fakta 17.1
l Facebook 1.4%
l �Google News Initiative 12.9%
l IJTI 1.4%
l Jurnalisme Data 1.4%
l �Kantor Bahasa Provinsi 

Sulawesi Tenggara 1.4%
l LKBN Antara 2.9%

l LPDS 2.9%
l Mafindo 1.4%
l Pelatihan internal 4.3%
l PWI 11.4%
l SEOCON 1.4%
l Tempo Institute 2.9%
l Times Academy 1.4%
l UKW Solopos 1.4%
l YCMM 1.4%

Cyber media outside Jakarta that have not 
been verified by the Press Council reached 
52.4%, while those who said it had been 
verified were 46%. A small percentage stated 
that they were in the process of verifying the 
Press Council.

15. Has your cyber media been 
verified by the Press Council? 
When? If not, why? 
l Verified. 46%
l Not yet verified. 52.4%
l �Not yet (the process of verification 

is still ongoing). 1.6%

15. Apakah media siber anda 
sudah terverifikasi Dewan 

Pers?
l Iya. 46% 

l Belum. 52.4% 
l Belum (dengan catatan sedang 

proses verifikasi). 1.6% 

Media siber di luar Jakarta yang belum 
terverifikasi oleh Dewan Pers mencapai 52,4%, 
sedangkan yang menyampaikan saat ini telah 
terverifikasi berjumlah 46%. Dalam persentase 
kecil menyatakan sedang proses verifikasi 
Dewan Pers. 

16. How much capital do you need 
to run this media? 
l �Rp 100 million to Rp 500 million. 

26.2%
l �Rp 50 million to Rp 100 million. 

26.2%
l �Rp 500 million to Rp 1 billion. 

3.3%
l �less than Rp 50 million rupiah. 

37.7%
l More than Rp 1 billion. 6.6%

16.  Berapa modal yang anda 
butuhkan untuk menjalankan 

media ini?
l Rp 100 – 500 juta rupiah. 26.2%

l Rp 50 – 100 juta rupiah. 26.2%
l Rp 500 – 1.000 juta rupiah. 3.3%
l Kurang dari 50 juta rupiah. 37.7% 

l Lebih dari 1 miliar rupiah. 6.6%
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In cyber media outside Jakarta, around 37.7% 
said they established the cyber media with a 
capital of less than Rp 50 million. This number 
is quite dominant. Meanwhile, 26.2% said that 
each of them started the media with a capital 
of Rp 50 million - Rp 100 million and Rp 100 
million - Rp 500 million. Only 3.3% claimed to 
have a capital of Rp 500 million - Rp 1 billion, 
and only 6.6 percent had a capital of more than 
Rp 1 billion.

Pada media siber di luar Jakarta, sekitar 37,7% 
menyampaikan membangun media siber 
dengan modal kurang dari Rp 50 juta. Jumlah 
tersebut cukup dominan. Sedangkan 26,2% 
menyampaikan masing-masing membangun 
media dengan bermodal Rp 50 juta - Rp 100 
juta dan Rp 100 juta - Rp 500 juta. Hanya 3,3% 
yang mengaku bermodal Rp 500 juta - Rp 1 
miliar, serta hanya 6,6 persen bermodal lebih 
dari Rp 1 miliar. 

17. Who are the investors? 
l Local businessmen. 21.5%
l National businessmen. 10.8%
l Independent investors. 66.2%
l Donor institutions. 1.5%

17.  Siapa pemodalnya?
l Pengusaha lokal. 21.5%

l Pengusaha nasional. 10.8%
l Mandiri. 66.2%

l Lembaga donor. 1.5%

Cyber media capital from outside Jakarta is 
dominated by independent capital (66.2%), 
while 21.5% comes from local entrepreneurs. 
Only 10.8% received funding from national 
entrepreneurs. There are media that receive 
a small percentage of capital injections from 
donor agencies.

Modal media siber dari luar Jakarta didominasi 
modal mandiri (66,2%), sedangkan 21,5% 
bersumber dari pengusaha lokal. Hanya 10,8% 
yang mendapatkan pendanaan dari pengusaha 
nasional. Terdapat media yang mendapatkan 
suntikan modal dari lembaga donor dalam 
persentase yang kecil.

18. Are you part of a certain media 
group? 
l No. 80.3%
l �Part of the national media group. 

0.7%
l Yes. 18%

18.  Apakah media anda 
merupakan bagian dari grup 

media tertentu?
lTidak. 80,3%

l Grup media Antara. 0,7%
l Ya. 18%

The majority of local cyber media are not part 
of a particular group (80.3%). Only 18% are 
part of other media groups at the local level. 
Around 1% of the local media are part of the 
national media group, including LKBN Antara.

Mayoritas media siber lokal bukan merupakan 
bagian dari grup tertentu (80,3%). Hanya 18% 
yang merupakan bagian dari group media 
lainnya di tingkat lokal. Terdapat 1% yang 
media lokal bagian dari group media nasional, 
di antaranya LKBN Antara. 
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19. What are the channels presented in 
your media? 
Local media channels, apart from being dominant 
in raising local issues, still pay attention to national, 
international or thematic issues such as politics, 
economy, etc. Local cyber media also have special 
channels that are quite close to their communities. 
There are media that provide special channels for 
local governments. 
The following is a list of local cyber media channels 
outside Jakarta:
●	 Local
●	 National
●	 International
●	 Political
●	 Economics & Business
●	 Social
●	 Culture
●	 Education
●	 Events
●	 Lifestyle
●	 Celebrity/Entertainment
●	 Travel
●	 Environment
●	 Health
●	 Technology
●	 Sports
●	 Opinion
●	 Advertorial

Special Channels:
●	 Covid-19 pandemic
●	 Human Rights Advocacy
●	 Culinary
●	 Parliament
●	 New Capital
●	 Soccer
●	 Movies & Music
●	 Fact Check
●	 Islam Nusantara
●	 Figur NU 
●	 Mimbar Hasyiyah 
●	 Automotive
●	 Beauty/Beauty
●	 Local Government: DPRD News, Regency 

administration

19. Apa saja kanal yang ada pada media 
anda?
Kanal-kanal media lokal selain dominan mengangkat 
isu lokal. Meski demikian tetap memberikan 
perhatian pada isu nasional, internasional ataupun 
isu tematik seperti politik, ekonomi dll. Media 
siber lokal juga memiliki kanal khusus yang cukup 
dekat dengan komunitasnya. Terdapat media yang 
memberikan kanal khusus untuk pemerintah daerah. 
Berikut list kanal media siber lokal di luar Jakarta:
●	 Lokal
●	 Nasional
●	 Internasional
●	 Politik
●	 Ekonomi & Bisnis
●	 Sosial
●	 Budaya
●	 Pendidikan
●	 Peristiwa/Event
●	 Gaya Hidup
●	 Selebritis/Entertainment
●	 Wisata
●	 Lingkungan
●	 Kesehatan 
●	 Teknologi
●	 Olahraga
●	 Opini
●	 Advetorial

Kanal Khusus:
●	 Pandemi Covid-19
●	 Advokasi HAM
●	 Kuliner 
●	 Parlemen
●	 Ibu Kota Baru
●	 Sepakbola
●	 Movie & Music
●	 Cek Fakta
●	 Islam Nusantara
●	 Figur NU
●	 Mimbar Hasyiyah
●	 Otomotif
●	 Beauty/Kecantikan
●	 Pemda: Berita DPRD, Pemkab

Sejumlah 66,5% responden menyampaikan 
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20. What is your strategy to fill 
these channels (coverage, 
adoption/translation, 
advertisement)? 
l Own coverage. 66.5%
l Adoptions/translations. 9.1%
l �Advertisements/advertorials. 

10.3%
l �News sharing on network media. 

8.3%
l Content from social media. 5.9%

20.  Sumber berita media siber 
l Liputan sendiri. 66.5%

l Saduran/terjemahan. 9.1%
l Iklan/advertorial. 10.3%
l Berbagi berita di media 

berjaringan. 8.3%
l Konten dari media sosial. 5.9%

A total of 66.5% of respondents stated that 
the content of their media were the results 
of their own coverage. There are 10.3% 
sourced from advertisements/advertorials, 
and 9.1% are adoptions or translations. There 
are respondents who say they take content 
from social media (5.9%) and share news from 
network media (8.3%).

konten media merupakan hasil liputan sendiri. 
Terdapat 10,3% yang bersumber dari iklan/
advertorial, dan 9,1% merupakan saduran 
atau terjemahan. Terdapat responden yang 
mengatakan mengambil konten dari media 
sosial (5,9%) dan berbagi berita dari media 
jaringan (8,3%).

21. Can you calculate what 
percentage of content on your 
channel comes from local (city 
where you live), national, 
and global (overseas), 
respectively? 
l Local. 67.3%
l National. 25.2%
l Foreign. 7.5%

21. Bisakah anda menghitung 
berapa persen konten di 

kanal anda yang berasal dari 
lokal (kota dimana anda 

berdomisili), nasional, dan 
global (luar negeri)?

l Konten lokal. 67,3%
l Konten nasional. 25,2%

l Konten luar negeri. 7.5%

Regarding this question, respondents said that 
67.3% is local content, while national content is 
25.2% and foreign content is 7.5%. 

Terkait pertanyaan ini responden 
menyampaikan 67,3% merupakan konten lokal, 
sedangkan konten nasional 25,2% dan konten 
luar negeri 7,5%. 

22. How many news stories do 
one reporter need to finish? 
How many news stories are 
targeted for one editor? 
l Editors news target. 32.4%
l Reporters news target. 67.6%

22. Berapa target berita 
yang diberikan kepada satu 

reporter? Berapa berita yang 
ditargetkan untuk satu 

editor?
l Target berita editor. 32,4%

l Target berita reporter. 67,6%
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Similar to the findings on cyber media in 
Jakarta, for cyber media outside Jakarta, most 
of the media participating in the survey (67.6%) 
showed that reporters should finish more 
stories than editors.

In more detail, as many as 31.1% of 
respondents said that the editor’s workload for 
editing is at least 3 stories. There are 16.4% 
who edit at least 5 stories per day. This means 
that the target editor outside Jakarta is only 
3-5 news per day. 

Seperti halnya temuan pada media siber 
Jakarta, pada media siber di luar Jakarta, target 
berita paling besar dibebankan kepada reporter 
mencapai 67,6%, sedangkan editor mendapat 
beban berita sejumlah 32%. 

Secara lebih rinci, sebanyak 31,1% responden 
menyampaikan beban kerja editor melakukan 
editing adalah minimal 3 berita. Ada 16,4% 
yang mengedit minimal 5 berita per hari. 
Artinya target editor di luar Jakarta ada 3-5 
berita saja per harinya.

News Target for Editor outside Jakarta

News Target for Reporters.

Target berita editor

Target berita reporter.

Meanwhile for reporters, as many as 21.7% 
of respondents said that reporters receive 10 
news targets per day.

Sementara itu untuk reporter, sebanyak 
21,7% responden mengaku per hari reporter 
menerima target berita 10 berita.

l �1 stories. 
1.6%

l �2 stories. 
13.1%

l �3 stories. 
31.1%

l �4 stories. 
13.1%

l �5 stories. 
16.4%

l �6 stories. 
3.3%

l �7 stories. 
8.2%

l �9 stories. 
1.6%

l �10 stories. 
6.6%

l �15 stories. 
3.3%

l �40 stories. 
1.6%

l �2 stories. 5%
l �10 stories. 

5%
l �4 stories. 

1.8%
l �5 stories. 

20%
l �6 stories. 

8.3%
l �7 stories. 

1.8%
l �8 stories. 

1.8%
l �9 stories. 

1.8%
l �10 stories. 

21.7%
l �12 stories. 

3.3%
l �15 stories. 

10%
l �16 stories. 

1.8%
l �18 stories. 

1.8%
l �20 stories. 

6.7%
l �25 stories. 

1.8%
l �30 stories. 

5.0%
l �60 stories. 

1.8%

l 2 berita. 5%
l 10 berita. 

5%
l 4 berita. 

1.8%
l 5 berita. 

20%
l 6 berita. 

8.3%
l 7 berita. 

1.8%
l 8 berita. 

1.8%
l 9 berita. 

1.8%
l 10 berita. 

21.7%
l 12 berita. 

3.3%
l 15 berita. 

10%
l 16 berita. 

1.8%
l 18 berita. 

1.8%
l 20 berita. 

6.7%
l 25 berita. 

1.8%
l 30 berita. 

5.0%
l 60 berita. 

1.8%

l 1 berita. 
1.6%

l 2 berita. 
13.1%

l 3 berita. 
31.1%

l 4berita. 
13.1%

l 5 berita. 
16.4%

l 6 berita. 
3.3%

l 7 berita. 
8.2%

l 9 berita. 
1.6%

l 10 berita. 
6.6%

l 15 berita. 
3.3%

l 40 berita. 
1.6%
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23. How many news stories are 
produced in all channels within 
one day? 
l 80. 2.5%
l 1-10. 36.7%
l 10-50. 36.7%
l 50-100. 10%
l 100-200. 8.3%
l 200-300. 3.3%
l 300-400. 2.5%

23. Berapa jumlah berita baru 
diproduksi di semua kanal 

dalam satu hari? 
l 80. 2.5%

l 1-10. 36.7%
l 10-50. 36.7%
l 50-100. 10%

l 100-200. 8.3%
l 200-300. 3.3%
l 300-400. 2.5%

In cyber media outside Jakarta, the number of 
news productions per day is dominant in the 
range of 10-50 news and 1-10 news (36.7%), 
while 10% of the media produce 50-100 news 
per day. There are local media that produce 
200-300 news per day in a small percentage 
(3.3%) and 8.3% media produce 100-200 news 
per day.

Pada media siber di luar Jakarta jumlah 
produksi berita per hari dominan pada pada 
kisaran 10-50 berita dan 1-10 berita (36,7%). 
Sedangkan 10% media memproduksi 50-100 
berita per hari. Terdapat media lokal yang 
memproduksi 200-300 berita per hari dalam 
persentase kecil (3,3%) dan 8,3% media 
memproduksi 100-200 berita per hari.

24. What forms of journalistic products 
do you produce? (Text, photos, short 
videos, infographics)

24. Apa saja bentuk produk jurnalistik 
yang anda hasilkan? (teks, foto, video 

pendek, infografis)

Texts
Teks

Photos
Foto

Videos
Video

Infographics
Infografis

Podcasts
Pocast

Live streaming
Live streaming

70.3% 14.5% 10% 3.7% 0.8% 0.8%

In cyber media outside Jakarta, the content was 
still largely dominated by text news (articles), 
reaching 70.3%, followed by photo content 
(14.5%) and video news content (10%). A small 
number started to create content in the form of 
infographics, live streaming, and podcasts. 

Pada media siber di luar Jakarta, konten masih 
didominasi berita teks mencapai 70,3%, 
sedangkan konten foto (14,5%), konten berita 
video (10%). Sebagian kecil mulai membuat 
konten berupa infografik, live streaming dan 
podcast. 
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25. What social media accounts do you 
have? (Facebook, Twitter, Instagram, 
Tiktok) 

25. Apa saja akun media sosial yang 
media anda miliki? (Facebook, Twitter, 

Instagram, Tiktok)  

Facebook Twitter Instragram Youtube Tiktok 

Facebook Line Babenews Google UCNews

25.1% 14% 6.8% 39.6% 14,4%

29.1% 16.9% 19.2% 19.2% 15.7%

26. What content distribution channels 
does your media use? 

Impact of distribution channel in 
followers gained
l Facebook. 78.2%
l �Babenews, 12%
l Google. 9.3%
l Line, UCNews. 0.5%

26. Apa saja kanal distribusi konten yang 
dipakai media anda? 

Berapa jumlah followers di 
masing-masing flatfotm

l Facebook. 78.2%
l Babenews, 12%

l Google. 9.3%
l Line, UCNews. 0.5%

Meanwhile, YouTube was the most preferred 
social media presence for media outside 
Jakarta at 39.6 percent, then Facebook at 
25.1%. 14% were Twitter account owners, and 
6.8% of the local media managed an Instagram 
account. However, most of them said that 
it is their Facebook page that has the most 
followers. 

Sebanyak 39.6% responden sudah memiliki 
akun Youtube dengan followers yang tinggi. 
Disusul Facebook sebesar 25.1%. Responden 
yang memiliki Tiktok ada 14.4% dengan 
follower yang tinggi, Twitter 14.0% dan 
akun media sosial dengan follower terendah 
Instagram mencatat persentase 6.8%. 

For cyber media outside Jakarta, Facebook 
was still the mainstay for content distribution 
(29.1%), then Babenews and Google at 19.2% 
each. While Line 16.9% and UCNews 15.7%.

Pada media siber di luar Jakarta, Facebook 
masih menjadi andalan distribusi konten 
(29,1%), kemudian Babenews dan Google 
masing-masing 19,2%. Sedangkan Line 16,9% 
dan UCNews 15,7%.
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Tampak bahwa follower terbanyak media siber 
lokal di luar Jakarta adalah bersumber dari 
Facebook (78,2%), Babe News (12,4%), dan 
Google (9,3%).

It appears that the most followers of local 
cyber media outside Jakarta were from 
Facebook (78.2%), Babe News (12.4%), and 
Google (9.3%).

Outside Jakarta, cyber media that have used 
analytic tools reached 68.9%. However, there 
were 31.1% of the media have not used 
analytical tools. 

27. Have you used any analytic 
tools?  
l No. 31.1%
l Yes. 68.9%

29. Does your media regularly 
hold editorial meetings?  
l No. 23.8%
l Yes. 76.8%

28. Can you name the top five 
sources of media traffic and 
their percentage?  
l Direct traffic. 37.2%
l Refferral traffic. 12.9%
l Organic traffic. 23,7%
l Paid traffic. 5.3%
l Social media traffic. 21%

27. Apakah anda sudah 
menggunakan analytic tools?

l Tidak. 31,1%
l Ya. 68,9%

29. Apakah media anda rutin 
melakukan rapat redaksi? 

l Tidak. 23,8%
l Ya. 76,8%

28. Bisakah disebutkan lima 
besar sumber traffic media 

anda dan persentasenya?
l Direct traffic. 37.2%

l Refferral traffic. 12.9%
l Organic traffic. 23,7%

l Paid traffic. 5.3%
l Social media traffic. 21%

Di luar Jakarta, media siber yang sudah 
menggunakan analytic tools mencapai 
68,9%. Terdapat 31,1% media yang belum 
menggunakan alat analisis. 

The local cyber media admitted that the largest 
source of traffic was direct traffic (37.2%), 
followed by organic traffic (23.7%), social 
media (21%), referral traffic (12.9%), and paid 
traffic (5.3%).

Media siber lokal mengaku sumber traffic 
terbesar adalah direct traffic (37,2%), disusul 
organic traffic (23,7%), sosial media (21%), dan 
referral traffic (12,9%), dan paid traffic (5,3%).
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30. Can reporters directly upload 
reports from the field?  
l Yes. 3.2%
l No. 96.8%

Frequency of weekly offline 
editorial meetings   
l Every day. 6.1%
l 1 time. 55.1%
l 2 times. 16.3%
l 3 times. 10.2%
l 4 times. 2.1
l 5 times. 6.1
l Once a month. 4.1

30. Apakah reporter bisa 
langsung mengupload laporan 

dari lapangan?
l Ya. 3,2%

l Tidak. 96,8%

Durasi rapat redaksi offline per 
minggu

l Setiap hari. 6,1%
l 1 kali. 55,1%
l 2 kali. 16,3% 
l 3 kali. 10,2%

l 4 kali. 2,1
l 5 kali. 6.1

l 1 bulan sekali. 4.1

For the local cyber media outside Jakarta, 
23.8% said they do not hold editorial meetings 
regularly. In comparison, those who periodically 
have editorial meetings were at 76.2%. 

The frequency was once a week for media 
that claimed to hold regular editorial meetings 
(55.1%). However, only 6.1% held regular 
meetings every day, as shown in the following 
diagram.

Pada media siber lokal di luar Jakarta, terdapat 
23,8% yang menyampaikan tidak melakukan 
rapat redaksi secara rutin. Sedangkan yang 
rutin melakukan rapat redaksi 76,2%. 

Pada media yang mengaku melaksanakan rapat 
redaksi rutin, frekuensinya adalah 1 kali dalam 
seminggu (55,1%). Hanya 6,1% yang menggelar 
rapat rutin setiap hari, seperti tampak pada 
diagram berikut ini. 

Less than 5% of the media practiced uploading 
news by reporters directly from the field 
without any editing process. The majority of 
the reporters do not have access to upload 
directly without the editing process (96.8%).

Proses unggah berita didominasi dilakukan 
oleh reporter di lapangan, tanpa proses 
editing tercatat kurang dari 5% media yang 
mempraktikkan hal tersebut. Selebihnya 
reporter tidak memiliki akses untuk 
mengunggah langsung tanpa proses editing 
(96,8%).
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31. Have your readers ever 
complained about your media?  
l No. 44.4%
l Yes. 55.6%

31. Apakah media anda pernah 
dikomplain pembaca?

l Tidak. 44.4%
l Ya. 55.6%

There were 55.6% of media who claim to have 
received complaints from readers. At the same 
time, those who never received a complaint 
were 44.4%.

Meski demikian, terdapat 55,6% media yang 
mengaku pernah mendapat komplain dari 
pembaca. Sedangkan yang tidak pernah 
mendapatkan komplain sebesar 44,4%.

32. Has your media ever been 
reported to the Press Council?  
l Have been reported. 21%
l Never been reported. 79%

32. Apakah media anda pernah 
diadukan ke Dewan Pers?

l Pernah. 21%
l Belum pernah. 79%

21% of cyber media outside Jakarta claimed 
to have been reported to the Press Council. 
Meanwhile, 79% admitted that they had never 
been reported to the Press Council.

Terdapat 21% media siber di luar Jakarta 
yang mengaku pernah diadukan ke Dewan 
Pers. Sedangkan 79% mengaku belum pernah 
diadukan ke Dewan Pers.

33. If your media has been reported to 
the Press Council, what was the case, 
and how was it resolved? 
Cases that were reported to the Council on cyber 
media outside Jakarta, specifically on news reports on 
particular groups (people in power), were:
●	 Internet blocking in Papua, feuds between NU 

and another Islamic organization in Karawang, 
complaints from TNI Headquarters about 
mutations. 

●	 A case with the Regional Government of West 
Manggarai Regency that occurred in 2016 
regarding the reporting of the application for 
land certificates in Kerangan (owned by the 

33. Jika media anda pernah diadukan 
ke Dewan Pers, apa kasusnya, dan 
bagaimana penyelesaiannya? 
Kasus-kasus yang diadukan ke Dewan pada media 
siber di luar Jakarta pada pemberitaan menyangkut 
kelompok tertentu (pemegang kuasa) adalah:
●	 Pemblokiran internet di papua, perseteruan NU 

dan ormas Islam di Karawang, komplain Mabes 
TNI soal mutasi. 

●	 Masalah dengan Pemerintah Daerah Kabupaten 
Manggarai Barat yang terjadi pada 2016. Terkait 
pemberitaan permohonan sertifikat atas lahan 
Kerangan (milik Pemda Mabar) di Labuan Bajo 
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35. Do you have a business team 
for your media? Do they work 
concurrently with another 
position?  
l No. 38.7%
l �No (But preparation is underway). 

?%
l Ya. 61.3%

34. How many of your journalists 
have taken journalist 
certification from the 
Press Council? How many 
journalists with junior, 
intermediate, and senior 
levels?  
l Junior Level. 53.6%
l Intermediate Level. 24.8%
l Senior Level. 21.6%

35. Apakah anda memiliki tim 
bisnis untuk media anda? 

Apakah ia merangkap dengan 
jabatan lain?
l Tidak. 38,7%

l Tidak ada (namun sedang 
disiapkan). ?%

l Ya. 61,3%

34. Berapa jurnalis anda yang 
sudah mengikuti sertifikasi 

wartawan dari Dewan Pers? 
Berapa jumlah jurnalis 
dengan jenjang muda, 

jenjang madya, jenjang 
utama?

l Jenjang muda. 53.6%
l Jenjang madya. 24.8%
l Jenjang utama. 21.6%

Mabar Regional Government) in Labuan Bajo on 
behalf of Tengku Daeng Malewa, Raja Pota at the 
National Land Agency (BPN) of West Manggarai 
Regency, which involved one of the President’s 
special staffs.

●	 On activists and mining companies. 
●	 A dispute between the Surabaya City 

Government and the Nahdlatul Ulama 
Awakening Party (KNU) regarding the Astranawa 
building. 

The settlement pattern was:
●	 Ended peacefully in the Press Council.
●	 Reporting disputes in the Press Council by way 

of an assessment by the Press Council. 
●	 A settlement with the right of reply and 

apologies.

atas nama Tengku Daeng Malewa, Raja Pota di 
Badan Pertanahan Nasional (BPN) Kabupaten 
Manggarai Barat, yang melibatkan salah satu staf 
khusus presiden. 

●	 Tentang aktivis dan perusahaan tambang. 
●	 Kasus sengketa Pemkot Surabaya dengan Partai 

Kebangkitan Nahdhatul Ulama (KNU), mengenai 
gedung Astranawa. 

Pola penyelesaiannya adalah:
●	 Berakhir damai di Dewan Pers.
●	 Sengketa pemberitaan di Dewan Pers melalui 

penilaian Dewan Pers 
●	 Penyelesaian dengan hak jawab serta 

permohonan maaf.

Regarding journalist certification in cyber 
media outside Jakarta, 53.6% were still 
dominated by the Junior level. While the Senior 
level was 21.6%, and the Intermediate level 
was 24.8%. 

C. On cyber media business and management 
outside Jakarta

Terkait sertifikasi jurnalis, pada media siber di 
luar Jakarta 53,6% masih didominasi jenjang 
Muda. Sedangkan jenjang Utama sebanyak 
21,6%, dan jenjang Madya 24,8%.

C. Seputar bisnis dan manajemen media siber 
di luar Jakarta 
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There were 61.3% of cyber media outside 
Jakarta that said they have a business team. 
Meanwhile, 38.7% said that they did not have 
a specialized business team. A small percentage 
said that they are currently setting up a 
separate business team from the newsroom. 

Those with a business team separated from 
the editorial team or did not carry out editorial 
duties reached 58.1%. Meanwhile, those who 
still held concurrent positions in the editorial 
structure, such as editor-in-chief, editors, and 
reporters, reached 39.5%.

Terdapat 61,3% media siber di luar Jakarta 
menyampaikan memiliki tim bisnis tersendiri. 
Sedangkan 38,7% menyampaikan belum 
memiliki tim bisnis terpisah dari redaksi. Di 
antara jumlah tersebut, dalam persentase kecil 
menyampaikan saat ini sedang menyiapkan tim 
bisnis terpisah dari redaksi. 

Figur tim bisnis yang terpisah dari tim redaksi 
atau tidak menjalankan tugas redaksi telah 
mencapai 58,1%. Sedangkan yang masih 
merangkap jabatan pada struktur redaksi 
seperti pemimpin redaksi, redaktur hingga 
reporter mencapai 39,5%.

Does your business team have 
other responsibilities?   
l No. 58.1%
l ?. 2.4%
l Yes. 39.5%

Apakah tim bisnis merangkap 
jabatan?

l Tidak. 58,1%
l Punya volunteer. 2.4%

l Ya. 39,5%

The majority of cyber media outside Jakarta 
said they had never received training related to 
media management (71.2%). Only 25.4% said 
they had received training. Meanwhile, those 
who took the initiative to conduct internal 
training were 3.4%.

Mayoritas media siber di luar Jakarta 
menyampaikan belum pernah menerima 
pelatihan terkait manajemen media (71,2%). 
Hanya 25,4% yang menyampaikan pernah 
menerima pelatihan. Sedangkan yang 
berinisiatif membuat pelatihan di internal 
sebesar 3,4%.

36. Have your media or your staff 
ever received media training 
on cyber media management 
issues? If so, what institution 
provided the training?  
l Not yet. 71.2% 
l �Not yet, but there was an internal 

training. 3.4%
l Yes, they have. 25.4%

36. Apakah media anda atau 
staf anda pernah menerima 

pelatihan media terkait 
dengan masalah manajemen 

media siber? Jika pernah, 
lembaga apa yang 

memberikan pelatihan 
tersebut?

l Belum pernah. 71.2% 
l Belum pernah tapi melakukan pelatihan 

internal. 3.4%
l Pernah. 25.4%
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38. How much is your media 
income per month?   
l �Rp 100 million to 500 million. 

10.3% 
l �Rp 50 million to 100 million. 

10.3%
l �Rp 500 million to Rp 1 billion, 

1.8%
l Less than Rp 50 million. 72.4% 
l More than Rp 1 billion. 5.2%

39. Where does your primary 
media income come from? 
l �Private direct ads Rp32.5 million on 

average. 29.6%
l �Ads network or programmatic 

Rp12.2 million on average. 10.7%
l �Regional government direct ads 

Rp21.9 on average. 22.6%
l �Other sources of revenue Rp16.3 

million on average from donor 
institutions and donations. 15.6%

l �BUMN direct ads Rp9.5 million on average. 9.1%
l �Central government direct ads Rp12.7 million on 

average. 12.4%

38. Berapa jumlah pemasukan 
media anda per bulannya? 

l Belum pernah. 71.2% 
l Belum pernah tapi melakukan 

pelatihan internal. 3.4%
l Pernah. 25.4%

39. Rata-rata pemasukan media 
siber perbulan dalam dua tahun?

l Ikllan langsung (direct ads) swasta 
rata-rata Rp32,5 juta. 29,6%

l Iklan ads network atau programmatic 
rata-rata Rp12,2 juta. 10,7%

l Ikllan langsung (direct ads) pemerintah 
daerah rata-rata Rp21,9 juta. 22,6%

l Sumber pemasukan lain rata-rata Rp16,3 
juta dari lembaga donor dan sumbangan. 15,6%

l Iklan langsung (direct ads) BUMN rata-rata 
Rp9,5 juta. 9,1%

l Iklan langsung (direct ads) pemerintah pusat rata-
rata Rp12,7 juta. 12,4%

Office inventory owned by cyber media outside 
Jakarta was dominated by work equipment 
such as computers and mobile phones (47.3%). 
In comparison, 29.8% of media already have 
multimedia editing software. A small number 
(17.6%) said they have a podcast and streaming 
studio.

Inventaris kantor yang dimiliki media siber 
di luar Jakarta masih didominasi alat kerja 
berupa komputer dan telepon genggam 
(47,3%), sedangkan 29,8% media telah memiliki 
software editing multimedia, sebagian kecil 
(17,6%) menyampaikan telah memiliki studio 
podcast dan streaming.

37. What is the office inventory to 
support your media?

37. Apa saja inventaris kantor untuk 
mendukung media anda?

17.6% 47.3% 29.8% 5.3% 

Studio for podcast and 
streaming

Studio untuk podcast 
dan streaming

Computers and 
handphones

Komputer dan telepon 
genggam

Multimedia editing 
software

Softwate editing 
multimedia

Others
Lainnya

The diagram above shows the amount of cyber 
media revenue outside Jakarta. The majority 
(72.4%) showed returns in the range of less 
than Rp50 million per month. Only 5.2% 
percent said they had revenue of more than 
Rp1 billion per month. 

Diagram di atas menunjukkan besaran 
pemasukan media siber di luar Jakarta. 
Mayoritas (72,4%) pemasukan pada kisaran 
kurang dari Rp 50 juta per bulan. Hanya 
5,2% persen yang menyampaikan memiliki 
pendapatan lebih dari Rp 1 miliar per bulan. 
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The dominant source of income came from 
direct private advertisements (29.6%). In 
comparison, local government advertisements 
reached 22.6% and central government 
advertisements 12.4%. There was 15.6% of 
income from donor agencies and donations 
(public donations). In addition, 10.7% came 
from ad network/ programmatic.

Sumber pemasukan dominan berasal dari 
dirrect ads swasta 29,6%, sedangkan iklan 
pemerintah daerah mencapai 22,6% dan iklan 
pemerintah pusat 12,4%. Terdapat 15,6% 
pemasukan dari lembaga donor dan donasi 
(sumbangan masyarakat). Selain itu, 10,7% 
berasal dari ads network/ programmatic.

40. Does your media receive other 
revenue from platforms: YouTube, 
UCNews, Babe? Please rank them!

40. Apakah media anda menerima 
pemasukan lain dari platform: YouTube, 

UCNews, Babe? Mohon diurutkan!

Other income from the YouTube platform 
reached 32.3%, followed by Babe News 
(25.8%), UCNews (21.5%), and other platforms 
20.4%. 

Youtube Babenews UCNews Others/Lainnya

32.3% 25.8% 21.5% 20.4%

Saat ini pemasukan lain dari platform Youtube 
mencapai 32,3%, disusul Babe News (25,8%), 
UCnews (21,5%), dan platform lainnya 20,4%. 

41. Does your media also receive 
income from activities other 
than news production?  
l Research. 11.5% 
l �Discussions/talk shows. 15.9%
l Event production. 13.7%
l Making digital creatives. 14.8%
l Crowdfunding 11%
l Subscribers 12.6%
l Selling per article 14.3%
l Others 6%

41. Sumber pemasukan selain dari 
kegiatan jurnalistik

l Penelitian 
l Diskus/talkshow

l Pembuatan event
l Pembuatan digital creative

l Crowdfunding
l Subscribers

l Jualan per artikel
l Lainya

Cybermedia outside Jakarta began to develop 
income sources outside of journalistic 
activities, namely by organizing discussions/
talk shows (15.9%) and making digital creatives 
(14.8%). Local media also receive income from 
research (11.5%) and event production (13.7%). 
In addition, there was income from subscribers 
(12.6%) and newly-developed crowdfunding.

Media siber di luar Jakarta mulai mengembangkan 
sumber pemasukan dari kegiatan jurnalistik, 
yaitu dengan menyelenggarakan diskusi/ 
talkshow (15,9%), pembuatan digital 
creative (14,8%). Terdapat media lokal yang 
mendapatkan pemasukan dari penelitian (11,5%), 
penyelenggaraan event (13,7%). Selain itu muncul 
pemasukan dari subscriber (12,6%) dan mulai 
mengambangkan crowdfunding.
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42. How much is the production 
cost needed to manage your 
media in one month?  
l �Rp 100 million to 500 million. 8.2% 
l �Rp 50 million to Rp 100 million. 

26.2% 
l �Rp 500 million to Rp 1 billion. 

1.6% 
l less than Rp 50 million. 62.3% 
l more than Rp 1 billion. 1.6%

42. Biaya produksi dalam satu 
bulan

l Rp 100-500 juta. 8,2% 
l Rp 50-100 juta. 26,2% 

l Rp 500-1.000 juta .1,6% 
l Kurang dari Rp 50 juta. 62.3% 

l Lebih dari Rp 1 miliar. 1.6%

Regarding production costs, the average local 
media outside Jakarta still spent in the range 
of less than Rp50 million per month (62.3%). 
Furthermore, 26.2% paid at the rate of Rp50-
100 million for production expenses per 
month.

Terkait biaya produksi, rata-rata media lokal di 
luar Jakarta masih pada kisaran kurang dari Rp 
50 juta per bulan (62,3%). Selanjutnya 26,2% 
pada angka Rp 50 juta - Rp 100 juta per bulan.

44. Do you see the potential for 
local advertising?  
l No. 5.5%
l Yes. 94.5%

43. What is the minimum salary 
for a reporter in your area?  
l Rp1-3 million. 50%
l Rp500,000-1 million. 22.2%
l More than Rp3 million. 14.8% 
l Less than Rp500,000. 13%

44. Apakah anda melihat potensi 
iklan lokal?
l Tidak. 5.5%

l Ya. 94.5%

43. Berapa Gaji minimum reporter 
di tempat anda?

l Rp1.000.000-3.000.000
l Rp500.00-1.000.000
l Di atas Rp 3.000.000

l Kurang dari Rp 500.000

In cyber media outside Jakarta, the average 
salary of journalists was mainly within the 
range of Rp1-3 million (50%). However, some 
reporters earned less than Rp1 million (22.2%) 
and even less than Rp500,000 (13%), while 
reporters who earned more than Rp3 million 
were 14.8%.

Pada media siber di luar Jakarta, gaji rata-rata 
wartawan masih didominasi pada kisaran Rp 1 
juta - Rp 3 juta (50%). Terdapat reporter bergaji 
di bawah Rp 1 juta (22,2%) dan kurang dari Rp 
500 ribu (13%), sedangkan reporter bergaji di 
atas Rp 3 juta sebanyak 14,8%. 
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There were 94.5% of local cyber media 
outside Jakarta that conveyed the potential 
of local advertising. Only 5.5% said there was 
no potential for advertising. The potential 
sector was the local government (23.7%). 
In comparison, 15.3% mentioned Regional 
Government-Owned Enterprises (BUMD) and 
10.2% from the culinary and tourism industries.

Terdapat 94,5% media siber lokal di luar Jakarta 
menyampaikan potensi iklan lokal. Hanya 5,5% 
yang menyampaikan tidak ada potensi iklan. 
Sektor yang berpotensi adalah pemerintah 
daerah (23,7%), sedangkan 15,3% adalah 
Badan Usaha Milik Daerah (BUMD), serta 
10,2% dari sektor kuliner dan pariwisata.

What are the sectors that serve as 
potential advertisers for Your media?   

Apa saja sektor yang merupakan potensi 
pengiklanan media anda?

Regarding advertorial cooperation, cyber 
media outside Jakarta admitted to doing this. 
The number was quite dominant, reaching 
73.2%. At the same time, those who did not 
have advertorial cooperation are 26.8%. If 
we looked more closely, advertorial sources 
were dominated by the partnership with local 
governments (27.1%) and the BNPB Task 
Force for COVID-19 Control (12.5%). In a small 
percentage below 10%, advertorials came 
from political parties, educational institutions, 
BUMN, and MSMEs.

l BUMD 3.4%
l BUMN 3.4%
l Pemda 23.7%
l Schools/Sekolah 1.7%
l �Religious sector/Sektor Agama 1.7%
l �Cultural sector/Sektor budaya 1.7%
l �Fashion sector/Sektor fashion 1.7%
l �Manufacturing Industry sector/Sektor 

industri manufaktur 3.4%
l �Beauty sector/Sektor kecantikan 

1.7%
l �Health sector/Sektor kesehatan  3.4%
l �Culinary sector/Sektor kuliner 10.2%
l �Oil and gas sector/Sektor migas 1.7%

l �Sports sector/Sektor olahraga  1.7%
l �Automotive sector/Sektor otomotif 

1.7%
l �Tourism sector/Sektor pariwisata 

10.2%
l �Banking sector/ Sektor 

pembankan 3.4%
l �Agricultural sector/Sektor 

perkebunan 1.7%
l ��Retail sector/Sektor ritel  

1.7%
l �Telecommunication sector/Sektor 

telekomunikasi 1.7%
l �Private/Swasta 5.1%
l SME/UMKM 15.3%

45. Do you do collaborative 
reporting with certain 
products/agencies?  
l No. 26.8%
l Yes. 73.3%

45. Apakah anda melakukan 
kerjasama pemberitaan dengan 

produk-produk tertentu/ 
instansi tertentu? 

l Tidak. 26.8%
l Ya. 73.3 %

Terkait kerja sama pemberitaan (advertorial), 
media siber di luar Jakarta mengaku melakukan 
hal tersebut. Jumlahnya cukup dominan 
mencapai 73,2%. Sedangkan yang tidak 
memiliki kerja sama advertorial sebanyak 
26,8%. Jika dilihat lebih mendalam, sumber 
advertorial didominasi kerja sama dengan 
pemerintah daerah (27,1%) dan Satgas 
BNPB Pengendalian COVID-19 (12,5%). 
Dalam persentase yang kecil di bawah 10%, 
advertorial bersumber dari partai politik, 
lembaga pendidikan, BUMN, dan UMKM.
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Advertorial sources  Sumber advertorial

A total of 70.4% of respondents said their 
media did not or had no plans to set up a paid 
subscriber system. At the same time, another 
29.6% have.

Sebanyak 70,4% responden mengatakan media 
mereka tidak atau belum memiliki rencana 
untuk menyiapkan sistem pelanggan berbayar. 
Sementara 29,6% lainnya memiliki rencana 
tersebut.

l BUMN 4.2%
l �Beverage industry 

4.2%
l �Footwear industry 

2.1%
l Ministries 2.1%
l �Communities 2.1%
l KPUD 2.1%
l �Educational 

Institutions 8.3%
l Local food 2.1%
l Automotive 2.1%
l Political parties 2.1%
l PDAM 4.2%
l Pemda 27.1%

l Government 6.3%
l Banking 2.1%
l Property 2.1%
l �BNPB’s Covid-19 

Taskforce 6.3%
l �Telecommuni-

cation 4.2%
l �Telkom 

2.1%
l ��SME
12.5%

l BUMN 4,2%
l Industri minuman 4,2%

l Industri sepatu 2,1%
l Kementrian 2,1%
l Komunitas 2,1%

l KPUD 2,1%

l Lembaga pendidikan 
8,3%

l Makanan lokal 2,1%
l Otomotif 2,1%

l Partai politik 2,1%
l PDAM 4,2%

l Pemda 27,1%
l Pemerintah 6,3%
l Perbankan 2,1% 

l Properti 2,1% 
l Satgas BNPB 

Pengendalian Covid-19 6,3%
l Telekomunikasi 4,2%

l Telkom 2,1%
l UMKM 12,1%

46. Do you have plans to set up a 
paid subscriber system? (yes/
no, what’s the reason?)  
l No. 70.4%
l Yes. 29.6%

47. Do you have a strategic 
plan for the company for the 
next 3-5 years? If so, please 
describe 
l No. 22.9%
l Yes. 77.1%

46. Apakah anda punya rencana 
untuk menyiapkan sistem 
pelanggan berbayar? (ya/

tidak, apa alasannya?) 
l Tidak. 70.4%

l Ya. 29.6%

47. Apakah anda memiliki 
perencanaan strategis untuk 
perusahaan dalam 3-5 tahun 

ke depan? Jika ada, seperti 
apa? 

l Belum. 22.9%
l Ya. 77,1%
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As many as 77.1% of respondents said their 
media already has a strategic plan for the next 
3-5 years. At the same time, the other 22.9% 
have not prepared a strategic plan.

Sebanyak 77,1% responden mengatakan media 
mereka sudah memiliki rencana strategis dalam 
3-5 tahun ke depan. Sementara 22,9% lainnya 
belum menyiapkan rencana strategis.

As many as 20.3% of respondents said that 
the strategic plan, they have prepared for the 
next 3-5 years increases the content. There 
were 18.6% that are going to implement it by 
expanding the ad network. Another 15.3% 
planned to increase revenue through innovation. 
Meanwhile, 13.6% of respondents would like 
to add media features, and 10.2% said they 
would improve non-journalistic products. In a 
small percentage below 10%, the rest wanted 
to do this by encouraging journalism classes, 
conducting media collaboration, establishing 
new bureaus, and immediately obtaining 
verification from the Press Council.

The following are media companies’ 
plan for the next 3-5 years

Berikut rencana strategi perusahaan 
3-5 tahun ke depan

l Do a media collaboration 3.4%
l �Produce paid video and podcast contents 1.7%
l Set up another bureau 3.4%
l Add more contents 20.3%
l �Create more non-journalistic products 

10.2%
l Expand ad network 18.6%
l Add more media features 13.6%
l Encourage journalism classes 5.1%
l �Increase revenue by way of 

innovation 22.1%
l �Attain Press Council’s verification 

immediately 1.7%

l Melakukan kolaborasi media 3,4% 
l Membuat konten video dan podcast berbayar 

1,7%
l Membuka cabang 3,4%

l Memperbanyak konten 20,3%
l Memperbanyak produk non jurnalistik 

10,2%
l Memperluas jaringan iklan 18,6%

l Menambah fitur media 13,6%
l Mendorong kelas jurnalistik 5,1%

l Meningkatkan pemasukan dengan 
inovasi 22,1%

l Segera mendapat verifikasi dewan 
pers 1,7%

Sebanyak 20,3% responden menyampaikan 
rencana strategis yang telah disiapkan untuk 
3-5 tahun ke depan adalah memperbanyak 
konten. Ada 18,6% yang menerapkannya 
lewat memperluas jaringan iklan, 15,3% 
lainnya berencana meningkatkan pemasukan 
lewat inovasi. Sedangkan 13,6% responden 
akan menambah fitur media dan 10,2% 
lewat memperbanyak produk non-jurnalistik. 
Sisanya, dalam persentase yang kecil di bawah 
10% ingin melakukannya lewat mendorong 
kelas jurnalistik, melakukan kolaborasi media, 
membuka cabang hingga segera mendapatkan 
verifikasi dari Dewan Pers.

48. Does your media build its 
content management system, 
or do you use an open-source 
system (such as WordPress)? 
l Centralized. 2%
l In-house. 43.2%
l �In-house by an external IT team 

(Web-building service). 2%
l Open source. 27.5%
l WordPress. 25.5%

48. Apakan content management 
system media anda dibuat 
sendiri atau menggunakan 

system open source
l Dari pusat. 2%

l Dibuat sendiri. 43,2%
l Inhouse building oleh tim 

eksternal (jasa pembuatan web). 2%
l Open source, 27,5%

l Wordpress. 25,5%
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49. Does your media 
infrastructure still use local 
servers, cloud systems, or 
subscription packages? 
l local server. 30.9%
l package subscription. 29.4% 
l package subscription. 39.7%

49. Apakah infrastuktur media 
anda masih menggunakan 

server local, system cloud atau 
langganan paket?
l Server local. 30.9%

l Langganan paket. 29.4% 
l System cloud. 39.7%

As many as 43.2% of respondents said their 
media content management system (CMS) 
was made by themselves. While the other 
27.5% used open resources, and 25.5% used 
WordPress.

Sebanyak 43,2% responden mengatakan 
content management system (CMS) media 
mereka dibuat sendiri. Sementara 27,5% 
lainnya menggunakan open resource, dan 
25,5% menggunakan Wordpress.

A total of 39.7% of respondents admitted to 
using package subscriptions as their media 
server infrastructure. Meanwhile, 30.9% used 
local servers, and 29.4% used cloud systems.

Sebanyak 39,7% responden mengaku 
menggunakan langganan paket sebagai 
infrastruktur server media mereka. Sementara 
30,9% lainnya menggunakan server lokal dan 
29,4% lainnya sistem cloud.
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D. Regarding Audience Engagement 
with Cybermedia Outside Jakarta

D. Seputar Keterlibatan Audiens 
dengan Media Siber di luar Jakarta 

50. What tools do you use to measure 
your audience? 

50. Tools apa yang anda pergunakan 
untuk mengukur (measure) audiens 

anda?

A total of 63.5% of respondents said their 
media use Google Analytics as an audience 
measurement tool. A total of 11.5% of 
respondents use social media; 9.6% use Alexa; 
Another 3.8% through Histats and the rest 
through Hypestat, Jetpack, SEMrush, and 
others.

Sebanyak 63,5% responden mengatakan media 
mereka menggunakan Google Analytics sebagai 
alat ukur audiens. Sebanyak 11,5% responden 
menggunakan media sosial; 9,6% menggunakan 
Alexa; 3,8% lainnya lewat Histats dan sisanya 
lewat Hypestat, Jetpack, SEMrush, dan lainnya.

Social media

11.5%

Alexa

9.6%

Google Analytics

63.5%

Histats Others

3.8% 11.6%

A total of 34% of respondents said the age 
category of their media audience was 25-34 
years old; Another 26.4% said 35-44 years old; 
21.2% were 15-24 years old, and the remaining 
18.4% targeted those over 45 years old.

51. Can you describe the 
demographics of your media 
audience? (age category 15-
24 years, age category 25-34 
years, 35-44 years, over 45 
years) 
l 15-24 years old. 21.2%
l 25-34 years old. 34%
l �35-44 years old. 26.4%
l Over 45 years old. 18.4%

51. Demografi audiens media 
siber saat ini

l Kategori usia 15-24 tahun. 21.2%
l Kategori usia 25-34 tahun. 34%
l Kategori usia 35-44 thn. 26.4%

l Kategori usia di atas umur 45 
tahun. 18.4%

Sebanyak 34% responden mengatakan kategori 
usia audiens media mereka adalah 25-34 
tahun; 26,4% lainnya mengatakan 35-44 tahun; 
21,2% adalah 15-24 tahun, dan sisanya, 18,4% 
di atas umur 45 tahun.
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53. The location with the most 
audiences accessing your 
media (local, other regions, 
overseas)?
l Local. 59.5%
l Other regions. 28.8%
l �Abroad. 11.7%

53. Lokas terbanyak audiens yang 
mengakses media siber

l Lokal. 59.5%
l Luar kota. 28.8%

l Luar negri. 11.7%

52.1% of respondents said men dominated 
their media audience. Meanwhile, 39.3% were 
women, and 8.6% did not answer.

52. Can you describe the demography 
of your audience?
l Women category. 39.3%
l Men category 52.1%
l Did not answer. 8,6%            

52. Bisakah anda menggambarkan 
demografi audiens anda 
l Kategori Perempuan. 39,3%

l Kategori Laki-laki. 52,1%
l Tidak menjawab. 8,6%

Sebanyak 52,1% responden mengatakan 
audiens media mereka didominasi oleh laki-laki. 
Sementara 39,3% adalah perempuan dan 8,6% 
tidak menjawab.

As many as 59.5% of respondents said that 
the audience accessing their media came from 
their local area, according to the location of 
the media office. Meanwhile, another 28.8% of 
the audience came from outside the city and 
11.7% from abroad.

Sebanyak 59,5% responden mengatakan 
lokasi terbanyak audiens yang mengakses 
media mereka berasal dari wilayah lokal, sesuai 
domisili kantor media. Sementara, 28,8% 
audiens lainnya dari luar kota dan 11,7% dari 
luar negeri.

54. What are the most used devices by 
your audience to access your media? 
(mobile / desktop) 

54. Apa perangkat yang paling banyak 
digunakan oleh audiens anda untuk 

mengakses media anda?

Mobile phone Desktop/Computer

82.1% 17.9%
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As many as 82.1% of respondents said their 
audience access their media via mobile phone/
cellular. While the other 17.9% access via 
computer/desktop.

Sebanyak 82,1% responden mengatakan 
audiens mengakses media mereka lewat mobile 
phone/seluler. Sementara 17,9% lainnya 
mengakses lewat komputer/desktop.

As many as 75% of respondents admitted that 
their media has provided a comment column 
feature for the audience. While 19.6% did not 
do it, the rest only provided a comment field 
for the audience in political channels.

55. Does your story have reader 
commentary?
l Only for politics. 5.4%
l No. 19.6%
l Yes. 75%

56. What channels usually invite 
readers’ comments the most? (Mention 
the top three channels)

55. Apakah berita anda memiliki 
ruang komentar dari pembaca 

l Hanya di politik. 5.4%
l Tidak. 19.6%

l Ya. 75%

56. Jumlah kanal paling tinggi 
komentar audiens 

Sebanyak 75% responden mengaku media 
mereka sudah memberikan fitur kolom 
komentar untuk audiens. Sedangkan 19,6% 
tidak melakukannya dan sisanya hanya 
memberikan fitur kolom komentar untuk 
audiens pada kanal politik.

A total of 36.5% of respondents said that 
political channels most frequently attracted 
readers to comment. At the same time, 19.2% 
said event channels and 3.8% social channels. 
The rest mentioned fact-check channels, 
regions, lifestyles, laws, and so on.

l �General Interest. 1.9%
l Fact Check. 1.9%
l Regional. 1.9%
l Lifestyle. 3.8%
l Legal. 3.8%
l In-depth. 1.9%
l Crime. 3.8%
�l Local. 1.9%
l National. 1.9%
l �News. 1.9%
l Nu News. 1.9%
l Sports. 1.9%

l �Government. 3.8%
l �Current Events?. 

19.2%
l Politics. 36.5%
l �Variety. 1.9%
l �History. 

1.9%
l �Celeb-

rity. 
1.9%

l �Soccer. 
1.9%

l Social. 3.8%

l Umum 1,9%
l Cek Fakta 1,9%

l Daerah 1,9%
l Gaya Hidup 

3,8%
l Hukum 

3,8%
l In-
depth 
1,9%

l Krimi-
nal 3,8%

l Lokal. 1,9%

l Nasional 1,9%
l News 1,9%

l NU News 1,9%
l Olahraga 1,9%

l Pemerintahan 3,8%
l Peristiwa 19,2%

l Politik 36,5%
l Ragam 1,9%
l Sejarah 1,9%

l Selebriti 1,9%
l Sepak bola 1,9%

l Sosial 3,8%

Sebanyak 36,5% responden mengatakan kanal 
politik paling sering mengundang komentar 
pembaca. Sementara 19,2% mengatakan 
kanal peristiwa dan 3,8% kanal sosial. Sisanya, 
menyebut kanal cek fakta, daerah, gaya hidup, 
hukum, dan sebagainya.
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59. Have you ever held offline 
activities that involved your 
media audience?
l Never. 56.4%
l Yes. 43.6%

58. Is there any news in your media that 
invites polemics for the pros and cons 
of the readers? What case, if any?

l �Covid-19. 14.3%
l Economy. 7.1%
l Lifestyle. 7.1%
l Legal. 7.1%
l �Corruption. 7.1%
l �Environment. 7.1%
l Sports. 7.1%
l Government. 7.1%
l �Government. 7.1%

l �Current. 
7.1% 
Affairs

l �Pilkada. 
7.1%

l �Politics. 
7.1%

l �Sexuality. 
7.1%

l Covid-19. 
14.3%

l Ekonomi. 
7.1%

l Gaya 
hidup. 
7.1%

l Hukum. 
7.1%

l Korupsi. 7.1%

l Lingkungan hidup. 
7.1%

l Olahraga. 7.1%
l Pemerintah. 7.1%

l Pemerintahan. 7.1%
l Peristiwa. 7.1%

l Pilkada. 7.1%
l Politik. 7.1%

l Seksualitas. 7.1%

57. Do you filter/censor/edit 
comments from readers?
l No. 44%
l Yes. 56%

59. Apakah anda pernah 
melakukan kegiatan offline 

yang melibatkan audiens 
media anda?
l Belum.56.4%

l Ya. 43.6%

58. Apakah ada berita media anda yang 
mengundang polemik pro kontra dari 

pembaca? Kasus apa jika ada?

57. Apakah anda melakukan filter/
sensor/edit terhadap komentar 

dari pembaca?
l Tidak. 44%

l Ya. 56%

As many as 56% of respondents admitted that 
their media had censored/edited/filtered their 
readers’ comments. In comparison, the other 
44% do not censor/edit/filter them.

Sebanyak 56% responden mengaku media 
mereka pernah melakukan sensor/edit/filter 
pada komentar pembaca. Sementara 44% 
lainnya tidak melakukan sensor/edit/filter pada 
komentar pembaca.

As many as 14.3% of respondents said that the 
pro and contra polemics from readers appeared 
on the Covid-19 news. While the rest related 
to economic news, lifestyle, law, corruption, 
environment, sports, government, governance, 
events, local elections, politics, and sexuality.

Sebanyak 14,3% responden mengatakan 
polemik pro kontra dari pembaca muncul 
pada berita Covid-19. Sementara sisanya 
berhubungan dengan berita ekonomi, gaya 
hidup, hukum, korupsi, lingkungan hidup, 
olahraga, pemerintah, pemerintahan, peristiwa, 
pilkada, politik dan seksualitas.
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As many as 56.4% of the media have never 
done offline activities involving media 
audiences. Meanwhile, 43.6% of the media said 
they had.

As many as 43.8% of the media have done 
offline activities with the audience through 
seminars/talk shows. In addition, there was 
another 25% who organize offline activities 
through journalistic training. Meanwhile, 15.6% 
through gathering and 6.3% through Fact-
Checking training.

Sebanyak 56,4% media belum pernah 
melakukan kegiatan offline melibatkan audiens 
media. Sementara 43,6% media mengaku 
pernah.

Sebanyak 43,8% media telah melakukan 
kegiatan offline bersama audiens lewat 
seminar/talkshow. Ada 25% lainnya yang 
melakukan kegiatan offline lewat pelatihan 
jurnalistik. Sementara 15,6% lewat gathering 
dan 6,3% lewat pelatihan Cek Fakta.

A variety of cybermedia’s offline 
activities with their audience
l Seminar/talk show. 43.8% 
l Fact-Checking. 3.1% 
l Gathering. 15.6% 
l �Poetry competition for children. 

3.1% 
l Journalistic training. 25% 
l Hoax busting training. 6.3% 
l Podcast. 3.1% 

Berbagi kegiatan offline media 
siber bersama audien 

l Seminar/talkshow. 43,8% 
l Cek fakta. 3.1% 

l Batthring . 15.6% 
l Lomba puisi anak. 3.1% 

l Pelatihan jurnalistik. 25% 
l Pelatihan membedakan hoaks. 6.3% 

l Podcast. 3.1% 

60. Have you ever surveyed your 
audience and what they want 
from the media? 
l Never 78.8%
l Yes. 21.2%

61. Do you have a dedicated team 
to manage audience responses?
l No. 67.3%
l Yes. 32.7%

60. Apakah anda pernah 
melakukan survei tentang 

audiens anda dan apa yang 
mereka kehendaki dari 

medianya? 
l Belum pernah. 78,8%

l Ya. 21.2%

61. Apakah anda memiliki tim 
khusus untuk mengelola 

respons dari audiens?
l Belum ada. 67,3%

l Ya. 32,7

As many as 78.8% of the media have never 
surveyed their audience’s expectations. At the 
same time, another 21.2% have done so.

Sebanyak 78,8% media belum pernah 
melakukan survei kehendak audiens mereka. 
Sementara 21,2% lainnya telah melakukannya.
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62. Have you ever designed other 
forms of collaboration with 
audiences (discussions online, 
crowdsourcing stories, 
engagement models)? 
l No. 52.8%
l Yes. 47.2%

62. Apakah anda pernah anda 
merancang bentuk kolaborasi 

lain dengan audiens (diskusi 
online, crowdsourcing 

stories, model engagement)?
l Belum pernah. 52,8%

l Pernah (meski hanya sekali. 47,2%

As many as 67.3% of respondents admitted 
that their media does not yet have a special 
team to manage audience responses. While 
the other 32.7% already have a special team to 
handle the responses. 

Sebanyak 67,3% responden mengaku media 
mereka belum memiliki tim khusus untuk 
mengelola respons audiens. Sementara 32,7% 
lainnya sudah memiliki tim khusus untuk 
mengelola respons media. 

As many as 50.9% of the media have 
collaborated with the audience. In comparison, 
the other 47.2% have cooperated, even if only 
once.

Sebanyak 50,9% media pernah berkolaborasi 
dengan audiens. Sedangkan 47,2% lainnya 
pernah berkolaborasi meski hanya sekali.

70.6% of the media have collaborated with 
the audience in virtual discussions/online 
discussions. There are 23.5% of media building 
collaborations with audiences through 
community/engagement models. The rest, 
5.9% of the media, said they collaborated with 
the audience through journalistic workshops.

Sebanyak 70,6% media telah berkolaborasi 
dengan audiens dalam bentuk diskusi virtual/
diskusi online. Ada 23,5% media membangun 
kolaborasi dengan audiens lewat komunitas/
model engagement. Sisanya, 5,9% media 
mengungkapkan berkolaborasi dengan audiens 
melalui workshop jurnalistik.

Collaboration between 
cybermedia and their audience 
l Virtual discussion. 70%
l �Collaboration with communities/

model engagement. 23.5%
l Journalistic workshop. 5.9%

62. Apakah anda pernah anda 
merancang bentuk kolaborasi 

lain dengan audiens (diskusi 
online, crowdsourcing 

stories, model engagement)?
l Diskusi virtual. 70%

l Kolaborasi dengan komonitas/
model engagement. 23,5%

l Workshop jurnalistik. 5,9% 
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General Conditions 

This research shows that the media industry 
still has hope in the viability and sustainability 
of media in Indonesia, both in media in Jakarta 
and outside Jakarta. Moreover, expectations 
are seen to be higher in the media in Jakarta. 

Media managers in Jakarta 88.2% feel that the 
media industry still has hope for the future. In 
comparison, 79.7% of cyber media managers 
outside Jakarta think that the media industry 
still has hope. However, the media must 
innovate, and another 19% feel that the media 
industry still has a bright future.

Kondisi Umum 

Riset ini menunjukkan industri media masih 
memiliki harapan pada kelangsungan (viability) 
dan keberlanjutan (sustainability) media di 
Indonesia, baik pada media di Jakarta dan di 
luar Jakarta. Persentase harapan terlihat lebih 
tinggi pada media di Jakarta. 

Pengelola media di Jakarta 88.2% merasa 
bahwa industri media masih memiliki harapan 
ke depan, sementara itu 79.7% pengelola 
media siber di luar Jakarta merasa bahwa 
industri media masih memiliki harapan, namun 
media harus melakukan inovasi, dan 19 % 
yang lain merasa bahwa industri media masih 
memiliki masa depan yang cerah.	

Regarding why media managers are still 
staying in the media industry, 52.9% of media 
managers in Jakarta see that there are still 
opportunities that they can exploit in the 
current situation. Meanwhile, 57% of media 
managers outside Jakarta feel that they still see 
opportunities used in the current situation. In 
comparison, 40.5% say they are still optimistic 
about the current media industry.

When the variables that support this 
optimism were explored more deeply, 70.6% 
of media managers in Jakarta felt optimistic 
because they saw that there were still several 
opportunities that they could exploit. In 
comparison, only 50.6% of media managers 

Terkait dengan alasan mengapa para pengelola 
media masih bertahan dalam industri media, 
52,9% pengelola media di Jakarta melihat 
masih ada peluang yang bisa dimanfaatkan 
dalam situasi saat ini. Sementara itu 57% 
pengelola media di luar Jakarta merasa 
bahwa masih melihat ada peluang yang 
bisa dimanfaatkan dalam situasi sekarang, 
sementara 40,5% menyatakan masih optimis 
dengan industri media saat ini.

Ketika digali lebih mendalam variabel 
pendukung optimisme tersebut, 70.6% 
pengelola media di Jakarta merasa optimis 
karena mereka melihat masih ada sejumlah 
peluang yang dapat dimanfaatkan, sementara 

Hope on Media Industry Sustainability
l There is still hope
l �Bright Future
l �Media is Experiencing a Serious Downfall

Harapan pada keberlangsungan industri 
media 

l Harapan masih ada
l Masa depan cerah

l Media alami kejatuhan parah

Jakarta

88.2%
79.7%

19%
5.9% 5.9% 2%

Outside Jakarta
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Reason Why Cybermedia Stays
l �Optimistic in taking advantage of current 

opportunities
l Optimistic being able to collaborate

Alasan pelaku media siber masih 
bertahan

l Optimis memanfaatkan peluang saat ini
l Optimis bisa melakukan kolaborasi

Jakarta

50,6%

36.7%

70.6%

11.8%

Outside Jakarta

outside Jakarta held the same perspective. 
Regarding the current situation, 36.7% feel 
optimistic because they can collaborate with 
other parties. 

itu 50,6 % pengelola media di luar Jakarta 
merasa optimistis karena masih melihat ada 
sejumlah peluang yang bisa dimanfaatkan dari 
situasi sekarang, dan 36,7% merasa optimistis 
karena bisa melakukan kolaborasi dengan pihak 
lain. 

Media managers in Jakarta and outside Jakarta 
have slightly different views regarding the 
key priorities for successful cyber media 
development. For media managers in Jakarta, 
the key to the success of cyber media today 
is technological innovation (28%), the quality 
of journalism (24%), seeing advertising 
opportunities from local businesses (20%), 
and 16% said that optimism was built by 
working together involving audience/readers to 
produce products that are relevant to readers. 

Meanwhile, outside Jakarta, cyber media 
managers believe that strengthening the 
quality of journalism is the key to success (21%) 
hand-in-hand with technological innovations 
(21%). Meanwhile, 19.1% of respondents 
said that taking advantage of advertising 
opportunities from local businesses is the key 
to cyber media success. 

Pengelola media di Jakarta dan luar Jakarta 
memiliki prioritas sedikit berbeda terkait 
prioritas kunci sukses mengembangkan media 
siber. Bagi pengelola media di Jakarta, kunci 
sukses media siber saat ini, pada inovasi 
teknologi (28%), kualitas jurnalisme (24%), 
melihat peluang iklan dari bisnis lokal (20%), 
dan 16% mengatakan optimisme itu terbangun 
dengan bekerja sama melibatkan audiens/
pembaca untuk menghasilkan produk yang 
relevan bagi pembaca. 

Sementara itu pengelola media siber di luar 
Jakarta berpandangan bahwa menguatkan 
kualitas jurnalisme menjadi kunci untuk sukses 
(21%), melakukan inovasi teknologi (21%). 
Sedangkan 19,1% responden mengatakan 
bahwa memanfaatkan peluang iklan dari bisnis 
lokal menjadi kunci sukses media siber. 

For media managers in Jakarta, 
the key to the success of cyber 
media today is technological 
innovation (28%)

Bagi pengelola media di 
Jakarta, kunci sukses media 
siber saat ini, pada inovasi 
teknologi (28%)
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Regarding innovations that can be developed 
to make cyber media more successful, 
cyber media managers in Jakarta admitted 
to developing media interactivity through 
social media (24.1%). In addition, 22.2% 
of respondents mentioned using new 
technology to disseminate news, and 20.4% 
of respondents build subscription systems 
through digital wallets such as GoPay, Ovo, and 
DANA. 

Terkait dengan inovasi yang bisa dikembangkan 
untuk menjadikan media siber lebih sukses, 
pengelola media siber di Jakarta mengaku 
mengembangkan interaktivitas media lewat 
media sosial (24,1%), kemudian 22,2% 
responden menggunakan teknologi baru untuk 
penyebarluasan berita, dan 20,4% responden 
membangun sistem berlangganan lewat 
dompet digital seperti GoPay, Ovo, dan DANA. 

The Key to Success for Cybermedia in 
Jakarta and Outside Jakarta
l Technology Innovation
l �Quality of Journalism
l �Advertising opportunities with local businesses

Kunci sukses media siber di Jakarta dan 
Luar Jakarta

l Inovasi teknologi
l Kualitas jurnalisme

l Peluang iklan bisnis lokal

Innovation for a More Successful 
Cybermedia 
l Social media interactivity
l New technology for news distribution
l �Set up a subscription system using the digital 

wallet

Inovasi agar media siber lebih sukses
l Interaktivitas media sosial

l Teknologi baru sebarkan berita
l Bangun sistem langganan dari dompet digital

Jakarta

Jakarta

28%

24.1%

21%

28.3%

21%

23%

24%

22.2%

20%

20.4%

19.1%

10.7%

Outside Jakarta

Outside Jakarta

Meanwhile, 28.3% of cyber media managers 
outside Jakarta believed that developing 
media interactivity through social media is the 

Sementara itu 28,3% pengelola media siber di 
luar Jakarta percaya bahwa mengembangkan 
interaktivitas media lewat media sosial bisa 
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Government Role in Supporting the 
Cybermedia Ecosystem
l Pressuring Digital Platform Companies
l �Issue Tax Cuts
l �Advertise with the Media

Peran pemerintah mendorong ekosistem 
media siber

l Menekan perusahaan platform digital
l Memberikan potongan pajak

l Memberi iklan pada media

Jakarta

31.4%

20.5% 21.9%

31.4% 31.4% 29.8%

Outside Jakarta

innovation they needed. In comparison, 23% 
of respondents stated that the media could 
improve news dissemination by using new 
technology. 

The role of the government is needed to 
support the development of cyber media in 
Indonesia. Cybermedia managers in Jakarta 
are of the view that the government can play a 
role by pressing digital platform companies to 
negotiate with the media (31.4%), in addition 
to providing tax cuts (31.4%) and providing 
advertisements to the media (31.4%).

Meanwhile, cyber media managers outside 
Jakarta are of the view that the government 
can provide advertisements to the media as 
a form of government’s role and support for 
the media (29.8%) while giving tax breaks can 
be another alternative (21.9%) while pressing 
digital platform companies to negotiate with 
the media (20.5%) is the third important step. 

menjadi inovasinya, sementara 23% responden 
menyatakan bahwa inovasi bisa dilakukan 
dengan menggunakan teknologi baru untuk 
penyebarluasan berita. 

Peran pemerintah diperlukan untuk 
mendukung perkembangan media siber di 
Indonesia. Pengelola media siber di Jakarta 
berpandangan pemerintah bisa berperan 
dengan menekan perusahaan platform digital 
untuk bernegosiasi dengan media (31,4%), 
selain memberikan memberikan potongan 
pajak (31,4%), serta memberikan iklan-iklan 
kepada media (31,4%). 

Sementara itu pengelola media siber di luar 
Jakarta berpandangan bahwa pemerintah dapat 
memberikan iklan-iklan kepada media sebagai 
bentuk peran dan dukungan pemerintah 
pada media (29,8%), sedangkan memberikan 
potongan pajak bisa menjadi alternatif lain 
((21,9%), dan menekan perusahaan platform 
digital untuk bernegosiasi dengan media 
(20,5%) menjadi langkah penting ketiga. 
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Content Issues 

Regarding media establishment, most cyber 
media managers have worked for more than 
10-20 years. Some media were established in 
1994, 1995, 1999, and 2000 at 7.1% each. But, 
significantly, 21.4% were established in 2017. 

Meanwhile, cyber media outside Jakarta 
dominantly flourished in 2000-2015 with a 
total percentage of 45.7%. The most significant 
portion (20.3%) was established in 2016 or less 
than ten years ago.

Masalah Konten 

Terkait dengan pendirian media, pengelola 
media siber dominan berusia lebih dari 10-20 
tahun. Terdapat media yang berdiri sejak 1994, 
1995, 1999 dan 2000 dengan persentase sama 
yaitu masing-masing 7,1% atau berusia lebih 
10-20 tahun. Persentase lebih besar berdiri 
pada 2017 (21.4%). 

Sementara itu pada media di luar Jakarta 
dominan berdiri 2000-2015 secara total 
persentase mencapai 45,7%. Jumlah terbesar 
20,3% berdiri pada 2016 atau kurang dari 10 
tahun.

The Year When Cybermedia Flourished
l �Jakarta
l Outside Jakarta

Tahun marak berdirinya media siber 
l Jakarta

l Luar Jakarta

2016

21.4%

11.9%

7.1%

20.3%

2017

Regarding office ownership, 81.3% of cyber 
media managers in Jakarta claimed to have 
had their own office. In comparison, 12.5% ​​
of media managers admitted to not having 
a dedicated office. In addition, 6.3% of 
respondents claimed that they don’t have 
an office because they joined the parent 
company, such as a merger with a radio station. 
Meanwhile, 86.2% of media managers outside 
Jakarta stated that they had their own offices. 
Almost the same percentage for cyber media 
outside Jakarta. 

Terkait dengan kepemilikan kantor, 81,3% 
pengelola media siber di Jakarta mengaku 
sudah memiliki kantor khusus. Sedangkan 
12,5% pengelola media mengaku belum 
memiliki kantor khusus. Ada 6,3% responden 
yang mengaku belum punya karena bergabung 
dengan induk usaha, misalnya disini adalah 
bergabung dengan kantor radio. Sedangkan 
86,2% pengelola media di luar Jakarta 
menyatakan memiliki kantor sendiri. Persentase 
yang hampir serupa pada media siber di luar 
Jakarta. 
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Jakarta

32.9%

51.7% 48.3%

67.1%

Outside Jakarta

The media in Jakarta has an almost balanced 
composition in terms of staff ratio in the 
editors and non-editors. However, the gap 
is not that wide. Respondents in Jakarta said 
that the portion of their non-editing team was 
51.7%, while editorial staff reached 48.30%. 
This shows that media managers in Jakarta 
give substantial attention to the non-editorial 
aspect to support the sustainability of the 
media economy. 

Meanwhile, for cyber media managers outside 
Jakarta, the number of employees in the 
editorial field is higher, reaching 67.1%. At the 
same time, non-editorial employees amounted 
to 32.9%. This shows that cyber media outside 
Jakarta have not given the same attention to 
the non-redaction aspects to strengthen the 
media economy. 

Media di Jakarta memiliki komposisi hampir 
seimbang terkait perbandingan staf di redaksi 
maupun non redaksi. Selisih persentase 
tidak begitu lebar. Responden di Jakarta 
menyampaikan komposisi staf non redaksi 
adalah 51,7% sedangkan staf redaksi mencapai 
48,30%. Hal ini menunjukkan bahwa pengelola 
media di Jakarta memberikan perhatian penting 
pada aspek non keredaksian untuk mendukung 
keberlangsungan ekonomi media. 

Sementara itu pengelola media siber di luar 
Jakarta, jumlah karyawan di bidang redaksi 
lebih tinggi, mencapai 67,1%. Sedangkan 
karyawan non redaksi berjumlah 32,9%. Hal ini 
menunjukkan media siber di luar Jakarta belum 
memberikan perhatian yang sama pada aspek 
non redaksi untuk memperkuat ekonomi media. 

Cybermedia’s Office Ownership
l Has an office
l Has no office
l Joint office

Kepemilikan kantor media siber
l Ada kantor khusus

l Belum punya kantor
l Menumpang

The number of the newsroom and  
non-newsroom staffs
l Number of newsroom staff
l Number of non-newsroom staff

Jumlah staf redaksi dan jumlah  
staf non redaksi

l Jumlah staf redaksi
l Jumlah staf non redaksi

Jakarta

81.3% 86.2%

14.3%12.5%
6.3% 1.5%

Outside Jakarta
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Regarding the number of journalists from the 
women’s side and minority groups for cyber 
media managers in Jakarta, as many as 63.5% 
of respondents admitted that the number of 
female journalists in their editorial staff is still 
more cumulatively compared to the number 
of journalists from other minority groups, 
for example; ethnicity, race, and religion. 
Meanwhile, for cyber media conditions outside 
Jakarta, 54.8% of employees are women, 
higher than other minority groups. 

Regarding the number of technology-literate 
employees, cyber media managers in Jakarta 
(as many as 25.0% of respondents) stated 
that employees with technology skills are only 
50%. However, another 25.0% of respondents 
admitted that the employees who have 
technical skills have reached 100%. The rest 
(16.7% of respondents) revealed that only 40% 
of the total employees in the editorial staff are 
technology literate. 

While this condition is for media outside 
Jakarta, 20.8% of managers admit that 50% 
of their employees are technology literate. 
However, only 15.1% admit that 80% of their 
employees are technology literate. 

Terkait dengan jumlah jurnalis dari sisi 
perempuan dan kelompok minoritas untuk 
pengelola media siber di Jakarta, sebanyak 
63,5% responden mengaku jumlah jurnalis 
perempuan dalam redaksinya masih lebih 
banyak secara akumulatif dibandingkan dengan 
jumlah jurnalis dari kelompok minoritas lain 
misalnya; suku, ras, dan agama. Sementara itu 
untuk kondisi media siber di luar Jakarta, 54,8% 
karyawan adalah perempuan, lebih tinggi dari 
kategori kelompok minoritas lainnya. 

Sehubungan dengan jumlah karyawan yang 
melek teknologi, pengelola media siber di 
Jakarta (sebanyak 25,0% responden) menyebut 
persentase karyawan yang punya kemampuan 
teknologi hanya 50% dari total karyawan. 
Ada 25,0% responden lainnya yang mengaku 
persentase karyawan yang punya kemampuan 
teknologi dalam perusahaan sudah mencapai 
100%. Sisanya, (16,7% responden) mengaku 
baru 40% saja dari total karyawan dalam 
redaksi yang melek teknologi. 

Sedangkan kondisi ini untuk media di luar 
Jakarta, 20,8% pengelola mengaku bahwa 50% 
karyawannya melek dengan teknologi, dan 
hanya 15,1% yang mengaku 80% karyawannya 
melek teknologi. 

Jakarta

6%

25% 25%

21%

Outside Jakarta

Percentage of Technology-Savvy 
Employees
l 50% of Employees are tech-literate
l 100% of employees are tech-literate

Presentase karyawan melek teknologi
l 50% karyawan melek teknologi

l 100% karyawan melek teknologi
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Jakarta

52.4%

68.7%

31.3%

46%

Outside Jakarta

Percentage of Cybermedia Certified by 
the Press Council
l Has Press Council certification
l �Has not yet been certified by the Press Council

Presentase media siber terverifikasi 
dewan pers

l Sertifikasi Dewan pers
l Belum sertivikasi Dewan pers

Cybermedia in Jakarta is interested in 
strengthening the quality of human resources, 
as seen from the journalistic training that has 
been carried out. As many as 92.9% of cyber 
media managers in Jakarta admitted that they 
often held and participated in journalistic 
training or media training independently or by 
sending journalists to attend training organized 
by other institutions. 

Respondents mentioned that the most 
received journalistic training was held by the 
Alliance of Independent Journalists (AJI) and 
journalistic training by Cek Fakta. Respondents 
also claimed to have received media training 
from the Indonesian Cyber ​​Media Association 
(AMSI) and the Google News Initiative. 

Meanwhile, for media conditions outside 
Jakarta, the figure is equally divided (33.3%) for 
those who have received journalistic training, 
rarely received journalistic training, and 
had never received any journalistic training. 
Moreover, the organizers of the training 
activities in areas outside Jakarta varied from 
the Fact Check, AJI, and AMSI groups. 

Regarding media that the Press Council has 
verified, 68.7% of cyber media managers 
in Jakarta claimed that their organization 
has gotten Press Council’s verification. The 
remaining 31.3% said the Press Council had 
not verified them. Meanwhile, 52.4% of cyber 
media outside Jakarta admitted that they 
had not received verification from the Press 
Council, and 46% had. 

Media siber di Jakarta memiliki perhatian pada 
penguatan kualitas sumber daya manusia 
dilihat dari pelatihan jurnalistik yang pernah 
dilakukan. Sebanyak 92,9% pengelola media 
siber di Jakarta mengaku sering mengadakan 
dan mengikuti pelatihan jurnalistik ataupun 
pelatihan media baik secara mandiri atau 
dengan mengirim jurnalis mengikuti pelatihan 
yang diselenggarakan lembaga lain. 

Para responden menyebut pelatihan jurnalistik 
yang paling banyak diterima diselenggarakan 
oleh Aliansi Jurnalis Independen (AJI) dan juga 
pelatihan jurnalistik oleh Cek Fakta. Responden 
juga mengaku menerima pelatihan media dari 
Asosiasi Media Siber Indonesia (AMSI) dan 
Google News Initiative. 

Sementara itu untuk kondisi media di luar 
Jakarta angkanya terbagi sama (33,3%) kepada 
mereka yang sudah pernah mendapat pelatihan 
jurnalistik, jarang mendapatkan pelatihan 
jurnalistik, dan belum pernah sama sekali. 
Pelaksana kegiatan pelatihan di wilayah luar 
Jakarta beragam dari kelompok Cek Fakta, AJI 
dan AMSI. 

Soal media yang sudah terverifikasi Dewan 
Pers, sebanyak 68,7% pengelola media siber 
di Jakarta mengaku media telah terverifikasi 
oleh Dewan Pers. Sisanya, ada 31,3% yang 
mengaku belum terverifikasi oleh Dewan Pers. 
Sedangkan 52,4% media siber di luar Jakarta 
mengaku belum mendapatkan verifikasi Dewan 
Pers dan 46% sudah mendapatkan verifikasi 
dari Dewan Pers. 
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Regarding capital issues, as many as 60.0% of 
respondents from cyber media managers in 
Jakarta admitted that they needed more than 
Rp1 billion in capital to start a cyber media 
business in Jakarta. Meanwhile, 26.7% of 
respondents claimed they required Rp100-500 
million, and 13.3% said they spent Rp50-100 
million. 

For cyber media conditions outside Jakarta, 
37.7% admitted that they needed less than 
Rp50 million capital. In comparison, those who 
claimed to need Rp50-100 million and Rp100-
500 million were 26.2%. 

Jakarta

26.2%

13.3%

26.7% 26.2%

Outside Jakarta

Comparison of Cybermedia Financiers
l Rp50-100 million capital
l Rp100-500 million capital

Perbandingan modal pelaku media siber
l Modal Rp50-100 juta

l Modal Rp100-500 juta

Terkait masalah modal, sebanyak 60,0% 
responden dari pengelola media siber di Jakarta 
mengaku butuh modal lebih dari Rp 1 miliar 
untuk membangun media siber di Jakarta. 
Sedangkan 26,7% responden mengaku butuh 
modal Rp 100 juta - Rp 500 juta, dan ada 
13,3% responden yang mengaku butuh modal 
Rp 50 juta - Rp 100 juta. 

Untuk kondisi media siber di luar Jakarta, 
37,7% mengaku membutuhkan modal kurang 
dari Rp 50 juta, sementara itu yang mengaku 
membutuhkan dana Rp 50 juta - Rp 100 juta 
ada 26,2%, dan juga membutuhkan antara Rp 
100 juta - Rp 500 juta ada 26,2%. 

When asked further regarding media investors, 
42.1% of cyber media managers in Jakarta 
admitted that their investors were national 
entrepreneurs. In comparison, 26.3% of 
respondents admitted that cyber media 
investors were independent. Then 21.1% 
of respondents had cyber media investors 
from local entrepreneurs. The remaining 
10.5% admitted that the investors are donor 
institutions. 

On the other hand, cyber media outside Jakarta 
is still dominated by independent capital 
(66.2%). Meanwhile, 21.5% admitted that the 
investors were local entrepreneurs, and 10.8% 
were national entrepreneurs. 

Ketika ditanya lebih jauh terkait dengan 
pemodal media, sebanyak 42,1% pengelola 
media siber di Jakarta mengaku pemodal 
mereka adalah pengusaha nasional, sementara 
26,3% responden mengaku pemodal media 
siber adalah mandiri. Kemudian 21,1% 
responden yang memiliki pemodal media siber 
dari pengusaha lokal. Sisanya ada 10,5% yang 
mengaku pemodalnya adalah lembaga donor. 

Kondisi sebaliknya pada media siber di luar 
Jakarta masih didominasi modal mandiri 
(66,2%). Sementara 21,5% mengaku 
pemodalnya adalah pengusaha lokal, dan 
10,8% adalah pengusaha nasional. 
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National 
Businessowners

Pengusaha Nasional

42.1%

10.3%

Independent
Mandiri

26.3%

66.2%

Local Businessowners 
Pengusaha Lokal

21.1% 21.5%

Donor Institutions
Lembaga Donor

10.5%
1.5%

Cybermedia Financiers
l Jakarta
l Outside Jakarta 

Pemodal media siber 
l Jakarta 

l Luar Jakarta

As many as 62.5% of cyber media managers in 
Jakarta claimed to be part of a specific media 
group, 37.5% of respondents claimed not to be 
part of any media group. Meanwhile, in cyber 
media outside Jakarta, 80.3% said they were 
not part of a specific media group. Only 18% 
claimed to be part of a media group. 

Regarding the strategy to find sources for their 
media channels, as many as 58.8% of cyber 
media managers in Jakarta said they primarily 
serve the audience with their coverage. As 
many as 17.6% of respondents admitted that 
their channel contents were in the form of 
republishing or translations. Then there were 
8.6% of respondents acknowledging that 
advertisements or advertorials dominantly 
fill their channel. Meanwhile, cyber media 
managers outside Jakarta (66.5% of 
respondents) admitted that they served their 
audience with their coverage, then 10.3% filled 
them with advertisements/advertorials, and 
9.1% were republishing/translated works.

Sebanyak 62,5% pengelola media siber 
di Jakarta mengaku sebagai bagian dari 
grup media tertentu, kemudian ada 37,5% 
responden yang mengaku bukan bagian dari 
grup media tertentu. Sedangkan di media siber 
luar Jakarta kondisinya 80,3% mengaku bukan 
bagian dari grup media tertentu. Hanya 18% 
yang mengaku merupakan bagian dari grup 
media tertentu. 

Terkait dengan strategi untuk mengisi kanal-
kanal dalam medianya, sebanyak 58,8% 
pengelola media siber di Jakarta mengakui 
strategi mengisi kanal paling banyak adalah 
dengan liputan sendiri. Sebanyak 17,6% 
responden mengaku isi kanalnya berupa 
saduran atau terjemahan. Lalu ada 8,6% 
responden mengaku pengisian kanal juga 
didominasi oleh iklan atau advertorial. 
Sementara itu kondisi pengelola media siber 
di luar Jakarta (66,5% responden) mengaku 
mengisi kanal-kanalnya dengan liputan mereka 
sendiri, kemudian 10,3% mengisinya dengan 
iklan/advertorial, dan 9,1% merupakan 
saduran/ terjemahan. 
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Regarding the origin of the content, cyber 
media managers in Jakarta said that as much as 
59.7% of national topics, then 27.3% of local 
content, and 13.0% of content originating from 
abroad. Meanwhile, for cyber media outside 
Jakarta, the condition is 67.3% local news, 
25.2% national news, and only 7.5% foreign 
news. 

News Channel’s Content Sourcing
l Jakarta
l �Outside Jakarta

Sumber pengisian kanal berita
l Jakarta

l Luar jakarta

Origin of News Content Content Origin: 
l Jakarta
l �Outside Jakarta

Sumber konten berita
l Jakarta

l Luar Jakarta

Original Reporting
Liputan Sendiri

National
Nasional

58.8%

59.7%

66.5%

25.2%

Republishing/Translation 
Saduran/Terjemahan

Local
Lokal

17.6%

27.3%

9.1%

67.3%

Advertorials
Iklan

Foreign
uar Negerin

8.6%

13%

10,3%

7,5%

Terkait dengan asal konten dibuat, pengelola 
media siber di Jakarta mengatakan sebanyak 
59,7% nasional, lalu 27,3% konten lokal, 
dan 13,0% konten berasal dari luar negeri. 
Sedangkan untuk media siber di luar Jakarta 
kondisinya 67,3% adalah berita lokal, 25,2% 
berita nasional, dan hanya 7,5% isinya berita 
luar negeri. 

On the number of news produced in all 
channels for cyber media managers in 
Jakarta, the survey illustrated that 28.6% 
of respondents admitted that the stories 

Jumlah berita baru yang diproduksi di semua 
kanal untuk pengelola media siber di Jakarta, 
bisa digambarkan bahwa 28,6% responden 
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Cybermedia’s Journalistic Products 
Product 
l Jakarta
l �Outside Jakarta

Hasil produk jurnalistik media siber
l Jakarta

l Luar jakarta

Texts
Teks

54.3%

70.3%

Photographs
Foto

9.8%
14.5%

Infographics
Infografis

8.1%
3.7%

Video
Video

8% 10%

Podcast & Live 
Streaming

Podcast & Live 
Streaming

6.8%
1.6%

delivered on all channels in one day reached 
100 articles/items. There were 28.6% who 
claimed that their number was higher than 
100. Meanwhile, cyber media outside Jakarta 
showed that 73.4% of media managers 
admitted to producing 1-50 news items per 
day.  

Regarding the types of journalistic products 
made, as many as 64.3% of respondents in 
Jakarta admitted that their journalistic products 
were photos (9.8%), in the form of infographics 
(8.1%), then 8.0% in the form of videos, and 
the other 6.8% were in the form of podcasts. 
Meanwhile, in cyber media outside Jakarta, 
70.3% produce text, 14.5% have photos, 10% 
have videos. 

mengaku jumlah berita baru diproduksi di 
semua kanal dalam satu hari mencapai 100 
beritai, ada 28,6% responden yang mengaku 
jumlahnya lebih dari 100 berita per hari. 
Sementara itu kondisi media siber di luar 
Jakarta terlihat 73,4% pengelolanya media 
mengaku memproduksi 1-50 item berita per 
hari. 

Terkait jenis produk jurnalistik yang dihasilkan, 
sebanyak 64,3% responden di Jakarta 
mengaku produk jurnalistik yang dihasilkan 
adalah teks, untuk foto ada 9,8%, kemudian 
ada 8,1% berupa infografis, kemudian ada 
8,0% berbentuk video, ada pula 6,8% lainnya 
berbentuk podcast. Kondisi media siber di 
luar Jakarta 70,3% memproduksi teks, 14,5% 
memproduksi foto, 10% memproduksi video. 

Regarding social media accounts owned by 
cyber media in Jakarta, 55.3% of respondents 
said they had a Facebook social media 
account—often with the highest number 
of followers, followed by 24.1% who had 
a Twitter account. In addition, 10.08% of 

Terkait dengan akun sosial media yang dimiliki 
oleh media siber di Jakarta, terlihat sebanyak 
55,3% mengatakan memiliki akun media 
sosial Facebook dengan jumlah pengikut yang 
terbanyak, disusul 24,1% memiliki akun Twitter, 
10,08% responden memiliki akun Instagram, 
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respondents had an Instagram account, and 
7.3% maintained a YouTube account. In the 
meantime, cyber media outside Jakarta showed 
that 46.3% had a Facebook account, 29.3% 
had a YouTube account, 16.4% had a Twitter 
account, and 8% had an Instagram account.  

dan 7,3% memiliki Youtube. Kondisi media siber 
di luar Jakarta menunjukkan 46,3% memiliki 
akun Facebook, kemudian 29,3% memiliki akun 
Youtube, 16,4% memiliki akun twitter, dan 8% 
memiliki akun instagram. 

Facebook

46.3%

Twitter Instagram 

10%
16.4%

55.3%

24.1%
8%

Youtube

7.3%

29.3%

Social Media Account Ownership
l Jakarta
l Outside Jakarta 

Kepemilikan aku media sosial
l Jakarta 

l Luar Jakarta

The content distribution channels of the media 
in Jakarta have similarities with those outside 
Jakarta, although with different percentages. 
Facebook is still the mainstay of content 
distribution. In cyber newsrooms in Jakarta, as 
many as 26.1% of respondents admitted that 
Facebook is an effective channel for content 
distribution. 19.6% of respondents said that 
the content distribution channels they use 
were BabeNews and LINE. The remaining 
17.4% of respondents each mentioned 
Google and UCNews as distribution channels. 
Meanwhile, for cyber media managers outside 
Jakarta, 29.1% used distribution channels on 
Facebook. While 19.2% use Babenews, 19.2% 
use Google, 16.9% use Line, and 15.7% use 
UCNews. 

The use of analytical tools is quite essential for 
the media in Jakarta. All cyber media managers 
in Jakarta (100%) have used analytical tools. 
Meanwhile, 68.9% of cyber media managers 
outside Jakarta have used analytical tools, 
while 31.1% have not.

Saluran diskusi konten memiliki kesamaan 
pada media di Jakarta dan di luar Jakarta meski 
dengan persentase yang berbeda. Facebook 
masih menjadi andalan distribusi konten. 
Pada media siber di Jakarta, sebanyak 26,1% 
responden mengaku Facebook adalah kanal 
yang efektif untuk distribusi konten. Ada 19,6% 
responden mengaku kanal distribusi konten 
yang mereka pakai adalah BabeNews dan LINE. 
Sisanya ada 17,4% responden masing-masing 
menyebut Google dan UCNews sebagai kanal 
distribusi. Sedangkan untuk pengelola media 
siber di luar Jakarta 29,1 % menggunakan 
kanal distribusi di Facebook. Sementara 19,2% 
menggunakan Babenews, 19,2% menggunakan 
Google, 16,9% menggunakan Line, dan 15,7% 
menggunakan UCNews. 

Pemanfaatan alat analisis cukup penting bagi 
media di Jakarta. Seluruh pengelola media 
siber di Jakarta (100%) sudah menggunakan 
analytical tools, sementara itu pengelola media 
siber di luar Jakarta persentasenya 68,9% 
yang sudah menggunakan analytical tools, 
sedangkan 31,1% belum menggunakannya. 
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Direct Traffic

37.2%

Organic Traffic Referral Traffic 

13.5%

23.7%

37.4% 36.4%

12.9%

Social Media Traffic

11%

21%

Source of Cybermedia Traffic
l Jakarta
l Outside Jakarta 

Sumber traffic media siber
l Jakarta 

l Luar jakarta

The most significant traffic sources for cyber 
media managers in Jakarta and outside Jakarta 
have something in common. Media in Jakarta 
admitted that 37.4% of visitors came from 
direct traffic, then 36.4% came from organic 
traffic, and 13.5% came from referral traffic. Of 
the condition of cyber media outside Jakarta, 
37.2% rely on direct traffic, 23.7% use organic 
traffic, and 21% use social media traffic. 

Yes/Sudah

31.1%

100%

68,9%

0%

No/Belum

Use of Analytics Tools
l Jakarta
l Outside Jakarta 

Penggunaan analystics tools
l Jakarta

l Luar Jakarta

Sumber traffic terbesar pengelola media 
siber di Jakarta dan di luar Jakarta memiliki 
kesamaan. Media di Jakarta mengaku 
sebanyak 37,4% pengunjungnya berasal dari 
direct traffic, kemudian 36,4% berasal dari 
organic traffic, dan ada 13,5% yang berasal 
dari referral traffic. Kondisi media siber di luar 
Jakarta 37,2% mengandalkan direct traffic, 
23,7% menggunakan organic traffic, dan 21% 
menggunakan social media traffic. 

Concerning editorial meetings, all (100%) cyber 
media managers in Jakarta claimed to conduct 
editorial meetings regularly. In comparison, 
76.2% claimed to hold editorial meetings 
regularly for cyber media outside Jakarta, and 

Berkaitan dengan rapat redaksi, seluruh (100%) 
pengelola media siber di Jakarta mengaku rutin 
melakukan rapat redaksi, sedangkan media 
siber di luar Jakarta ada 76,2% yang mengaku 
mengadakan rapat redaksi secara rutin dan 
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23.8% admitted that editorial meetings were 
not a part of their routine. 

Regarding the procedure for sending news, 
93.3% of cyber media managers in Jakarta 
said reporters could not upload reports from 
the field without editing. In comparison, the 
remaining 6.7% said that reporters could 
upload their stories directly. Meanwhile, in 
cyber media outside Jakarta, 96.8% of media 
managers said reporters could not upload news 
directly, and 3.2% said they allowed reporters 
to upload reports directly. 

23,8% mengaku tidak melakukan rapat redaksi 
secara rutin. 

Terkait dengan prosedur pengiriman berita, 
93,3% pengelola media siber di Jakarta 
mengatakan para reporter tidak bisa 
mengunggah laporan dari lapangan tanpa 
editing, sedangkan ada 6,7% pengelola sisanya 
mengatakan reporter bisa mengunggah 
laporan sendiri dari lapangan. Sementara 
itu pada media siber di luar Jakarta 96,8% 
pengelola media mengatakan reporter tak 
bisa mengunggah berita secara langsung, dan 
3,2% menyatakan memperbolehkan reporter 
mengunggah berita secara langsung. 

News Uploading Rules 
l �Jakarta
l Outside Jakarta

Urutan unggah berita
l Jakarta 

l Luar Jakarta

Reporters may upload directly
Reporter bisa langsung unggah berita

93.3% 96.8%

6.7% 3.2%

Uploads have to go through an 
editing process

Unggah harus melalui editing oleh 
editor

The percentage of reader complaints on media 
in Jakarta is relatively high, reaching 80% 
compared to media outside Jakarta (55.6%). 
The remaining 20.0% of respondents in Jakarta 
said they had never received a complaint from 
readers. In comparison, the media outside 
Jakarta who claimed to have never received a 
complaint were 44.4%.

Persentase komplain pembaca pada media 
di Jakarta cukup tinggi mencapai 80% 
dibandingkan media di luar Jakarta (55,6%). 
Sisanya 20,0% responden Jakarta mengatakan 
tidak pernah dikomplain oleh pembaca, 
sedangkan media di luar Jakarta yang mengaku 
tidak pernah mendapatkan komplain adalah 
44,4%.
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Complaints from the public to the Press Council 
are relatively high in the media in Jakarta. 
As many as 66.7% of media respondents in 
Jakarta admitted that they had been reported 
to the Press Council. However, the rest of the 
respondents (33.3%) revealed that they had never 
been reported to the Press Council. Meanwhile, 
the condition of the media outside Jakarta, 21% 
admitted that they had been reported to the 
Press Council, and 79% admitted that they had 
never been reported to the Press Council. 

Yes

Yes

44.4%

79%

80%

66.7%

55.6%

21%

20%

33.3%

No

No

Experience with Readers’ Complaints
l Jakarta
l Outside Jakarta 

Pengalaman omplain oleh pembaca
l Jakarta 

l Luar Jakarta

Reported to the Press Council
l Jakarta
l Outside Jakarta 

Aduan ke Dewan Pers
l Jakarta 

l Luar Jakarta

Pengaduan dari masyarakat kepada Dewan 
Pers cukup tinggi pada media di Jakarta. 
Sebanyak 66,7% responden media di Jakarta 
mengaku pernah diadukan ke Dewan Pers. 
Sisanya, ada 33,3% responden mengaku tidak 
pernah diadukan ke Dewan Pers. Sementara 
itu kondisi media di luar Jakarta 21% mengaku 
pernah diadukan ke Dewan Pers dan 79% 
mengaku tidak pernah diadukan ke Dewan 
Pers. 

Regarding the number of journalists who took 
the Journalist Competency Test in Jakarta, 
as many as 41.1% have received journalist 
certification from the Press Council for the 
Junior level, 37.1% for Intermediate, and 21.7% 
claimed to have journalists accredited for 

Jumlah jurnalis di media yang telah mengikuti 
Uji Kompetensi Wartawan pada media di 
Jakarta, sebanyak 41,1% mendapatkan 
sertifikasi wartawan dari Dewan Pers untuk 
jenjang Muda, kemudian 37,1% pada jenjang 
Madya, dan ada 21,7% responden mengaku 
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the Senior level. Meanwhile, for cyber media 
outside Jakarta, 53.6% of journalists hold 
junior-level certification, 24.8% Intermediate, 
and 21.6% for the Senior level. This data shows 
that certificate holders at the Senior level 
are relatively low both in Jakarta and outside 
Jakarta. 

Business and Media Management 

Regarding the presence or absence of a 
dedicated team that handles business issues 
in Jakarta cyber media, 81.2% of respondents 
said they had a business team in media. Only 
18.8% of respondents said they did not have a 
dedicated business team. Meanwhile, 61.3% of 
respondents claimed to have a business team 
for media conditions outside Jakarta, and 38.7% 
said they did not have a specific business team. 

Cybermedia Reporters’ Certification 
l Jakarta
l �Outside Jakarta

Sertifikasi wartawan di media siber
l Jakarta 

l Luar Jakarta

Junior Level
Jenjang Muda

41.1%

53.6%

Intermediate Level
Jenjang Madya

37.1%

24.8%

Senior Level
Jenjang Utama

21.7% 21.6%

memiliki sertifikasi dalam jenjang Utama. 
Sementara itu untuk kondisi media siber di 
luar Jakarta, 53,6% jurnalis ada di jenjang 
Muda, 24,8% dalam jenjang Madya, dan 21,6% 
dalam jenjang Utama. Data ini menunjukkan 
pemegang sertifikasi pada jenjang Utama 
cukup rendah baik di Jakarta atau luar Jakarta. 

Bisnis dan Manajemen Media 

Terkait dengan ada tidaknya tim khusus yang 
mengurus masalah bisnis di media siber Jakarta, 
81,2% responden mengatakan memiliki tim 
bisnis khusus dalam media dan hanya 18,8% 
responden mengaku tidak punya tim bisnis 
khusus. Sedangkan untuk kondisi media di luar 
Jakarta 61,3% responden mengaku memiliki 
tim khusus bisnis dan 38,7% mengaku tidak 
memiliki tim bisnis secara khusus. 

Has a Business Team
Ada TIm Bisnis

38.7%

81.2%

61.3%

18.8%

Does not have a Business Team
Tidak Ada TIm Bisnis

Dedicated Business Team in Cybermedia 
l Jakarta
l Outside Jakarta 

Tim bisnis khusus di media siber
l Jakarta 

l Luar Jakarta
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Cybermedia’s Office Inventory List 
l Jakarta
l �Outside Jakarta

Daftar inventarisasi kantor media siber
l Jakarta 

l Luar Jakarta

Computer & Mobile Phone
Komputer & Telepon 

Genggam

33.3%

47.3%

Multimedia Editing Software
Software Editing Multimedia

31.1% 29.8%

Podcast & Streaming Studio
Studio Podcast & Streaming

28.9%

17.6%

Regarding the presence or absence of special 
training related to business or management 
issues, 70.0% of respondents admitted that 
they did not receive media management 
training. Only 30.0% of respondents claimed to 
have received media management training. The 
organizers of the program were the Alliance of 
Independent Journalists (AJI), the Indonesian 
Cyber ​​Media Association (AMSI), Google News 
Initiative, Facebook, LPDS, and the Indonesian 
Journalists Association (PWI). Meanwhile, 
for cyber media conditions outside Jakarta, 
71.2% admitted that they had never received 
special training related to business issues 
or media management, and 25.4% admitted 
that they had received training. The program 
organizers included AMSI, AJI, Dr. Soetomo 
Press Institute, PWI, Google News Network, 
and Facebook. 

Terkait dengan ada tidaknya pelatihan khusus 
terkait dengan masalah bisnis atau manajemen, 
sebanyak 70,0% responden mengaku tidak 
menerima pelatihan manajemen media. Hanya 
30,0% responden yang mengaku sudah pernah 
menerima pelatihan manajemen media. Adapun 
para penyelenggara pelatihan tersebut adalah 
Aliansi Jurnalis Independen (AJI), Asosiasi 
Media Siber Indonesia (AMSI), Google News 
Intiative, Facebook, LPDS, dan Persatuan 
Wartawan Indonesia (PWI). Sementara itu 
untuk kondisi media siber di luar Jakarta 71,2% 
mengaku tidak pernah mendapatkan pelatihan 
khusus terkait masalah bisnis atau manajemen 
media, dan 25,4% mengaku sudah pernah 
mendapat pelatihan. Pelaksana pelatihan 
tersebut itu antara lain AMSI, AJI, Lembaga 
Pers Dr Sutommo, PWI, Google News Network 
dan Facebook. 

Regarding office inventory owned by 
cybermedia organizations to support their 
journalistic work, as many as 33.3% of cyber 
media manager respondents in Jakarta 
admitted that these inventory items were 
computers and mobile phones. In addition, 
31.1% have multimedia editing software. There 
were also 28.9% of respondents who have a 
studio for podcasts and streaming. Meanwhile, 
47.3% of media outside Jakarta said to have 

Berkaitan dengan masalah inventaris kantor yang 
dimiliki untuk menunjang kerja, pengelola media 
siber di Jakarta sebanyak 33,3% responden di 
DKI Jakarta mengaku barang inventaris kantor 
adalah komputer dan telepon genggam. Ada 
31,1% yang punya software editing multimedia. 
Ada juga 28,9% responden yang juga punya 
studio untuk podcast dan streaming. Sementara 
itu untuk kondisi media di luar Jakarta 47,3% 
mengaku memiliki komputer dan telepon 
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computers and mobile phones in their office 
inventory list, 29.8% had multimedia editing 
software, and 17.6% had studios for podcasts 
and streaming as office inventory. 

Regarding the monthly income earned by 
the media, 37.5% of cyber media managers 
in Jakarta admit that their monthly revenue 
was more than Rp1 billion. Moreover, 18.8% 
of respondents claimed to receive Rp50-
100 million and Rp500 million to Rp1 billion 
per month. On the other hand, 2.5% ​​of 
respondents claimed to make less than Rp50 
million and Rp100-500 million. Meanwhile, 
in cyber media outside Jakarta, 72.4% of 
respondents claimed to have an income of less 
than Rp 50million a month. In comparison, 
those who earned between Rp50-100 million 
were 10.3%, and those who made between 
Rp100-500 million were also 10.3%.  

Rp 500 million-1 Billion
Rp 500 Juta-1 Miliar

Rp 1 Billion
Rp 1 Miliar

37
.5

%

5.
2%

Rp 50-100 Million
Rp 50-100 Juta

18
.8

%

10
.3

% 18
.8

%

1.
7%

 Rp 100-500 Million
Rp 100-500 Juta

12
.5

%

10
.3

%

< Rp 50 Million
 < Rp 50 Juta

12
.5

%

72
.4

%

Cybermedia Income per Month 
l Jakarta
l Outside Jakarta 

Pemasukan media siber per bulan
l Jakarta 

l Luar Jakarta

genggam, kemudian 29,8% memiliki software 
editing multimedia, 17,6% memiliki studio untuk 
podcast dan streaming sebagai inventaris kantor. 

Berkaitan dengan pemasukan yang didapat 
oleh media per bulannya, 37,5% pengelola 
media siber di Jakarta mengaku pemasukan 
per bulannya lebih dari Rp 1 miliar. Ada 18,8% 
responden yang mengaku menerima pemasukan 
Rp 50 juta - Rp 100 juta dan Rp 500 juta sampai 
Rp 1 miliar per bulan. Ada 12,5% responden 
mengaku menerima pemasukan kurang dari 
Rp 50 juta dan Rp 100 juta - Rp 500 juta. 
Sementara itu kondisi di media siber di luar 
Jakarta 72,4% responden mengaku memiliki 
pendapatan kurang dari Rp 50 juta sebulan, 
sementara yang mendapatkan pemasukan 
antara Rp 50 juta - Rp 100 juta ada 10,3%, dan 
yang mendapatkan pemasukan antara Rp 100 
juta - Rp 500 juta juga ada 10,3%. 

When asked about the revenue sources for 
their media, 37.9% of respondents admitted 
that the primary income comes from private 
direct advertising. Meanwhile, 15.9% claimed 
to get income from other ways, such as event 
production, 14.3% receive revenue from ads 
network, or programmatic and another 13.2% 
claimed to receive payment through advertising 
directly from the central government. 
Meanwhile, for cyber media conditions outside 

Ketika ditanyakan mengenai pemasukan untuk 
medianya, sebanyak 37,9% responden mengaku 
pemasukan utama media berasal dari iklan 
langsung swasta. Ada 15,9% responden yang 
mengaku mendapat pemasukan dari cara lain, 
misalnya pembuatan event. Ada 14,3% responden 
mengaku menerima pemasukan dari iklan ads 
network atau programmatic. Ada 13,2% responden 
mengaku menerima pemasukan melalui iklan 
langsung dari pemerintah pusat. Sementara itu 
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untuk kondisi media siber di luar Jakarta, 29,6% 
responden mendapatkan iklan langsung dari 
swasta, 22,6% mendapatkan pemasukan langsung 
dari pemerintah daerah, dan 15,6% mendapatkan 
dari sumber pemasukan lain-lain. 

Terkait dengan pemasukan lain yang didapat 
oleh media siber di Jakarta, sebanyak 43,9% 
responden mengaku menerima pemasukan 
yang besar dari Youtube. Ada 33,3% mengaku 
menerima pemasukan dari cara atau kanal lain. 
Sementara ada 15,2% responden mengaku 
menerima pemasukan dari BabeNews. 
Sedangkan kondisi media siber di luar Jakarta 
32,3% mengaku mendapat pemasukan dari 
Youtube, kemudian 25,8% pemasukan dari 
Babenews, 21,5% berasal dari UCNews. 

Sedangkan pemasukan lain di luar kegiatan 
produksi berita, 17,2% pengelola media siber 
di Jakarta mengaku menerima pemasukan dari 
menggelar diskusi atau talkshow. Ada 15,5% 
responden menyebut mereka menerima 
pemasukan besar dari kegiatan non produksi 
berita yaitu pembuatan event. Ada 12,1% 
yang mengaku menerima pemasukan melalui 
jualan per artikel dan dari program penelitian. 
Sementara itu kondisi pengelola media siber 
di luar Jakarta ada yang mengaku mendapat 
pemasukan dari diskusi/talkshow (15,9%), jualan 
per artikel (14,3%), pembuatan digital creative 
(14,8%), pembuatan event (13,7%), berlangganan 
(12%), penelitian (11,5%), crowdfunding (11%). 

Terkait dengan pertanyaan soal biaya produksi 
yang dibutuhkan oleh para pengelola media 
siber di Jakarta sebanyak 31,3% responden 
mengaku membutuhkan biaya produksi sekitar 
Rp 500 juta sampai Rp 1 miliar. Kemudian ada 
18,8% responden mengaku membutuhkan biaya 
produksi Rp 50 juta - Rp 100 juta dan 18,8% 
yang lain membutuhkan biaya produksi antara Rp 
100 juta - Rp 500 juta per bulannya. Sedangkan 
kondisi untuk media siber di luar Jakarta, 62% 
mengaku biaya produksinya kurang dari Rp 50 
juta per bulan, 26% mengaku membutuhkan 
modal antara Rp 50 juta - Rp 100 juta per bulan, 
dan 8,2% mengaku membutuhkan modal Rp 100 
juta - Rp 500 juta per bulan. 

Jakarta, 29.6% of respondents received direct 
advertising from the private sector, 22.6% 
received direct income from local governments, 
and 15.6% received from other sources of 
income. 

Regarding other income earned by cyber 
media in Jakarta, 43.9% of respondents 
received significant revenue from YouTube. 
However, there were 33.3% claiming to receive 
compensation from different methods or 
channels. Meanwhile, 15.2% of respondents 
admitted to receiving income from BabeNews. 
Meanwhile, the condition of cyber media 
outside Jakarta, 32.3% claimed to get income 
from YouTube, then 25.8% of revenue from 
Babenews, and 21.5% from UCNews. 

While other income outside of news 
production activities, 17.2% of cyber media 
managers in Jakarta admitted receiving 
payment from holding discussions or talk 
shows. 15.5% of respondents said they 
received a significant income from non-news 
production activities, namely event production. 
There were 12.1% who claimed to receive 
payment through sales per article and from 
research programs. Meanwhile, cyber media 
managers outside Jakarta claimed to get 
income from discussions/talk shows (15.9%), 
sales per article (14.3%), digital creative 
production (14.8%), event production (13. 
7%), subscription (12%), research (11.5%), 
crowdfunding (11%). 

Regarding the production costs required by 
cyber media managers in Jakarta, 31.3% of 
respondents admitted that they needed a 
production cost of around Rp500 million to 
Rp1 billion. Then, 18.8% of respondents said 
they required production costs of Rp50-100 
million, and another 18.8% required production 
costs of between Rp100-500 million per 
month. While the conditions for cyber media 
outside Jakarta, 62% admitted that the 
production cost was less than Rp50 million per 
month. Furthermore, 26.2% paid at the rate of 
Rp50-100 million for production expenses per 
month.



96

INDONESIAN DIGITAL MEDIA LANDSCAPE REPORT

Regarding the minimum salary for cyber media 
employees in Jakarta, all (100%) respondents 
claimed to have paid their employees more 
than Rp3 million. Meanwhile, the condition of 
cyber media outside Jakarta, 50% claimed to 
have between Rp1 million to Rp3 million per 
month at the lowest salary range, and 22.2% 
paid Rp500,000-Rp1 million. On the other 
hand, only 14.8% salaried more than Rp3 
million, while 13% still had employees paid less 
than Rp500,000.

Mengenai masalah gaji minimum karyawan 
media siber di Jakarta, semua (100%) 
responden mengaku sudah memberi gaji 
karyawan lebih dari Rp 3 juta. Sementara 
itu kondisi media siber di luar Jakarta, 50% 
mengaku menggaji karyawannya antara Rp 
1 juta hingga Rp 3 juta per bulan, 22,2% 
membayar gaji karyawan Rp 500 ribu - Rp 1 
juta. Hanya 14,8% yang menggaji di atas Rp 3 
juta, dan 13% menggaji karyawan di bawah Rp 
500 ribu. 

Rp 500 million-1 billion
Rp 500 Juta-1 Miliar

More than Rp 3 million
Di atas Rp 3 Juta

1.6%

14.8%

Rp 100-500 million
Rp 100-500 Juta

Rp 1-3 million
Rp 1-3 Juta

Rp 50-100 million 
Rp 50-100 Juta

Rp 500,000-Rp 1 million 
Rp 500 Ribu-1 Juta

18.8%

0%

8.2%

50%

31.3%

100%

18.8%

0%

26%

22.2%

Less than Rp 50 million
Kurang dari Rp 50 Juta

Less than Rp500,000
Di bawahi Rp 50.000

6.3%

0%

62.3%

13%

Cybermedia Production Cost 
Production Cost
l Jakarta
l Outside Jakarta 

Biaya produksi media siber
l Jakarta 

l Luar Jakarta

Reporters’ Salary
l Jakarta
l Outside Jakarta 

Penghasilan reporter
l Jakarta

l Outside Jakarta 
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Regarding the potential of local advertising, 
as many as 84.6% of cyber media managers 
in Jakarta admitted that they saw advertising 
potential at the local level, and 94.5% of cyber 
media managers outside Jakarta saw local 
advertising opportunities.

When explored in more depth, as many as 
22.2% of cyber media managers in Jakarta 
admitted to seeing the potential for advertising 
from the local government (Pemda). There were 
11.1% who saw possible cooperation with SMEs 
and the culinary sector. The rest mentioned 
advertising opportunities with BUMN, BUMD, 
banking, ministries, Regional Police, consumer 
goods, e-commerce, beauty products, and art 
and cultural products. Meanwhile, for cyber 
media conditions outside Jakarta, 23.7% 
also considered advertisements from local 
governments as potential income, followed by 
MSMEs (15.3%) and the culinary sector (10.2%) 

91.7% of cyber media managers in Jakarta 
admitted to cooperating in reporting with 
certain products or agencies. In comparison, 
73.2% of cyber media managers outside 
Jakarta said there was some cooperation in 
their reporting with specific agencies. 

As many as 66.7% of cyber media managers in 
Jakarta claimed that they have plans to set up 

Terkait dengan potensi iklan lokal, sebanyak 
84,6% pengelola media siber di Jakarta 
mengaku melihat potensi iklan di tingkat lokal, 
dan 94,5% pengelola media siber di luar Jakarta 
melihat peluang iklan lokal. 

Jika lebih diperinci, sebanyak 22,2% pengelola 
media siber di Jakarta mengaku melihat potensi 
iklan dari Pemerintah daerah (Pemda). Lalu ada 
11,1% dari UMKM dan sektor kuliner. Sisanya 
adalah peluang iklan dari BUMN, BUMD, 
perbankan, kementerian, Polda, consumer 
goods, e-commerce, produk kecantikan, hingga 
produk seni dan budaya. Sedangkan untuk 
kondisi media siber di luar Jakarta 23,7% 
menganggap iklan dari Pemda sebagai potensi 
pendapatan, diikuti dengan UMKM (15,3%), 
dan sektor kuliner (10,2%) 

Khusus terkait dengan kerja sama pemberitaan. 
91,7% pengelola media siber di Jakarta 
mengaku melakukan kerjasama pemberitaan 
dengan produk-produk atau instansi tertentu. 
Sementara itu kondisi pengelola media siber 
di luar Jakarta 73,2% mengaku ada kerja sama 
pemberitaan dengan instansi tertentu. 

Dalam masalah berlangganan, sebanyak 66,7% 
pengelola media siber di Jakarta mengaku 
sudah punya rencana untuk menyiapkan 
sistem pelanggan berbayar. Hanya 33,3% yang 

Have a plan
Sudah ada rencana

70.4%
66.7%

29.6% 33.3%

Subscription System
Belum ada rencana

Plan to Set Up Subscription System  
l Jakarta
l Outside Jakarta 

Rencana mempersiapkan sistem berlangganan
l Jakarta 

l Luar Jakarta
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a paid subscriber system. However, only 33.3% 
admitted that they had not prepared a paid 
subscriber system. In contrast, 70.4% of cyber 
media managers outside Jakarta said they had 
no subscription system, while 29.6% did. 

In terms of strategic plans prepared for the 
future, all (100%) cyber media managers 
in Jakarta claimed to have strategic plans 
for the next 3-5 years. While 16.7% of the 
respondents kept their expansion plans 
or business strategies a secret, the rest 
mentioned, among others, that they would 
create new vital programs in branding to 
drive revenue, create exciting and paid news 
productions, work towards integrated digital 
media, business model development, paid 
subscriptions, etc. 

On the other hand, 77.1% of cyber media 
managers outside Jakarta said they were 
preparing for future strategic planning, and 
22.9% said they had not thought about it. 
Strategic planning for cyber media managers 
outside Jakarta mainly involves increasing 
content (20.3%), expanding ad networks 
(18.6%), and increasing revenue by innovation 
(15.3%) 

Related to the content management system, 
as much as 93.3 % of cyber media managers 
in Jakarta said they use an in-house content 
management system (CMS), while 6.7% use 
open-source software. Meanwhile, of cyber 
media managers outside Jakarta, 43.2% 
admitted to making their own CMS, 27.5% 
use open-source programs, and 25.5% use 
programs from WordPress. 

Regarding media infrastructure issues, half 
(50%) of cyber media managers in Jakarta used 
media infrastructure (cloud system), 36.4% 
used local servers, and 13.6% used package 
subscriptions. Meanwhile, for cyber media 
managers outside Jakarta, 39.7% used package 
subscriptions, 30.9% used local servers, and 
29.4% used cloud systems. 

mengaku belum menyiapkan sistem pelanggan 
berbayar. Sedangkan untuk kondisi pengelola 
media siber di luar Jakarta 70,4% mengaku 
tidak mempersiapkan system berlangganan, 
sedangkan yang menyiapkannya ada 29,6%. 

Dalam hal rencana strategis yang dipersiapkan 
ke depannya, semua (100%) pengelola media 
siber di Jakarta mengaku memiliki rencana 
strategis 3-5 tahun ke depan. Adapun 16,7% 
responden tersebut masih merahasiakan 
rencana ekspansi atau strategi bisnisnya. Sisanya 
ada yang menyebut, antara lain akan membuat 
program baru yang kuat dalam branding untuk 
mendorong revenue, membuat kreasi berita yang 
menarik dan berbayar, mengarah ke integrated 
digital media, pengembangan model bisnis, 
pelanggan berbayar, dsb. 

Kondisi yang dihadapi oleh pengelola media siber 
di luar Jakarta 77,1% mengaku mempersiapkan 
perencanaan strategis ke depan, dan 22,9% 
mengaku belum memikirkannya. Perencanaan 
strategis untuk pengelola media siber di luar 
Jakarta utamanya menyangkut memperbanyak 
konten (20,3%), memperluas jaringan iklan (18,6%), 
meningkatkan pemasukan dengan inovasi (15,3%) 

Terkait dengan content management system, 
sebanyak 93,3% pengelola media siber di 
Jakarta mengaku memakai content management 
system (CMS) buatan sendiri, dan ada 6,7% 
menggunakan sistem yang open source. 
Sementara itu kondisi pengelola media siber di 
luar Jakarta 43,2% mengaku membuat sendiri 
CMS, 27,5% menggunakan program-program 
open source, dan 25,5% menggunakan program 
dari wordpress. 

Terkait dengan masalah infrastruktur media, 
sebanyak 50 % pengelola media siber di 
Jakarta mengaku menggunakan infrastruktur 
media yakni sistem cloud, dan ada 36,4% 
menggunakan server lokal, dan ada 13,6% 
menggunakan langganan paket. Sedangkan 
kondisi pengelola media siber di luar Jakarta, 
39,7% menggunakan langganan paket, lalu 
30,9% menggunakan server lokal, dan 29,4% 
menggunakan sistem cloud. 
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Audience engagement 

In terms of audience measuring tools, 73.3% 
of cyber media managers in Jakarta admitted 
using Google Analytics. The remaining 6.7% 
used Alexa, ComScore, in-house machine/tool, 
or SimilarWeb. Meanwhile, for cyber media 
managers outside Jakarta, 63.5% used Google 
Analytics, 11.5% used social media, and 9.6% 
used SimilarWeb. 

Regarding the demographic profile of the 
audience, 35.5% of cyber media managers 
in Jakarta said their audience was in the 
25-34-year-old category, followed by 34.5% 
in the 15-24-year-old category and 17.5% in 
the 35-44-year-old category. The remaining 
12.5% said that they also had audiences above 
the 45-year-old category. Meanwhile, for cyber 
media outside Jakarta, the composition was 
almost similar with 34% between 25-34 years 
old, 26.4% with 35-44 years old, 21.2% 15-24 
years old, and 18.4% for audiences more senior 
than 45 years old. 

Regarding gender, cyber media managers in 
Jakarta said that more than half (54.5%) of 
their audience is female, with the total male 
audience comprising 45.5%. In contrast, 52.1% 
of media outside Jakarta said they have more 
male audiences, 39.3% female, and 8.6% did 
not want to respond to gender preference 
questions. 

Dari Soal Keterlibatan Audiens 

Dalam hal perangkat untuk mengukur audiens, 
sebanyak 73,3% pengelola media siber di 
Jakarta mengaku menggunakan Google 
Analytics untuk mengukur audiens. Ada 6,7% 
sisanya yang menggunakan Alexa, Comscore, 
mesin sendiri, atau similar web. Sementara itu 
untuk kondisi pengelola media siber di luar 
Jakarta 63,5% menggunakan Google Analytic, 
sementara 11,5% menggunakan social media, 
dan 9,6% menggunakan similar web. 

Terkait dengan profil demografi audiens, 
pengelola media siber di Jakarta mengaku 
35,5% audiens ada pada kategori usia 25-34 
tahun, disusul 34,5% dari kategori usia 15-24 
tahun, dan 17,5% dari kategori usia 35-44 
tahun. Sisanya ada 12,5% dari kategori usia di 
atas umur 45 tahun. Sedangkan untuk kondisi 
media siber di luar Jakarta 34% berusia antara 
25-34 tahun, 26,4% berusia 35-44 tahun, 
21,2% berusia 15-24 tahun, dan 18,4% adalah 
audiens berusia di atas 45 tahun. 

Berkaitan dengan audiens dari sisi gender, 
pengelola media siber di Jakarta mengaku 
54,5% audiens mereka adalah perempuan, 
sedangkan jumlah audiens laki-laki yakni 
45,5%. Sementara itu untuk kondisi di luar 
Jakarta 52,1% adalah audiens laki-laki, 
sedangkan 39,3% adalah audiens perempuan. 
Ada 8,6% yang tidak mau menjawab soal 
preferensi gender ini. 

Cybermedia Audience In Terms Of Gender 
l Jakarta
l �Outside Jakarta

Audiens media siber dari sisi gender
l Jakarta 

l Luar Jakarta
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39.3%
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Memilih tidak menjawab

0%
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As for the audience’s location when accessing 
their media, cyber media managers in Jakarta 
said that 56.9% of their audience mostly 
came from local areas (in this case: Jakarta/
Bodetabek). Additionally, there were 36.8% 
who also had audiences from different regions 
and 6.3% from abroad. Meanwhile, for cyber 
media conditions outside Jakarta, 59.5% of 
their news consumers were locals, 28.8% from 
outside the city, and 11.7% consumed the 
news from abroad. 

Sedangkan untuk soal lokasi audiens saat 
mengakses media siber, pengelola media siber 
di Jakarta mengaku sebanyak 56,9% audiens 
terbanyak mengakses media berasal dari tingkat 
lokal (dalam hal ini: Jakarta/Bodetabek). Ada 
36,8% yang berasal dari kota lain, dan ada 6,3% 
yang berasal dari luar negeri. Sementara itu untuk 
kondisi pada media siber di luar Jakarta 59,5% 
mengaku mengonsumsi berita lokal, kemudian 
28,8% audiens mengonsumsi berita luar kota, dan 
11,7% yang mengonsumsi berita dari luar negeri. 

Audience Locations When Accessing 
Cybermedia 
l Jakarta
l �Outside Jakarta

Lokasi audiens mengakses media siber
l Jakarta 

l Luar Jakarta

Local
Lokal

56.9% 59.5%
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Luar Kota
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28.8%

Abroad
Luar Negeri

6.3%
11.7%

Regarding the use of devices in accessing 
cyber media, as many as 80.3% of the 
audience accessed the media using mobile 
phones/cellular, and the remaining 19.7% 
used computers/desktops. Similarly, in cyber 
media outside Jakarta, 82.1% of their audience 
accessed cyber media via mobile phones or 
mobile phones. In comparison, 17.9% used 
computers/desktops. 

Regarding comment fields for media audience, 
as many as 85.7% of cyber media managers 
in Jakarta claimed to facilitate comments in 
their media. Meanwhile, the remaining 14.3% 
admitted that they do not. Outside Jakarta, 
there were 75% of cyber media that provide a 
comment section.

Soal penggunaan perangkat dalam mengakses 
media siber, sebanyak 80,3% audiens 
mengakses media menggunakan mobile phone/
seluler, dan sisanya ada 19,7% menggunakan 
komputer/desktop. Kondisi ini di media 
siber luar Jakarta ada 82,1% audiens yang 
mengakses media siber lewat mobile phone 
atau seluler, sedangkan yang menggunakan 
komputer / desktop ada 17,9%. 

Mengenai ruang komentar untuk pembaca, 
sebanyak 85,7% pengelola media siber di 
Jakarta mengaku memiliki ruang komentar 
bagi pembaca. Sisanya ada 14,3% pengelola 
mengaku tidak memiliki ruang komentar dari 
pembaca. Sementara itu kondisi media siber 
di luar Jakarta ada 75% media di daerah yang 
membuka ruang komentar.
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According to cyber media managers in 
Jakarta, the news channel that invites the 
most comments is the political channel, 
where 54.5% of the audience commented. 
As for the condition of cyber media outside 
Jakarta, political channels also attract the most 
comments (36.5%), followed by current events 
(19.2%) 

When asked about the news that invites a lot 
of pros and cons from the audience, 14.3% 
of cyber media managers in Jakarta said the 
news that invites polemic is very diverse, 
namely; information on celebrity gossip, news 
on religious issues, the Covid-19 pandemic, 
news about Papua, report about FPI and Rizieq 
Shihab, as well as news about the Covid-19 
vaccination, especially the Nusantara Vaccine. 
Meanwhile, for cyber media conditions outside 
Jakarta, 14.3% mentioned information about 
Covid-19 brings about the most pros and cons. 

Regarding offline activities involving their 
audience, 69.2% of cyber media managers 
in Jakarta admitted that they had done such 
activities. On the other hand, only 30.8% of 
respondents admitted that they have not. On 
the contrary, as for the condition of cyber 
media outside Jakarta, 56.4% of respondents 
have never done offline activities involving an 
audience, and 43.6% said they had. 

Kanal berita yang paling banyak mengundang 
komentar menurut pengelola media siber di 
Jakarta adalah kanal politik, dimana sebanyak 
54,5% audiens memberikan komentarnya pada 
kanal ini. Sedangkan untuk kondisi media siber di 
luar Jakarta kanal politik yang juga paling banyak 
mengundang komentar (36,5%), peristiwa (19,2%) 

Ketika ditanyakan tentang pemberitaan yang 
banyak mengundang pro kontra dari audiens, 
sebanyak 14,3% pengelola media siber di 
Jakarta mengatakan berita yang mengundang 
polemik sangat beragam yakni; berita gossip 
selebriti, berita isu agama, pandemi Covid-19, 
berita tentang Papua, berita tentang FPI dan 
Rizieq Shihab, serta berita vaksinasi Covid-19 
khususnya Vaksin Nusantara. Sementara itu 
untuk kondisi media siber di luar Jakarta 14,3% 
adalah berita soal Covid-19 yang paling banyak 
mengundang pro dan kontra. 

Terkait dengan kegiatan offline yang melibatkan 
audiens sebanyak 69,2% pengelola media siber 
di Jakarta mengaku sudah pernah melakukan 
kegiatan offline dengan melibatkan audiens. 
Hanya 30,8% responden mengaku belum 
melibatkan audiens. Sedangkan untuk kondisi 
media siber di luar Jakarta, 56,4% responden 
belum pernah melakukan kegiatan offline 
dengan melibatkan audiens, dan 43,6% 
mengaku sudah pernah. 

Available
Tersedia

25%
85.7%

75% 14.3%

Not Available
Tidak tersedia

Comment Field for Audience  
l Jakarta
l Outside Jakarta 

Ruang komentar untuk audiens
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Regarding whether or not cyber media 
managers in Jakarta have conducted a reader 
survey, as many as 57.1% of respondents said 
they had surveyed the audience about their 
expectations. The rest, 42.9% of respondents, 
admitted that they had never studied their 
audience. Meanwhile, outside Jakarta, 78.8% of 
cyber media managers admitted that they have 
never surveyed their audience. Only 21.2% of 
managers have conducted such a survey. 

Regarding the presence or absence of a 
specialized team that manages audience 
responses, 60.0% of cyber media managers in 
Jakarta said they already have a special team 
to work on audience responses. The rest, 
40.0% of respondents, do not have a special 
team to manage responses from the audience. 
Conditions in cyber media outside Jakarta 
illustrated that 67.3% admitted they do not 
have a special team to oversee their audiences. 
In comparison, 32.7% claimed they already 
have such a team. 

Sehubungan dengan masalah ada tidaknya 
survei pembaca yang digelar oleh pengelola 
media siber di Jakarta, sebanyak 57,1% 
responden mengatakan sudah pernah 
melakukan survei terhadap audiens tentang 
kehendak mereka. Sisanya, 42,9% responden 
mengaku belum pernah melakukan survei 
terhadap audiens. Sementara itu kondisi 
pengelola media siber di luar Jakarta adalah 
78,8% mengatakan belum pernah melakukan 
survei terhadap audiensnya, dan hanya 21,2% 
pengelola yang sudah pernah melakukan survei 
tersebut. 

Terkait dengan ada tidaknya tim khusus yang 
mengelola respons dari audiens, sebanyak 
60,0% pengelola media siber di Jakarta 
mengaku sudah ada tim khusus mengelola 
respons audiens. Sisanya, 40,0% responden 
belum punya tim khusus mengelola respons 
dari audiens. Kondisi di media siber luar Jakarta 
menggambarkan, 67,3% mengaku belum 
memiliki tim khusus untuk mengelola audiens, 
dan 32,7% sudah memiliki tim tersebut. 

As many as 71.4% of cyber media managers 
in Jakarta claimed to have designed 
collaborations with audiences, such as virtual/
online discussions and engagement models. 

There is a special team
Ada tim khusus pengelola respos audiens

25%
85.7%

75% 14.3%

There is no special team
Tidak ada tim khusus pengelola respos audiens

Availability of a Special Team to Manage 
Audience Response  
l Jakarta
l Outside Jakarta 

Ketersediaan tim khusus pengelola 
respon audiens

l Jakarta 
l Luar Jakarta

Sebanyak 71,4% pengelola media siber 
di Jakarta mengaku pernah merancang 
kolaborasi dengan audiens, seperti diskusi 
virtual/online, dan model engagement. Sisanya, 
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The rest, 28.6% of respondents, admitted that 
they had never collaborated with the audience. 
For cyber media managers outside Jakarta, 
50.9% admitted that they had never designed 
a form of collaboration with an audience, and 
47.2% admitted that they had collaborated 
even though their media had only done it once. 

H. Conclusion 

We can draw several conclusions:

1.	 This survey shows the skill gap 
between media managers in Jakarta and 
outside Jakarta regarding business and 
management. Given that the development 
of digital media is closely related to the 
local economic situation. This research 
provides an insight into the condition of 
digital media based on their respective 
geographic location on the archipelago. 

2.	 The respondents showed optimism in 
seeing the development of digital media 
and tried to proceed with their strategy. 
Innovation and collaboration with many 
parties could improve the position of 
online media in the future.

3.	 Most of the respondents, especially 
outside Jakarta, used independent 
funds to establish and manage online 
media, with a significant dependence 
on government advertisements for their 
source of income. Yet, at the same time, 
they see opportunities to exploit other 
local advertising potentials. 

4.	 The technological capabilities of digital 
media managers still need to be improved, 
and the respondents received a lot of 
digital journalism training from various 
institutions.

5.	 The income earned by online media, 
especially outside Jakarta, is very meager, 
with very minimum yields. However, with 
several training sessions and sharing from 

28,6% responden mengaku belum pernah 
berkolaborasi dengan audiens. Kondisi 
pengelola media siber di luar Jakarta, 50,9% 
mengaku belum pernah merancang bentuk 
kolaborasi dengan audiens, dan 47,2% 
mengaku sudah pernah melakukan kolaborasi 
walaupun baru satu kali dilakukan. 

H. Simpulan 

Beberapa simpulan yang dapat ditarik:

1.	 Survei ini menunjukkan gap skill antara 
media Jakarta dan luar Jakarta dari aspek 
bisnis dan manajemen media. Melihat 
perkembangan media digital ini, perlu 
dikaitkan dengan kondisi perekonomian 
di lokasi media itu berada. Riset ini 
juga menggambarkan kondisi media 
digital berdasar sisi region kepulauan di 
Indonesia. 

2.	 Para responden menunjukkan optimisme 
melihat perkembangan media digital dan 
mencoba untuk terus berstrategi. Inovasi 
juga kolaborasi dengan banyak pihak 
dipercaya akan meningkatkan kedudukan 
media online ke depannya.

3.	 Sebagian besar responden terutama di luar 
Jakarta menggunakan dana mandiri untuk 
mendirikan dan mengelola media online, 
dengan ketergantungan besar sumber 
pendapatan pada iklan-iklan pemerintah. 
Sementara mereka sebenarnya melihat 
juga ada potensi iklan lokal lain yang dapat 
dimanfaatkan. 

4.	 Kemampuan teknologi dari para pengelola 
media digital masih perlu ditingkatkan 
dan para responden mendapatkan banyak 
pelatihan jurnalisme digital dari berbagai 
lembaga.

5.	 Penghasilan yang didapat oleh media 
online terutama di luar Jakarta tidak 
terlalu mengesankan, bahkan cenderung 
menunjukkan hasil yang sedikit. Dengan 
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more advanced online media managers, it 
is hoped that online media in other regions 
could improve their future income.

6.	 The role of the government is seen as 
necessary by these cyber media managers. 
They hope that apart from reducing taxes, 
the government could also purchase 
advertising space on cyber media and 
negotiate more favorable terms for local 
cyber media with major digital platform 
companies. 

7.	 Managers are aware of the importance of 
audiences in today’s era. Still, they have 
not optimized audience engagement in 
various offline activities. 

I. Recommendations

1.	 This survey focuses on AMSI members. 
Moreover, AMSI administrators can use 
the results for an internal assessment of 
the organization’s media members. In the 
future, it is necessary to conduct a similar 
survey by reaching out to respondents 
who are not members of AMSI to have a 
better overview of the media landscape in 
Indonesia.

2.	 AMSI, in designing the capacity-building 
program for members, needs to continue 
to provide space for research activities so 
that the programs carried out are based 
on needs analysis in responding to AMSI’s 
internal and external dynamics.

3.	 Conditions in Jakarta and outside Jakarta 
have their characteristics. Thus, in the 
future, AMSI needs to use the results of 
this research as the basis for designing 
appropriate programs, taking into account 
the unique conditions in each region 
related to technological capabilities, choice 
of social media channels, and background 
of socio-economic conditions. 

4.	 AMSI needs to pay attention to increasing 

sejumlah pelatihan dan sharing dari 
rekan pengelola media online yang lebih 
maju diharapkan akan ada peningkatan 
penghasilan ke depannya 

6.	 Peran pemerintah dilihat penting oleh 
para pengelola media siber ini dan mereka 
berharap selain pemerintah mengurangi 
pajak, memberikan iklan-iklan pada media 
siber, tetapi juga mau bernegosiasi dengan 
perusahaan platform digital besar. 

7.	 Para pengelola sadar akan pentingnya 
audiens dalam era seperti sekarang, 
tetapi belum cukup bisa mengoptimalkan 
keterlibatan audiens dalam berbagai 
kegiatan offline. 

I. Rekomendasi 

1.	 Survei ini berfokus kepada para anggota 
AMSI dan kondisi ini bisa dipergunakan 
untuk menilai secara internal bagi para 
pengurus AMSI terhadap kondisi media 
anggotanya. Ke depan perlu dilakukan 
survei serupa dengan menjangkau 
responden dari luar anggota AMSI agar 
lanskap media di Indonesia menjadi lebih 
lengkap.

2.	 AMSI dalam mendesain program 
penguatan kapasitas anggota perlu terus 
memberi ruang untuk kegiatan penelitian, 
sehingga program yang dikerjakan berbasis 
analisis kebutuhan dalam merespons 
dinamika internal dan eksternal AMSI.

3.	 Kondisi Jakarta dan luar Jakarta memiliki 
kekhasan masing-masing. Sehingga, ke 
depan penting bagi AMSI menjadikan 
hasil riset ini sebagai dasar untuk 
mendesain program yang sesuai, dengan 
memperhatikan kekhasan kondisi di 
masing-masing daerah, terkait dengan 
kemampuan teknologi, pilihan kanal media 
sosial, dan latar belakang kondisi sosial 
ekonominya. 
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management capacity and monetization 
for media outside Jakarta to empower 
their business team and encourage 
diversification of their income sources.

5.	 Based on this research, the government 
is one of the supporting elements of 
the media economy, especially outside 
Jakarta. However, the government needs 
to continue to provide room for criticism 
from the media on the government’s 
performance to be transparent and 
accountable and foster democracy in 
Indonesia. 

6.	 The central government needs to think 
of ways to negotiate with global platform 
companies. It is hoped that all media—be 
it in the cities or far-flung regions—that 
are content owners may receive fair 
compensation for the content they 
have produced and create a healthier 
competition climate.

7.	 Support from various parties (stakeholders) 
is needed so that surveys like this can be 
carried out regularly (annually or biennially) 
to measure the progress of media 
managers both in Jakarta and outside 
Jakarta, including strengthening women’s 
leadership in online media.

8.	 AMSI can do further research related to 
media content, whether it concerns diversity, 
human rights, corruption, and others, to see 
the impact of the economic condition of the 
media on these essential issues.

9.	 Suppose it is related to legal issues that 
online media journalists often face. In that 
case, it is necessary to investigate further 
the relationship of legal problems related 
to the status of media verification at the 
Press Council. 

10.	 Employment issues need to be explicitly 
investigated and also need to be seen 
with the level of certification issued by the 
Press Council. 

4.	 AMSI perlu memberikan perhatikan pada 
peningkatan kapasitas manajemen dan 
monetisasi bagi media di luar Jakarta, 
agar tim bisnis semakin kuat dan sumber 
pendapatan media lokal di luar Jakarta 
semakin beragam.

5.	 Berdasarkan riset ini, pemerintah menjadi 
salah satu unsur penopang ekonomi 
media, khususnya di luar Jakarta. Namun 
pemerintah perlu tetap memberi ruang 
kritik dari media-media terhadap kinerja 
pemerintah agar menjadi transparan dan 
akuntabel, dan menyuburkan demokrasi di 
Indonesia. 

6.	 Pemerintah pusat perlu memikirkan 
cara untuk melakukan negosiasi dengan 
perusahaan platform global, agar media-
media di pusat atau daerah yang menjadi 
pemilik konten mendapatkan keadilan 
yang seimbang atas konten yang telah 
dihasilkannya dan membuat iklim 
persaingan menjadi lebih sehat.

7.	 Perlu dukungan dari berbagai pihak 
(stakeholder) agar survey seperti ini dapat 
dilaksanakan secara berkala (tahunan atau 
dua tahunan), agar bisa mengukur kemajuan 
dari para pengelola media baik di Jakarta 
maupun di luar Jakarta, termasuk penguatan 
leadership perempuan di media online.

8.	 Penelitian lanjutan bisa dilakukan terkait 
dengan konten media, baik itu menyangkut 
isu soal keberagaman, hak asasi manusia, 
korupsi dan lain-lain untuk melihat dampak 
kondisi ekonomi media terhadap isu-isu 
penting tersebut.

9.	 Jika dikaitkan dengan persoalan hukum 
yang sering dihadapi oleh jurnalis media 
online, perlu diteliti lebih lanjut hubungan 
persoalan hukum terkait dengan status 
verifikasi media di Dewan Pers. 

10.	 Masalah ketenagakerjaan perlu diteliti 
secara khusus, juga perlu dilihat kaitannya 
dengan jenjang sertifikasi yang dikeluarkan 
oleh Dewan Pers. 
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J. Appendix 

List of Media Respondents Survey & Interview

Media Name 
Nama Media

Address 
Alamat

Respondent Name 
Nama Responden

SUMATERA REGION

Samudrapost.com Lhokseumawe M. Agam Khalilullah

Masakini.co Jl Rawa Sakti No 69 Peuniti, Baiturrahman, Banda 
Aceh

Maimun Saleh

KabarMedan.com Jl Abadi No. 5, Tanjung Rejo, Medan Sunggal - Medan 
20122

Agoez Perdana

Dotcom.com Palembang Bambang

Tribun Pekanbaru Pekanbaru Syarief Dayan

Beritaminang.com Taruko IV G.21 Padang West Sumatra Marjeni Rokcalva

Beritasumut.com Jalan Brigjen Katamso, Gang Lori No. 18, Kampung 
Baru village, Medan Maimun subdistrict, Medan

Herman Saleh Harahap

EdisiMedan.com Medan Dedy Ardiansyah

Gosumbar.com Jalan Baru Tanjung Alam No. 1, Guava AIE, Taluak IV 
Parts, Banuhampu, Agam, West Sumatra.

Jontra Manvi Bakhra

beritamusi.co.id Tanjung Racing village, Kayuagung subdistrict, Ogan 
Komering Ilir district, South Sumatra

Romi Maradona

beritasebelas.id Jl PDAM Tiga Putri Palembang Heriyanto

Medantoday.com Jl. Stella I No. 82, Medan Dedi Sinuhaji

potretnews.com Family Residence 2 Blok G/15, Jl Pesantren, 
Perbatuan hamlet, Kulim district, Pekanbaru

Mario Abdillah Khadir

www.riauonline.co.id Jalan Jenderal 47 Pekanbaru Fakhrur Rodzi

Indomedia.co Jalan Eka Baru No. 3, 1st fl.  Johor Building, Medan Suwardi Sinaga

www.mentawaikita .com Padang Yuafriza

fornews.co Jl Volley G8 RT 31/09 Lorok Pakjo, Palembang, South 
Sumatra 30126

Sidratul Muntaha

sriwijayamedia.com Maskarebet B 25 No 5 Jalan Bunga Mayang RT 03 
RW 01 Talang Kelapa Village, Alang-Alang subdistrict, 
Lebar Palembang 

Darfian Mahar

Cakaplah.com Riau Dian Alhadi Saputra

Sinarpost Jl. Cob, No. 39, Laksana village, Banda Aceh Muzakir

J. Lampiran 

Daftar Media Responden Survei & Wawancara



107

LAPORAN SURVEI LANSKAP MEDIA DIGITAL DI INDONESIA

Media Name 
Nama Media

Address 
Alamat

Respondent Name 
Nama Responden

WEST JAVA, CENTRAL JAVA, EAST JAVA, BANTEN REGIONS

NUkita.id Jl Raya Karangpandan Pakisaji Zulham Muzakir

Dream.co.id South Tangerang Ismoko Widjaya

Harapanrakyat.com Panyingkiran Ciamis district, West Java Subagja Hamara

Jabarnews.com Jl. Ibrahim Singadilaga Riana Afriadi

SINDOnews Jalan KH Wahid Hasyim No 38 Jakarta Puguh Hariyanto

Tepianindonesia.com Dukuh Bandung RT 20 RW 03 Beji village, Andong 
subdistrict, Boyolali district

Gunawan

JawaPos.com 10th fl. Graha Pena Jawa Pos, Jalan Kebayoran Lama 
12 South Jakarta

Dhimas Ginanjar

Tribun Jogja Jalan Jenderal Sudirman 52 Yogyakarta Ribut Rahardjo

Lensindonesia.com Sidosermo pdk VA/32 Surabaya Arif Rahman

Jognews.com Wates, Kulonprogo, DIY Heri Purwata

Wartabromo.com Purwosari, Pasuruan district, East Java Ary Suprayogi

Medcom.id Kedoya, West Jakarta Wandi Yusuf

BlokTuban.com Sugihan Village, Jatirogo subdistrict, Tuban district, 
East Java

Edy Purnomo

Ngopibareng.ID Nyamplungan IV no. 43 Surabaya M. Anis

Pojoksatu.id Bukit Cimanggu Hill City, Bogor Muhammad Ridwan

PT. Media Sport 
Indonesia

West Jakarta Arief Rahman Hakim

Sukabumi Update Jl Kenari No.20, Sukabumi Muhammad Gumilang

Kabarbisnis.com Jambangan Persada 22 Surabaya Agitya Kusuma 
Kamalalya

Tinta Hijau.com Jl. Sutaatmaja No 11 Karanganyar village, Subang Annas Nashrullah

Berita Indonesia Link Puri Bintaro PB 7 no.15, Sawah Baru, Ciputat, South 
Tangerang

Machroni Kusuma

Sigijateng.id Jalan Karanggawang Baru RT 02 RW 06 Tandang 
Tembalang Semarang

Aris Syaefudin Zuhri

beritajatim.com Kutisari IX Road No. 2 Surabaya Teddy Ardianto 
Hendrawan

Semarangpos.com Solo Rini Yustiningsih

TIMES Indonesia Jl. Pandan no 5, Gadingkasri, Klojen, Malang Yatimul Ainun
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Media Name 
Nama Media

Address 
Alamat

Respondent Name 
Nama Responden

Timlo.net Jl. Ir. Soekarno Block C No. 9, Langenharjo, Grogol, 
Hamlet I, Langenharjo, Sukoharjo subdistrict, 
Sukoharjo district, 57552

Ari Kristyono

Tiras.co Sleman Permai housing 2 D 13, Pangukan, Sleman Adi Prabowo

InsertLive Jalan Cakrawala No.45, RT 013/ RW 001, Makassar 
hamlet, East Jakarta

Daisy Weku

Sorot.co Randukuning II Selang Wonosari Gunungkidul DIY Mia

Diadona.id I: Jl. Tebet Barat IV No.3 South Jakarta, 12810
II: PBI Araya Blok A1-3 Blimbing, Malang, 65126

Ismoko Widjaja

FIMELA Bumi Serpong Damai, South Tangerang Amelia Ayu Kinanti

Detik.com Jakarta Alfito Deannova

Kapanlagi Jalan RP. Soeroso No.18, RT.18/RW.5, Menteng, 
Central Jakarta, Jakarta 10330

Ellyana Mae

Liputan6 JL RP Soeroso 18 Gondangdia Jakarta Irna Gustiawati

KALIMANTAN REGION

Pontianak Post Green Adrian housing complex No. 6, Sungai Raya, 
Pontianak, West Kalimantan

Heriyanto

Harianjurnal.com Jl. Flamboyan No. 21 RT. 14 Gn. Sari Ilir. hamlet, 
Central Balikpapan-Balikpapan

Ahmad Yani

Penasatu.com Balikpapan, East Kalimantan Eddy Supardy

Lintaseraya.com Jalan Marsma R Iswahyudi RT 02, No. 13, Sepinggan 
Raya hamlet, South Balikpapan sub-district, 
Balikpapan, East Kalimantan Province Postal code 
76114

Sandi, Kurniyawan SM

Bidiknews.co.id Jl. Al FALAH RT 33 No. 30, Baru Ilir, West Balikpapan, 
Balikpapan

Danial Anugrah Sijaya

Perum LKBN ANTARA 
West Kalimantan Bureau

Jalan Johar No. 1 Pontianak Teguh Imam Wibowo

Borneoupdate.com Jl. Ruhui Rahayu II No. 78 RT 02 Sepinggan Baru 
hamlet, South Balikpapan sub-district

Susan Indarwanto

Suara Kalbar Raja Village Rt.014/Rt.003 Ngabang subdistrict, 
Landak district, West Kalimantan

Kundori

SULAWESI REGION

mcnewsultra.id Jl A Yani BTN 2 housing complex C/2 Kendari Makmur Abdullah

Beritakawanua.com Jl. Siswa Taas Village, Tikala District SMA Negeri 6 
housing complex, Manado

Asrar Yusuf
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Media Name 
Nama Media

Address 
Alamat

Respondent Name 
Nama Responden

barometernewsgo.com Jl Awara Karya, Liluwo hamlet, Kota Tengah district, 
Gorontalo

Husain Tontowa

SATUBMR.COM Abak Village, Lolayan subdistrict, Bolaang 
Mongondow district

Zainudin Yambat

Sultrakini.com Jl. Y. Wayong II Sarini

KabarMakassar.com Jl Sungai Saddang F/15 Latanete Plaza Makassar. Fritz V Wongkar

detikmanado.com Kinali Village, Kawangkoan, Minahasa, North Sulawesi Yoseph E Ikanubun

barta1.com Bitung Village Neighborhood 2, Tuminting, Manado, 
North Sulawesi

Ady Putong

Katinting.com Zarindah 5 N/38 Mamuju, West Sulawesi Anhar

panjikendari.com Jalan Ruruhi No. 15, Anggoeya hamlet, Poasia 
subdistrict, Kendari, Southeast Sulawesi.

Jumaddin Arif

DIKITA.id Jl. Pangeran Diponegoro, No. 28 Mamuju Rahmat.FA

Barta1.co Jalan Gunung Panjang GPDI Singkil 2 housing 
complex, Neighborhood 3, Manado

Agustinus Hari

BALI, NTT, NTB, PAPUA, MALUKU REGIONS

MATARAMNEWS.CO.ID Jl. Melati No. 8 Monjok Baru, Selaparang, Mataram, 
NTB

Joko

Bali Ekbis Jalan Pulau Salawati No. 2 Denpasar Ida Bagus Alit 
Sumertha

Floresa.co Labuan Bajo, West Manggarai district, East Nusa 
Tenggara

Yulianus Ario Jempau

www.koranbuleleng.com Singaraja I Putu Nova A. Putra

mimoza.tv Gorontalo Lukman Polimengo

LKBN ANTARA Papua 
Bureau

Jalan Soa Siu No 6 Jayapura Papua Muhsidin

MALUKUNEWS.CO Jl. Kampung Gadihu, Batu Merah- Ambon Sahlan Heluth

Liputan Bali.com Jalan Anyelir No. A 4 Dauh Peken Tabanan Muhammad Nasri

beritabeta.com BTN Kanawa Indah, F1/ 5 Batumerah Village, Ambon, 
Maluku

Syarafudin 
Pattisahusiwa

Bukadikit.co Jln. Pelikan no.29, Pajang, Pejanggik Mataram Dewi Ayu Tri Anjani

kanalbali.id and 
kanalbali.com (a 
collaboration with 
kumparan.com)

Jalan Hayam Wuruk Gg. 17 no. 20 Rofiqy Hasan

koranntb.com Tempos Village, Gerung District, West Lombok Satria Zulfikar Rasyid
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Media Name 
Nama Media

Address 
Alamat

Respondent Name 
Nama Responden

Satu Maluku Jl. Galunggung RT.002 RW.003 Zairin Salampessy

KabarPapua Jalan Gang Matoa 1, No 32, Perumnas 2 Waena, 
Heram District, Yabansai Village, Jayapura, Papua

Syamsuddin Levi

JAKARTA REGION

Validnews.id Jl. Kavling Polri No. D/28 Aksara Cilandak X2, 
Ragunan, South Jakarta

Erik Somba

The Conversation Cinangka, Sawangan Ika Krismantari

Alinea.id Nuansa Asri Cinangka Housing H/25, Depok Satriani

elshinta.com Joglo Raya 70 Widodo

Tagar.id Pisangan Baru Timur III No. 11 RT 02 RW 15 East 
Jakarta 13110

Siti Afifiyah

KBR Jl Guntur no 70 Setiabudi South Jakarta Citra Dyah Prastuti

Kompas.com Duta Harapan Housing, Jl Duta Harapan 9 No. 3, 
Bekasi 17123

Johanes Heru 
Margianto

Suara.com Jalan Sisingamangaraja, No 21, Kebayoran Baru, 
South Jakarta

Suwarjono

Gatra.com Gatra Bld. Jalan Kalibata Timur IV no 15 Mukhlison S Widodo

Tirto.id Jl. Madrasa No. 11A, RT 08 RW 04 East Cilandak, 
Pasar Minggu, South Jakarta - 12560

A Sapto Anggoro

Beritasatu.com Taman Cikas Jl Cikas Timur 2 Blok C-10 No. 1 Bekasi ME Aditya Laksmana 
Yudha

Merdeka.com JL Tebet Barat IV no 3 South Jakarta Ramadhian Fadillah

Lokadata.id Wisma 77 Tower 1, Lt. 3, Jalan S. Parman Kav 77, 
Slipi, West Jakarta

Ahmad Suwandi
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One of the research’s significant findings was the jarring 
disparity in quality development in online media in 
different regions. Even though their numbers increase 
significantly, online media have not yet been able to 
satisfy the community’s need for local information 
optimally. Many digital media managers in various 
regions admitted their limitations in understanding 
and mastering media business management and the 
technology to improve audience engagement. These 
challenges multiplied during today’s COVID-19 
pandemic. With limited means, online media managers 
have to go toe to toe to get an even-more-limited slice 
of income.

For this reason, AMSI views that this research is vital 
in its role as a baseline before determining the next 
strategic steps to empower online media in the future. 
Using the findings in this research, AMSI can formulate 
a strategy to develop continuous collaboration with 
other stakeholders, including the government, private 
sector, universities, and members of the public. Such 
cooperation is crucial so that every party can participate 
in creating a better digital media ecosystem in Indonesia. 
Furthermore, AMSI wishes to play a role in gestating 
online media in various regions that are “fit” in terms of 
quality content and “sound” business-wise.

Salah satu temuan penting dari riset 
ini adalah belum meratanya kualitas 
pertumbuhan media online di 
berbagai daerah.  Meski jumlahnya 
naik secara signifikan, media 
online belum mampu memenuhi 
kebutuhan informasi lokal untuk 
masyarakat secara  optimal. Banyak 
pengelola media digital di berbagai 
daerah yang mengakui punya 
keterbatasan dalam pemahaman 
dan penguasaan manajemen bisnis 
media hingga teknologi untuk 
memperbaiki engagement dengan 
audiens. Tantangan tentu berlipat 
ganda di saat pademi COVID-19 
seperti saat ini. Dengan  modal yang 
terbatas, pengelola media online 
harus berebut sumber pendapatan 
yang kian terbatas. 

Karena itulah, bagi AMSI, riset 
ini penting sebagai dasar untuk 
menyusun sejumlah langkah 
strategis penguatan media online 
ke depan. Dengan temuan-temuan 
penelitian ini, AMSI bisa menyusun 
strategi untuk terus membangun 
kolaborasi dengan pemangku 
kepentingan lain, baik itu sektor 
pemerintah, swasta, kampus, serta 
publik. Kerja bersama ini krusial 
agar semua pihak turut serta dalam 
upaya membangun ekosistem media 
digital Indonesia yang lebih baik. 
AMSI ingin berperan menciptakan 
media-media online di berbagai 
daerah, yang tidak hanya bermutu 
dari aspek kualitas konten, tapi juga 
sehat dari aspek bisnis. 


