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Abstract – English 

The rise of social media represents a new challenge to the traditional media industry. Some traditional 

media companies either shy away on the idea of utilizing social media to enhance their services, but 

many others actually embrace this as an opportunity to reposition themselves within the industry. This 

study tries to figure out the extent of the proliferation of social media by the traditional players.  

The research approach focused on case study methodology through quantitative and qualitative 

methods. Record analysis of social media utilization by the traditional media companies represented the 

quantitative method. As many as 483 media companies from radio, television and printed media 

companies were sampled, they are companies under twelve national media conglomerates and one 

largest independent media group in Indonesia. Availability and a few simple statistics of web sites and 

three most popular social media platforms were recorded. The interviews with three different media 

companies and observations represented the qualitative method. The purpose is to understand the 

background motives of the social media utilization. 

The study reveals that utilization of web sites and social media platforms by the traditional media 

companies is quite extensive. The result revealed that 72% media companies have a web site, and more 

than 90% have Facebook accounts. Twitter, while not as popular as Facebook, still has as much as 73.6% 

of sampled media companies joining the platform. YouTube is the lowest of the three platforms with 

27.3%. Apart from the high adoption rate, the traditional media companies also actively participate in 

the conversation, especially for Facebook and Twitter.  

The interviews showed that the extent of digitalization is quite extensive. The three media have their 

own digital strategy, which involved integration with their traditional platforms, customer engagement 

and monetization. The utilization of web and social media platforms Indonesia in general, and by the 

traditional media were caused by some factors such as media democratization, rising number of middle 

class, good economic growth, and high mobile penetration among others. 
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Abstract – Swedish 

Uppkomsten av sociala medier representerar en ny utmaning för den traditionella medieindustrin. En 

del traditionella medieföretag har undvikit att använda sig av sociala medier för sina tjänster, medan 

andra företag har omfamnat de sociala medierna och använder sig av dem för att om möjligt 

ompositionera sig inom industrin. Denna studie försöker utforska spridningen av sociala medier inom 

traditionell media i Indonesien.  

Studien är genomförd som en fallstudie med användning av både kvalitativ och kvantitativ metod. En 

analys baserad på användningen av sociala medier av traditionella medieföretag representerar den 

kvantitativa metoden. Så många som 483 medier från radio, tv och tryckta medier är med i urvalet. De 

483 medieföretagen i urvalet är alla antingen under ett av de tolv nationella mediekonglomeraten eller 

under den största oberoende mediekoncernen i Indonesien. Tillgänglighet och enkel statistik över 

användandet av webbplatser eller hemsidor, samt användandet av de tre mest populära sociala 

medierna (Twitter, Facebook och Youtube), har registrerats. Intervjuer med tre olika medieföretag samt 

observationer representerar den kvalitativa metoden. Syftet med studien är att förstå 

bakgrundsmotiven till den sociala medieanvändningen i Indonesien. 

Undersökningen visar att användningen av webbplatser och sociala medier av de traditionella 

medieföretagen är ganska omfattande. Resultaten visade att 72 % av medieföretagen har en egen 

hemsida, och mer än 90 % av företagen har Facebook-konton. Twitter, vilket visade sig vara mindre 

populärt än Facebook, visade sig fortfarande användas av så mycket som 73,6 % av företagen i urvalet. 

YouTube är det minst populära mediet av de tre med ett genomslag på 27,3 %. Resultaten visade inte 

bara på en ovanligt hög användningsfrekvens, utan de visade även på att företagen aktivt deltar i samtal 

med kunderna, särskilt via Facebook och Twitter. 

Intervjuerna visade att digitaliseringsgraden är ganska omfattande. De tre medieföretagen har sina egna 

digitala strategier, som innebär en integration med sina traditionella plattformar, kundengagemang och 

intäkter. Användningen av webbplatser och sociala medier av de traditionella medierna i Indonesien har 

orsakats av vissa faktorer; bland annat av en stor mediedemokratisering, ett stort antal personer i den 

indonesiska medelklassen, en god ekonomisk tillväxt samt av en hög mobilpenetration. 
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- Introduction 

 

 

 

1. Background 

 

The media industry is currently on its most uncertain and dynamic period during the last decade. The 

rise of the new media, which is made possible by the rapid development of digital technologies, 

forces the traditional mass media industry to be adaptable and more flexible to anticipate ever 

changing media landscape. The platform-bound business practice is replaced by cross-media content 

sharing, growing consumer involvement, ubiquity of information, growing issue of media 

convergence (and divergence), as well as the changes in media value chain.  

Changes in media landscape, although facilitated by technological advancement, are affected by 

many factors, such as socio-economic and individual preferences (Teljas, Jonsson, & Enlund, 2007). 

Although globalization is getting a lot of attention in the business world increasing localization is also 

a competing trend (Jan, 2009). Adapting a successful strategy from one region to another, almost 

guarantee failure without any localization (Govindaran & McReary, 2010). This is also true for media 

industry in Indonesia, the focus of attention of this study.  

Although lacking decent Internet infrastructures, especially terrestrial infrastructures, Internet 

penetration growth has accelerated recently. It is catapulted by mobile Internet technology, which is 

very suitable to Indonesian geographic landscape as well as the affordability means of Internet access 

(through mobile Internet) (Widhiarto, 2011). The growth rates of the two most popular social media 

applications in Indonesia, Facebook and Twitter, are quite rapid. The latest data shows that 

Indonesians are the fourth largest group of Facebook users in the world, the fourth largest Facebook 

user community (Checkfacebook, 2012) and the 8th largest user-group on Twitter (Anna Gervai, 

2011).  

The rise of new media has also caught the attention of the traditional media players in Indonesia. 

Newspaper publishers, television stations, radio stations, advertisers, and the rest of the traditional 

media companies have started to use new media outlets available in the Internet. Major publishers 

like Barnes and Nobles have started selling their books via web platforms due to the threat of 

Amazon, who in turn pioneered e-commerce in book industry. Broadcast televisions does not 

hesitate to enhance their video contents with longer text contents in their website, while traditional 

newspapers utilize videos to attract their website visitors. Traditional mass media scope of work is 

not limited to their own media technology, but rather by their own capacity to bring information 

towards their audience through one or more medium. Yochai Benkler attributed this development to 

the Internet, which gave birth to the network information economy. (Benkler, 2006) Media scholars 

and industry practitioners often use the term “media convergence” to represent the trend of 

transition towards the new digital media. (Dwyer, 2010) But media convergence itself is not only 

about digitization of media. Besides technological development, many other factors play a part in 
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shaping the convergence. Societal structure, social situation, media landscape as well as individual 

preferences are considered to be the major influencing factors alongside technological development. 

(Teljas, Jonsson, & Enlund, 2007) The objective of this work is to study media convergence in 

Indonesia, specifically its relevance within the Indonesian mass media industry and the latest 

development of the industry. 

 

2. Statement of Purpose and Research Questions 

 

This work examines the role of the new media within the established mass media industry. It is 

perceived that the traditional mass media are slow to react to change and are very focused on their 

main delivery channels. Finding out about the factors which force these players into changing their 

mindset, is important in order to provide background motives for the adoption of new media by 

these traditional players. This will help them to better analyze the relation between the new media 

and the traditional media. 

Those will be achieved by answering these questions: 

1. How do the traditional media companies utilize the new media? 

2. Why do traditional media companies embrace the new media? 

 

1. Scope and Limitations 

 

The primary focus of this study is to understand the recent development within the media industry 

that is affected by the emerging new media. The new technological advancements provide the outlet 

for the invention of new digital channels, which are the primary drivers of change. Studying the 

changes and the effects of the driving forces, specifically the adoption of the new media and the 

possible synergy with the traditional media, as seen from the perspective of the mass media industry 

players is the main interest of this thesis.  

To limit the scope further, I am focusing on three different Indonesia mass media, namely HAI 

(magazine), Jak FM (radio) and Metro TV (television), for my qualitative sampling. The motivation for 

choosing these three media will be elaborated in the methodology section. 

The focus of new media, which is studied here, is also limited to social media and, to a certain degree 

introducing the mobile media channel, while limited due to time and resource constraints. 

 

 

2. General Method of Investigation 
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To achieve the result intended, the research methodology requires gathering data, which will be 

focused on the qualitative approach, sampling and case study. The qualitative interview was 

conducted with help from Maverick Indonesia, the company that facilitated the author with the data 

and the research environment. The interviews were part of Maverick and London School of Public 

Relations Jakarta (LSPR) annual technographic report on Indonesian journalists and media. The 

Technographic survey was done by LSPR while Maverick concentrated on gathering qualitative 

information on Indonesian media industry through interviews with a few persons in charge of social 

media campaigns or activations in traditional media companies. Maverick Indonesia has been 

conducting prior research work on Indonesian media industry and I was fortunate enough to be given 

the opportunity to develop the work further. 

The theoretical framework will be used to establish a firm ground for the impact and the role of new 

media within the mass media industry. Based on this, the data gathered from the interview, sampling 

and case study will be used to analyze whether a synergy between both actually have positive, 

negative or neutral impact. From the data gathered, different approaches of the usage of social 

media technologies within the media industry will be discussed. 

 

  



13 

 

- Methodology 

 

 

1. Research Philosophy 

The overall nature of this work is based on a naturalistic approach, which the author found to fit the 

primary objective of this study. According to Bill Gillham, the positivistic approach emphasizes on 

objectivity, detachment, deductive theorizing and generalizing; while the naturalistic approach 

emphasizes on subjectivity based on objective evidences, participation, and the specific context of 

data. (Gillham, 2000) The intertwining influence of many factors of this research subject provides an 

added complexity for this research when attempting to generalize the results and the contextual 

observation and analysis required are the primary reason for the selection of the research 

philosophy.  

Although there is concern with ‘subjectivity’ in naturalistic approach, the essence of subjectivity 

actually lies within the persuit for finding the underlying reasons behind the objectively gathered 

evidence from the research. Subjectivity requires human to make sense of what the evidences mean 

as well as the motives behind it. (Gillham, 2000)  

The absence of experiments also makes a positivistic approach less suitable as compared to the 

naturalistic approach. According to Gillham, naturalistic approach also enables the researcher to be 

participant observer, which is not detached from the subject matter itself. As this study requires the 

author to understand the nature of the media industry by working closely with media practitioners, 

asking questions and observing the dynamics within the industry, the author of this study deemed 

this approach to be a good approach in order to realize the objective of this study. 

 

2. Type of Study 

Case study research, using a combination of qualitative and quantitative research methods, is the 

methodology used for this study. According to Bill Gillham, qualitative method can be described: 

“focuses primarily on the kind of evidence (what people tell you, what they do) that will 

enable you to understand the meaning of what is going on. Their great strength is that they 

can illuminate issues and turn up possible explanations: essentially a search for meaning – as 

is all research.” (Gillham, 2000)  

The choice of qualitative method in this study is due to the possibility provided by qualitative method 

to delve into a subject matter where not much prior study has been done and the results can be used 

by further researches. Qualitative method also enables the researcher to explore a complex subject 

matter where a controlled approach may fail. And another benefit of qualitative study is to be able to 

observe the situation from the point of view of the subject matter. The contextual understanding of 

what is happening within the media industry is important for this study, which cannot be provided by 

quantitative method alone.  
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Although naturalistic approach researchers tend to use qualitative method, quantitative method can 

enhance the case study and show a more complete picture. Quantitative method is capable of 

providing extensive statistical and numerical result of the subject matter. The two most dominant 

statistics in quantitative case study method are descriptive and inferential. Descriptive statistic is 

used to provide numerical summaries, averages, total and so on. Inferential is used to show 

relational differences, similarities and trends (Gillham, 2000). These two sets of statistics, when 

presented in form of tables or graphs, are also another form of story-telling through numbers and 

pictures.  

While quantitative method presents the data in an easily readable format, interpreting the data itself 

requires qualitative analysis. One set of data might require many different interpretation and 

analysis. Those are the reasons why the author decided to employ both qualitative and quantitative 

methods within this study.  

 

 

3. Research Approach 

The author will be using several methods of gathering data (evidence). According to Bill Gillham, 

multi-method can be used if a single method is unable to provide the necessary result to proceed 

with the analysis. Since different methods have different advantages and disadvantages, the 

utilization of multiple methods, if the evidences gathered converge, can provide the research the 

true picture of the subject matter. To gather the data (evidence) necessary for this study, the author 

will utilize these methods: 

 

1. Record analysis of social media usage from major national and local mass media in 

Indonesia. The data was gathered via the Internet. This is the quantitative data gathering 

method that was used to provide numerical data on social media usage within the mass 

media industry in Indonesia. The main observations points were the corporate websites, 

Facebook accounts, Twitter accounts and YouTube channels. Websites are normally used as 

the aggregation point for an organization’s online presence and it usually signifies the 

pattern of the whole online activation. Facebook, Twitter, and YouTube were chosen since 

they are currently the biggest social networking site, microblogging service and user-

generated video in the Internet respectively (Fields, 2012). Not only are those three 

platforms the most popular in their own formats, but the three different formats also have 

their own characteristical differences which also determines the types of user base of these 

platforms (Parr, 2012).  

The records collected from the websites consists of the existence of a corporate website for 

each medium, the form of the media (text, image, audio, video), the availability of links to 

other social media accounts, and the availability of advertisements in the websites. The 

author mainly used Google as the primary tool to search for the websites. Google uses 

PageRank algorithm that includes hundreds of factors, emphasizing pages most heavily 

linked from other pages. (UC Berkeley, 2012) Google PageRank criteria has been adopted by 
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many organisations in their Search Engine Optimisation (SEO) strategy due to Google’s 

domination within search engine industry. Ideally, an organization should appear on the first 

page of any search engine, and implementing good SEO design helps in realizing this. 

Appearing in the first few pages of Google search shows that an organization is serious in 

increasing their digital presence. (Jerkovic, 2009) Chitika Insights’ research also showed that 

the first two pages of Google search received 50% of average traffic compared to the third to 

the tenth page. (Search Engine Watch, 2013) 

Due to those reasons above, the author observed the search results on the first two pages of 

Google search with related possible keywords. The inclusion of the second page will also 

allow the inclusion of similar media company names being used internationally which could 

potentially pushed similarly-named companies to the second page. 

Records collected from Facebook, Twitter and YouTube are the availability of the account or 

channel and the level of activity. The main tools used are the main corporate websites and 

Google search. If the website is unavailable or the links to the other social media accounts 

are not available, then Google search is used. In terms of reliability, links from corporate 

websites are more reliable and Google search results are placed second in terms of 

reliability.  

The extensive number of mass media organisations in Indonesia requires too much time of 

data gathering and the author preferred the convenience of sampling. The samples collected 

are from the 12 national media conglomerates in Indonesia. There are 479 media houses 

under those 12 national media conglomerates and out of these 479 media, the mix of local 

and national media from broadcast and print are represented. This method is a convenient 

way to ensure reliability since most of the media conglomerates have their own website. The 

websites of the media conglomerates can be used to validate the list of media presented by 

secondary sources.  

Twelve national media conglomerates and one non-conglomerate media currently dominate 

the media industry in Indonesia with only a few minor smaller players. Therefore the media 

under the conglomeration can be said to represent the Indonesian mass media industry 

based on the market share alone. In terms of the total number of media in Indonesia, the 

sampling size of 483 represents 95% confidence level with 4.2 confidence interval of the 

whole media population of roughly 4000 TV, radio and printed media licenses (Lim, Media 

Concentration in Indonesia, 2012).  Additional samples are also taken from the national 

public television and one the biggest individual/non-conglomerate media group (Tempo Inti 

Media). 

2. Interviews were conducted with three different media: printed, radio and television. The 

motivation to use three different media came from the idea that each major type of media 

needs to be represented to have a more balanced view of the situation. The purpose of the 

interview is to give a deeper insight into why the traditional mass media may utilize social 

media as part of their business strategy.  
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The research project had unfortunately started before the author joined the research in Maverick. 

The author had assessed the interview questions and believes that the interview questions are 

suitable to be included in this study and no further interviews are needed. The author also 

acknowledges that the author’s absence might affect the analysis of this study and some questions 

might also be left unanswered by the interviewees. To compensate for this effect, the author utilized 

secondary-data sources. 

The three media houses that were interviewed are: 

1. HAI Magazine: A weekly magazine targeting teenagers from junior high to senior high. Had 

been in circulation since 1977 and had their online presence since 2000. The magazine is 

under Kompas Gramedia Group  and it focuses a lot on music, lifestyle, popular science, and 

other general teen issues and trends (Kompas Gramedia Group, 2012) (HAI Online, 2012) 

2. JakFM: An adult contemporary hits radio focusing on adult audience, mainly between 25-34 

years old university educated young urban professionals. Syndicated under Mahaka Media 

Group, offering upbeat and easy listening pop music from the 90’s and today (Jak FM Radio, 

2012) 

3. Metro TV: The first news-based television in Indonesia, went on air since November 2000. 

Owned by Media Group, serves mainly informational-based program and news to its 

audiences (Metro TV News, 2012) 

4. Observations was carried out via direct observation in Maverick and some interactions with 

(new and traditional) media practitioners. Secondary-data from the Internet about the 

development of the subject matter in Indonesia was also be used as observational data. 

 

Data collected with these three methods will then be analyzed together by triangulation and theory-

based interpretation by the author. Triangulation was used to find discrepancies in the data gathered 

and the theories will be used as analytical framework for the empirical analysis part of this work. 

The research process followed the general structure of this work. The first step was to define the 

main topic of this study and to determine the subject matter of the research. When the definition 

was then concluded, literature review was conducted to form the theoretical framework.  

Most of the theories included are media theories that discuss the development of media including 

media convergence, media technologies, media industries, media strategy, media communication 

and media history among others. Research methodology theory is also part of the literature review, 

which will be the framework of the research itself rather than become the theoretical framework.  

Empirical study based on the data gathered from record analysis, interviews and observations were 

then combined with the theoretical framework to form the analysis part of this study. The empirical 

study and analysis part will be done in a single chapter and the division will be based on the two 

research questions. Logically, empirical study will always be the first to be discussed before the 

empirical analysis part. The two research questions are divided into several smaller questions to help 

answer the main questions as can be seen in Figure 2-1: 
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Main Research Questions Sub Questions Evidence  

How do the traditional media 

companies utilize the new 

media? 

1. Do traditional media 

companies utilize social media? 

Record analysis of social media 

usage by major traditional mass 

media  

 2. Do traditional media actively 

using social media? 

Record analysis of social media 

usage by major traditional mass 

media 

 3. Do the traditional mass media 

feel that social media is an 

important part of their corporate 

strategy? 

Interview and observations 

Why do traditional media 

companies embrace the new 

media? 

4.How do the social and media 

situations as well as the 

individual preferences in 

Indonesia drive the utilization of 

social media in traditional mass 

media? 

Observations 

Figure Error! No text of specified style in document.-1 Breakdown of the main research questions 

and evidence needed 

The study will then be concluded by the discussion part when the author will discuss further 

possibilities of this work and will strive to critically assess this thesis in whole. 

The diagram in figure 2-2 shows the logical representation of the research process of this study:  
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Figure Error! No text of specified style in document.-2 Research Process 

 

1. Trustworthiness 

To ensure the validity and the reliability of the evidences being used in this study, the author will 

strive to ensure that the sources of the data are from trustworthy sources.  

The literature reviews are done using academic sources, which have been critically reviewed by 

academician and industry experts alike. The other source of literature review are books written by 

industry experts. 

The priority of data collection will be, from first to last: academically reviewed journals or papers, 

industry researches, Internet data. Secondary data validity cross-checks will also be performed when 

possible for the secondary data in the Internet which reliability is often questionable. 

Interviews were done with three major media companies with the personals in charge of social 

media in each company. The interviews are recorded and transcribed to ensure accountability. 

Translations of the interviews are also double-checked to ensure that terminologies used are fitting 

and the intention of the interviewees is translated well.  

  

Record 
Analysis 

Interview 

Discussion & 
conclusion 

Empirical 
Analysis 

Empirical 
Study Theorictical 

Framework 

Research 
Definition 

Literature 
Review 

Observation 
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- Theoretical Framework 

 

 

1. Communication Medium 

1. Definitions 

 

The definition of medium according to Merriam-Webster dictionary is: 

“1: a : something in a middle position 

b : a middle condition or degree : mean 

2 : a means of effecting or conveying something: as 

a (1) : a substance regarded as the means of transmission of a force or effect (2) : a 

surrounding or enveloping substance (3) : the tenuous material (as gas and dust) in space 

that exists outside large agglomerations of matter (as stars) <interstellar medium> 

b plural usually media (1) : a channel or system of communication, information, or 

entertainment — compare mass medium (2) : a publication or broadcast that carries 

advertising (3) : a mode of artistic expression or communication (4) : something (as a 

magnetic disk) on which information may be stored 

c : go-between, intermediary 

d plural mediums : an individual held to be a channel of communication between the 

earthly world and a world of spirits 

e : material or technical means of artistic expression” 

(Merriam-Webster Dictionary, 2012) 

 

Of particular interest to this study is this definition, which will be used throughout this work: 

“plural usually media (1) : a channel or system of communication, information, or 

entertainment” 

Next step is to define new media in this study. Terminology of new media always changes whenever 

a new milestone is reached. What was perceived as the new media is different today from the early 

21st century definition of new media. The terminology itself is considered a broad term by many. It is 

reflected in Lev Manovich’s five principles of new media, which is his answer to what new media are: 

1. Numerical representation: new media objects can be described mathematically and can be 

manipulated via algorithms 
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2. Modularity: New media are formed by modules, sub-modules, functions, sub-functions and 

so on. There are many independent elements within new media and a single medium is 

formed from those independent elements 

3. Automation: Automated function characterizes new media design 

4. Variability: New media offer a blank canvas to their users. Building blocks are provided and 

the users have the freedom to create structure and content  

5. Transcoding: The translation of the realities of the world into computer logic which are then 

represented through the digital layer (Sorapure, 2004) 

Lev Manovich’s new media principles heavily emphasize the connection of the new media with 

computer or digital technology. He dissected new media through the connection it has with the 

underlying technology which made the creation of the new media possible. On an interview with 

Inna Razumova, Mavonich stated that: 

 ” One of the differences between industrial and information society is that in the latter both 

work and leisure often involve the use of the same computer interfaces. This new, closer 

relationship between work and leisure is complemented by a closer relationship between 

authors and readers”  (Razumova, 2001) 

And in the same interview, Manovich also mentioned that: 

“As the ‘professional’ technology becomes accessible to amateurs, the new media 

professionals create new standards, formats and design expectations to maintain their 

status.” (Razumova, 2001) 

New media can thus be described as digital communication platform, which allows interactivity, 

active contributions and customization. To list traditional media at the time of this study consist of 

the printed media (books, magazines, newspapers), broadcast and entertainment media (radio, 

cinema, recording and television), advertorial (billboards, posters) as well as personal communication 

media such as telephone, mail, etc. New media, on the other hand, consist of the digital media 

(which is sometimes interchangeably associated with the Internet) and mobile media.  

The categorization of new media is very broad, and due to the limitation of resource, this work 

focuses the study of the new media into social media and to a certain extent, due to the overlapping 

nature of both of them, mobile media. Kaplan and Haenlein defined social media as follows: 

“Social Media is a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0, and that allow the creation and exchange of User 

Generated Content.” (Kaplan & Haenlein, 2010) 

On the other hand, mobile media are new communication channels, which enable the users to 

produce or consume media contents with much larger freedom of movement.  

 

1. Media and Communication 
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As social beings, humans have the need to communicate with their fellow (human) beings. The Food 

and Agriculture Organization of the United Nations (FAO) stated that communication was one of the 

most common issues for human development, where communication represents the essential thread 

that binds human together ( Natural Resources Management and Environment Department, 2000).  

David Berlo devised a linear communication model called “SMCR Model of Communication” (K.Berlo, 

1960). The model separates communication into four elements: 

1. Sender: The origin of the message 

2. Message: The content, information or idea 

3. Channel: The medium through which the message is delivered from the sender to the 

receiver 

4. Receiver: The intended recipient of the message 

Although Berlo’s linear model has been developed into much more elaborate models such as the 

non-linear, multi-dimensional, William Brown’s holographic and fractal model, Berlo’s SMCR model 

of communication represents the basic building blocks of communication. Communication exists 

because of the four elements, without one it will become meaningless. Each and every element is 

essential in all types of communication, be it direct or indirect, verbal or nonverbal, personal or mass 

communication.  

 

Spatial and Time Bias 

Another important media concept, serving as a foundation of this work, is Harold Innis’ ideas about 

the social effects of media and nature of the media being used over the course of history. According 

to Innis, two dimensions of the nature of media exist, being either time biased or space biased. The 

Library and Archives Canada summarized Innis’ concept of time-biased media as: 

“Time-biased media seek to transcend time. They are heavy and durable, such as clay and 

stone. They have a long lifespan but they do not encourage the extension of empires. Innis 

associated these media with the customary, the sacred, and the moral. Time-biased media 

facilitate the development of social and industrial hierarchies.” (Canada, 2007) 

And space-biased media as: 

“Space-biased media, conversely, seek to obliterate space. They are light and transportable 

and can be transmitted over distances. They are associated with secular and territorial 

societies and facilitate the expansion of empire over space.” (Canada, 2007) 

The way communication is conducted throughout different periods and locations of different 

cultures affected the development of those cultures considerably. Although the influence is mutual, 

where the preferred method of communication also dependent on the culture itself, once a medium 

gained prominence, it can affect many aspects of the culture such as bureaucracy, ideology, art, 

language, technology, and trade. 

The emphasis on either time or space creates a bias over the culture where the medium exists. Innis’ 

concept will be used to categorize the media in chapter 4 of this thesis. (Innis, 1949) 
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Medium is the Message 

Influenced by Innis, Marshall McLuhan developed his theory that the message contained in the 

medium is actually another medium channeled through the subsequent medium. Speech or thought 

is the message contained in text, while text is the message contained in a play script, and 

subsequently play script is the message in a theatrical play. Each medium contains another medium; 

and to study communication, understanding the medium is essential. (McLuhan, 1964) His approach 

is in essence leaning towards technological determinism. One of his critics, Regis Debray, accurately 

stated that his theory is over-simplifying the differences between the media technology and the 

content and tends to blur the line between elements of communication (Debray, 1996),  But I do 

agree with his tenet about the importance of fully understanding a medium in order to understand 

the influence of media in our world and the co-influencing relation between media development and 

the non-media factors such as social, cultural, political, and legal factors in different phase of history. 

To consume media is to perceive a piece of information (the message) transmitted through the 

medium using our senses. There are currently three major forms of media transmission which can be 

perceived by our senses: text (vision), audio (hearing) and visual image (vision). There are of course 

other forms of media transmission such as smell, touch and taste, but these forms of transmission 

are still in their early phase of development and have not been considered as essential forms in the 

industry. (McLuhan, 1964) 

In traditional media, the three forms are seldom utilized in a single medium together, and the 

separate utilization is also reflected in the way the mass media industry was being run. Until the 

digital and mobile technology matured and became dominant forces in the industry, the thought of 

incorporating images into radio were unthinkable by many as the separation of media technologies 

was the common practice within media industry. Television was the only medium that incorporates 

all three forms, and this, arguably, was the reason of television dominating the media industry. 

 

 

1. Mass Media 

1. Mass Media Development 

 

Media (or the channel), as one of the element of communication, has probably been around since 

the dawn of human as can be seen by ancient cave paintings. The painting itself is the message which 

might contain information such as hunting calendar (Whitehouse, 2000) while the medium is the 

cave wall. Many other media followed as human communication progresses from oral to writing to 

the invention of the printing press by Johannes Gutenberg, considered to be the first media 

technology which enabled mass communication (Dominick, 2009) (Meggs, 1998). From then onwards 

the development of communication medium was accelerated by the rapid advancement of 

technology and formed the basis of mass media industry in our time: printed media, broadcast 

(radio, television and cinema), and digital (new) media. 
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According to Joseph R.Dominick, mass communication refers to: 

“The process by which a complex organization with the aid of one or more machines produces 

and transmits public messages that are directed at large, heterogeneous, and scattered 

audiences” (Dominick, 2009) 

The machine that produces and transmits public messages to the mass audience is called mass 

communication medium (or mass media – in plural as well as singular). While the description was 

probably fitting two decades ago, the new media challenges the contradiction of the word “large”, 

which represents “mass” in the phrase “large, heterogeneous and scattered audiences”. It might not 

be necessary to devise another technology to replace “mass media” since the industry has become 

so accustomed to the terminology, but the new media has put less emphasize into the word “mass” 

if the number of the audience (or the consumer) is considered. The audience of the new media can 

range from one (email or instant messenger) to as many as hundreds of millions for a few of the 

most popular Youtube videos (MacManus, 2012), on par with television, the traditional mass media 

that can capture the largest audience (The Independent, 2007) (Goldsmith, 2008). 

In his book, Joseph Dominick listed eight different mass media that have the largest audiences, 

employ the most people and most importantly, have the greatest impact: 

1. Radio 

2. Television 

3. Film 

4. Books 

5. Sound Recordings, 

6. Newspapers 

7. Magazines 

8. The Internet / new media (Dominick, 2009) 

These media are suitable platforms for mass communication. They are capable of reaching a lot of 

audiences at once and the industry business practices and productions were built and designed to 

serve large consumers. Peer-to-peer communication media (telephone and mail) or personal 

communication media serve the other end of the communication spectrum. Another distinction 

between mass media and peer-to-peer media is the interactivity. Mass media are not capable of 

providing two-way communication to their audience.  

Until the maturity of the Internet, there was a gap between mass communication medium and peer-

to-peer communication medium. There was no economical and user-friendly way to reach larger 

audience and also providing interactivity between them. Amateur radio was one of the available 

solutions, but the technical difficulty to acquire the skill and the limitation on the license prevented it 

being adopted by mainstream audience. (Dominick, 2009) 

To understand development background of each media, below is the historical development of 

media: 

Language (ca. 200,000 – 100,000 BC) 
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Most experts believe that other forms of communication predate language. Humans probably 

used non-verbal gestures before verbal communication was invented. Language is the basis of all 

other means of communication. It has made the transmission of instructions and information 

much easier and faster.  

Writing (ca 3500 BC) 

Writing was developed because oral transmission of information has a major disadvantage. 

Human memory most of the time fails with time and generation. Writing made transmission of 

important information survive longer (depends on the medium) and much more accurate and 

consistent. The skill of reading and writing was a privilege for the higher class of society, which 

then created a big advantage for the elite groups who had access to written information. This 

situation prevailed for more than four millennia, until more and more literary capable resources 

were required to support the growing trades and various occupations during the Middle Ages.  

Printing (1500 AD) 

Although printing technologies existed since the 9th century, the milestone of printing was 

attributed to Guttenberg’s printing press that was used to print Bible. It revolutionized Europe 

and opened up information access to more people since the costs of replicating books were 

brought down by the success of Guttenberg’s printing press. The effects of this invention were 

numerous such as the increasing literacy level, the decrease of the church’s influence, as well as 

the accelerated growth of research and science which then further accelerated the technological 

advancements many centuries later. 

Long Distance Media (late 1700s) 

The predecessor of long distance communication and digital media, the telegraph, was made 

possible by the discovery of electricity. This was brought one step further with the invention of 

the telephone. Telephone was the first medium that enabled real time communication over long 

distance. Both media played many important parts in many aspects of human lives until the 

invention of broadcast media. Long distance communication pushed the boundary of human 

communication and further accelerated information exchange on a wider scale and wider reach. 

They were the pioneering media that actually made the world smaller.  

Broadcast Media (1900s) 

The technological advancements of the 20th century gave birth to the mass media industry. The 

capability of technological devices to capture voices and still images was further developed into 

moving images in the form of cinematic movies. It was then combined with the concept of long 

distance communication methods and the transmission of communication signals through the 

ether (by means of radio waves) into two of the most prominent mass media: radio and 

television. These inventions opened up many possibilities and accelerate further changes in 

many aspects of human life such as culture, socio-economic, education, politics, and information 

propagation (communication). And on top of that, the broadcast media have successfully 

founded the modern entertainment industry of the 20th century as well. 
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Digital Revolution and mobile communication – The New Media (late 1900s) 

The invention of computers, and then the Internet and mobile communication,  revolutionized 

the whole mass media industry. There are almost no boundaries in time and distance. The 

amount of information being transmitted has been increasing exponentially, following the 

Murphy’s Law. (The Economist, 2010) In this age of information, interconnectivity, mobility and 

accessibility have become a necessity. The boundary between interpersonal and mass 

communication is also blurred due to media convergence (as well as divergence).  

(Dominick, 2009) 

Observing the timestamps of the media milestones, the increasing speed of development is 

exponential. Development from oral tradition to writing took hundreds of thousand years, writing to 

the first mass medium took four millennia, subsequently the first long distance communication took 

almost three centuries and from then onwards the speed of technological developments, which is 

one of the driver of change in media landscape, took much less time.  

 

1. Drivers of Change 

 

In a technical report published by the Royal Institute of Technology (KTH) in 2007, Cecilia Teljas, Alex 

Jonsson and Nils Enlund identify seven major trends and prevalent user conceptions that will 

influence the foreseeable future of the changes in media landscape: 

1. Consumer generated content 

2. Media as social amplifiers 

3. Content aggregation and search 

4. Ubiquity and mobility 

5. Commoditization of news media 

6. Context awareness 

7. Convergence and divergence  

(Teljas, Jonsson, & Enlund, 2007) 

Those key trends will be used as a baseline to analyze the current situation of the mass media 

landscape in Indonesia, as the author believes that those trends are also prevalent in Indonesia. Out 

of those seven major trends and prevalent user conceptions, convergence and divergence (media 

convergence) is very much related to this study. Tim Dwyer discussed media convergence from many 

aspects that affect the development of media convergence of late. According to Dwyer, media 

convergence is: 

“The process whereby new technologies are accommodated by existing media and 

communication industries and cultures.” (Dwyer, 2010) 
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He also argued that the process of convergence never stops and involved many different layers of 

human culture. Although he specifically uses the term ‘media convergence’ which denotes 

adaptation, absorption or merging; transitioning and divergence is also part of the process. Hence, 

the term ‘convergence’ also includes transition and divergence. Media convergence as a study 

represents many issues which includes, but is not limited to industrial convergence, regulatory 

convergence, network convergence, the changing roles in value chain (production, distribution, and 

consumption), co-evolution of old and new media, Internetization and mediatization, and 

technological convergence.  

Instead of a single media technology being used in a particular media industry, many media 

corporations adopt new media as part of their tools. And as Dwyer stated, this fact cannot be seen as 

a single isolated situation. A single occasion of new media proliferation by traditional mass media 

may indicate many things such as the adoption of one or more media technologies by an established 

media company (industrial convergence); providence of multiple form of media channels for 

consumers (technological convergence); or extending content production towards the audience 

(changing roles in value chain).  

Not only media convergence is multi-layered, many factors also affecting the ongoing process of 

convergence and the factors are also in turn affecting media convergence. Henry Jenkins stated in an 

article that: 

 

“Media convergence is sparking a range of social, political, economic and legal disputes 

because of the conflicting goals of consumers, produces and gatekeepers…the digital 

renaissance will be the best of times and the worst of times, but a new cultural order will 

emerge from it.” (Jenkins, 2001)  

 

In line with Jenkins’ and Dwyer’s notion about the factors that affect media convergence, Teljas et 

al’s report also stated that although technological innovations pioneered the changes in media 

landscape, the changes are also dependent on other factors such as the social and economical 

factors as well as the general changes in consumer’ use of media. It is represented in the model in 

Figure 3-1 (Teljas, Jonsson, & Enlund, 2007). 
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Figure Error! No text of specified style in document.-3 Main non-technological factors influencing 

media usage  

 

1. Social Media 

1. Forms of communication in Social Media 

 

The rapid changes in the digital world do not make it easier for a lot of people to keep up with those 

changes. Social media platforms that can keep satisfying their users will be able to survive longer 

than their counterparts that are unable to do this. Platforms like Friendster and MySpace gained 

prominence in a few years and lost it even faster (Scaruffi, 2010).  

Concentrating on slight differences between each social media platforms and categorizing based on 

those slight differences are a challenge due to constant changes and rapid innovation. Li, Bernoff and 

Vook concentrate on the relationships rather than the technologies instead. The main tenet of social 

media is the relationship itself, and to understand social media is to understand the types of 

relationships that the platforms were created for (Li, Bernoff, & Vook, 2011).   

 

According to Li, Bernoff and Vook, the most prevalent social media relationships are: 

1. People creating: blogs, user-generated content, and podcasts 

Societal Structures 

Population structure 
Economy, taxation 
Law and policies 
 

Social Situation 

Private economy 
Work and leisure 
Age, family and living 
 

Media Situation 

Industry structure 
Content, choice, competition 
Access and availability 

 Individual Preferences 

Habits, attitudes, fashion 
Interest, motivation 
Status, competence 
 

Media Use 
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2. People connecting: social networks and virtual worlds 

3. People collaborating: wikis and open source 

4. People reacting to each other: forums, ratings and reviews 

5. People organizing content: tags 

6. Accelerating consumption: RSS and widgets (Li, Bernoff, & Vook, 2011) 

Every social media platforms at least have one of the relationship types listed above. Social media 

platforms are designed in order to enable those relationships in the digital world, owning to basic 

principles of human as social animals. Without those elements, the platforms cannot be called social.  

1. Social Media Strategy in Digital Age 

 

As the new media gaining prominence in the digital age, there are many organizations adopting the 

new media in their corporate marketing or sales strategy and hope to be rewarded only by utilizing 

the new digital technologies but many don’t even understand about what to expect and what are the 

consequences for their organizations. The speed of technological developments during the digital age 

is so exponentially faster compared to the developments before the digital age (Dominick, 2009).  

These changes have also transformed the value chain of mass media industry. The end consumer 

now has access to abundant variety of mass media that may fit their needs, but now they are also 

empowered by the media they are consuming to contribute as information/content producers as 

well. They became producers, hence the new terminology: prosumers. Many middle-men are being 

by-passed and the value chain of the industry becomes shorter and shorter. In a simplified model, 

the general structure of a media communication system is represented by the model depicted in 

Figure 3-2. (Teljas, Jonsson, & Enlund, 2007) 

 

 

Figure Error! No text of specified style in document.-4 The Simplified Value Chain of Media 
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With simplified value chain and behavioral changes, new strategies are needed. Kaplan and Hanlein 

stated that: 

“Social Media is a very active and fast-moving domain. What may be up-to-date today could 

have disappeared from the virtual landscape tomorrow. It is therefore crucial for firms to 

have a set of guidelines that can be applied to any form of Social Media, whether they are 

part of the aforementioned list or not.” (Kaplan & Haenlein, 2010) 

Charlene Li, Josh Bernoff and Josh Vook coined the term groundswell to represent the situation 

within the new media (in particular the social media), with the spontaneous and autonomous nature 

of each social media users, more than numerous when combines, participating in countless different 

channels, acting in a seemingly random fashion where nothing but complete understanding of the 

phenomenon is required to be able to navigate safely and participate productively within the realm. 

(Li, Bernoff, & Vook, 2011) In essence, the Forrester Research team emphasizes the importance of 

these four steps: 

1. Listening   

2. Talking 

3. Energizing 

4. Supporting 

(Li, Bernoff, & Vook, 2011) 

 

The previous practice of administering their content towards their audience instead of building a 

rapport with their audience (Aris & Bughin, 2005) is not going to translate well in the new media. The 

four steps above are essentially giving an acknowledgement that the consumers have more power 

compared to the previous decades and instead of treating the consumers as mere numbers, it is time 

for the corporations to actively engage them, empower them and include them in an organizations’ 

social media strategy. The consumers’ collective voice in the Internet (groundswell) will amplify 

whatever positive or negative feedbacks of one consumer, and most of the time the reaction being 

taken by the unexpecting organization will be too late. To prevent this, an organization must be 

prepared and build a good relationship with their consumers.  
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– Empirical Finding and Analysis 

 

1. Media Industry in Indonesia 

The mass media industry in Indonesia is currently dominated by private media groups since the 

industry was liberated after the 1998 political reformation. Currently, besides the state-owned 

media,  the private sector has twelve national media groups and one independent media company 

which have nation-wide coverage. The twelve national media groups are: Media Nusantara Citra 

(MNC) Group, Mahaka Media Group, Kompas Gramedia Group, Jawa Pos Group, Media Bali Post 

Group (KMB), Elang Mahkota Teknologi (EMTEK) Group, Lippo Group, Bakrie & Brothers, Femina 

Group, Media Group, Mugi Reka Aditama (MRA) Group and Trans Corporation (Para Group) (Lim, 

Media Concentration in Indonesia, 2012).  

Six out of twelve own ten out of eleven national television networks with 97.3% market share. The 

only other national television network is state-owned with 1.4% market share as of 2010. There are 

currently around 100 local TV stations owned by at least 10 different local television networks. The 

government currently owned 27 local stations. Current trend shows a shift towards local television 

networks, although it is still quite small compared to the national networks (Lim, Media 

Concentration in Indonesia, 2012).  

A different ownership landscape is shown in the radio industry where the ownership is much more 

diverse. Out of 2800 radio stations, 700 are community radio stations and 64 stations are owned by 

the government through RRI, the national public radio body. KBR68H, the biggest radio network that 

was founded in 1999, emerges as an independent news agency and citizen journalism network with 

625 radio stations joining the network. But commercial radio is still dominated by the national media 

groups that established themselves in bigger cities such as Jakarta, Bandung and Surabaya. The 

smaller cities and towns are dominated by hundreds of small and independent community radios 

(Lim, Media Concentration in Indonesia, 2012). 

Kompas Gramedia Group and Jawa Pos group are the two most dominating players within print 

media industry in Indonesia. Kompas Gramedia Group owns the biggest national daily newspaper, 

Kompas, eleven local newspaper, as well many magazines and tabloids. Jawa Pos owns the second 

most read daily, the Jawa Pos. While Kompas Gramedia Group concentrates in Jakarta and national 

market, Jawa Pos Group concentrates on provincial markets with their 151 newspapers spread over 

20 provinces. The other media groups plus Tempo Inti Media are sharing the rest of the newspaper 

markets. Within tabloids and magazines markets, Kompas Gramedia Group is still one of the 

strongest with at least 43 magazines and tabloids being circulated. Other groups such as MRA Group, 

Femina Group, EMTEK and Bali Post are the strong players within entertainment and lifestyles 

magazines and tabloids. The only independent national media group, Tempo Inti Media, publishes 

Tempo magazine, one of the most read general issues magazine (Lim, Media Concentration in 

Indonesia, 2012). 

The existence of many strong national media groups makes it hard for the smaller local players to 

compete with them, especially in the most populated island, Java. Many smaller local players are 



31 

 

able to compete with the national players in the more remote areas outside Java. The bigger the 

reachability of the media and the more regulated, the more difficult it is for the local players to 

compete with the national players. The biggest example is television. It is capable of reaching a wider 

geographical area through the relay stations and the regulation favors the media groups with more 

financial backing to provide their services. Radio, although it is highly regulated, the coverage area is 

much smaller and economically it is not lucrative enough for the national players to provide their 

services in smaller cities and towns. The same condition applies for printed media, where national 

players concentrate on national markets within bigger cities. 

Online media gains prominence and recognition from the mass media industry since Detikcom was 

established on July 1998 as a pioneer of Indonesian news portal. Detikcom was independent until 3rd 

August 2011 when Trans Corporation of Para Group acquired Detikcom (Asydhad, 2011). Detikcom 

pioneered the breaking news style of reporting in Indonesia. Currently many prominent online news 

portal in Indonesia more or less adopted the short and timely reporting style of Detikcom although 

many also critize the accuracy and the editorial style of Detikcom. The top 10 most visited online 

news portal and blogs are currently owned by the national media groups. Some news portals like 

Kompas.com, Tempointeraktif.com, Republika.co.id and Mediaindonesia.com are the online 

representation of their offline format. Some others such as Detikcom, Okenews and Vivanews were 

established as an online entity from the beginning. The proliferation of online presence by the 

national media groups shows that the digital format has already been taken seriously by the 

Indonesian mass media industry.  

 

 

 

2. Media Consumption and Increasing Digital Consumption in 

Indonesia 

 

Although media consumption in Indonesia is still dominated by television, the Internet has gained 

considerable users and ranked number two in Merlyna Lim’s 2011 report on Indonesian media (Lim, 

@Crossroads: Democratization Corporation of Media Indonesia, 2011). The report shows increasing 

viewership of television from 84.94% to 90.27% (5.33%) between 2003 and 2009, while media 

related activities such as newspaper reading and radio listening decreased as much as 4.76 and 

26.790% respectively within the same period. A more recent dataset of media usage in urban areas 

of 2011 in the same report, shows that television is still dominating with 97% with newspaper and 

radio trailing on the third and fourth spot with 25% and 24%. The Internet on the other hand shows 

that it is already an important medium, although not yet on par with television, with 33% of usage.  

Although another data in Lim’s report from 2009 can’t be regarded as comparable due to the 

different method being used, the Internet was still regarded as a complimentary source of political 

information by 4% of the population as compared to television (82%), radio (26%), and newspaper 
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(23%) (Lim, @Crossroads: Democratization Corporation of Media Indonesia, 2011). Unfortunately 

there is no comparable recent data that can be used to show trends in this area. 

The dominance of television viewership might have a correlation with high ownership of television 

sets in Indonesian households. In 2009, 96% of households in urban areas own television with 88% of 

rural households that own television sets. In total, 91% of Indonesian households own television set. 

Compared to radio which numbers 51% on 2009 (InterMedia, 2010), television owners tend to 

optimize the usage of television set in their households by correlating the data with Lim’s 2009 media 

usage data. 

The number of print media has been increasing ever since Indonesia democratized its media policy 

along with its political reformation after 1998. From 289 print media in 1997, it has increased 

significantly to 1881 print media in 2001. Afterwards, a period of stabilization occurs when the 

number decreased between 2006 and 2007 to below 1000 and reached 1000 again after 2008 and as 

of 2010 the number of print media is 1076 (Lim, @Crossroads: Democratization Corporation of 

Media Indonesia, 2011). On the other hand, the newspaper readership number is falling from 

23.70%(2003) to 18.94% (2009) and the importance of newspaper as news source has been falling 

from 22% (2006) to 16% (2009).  

Although it is still not widely regarded as the main source of news, Indonesian has started to go 

online to look for its news. In Lim’s report the number is increasing from 2% in 2006 to 4% in 2009. 

The number might be bigger now as the number of Internet users in Indonesia has increased from 25 

million in 2008 to almost 85 million in Q2 2011 according to Saling Silang, one of the pioneers of 

social media aggregators in Indonesia (SalingSilang, 2011). Nielsen reported that Indonesia has 

around 30% of Internet penetration that is dominantly mobile (The Nielsen Company, 2012).  

InMobi confirmed this further in its ‘Mobile Impact on Media Consumption in Indonesia’ 2011 report. 

According to InMobi, four out of five Indonesians access the Internet through their mobile phones 

(InMobi, 2011). According to InMobi, 47% of Indonesians access the Internet exclusively via mobile 

while another 34% access the Internet ‘mostly via mobile’.  

In terms of content access, Nielsen and InMobi report also agreed that Indonesians are mostly 

accessing social media (24%) when they access the Internet. The rest of the content access is mostly 

entertainment (32% in total) based complimented by news/information (16%) access as well as job 

search and online shopping. Due to Indonesia’s population size, the increasing Internet penetration 

and the proliferation of social media services make Indonesia as one of the increasingly important 

market for digital media. Indonesia is the 4th biggest facebook user and the 8th on Twitter rank at the 

time this article being written (Checkfacebook, 2012) (Anna Gervai, 2011). Alexa’s top ten ranking 

also shows the dominance of social media such services which contains Facebook, Youtube, 

Wordpress, Twitter, Kaskus (local forum), and Blogspot. Search sites (Google and Yahoo) and the 

local news portal Detik.com are the only three services outside social media services popular with 

Indonesian Internet users (Alexa, 2012). Alexa ranking system is based on Internet traffic gathered 

through Alexa toolbars installed on Internet users’ browsers. It is based on sampling from over 25 

thousand toolbars installed. Though Google PageRank offers more accurate number, Alexa’s data is 

real-time and it also provides direct comparison in different countries.  
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To summarize, television is currently the strongest among the traditional mass media in Indonesia. Its 

viewership is still increasing while radio and newspaper are decreasing. The increasing growth of the 

Internet is also starting to play a significant part in Indonesian media landscape. Overall, radio and 

newspaper are still considered important sources of news for most Indonesians as compared to the 

Internet that is being utilized more towards providing entertainment for its users. Nielsen report also 

suggested that there is growing trend of simultaneous media consumption, especially with digital 

media (The Nielsen Company, 2012).  

 

3. Utilization of Websites by Traditional Media  

There are 483 samples gathered from the national media corporations, which were later used as as a 

basis for record analysis. Due to some cases, where multiple media were being represented in a 

single web platform, a straight comparison was not possible and data normalization was required in 

order to facilitate the entries in a single comparative table. The normalization criteria being used are: 

1. A web platform that represents only one medium is counted as one entry 

2. A web platform that represents multiple media which by the judgment of the author are 

considered part of a single consistent theme as the media being represented by the web 

platform is counted as the number of media the web platform represents. Example: Tempo 

web platform 

3. A web platform that represents multiple media, which by the judgment of the author are not 

of the same theme as the media being represented by the web platform, is only counted as 

one entry. Example: Kidsnesia magazines web platform 

4. In point 3, if there are two or more types of media (newspaper, magazine/tabloid, radio, 

television) represented by a single platform, the entries are determined by the number of 

the media types present. Example: Jawa Pos web platform 

Based on the criteria above, Figure 4-1 shows the number of media which have their own web 

platform according to its types, including the available features:  

Media Type No of Entries Websites RSS Ads Blog Forum FB Twitter 

Newspaper 68 64 45 61 6 40 33 11 

Tab/Magz 78 47 22 38 12 41 40 22 

Printed 146 111 67 99 18 81 73 33 

Radio 26 18 9 10 1 14 14 9 

TV 44 28 13 7 3 18 21 24 

Total 216 157 89 116 22 113 108 66 

Figure Error! No text of specified style in document.-5 Web Platform and Features Availability 

While Figure 4-2 shows the percentage value:  
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Figure Error! No text of specified style in document.-6 Web Platform and Features Availability in 

Percent 

The total value in the figure shows total between printed media, radio and television. Printed media 

consist of newspaper, tabloid and magazines.  

From Figure 4-2, we can see that a sizeable majority of all samples have websites (72.7%). Although 

more than two third of the media actually have websites, but the importance seems to be still under 

appreciated, especially considering the samples were actually taken from the national media players. 

Printed media seems to appreciate the benefits of having a website (76%) more than radio (69.2%) 

and television (63.6%).  

The contributing factor that makes television ranked below than the other two types of media is due 

to the huge number of local stations that do not have their own websites. All ten national television 

stations have their websites. This is also on par with the dominance of the national stations (private 

and public) over the local stations which only have around 2.5% of viewership on 2010 (Lim, Media 

Concentration in Indonesia, 2012). 

The author also observed and recorded the features that are frequently found in most websites. The 

first is the possibility to subscribe to the updates of the website. This was observed in the form of 

RSS, which was the pioneer of web 2.0 as it allows active proliferation of information by the users 

themselves. Both radio and television websites do not seem to put a lot of importance towards 

providing RSS subscription to their visitors. This might be due to the content of both radio and 

television websites which are not heavily filled with news updates. This phenomena can also be seen 

in the printed media which do not naturally feature a lot of news update, only 22 out of 47 tabloid or 

magazine websites have RSS feed. Only newspaper shows a high consideration for having RSS feeds 

on their websites with 70.3%. 
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The second feature that was observed is the availability of third party advertisements in the 

websites. The featured advertisement shows that the website also functions as another source of 

revenue other than the traditional advertisements featured in their traditional channels. Whether or 

not the advertisements are generating a lot of revenue, is not known, but the presence suggests that 

it might be a feasible alternative for traditional media. Figure 4-2 shows that advertisements are 

mostly found in printed media’s websites (89.2%) and it is seldom found in television’s websites. 

The next features are the availability of blogs and forums on the websites. Blogs are not as frequently 

found in traditional media websites as compared to forums. This fact might be contributed by the 

rapidly growing social media sites such as Facebook and Twitter (eWeek, 2010) (Wired.com, 2010). 

Although the popularity is declining on the face of intense competition from other Internet services, 

blogging is still considered a valid outlet for personal expression as well as for companies to interact 

with their customers (Bullas, Jeffbullas.com, 2012).  

Based on the records gathered, blogs are not that popular within Indonesian traditional media 

industry, at least the ones that are integrated with the main website. Integrated in this sense means 

the availability of blogs in the websites or the availability of blog links in the main websites. 

Compared to forums that are integrated in the website, blogs proliferation are very low. There are 

113 forums integrated in 157 websites, while blogs are only available in 22 websites. The disparity 

between blogs and forums might show the preferred way of interacting between the media and their 

audiences. While blogs might provide a more coherent thoughts on issues while still providing a way 

of receiving feedbacks, the style of forum caters more towards a more flowing and intense 

discussions between the member of the forums. The preference towards forum-based 

communication is also reflected on the popularity of Indonesia’s biggest local forum, kaskus, which is 

usually found on Alexa.com top ten most visited sites in Indonesia (Alexa, 2012).  

The last two features are the integration of the website with Twitter and Facebook. Integration may 

either be by providing direct links to the Twitter and Facebook accounts, or it can also be in a form of 

Twitter and Facebook streams. Facebook integration is the more popular feature being adopted in 

many traditional media websites as compared to Twitter. As many as 108 websites integrate their 

website with their Facebook, while there are only 66 of the websites that have Twitter integration. 

The popularity of Facebook is also reflected on Alexa.com’s ranking as the number one most visited 

service in Indonesia (Alexa, 2012).  

Facebook integrations are almost similar across all three media types, although printed media have 

lesser Facebook integration (65.8%), while radio and television are almost similar with 77.8% and 

75%. Twitter integrations on the other hand show a disparative approach between the three 

different media types. Printed media is again the lowest of the three with 29.7%, followed by radio 

with 50% and television with 85.7%. Based on observation, the disparity is due to many local media 

that do not have social media integrations in their websites as compared to national media. Printed 

media, especially newspapers are mostly catered to local segments. Most national newspapers have 

social media integrations in their websites, but their numbers are much smaller compared to 

newspapers. 

Other than the features, the media formats in the websites were also observed. The author 

categorized four types of media formats: audio, image, video, and ePaper. This was done to observe 
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the most popular formats in the observed websites as well as the possible links with the types of 

media.  

The criteria of the sampling is by availability of each media formats. What classifies as videos are 

streaming video or downloadable video, while audio can be either sound bytes or audio streaming as 

well as downloadable audio files. Images can be either pictures, flash content or any other non-

moving visual content. Lastly, ePapers can be in a PDF format, ePub, links to digital publishing 

services, subsription based ePapers, and all other things that the author classified as a digital format 

of the original media. 

 

Figure 4-3 below shows the availability of different media formats in their websites: 

 

Media Type No of Entries Websites Video Audio Image ePaper 

Newspaper 68 64 11 1 64 44 

Tab/Magz 78 47 22 3 47 5 

Printed 146 111 33 4 111 49 

Radio 26 18 9 15 18 1 

TV 44 28 24 1 28 0 

Total 216 157 66 20 157 50 

Figure Error! No text of specified style in document.-7 – Available Media Formats in Websites 

Figure 4-4 shows the percentage values of the same table shown in Figure 4-3: 

 

Figure Error! No text of specified style in document.-8 – Available Media Formats in Websites 
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As can be seen from Figure 4-4, all media provides images on the websites. Compared to other media 

formats, image is clearly considered as an important element of a website. Even some of the less 

maintained websites have images in them and every media, even radio that in their own format 

doesn’t have any visual imagery employs images in the websites. 

Speaking of the natural format of a medium, radio is clearly leveraging on its traditional format, 

audio, in their websites. As much as 83.3% of all radio websites provides either audio streaming or 

download links in their websites. Most of the streaming are either news or the content of their 

offline programs. Other media types do not put so much emphasis on providing audio content on 

their websites. Both printed media and television only have 3.6% of the websites providing audio 

content. And of the printed media, newspaper even have less than 2% of websites that provide audio 

content. 

Similar to radio, the television is also dominating in its natural format, video, with 85.7%. Most of this 

are in the form of video streaming of their own news or other programs. This is followed by radio 

(50%), which expands beyond its traditional format and goes to provide more than just audio 

content. The video contents of radio are either an extension of their offline program, as well as 

original contents designed for their online presence. Printed media are split between the newspaper 

(17.2%) that do not utilize as much video content as the tabloids and magazines (46.8%). 

The last media format, ePaper, is also mostly utilized by its natural media, the printed media. 

Newspapers are the ones that mostly provide ePaper content in their websites. In fact, the number is 

quite disparaging compared to tabloids and magazines. Almost 70% of newspapers’ websites provide 

ePaper, while only a little bit more than 10% of magazines and tabloids’ websites have ePaper. Radio 

is again, the second best in providing media format outside its natural format with 5.6%. while 

ePaper can’t be found in all sampled television’s websites. 

The proliferation of many types of formats by radio might be a mirror image of the development of 

modern radio. Digital radio is expanding to more than just simple audio devices, while podcast breaks 

the limitation of conventional radio broadcasts and give the customers the freedom to listen to any 

programs/contents at any time they choose to. As a media that is considered rigid and limited 

compared to television, the radio companies seem to be experimenting in many ways but still 

retaining its radio characteristics.  

 

1. Utilization of Facebook by Traditional Media 

As the social media platform with most users in Indonesia (Checkfacebook, 2012), Facebook offers a 

lot of opportunities to reach an even wider set of media consumers. As can be seen from Figure 4-2, 

Facebook integration with the websites is 68.8%, considerably bigger than Twitter integration with 

42%. Facebook popularity in Indonesian traditional mass media is also reflected in Figure 4-5 which 

shows the availability of traditional media’s Facebook pages. The Figure differentiates four different 

Facebook page types: Facebook Profile, Facebook Page (Old), Facebook Page (New) and Facebook 

Group. 
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Media No of Entries Group Profile Old Page New Page Media 
Total 

Newspaper 68 1 5 14 43 63 

Tab/Magz 78 2 14 7 48 71 

Printed 146 3 19 21 91 134 

Radio 26 0 2 3 17 22 

TV 44 2 5 17 17 41 

Total 216 5 26 41 125 197 

Figure Error! No text of specified style in document.-9 Facebook Page in Traditional Media 

 

 

Figure Error! No text of specified style in document.-10 Facebook Availability in Traditional Media 

(Percentage) 

 

The different page types indicate different functionalities intended for different type of users. 

Facebook Profile is intended for normal users, individuals that befriend other individuals through 

their profile. Mutual acknowledgement or acceptance as friends is needed before two profiles can be 

friends. Facebook Profile should not be used by commercial entities or products. This is regulated in 

their Terms of Service (ToS). Meanwhile, Facebook Page is designed for commercial entities, 

organizations, products, brands, as well as celebrities. Other members will become fans instead of 

friends, and this relation is activated by the fans themselves. Facebook Page has the added 

advantage of measurement, which is not available for Facebook Profile. Facebook has redesigned 

new Facebook Page, which is supposed to provide better measurement and design, but many old 

Facebook Pages are still being used by many companies. This is the reason why there are two types 

of Facebook Pages. The last one is Facebook Group, which is meant to foster discussion (Pineda, 

2010) (The Social Animal, 2010). 
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As commercial entities, traditional media need to use Facebook Page instead of Facebook Profile. 

Besides the breach of Facebook’s Terms of Service, there are other disadvantages for the media to 

use Facebook Profile, the limitation of 5000 friends and the inability to measure in Facebook Profile. 

Although having a Facebook Group is allowed by the Terms of Service, there are functionality 

differences between the two types. Facebook Page is akin to a web portal in Facebook, where it 

provides presence in the platform as well as acting as the main informational provider. Facebook 

Group is mainly a platform for discussion, it is good to have Facebook Group, but it is still important 

to have Facebook Page in order to provide legitimacy in the group. 

Figure 4-7 shows the percentage of different types of pages in comparison to the total number of 

pages (197 pages) between three different types of media (print media, radio and television). The 

terminology “pages” denotes types of pages as a group, while “Facebook Page”, “Old Page” (the old-

style Facebook Page, typically made 2-3 years ago), “New Page” denotes the individual types of 

pages. 

Figure Error! No 

text of specified style in document.-11 Facebook Availability in Traditional Media (Percentage) 

 

While Figure 4-7 shows the percentage of different types of pages in comparison to each media types 

total number of pages: 
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Figure Error! No text of specified style in document.-12 Facebook in Traditional Media (per Media 

Percentage) 

Figure 4-7 is used to highlight the proper usage of pages in Facebook within the traditional media 

industry, while Figure 4-8 is used to compare the usage of pages in Facebook in each media types. 

By looking at the percentage of the samples in Figure 4-8 that have pages in Facebook, Indonesian 

traditional media’s presence in Facebook is considerably high. The lowest of all three types, radio 

reaches 84.6% while printed media and television both have more than 90% of the samples with 

pages. Although the general number is high, when it is digged deeper into the proliferation of the 

pages, as many as 13.2% of 197 media wrongly use Facebook Profile (Figure 4-7). Printed media 

(9.6%), especially the tabloids and magazines (7.1%) are the most likely to be found wrongly using 

Facebook Profile. The misappropriation of page by the tabloids and magazines is even higher if the 

percentage of Facebook Profile (19.7%) in print media is compared to the percentage of Old Page 

(9.9%) in Figure 4-8.  

The positive note of the figures is the high percentage of New Page in Figure 4-8. In total, 63.5% 

media use New Page with 20.8% of them still using Old Page. Television is the only medium which 

still has quite a large percentage of Old Page with 41.5%. This is similar to the percentage of New 

Page in television. Printed media (67.9%) and radio (77.3%) have more than two third of them using 

new Facebook Page. Looking at Figure 4-6, as many as 46.2% printed media are using new Facebook 

Page in comparison to the total number of samples with pages in Facebook.  

The proper usage of pages in Facebook can be considered as an indicator of the high level of 

understanding on the different functionalities and features available in Facebook. The low number of 
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media samples (2.5%) with Facebook Group as their main page in Figure 4-7 also supports this belief. 

Interviews with JakFM, HAI Magazine and Metro TV also showed high level of sophistication on the 

usage of Facebook where they might have different pages in Facebook catering to different 

purposes. The pages can either be used for the main company, different programs or campaigns, as 

well as to foster better relationship with their community. Functionalities are separated into 

different pages and the administrator of the pages will update the pages according to the different 

functions they serve. 

The next group of tables and figures, Figure 4-9 until Figure 4-11 show the frequency of Facebook 

updates. Figure 4-9 shows the frequency in numbers, while Figure 4-10 and Figure 4-11 show the 

frequency in percentage points. The main difference between Figure 4-10 and 4-11 is the reference 

point. One is using the total number of samples with Facebook, and the latter one is using the total 

per media types as the reference point to get the percentage. The main purpose of Figure 4-10 is to 

show the overall anomalies or trends, while Figure 4-11 is used to analyse each media types. 

As what Figure 4-9 shows, the frequency of Facebook updates is classified into several categories 

based on the level of activities on the pages. The categories ranges from inactivity to daily updates. 

Inactivity can be divided into two types: pages with minimum content in the main pages and “Not 

Available”, which are pages that were judged to have no content at all. Pages categorized as rarely 

updated are pages that were updated infrequently, once every two months at most. Monthly 

updated pages at least are updated once every month but not more than once every week. Weekly 

updates pages at least are updated once every week but not more than once every two days. Daily 

updated pages at least are updated once every day. 

Media Main Page Rarely Monthly Weekly Daily NA Media 
Total 

Newspaper 1 11 1 5 29 16 63 

Tab/Magz 0 5 6 18 33 9 71 

Printed 1 16 7 23 62 25 134 

Radio 0 1 2 2 14 3 22 

TV 5 6 0 5 12 13 41 

Total 6 23 9 30 88 41 197 

Figure Error! No text of specified style in document.-13 – Frequency of Facebook Updates 

Figure 4-10 shows the frequency of Facebook updates in percentage, as compared to the total 

number (197 media samples with Facebook). In total, the inactive pages almost reaches a quarter of 

the whole samples (23.8%). At least 3% created a proper main page with content, while 20.8% 

created the main page without any content at all. Based on the author’s observation, most the 

inactive media without any content were the ones that used old Facebook Pages. While the inactive 

media with only the minimum main page design were the media that are already using the new 

Facebook Pages. This might suggest that the ones with old Facebook Pages and without any content 

at all might have neglected their Facebook activation at the time of the observation. 
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Figure Error! No 

text of specified style in document.-14 – Frequency of Facebook Updates (Percentage) 

Almost half of the whole media sample were updating their pages daily. If this number is combined 

with the weekly updates pages, it almost reaches 60% of all media. The frequent updates by the 

media is also inline with the character of the platform, where interactivity and freshness are 

appreciated by their fans or followers. Ideally, social media activation requires constant engagements 

to its fans, although it is also not necessary for the media to engage every fans posting on their walls.  
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Figure Error! No text of specified style in document.-15 – Frequency of Facebook Updates 

(Percentage per Media) 

Daily updated pages also dominated almost all types of media. Printed media had at least 46.3% daily 

updated pages of all printed media pages, while almost two third of all radio pages were updated 

daily. Television pages only reaches 29.3% though, with 43.9% of inactive pages. Both printed media 

and radio have less than 20% of inactive pages (19.4% and 13.6% respectively). As an overall, radio is 

the most active media with more than 70% radio updating their pages at least once a week. This is 

followed by printed media with 63.5% and television with 41.5%. As the most active media in 

Facebook, radio even has a relatively low intermittently updated pages (monthly and rarely updated 

pages) with 13.6% followed by television with 14.6% and printed media with 17.1%.  

 

2. Utilization of Twitter by Traditional Media 

Although the user base of Twitter in Indonesia is smaller than Facebook, it is widely considered to be 

as influential, especially in social activism. Many Twitter users are also using the platform for rapid 

news update or as a source of information as well as a discussion platform (Nugroho, 2011). 

Semiocast’s recent study, as reported by Aljazeera, found that Jakarta is the most active Twitter city, 

beating the likes of Tokyo, London, Sao Paolo and New York (Vassen, 2012). Indonesia is also ranked 

8th as the country with the most users (Anna Gervai, 2011). The smaller size of Twitter users 

compared to Facebook is compensated by the frequency of updates by Twitter users. The author 

observed that many politicians, celebrities and journalists are using Twitter. The ability for the 

regular Indonesian masses to reach the usually out of reach group of public figure might also be the 

reason why Twitter is one of the more popular social media in Indonesia. 

Twitter record analysis shows the number of media using Twitter as well as the update frequency. 

The objective is to show how popular Twitter is with Indonesian traditional media and how frequent 

they are using the platform. The first table, Figure 4-11 shows the number of media using Twitter and 

the update frequencies. 

Media No of Entries Inactive Rare Monthly Weekly Daily Twitter 
Total 

Newspaper 68 12 2 0 3 32 49 

Tab/Magz 78 4 1 1 11 48 65 

Printed 146 16 3 1 14 80 114 

Radio 26 1 0 0 0 18 19 

TV 44 3 3 0 2 18 26 

Total 216 20 6 1 16 116 159 

Figure Error! No text of specified style in document.-16 – Twitter Availability and Update Frequency 

There are 159 out of 216 media using Twitter to support its traditional channels. The availability in 

total reaches 73.6% as shown in Figure 4-12. Television is the media that use Twitter the least with 

59.1%, while radio follows second with 73.1%. Printed media is the media that utilize Twitter the 

most with 78.1%, mostly contributed by tabloids and magazines with 83.3% while newspaper aren’t 

as active with 72.1%. Although the proliferation of Twitter in Indonesian traditional media is not as 
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high as Facebook (91.2%), with almost three quarters of the whole media samples, Twitter can 

already be considered to be widely used by the traditional media industry. 

Figure Error! No 

text of specified style in document.-17 – Twitter Availability 

 

Figure Error! No 

text of specified style in document.-18 – Twitter Update Frequency (in Percent) 

Based on the update frequency in Figure 4-13, 4-13 and 4-15, most traditional media Twitter 

accounts were tweeting at least once every day (73%). Printed media contributed the most with 

50.3%, although this is also due to the printed media being the highest with Twitter accounts. Only a 

little more than 10% of the whole accounts tweeted at least once a week and less than 5% tweeted 

at least once in between one to three months. Although inactive accounts are ranked second after 

daily updated accounts, it only reached 12.6% of all accounts. Printed media is again the highest 

owner of inactive accounts with a little more than 10% of all accounts, and this is also due to the high 
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number of samples. Inactive accounts are accounts that have not been updated for more than three 

months. 

Figure Error! No text of specified style in document.-19 – Twitter and Update Frequency (in Percent 

per Media) 

Radio has the highest percentage of daily updated accounts with 94.7%. This is followed closely by 

printed media with 70.2% and television with 69.2%. Printed media and television have a small 

tendency to be updating their Twitter accounts at least weekly with (12.3% and 7.7% respectively). 

For radio, none of the samples shown any weekly, monthly or rarely updated accounts. Those 

accounts are mostly updated daily or it was considered inactive when the samples were taken. 

Compared to the other two types of media, radio is the most active in Twitter. Printed media Twitter 

accounts that are at least updated once between one to three months only reached 3.5%. While for 

television, the number reaches 11.5%. In terms of activeness, television is the least active followed 

by printed media and radio. 

 

3. Utilization of YouTube by the Traditional Media 

Youtube is among the list of Alexa’s top ten sites in Indonesia. It is the only video based social media 

platform in the list. YouTube has similar delivery method to deliver information as television, by 

utilizing moving picture. Though this was not working in favor of YouTube, as there are only 5 out of 

10 national private television which have their own YouTube account. Among those five, it was only 

RCTI actively updating its content in YouTube at least once a week. The rest of them were either 
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updated once every month or even in a state of rarely being updated to considered inactive by the 

author due to the lack of activity.  

Compared to Facebook and Twitter, activity in YouTube is not as frequent. Daily update in Facebook 

and Twitter is considered as the standard, while on YouTube, weekly update is already considered as 

frequent. Figures 4-16 through 4-19 show the number of media companies which have YouTube 

account along with the frequency of content updates.  

Media No of Entries Inactive Rare Monthly Weekly Daily Media 
Total 

Newspaper 68 3 0 1 0 0 4 

Tab/Magz 78 16 5 5 3 0 29 

Printed 146 19 5 6 3 0 33 

Radio 26 2 1 5 1 0 9 

TV 44 8 3 2 4 0 17 

Total 216 29 9 13 8 0 59 

Figure Error! No text of specified style in document.-20 – YouTube Availability and Frequency of 

Updates 

Although YouTube is amongst Alexa’s top ten Indonesian sites, it is not as popular as Facebook and 

Twitter with traditional Indonesian media. Overall number shows only 59 media out of 216 media 

samples had their own YouTube accounts. In percentage, it only reaches a quarter of all media 

samples (27.3%). As many as 38.6% television stations have their own YouTube accounts. This is 

followed by the radio with 34.6% and printed media with 22.6%. Radio, a medium which normally 

utilizes audio, has surprisingly high number of YouTube accounts, almost on par with television. 

JakFM, one of the media being interviewed, also has YouTube account with 214 subscribers, more 

than 100,000 views from 54 uploaded videos. For JakFM, a radio station, YouTube is used as a visual 

platform to support its programs. Printed media YouTube accounts were mostly owned by tabloids 

or magazines (49.2%), while the newspapers (6.8%) were not as eager as their counterpart to utilize 

YouTube. 

Inline with the previous notion, none of all YouTube accounts were updated daily as shown by Figure 

4-15. The fastest updates were done at least weekly, with some samples practicing updates every 

three to four days, which the author classified as weekly. Update frequency varies a lot between 

weekly, monthly or rare updates. As much as 22% of all media were updating their YouTube accounts 

at least once a month, the highest among active YouTube accounts. Rare updates reaches 15.3%, 

while weekly updates reaches 13.6%. The total number of still active accounts reaches a little more 

than 50%. Another half of the YouTube accounts are considered inactive. This category means that at 

least four months were up since the last update.  
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Figure Error! No text of specified style in document.-21 – YouTube Availability 

 

 

Figure Error! No text of specified style in document.-22 – YouTube Frequency of Updates (in 

Percent) 

Weekly update was not found within newspaper’s YouTube accounts and it is also the most inactive 

media with only a quarter of all accounts were updated at least monthly while the rest are 

considered inactive accounts. Tabloids and magazines also had more inactive accounts (55.2%) as 

compared to the active accounts. This contributed towards printed media as a whole to be the most 

inactive media types. Television is the next least active media with 47.1% of all accounts were 

inactive, while radio only has 22.2% inactive accounts. On the other hand, televisions are the media 

with the most weekly updates (23.5%). Printed media is the least likely to give weekly updates. More 

than half of radio stations were updating their YouTube accounts at least once every month. While 
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televisions have the tendency to update either weekly or once every two to three months. Printed 

media tend to update their contents once every one to three months. 

 

Figure Error! No text of specified style in document.-23 – YouTube Frequency of Updates (in Percent 

per Media) 

 

4.  Social Media Strategies 

Based on the utilization of websites and social media platforms on the previous subsections, it is 

clear that digital penetration is quite high within traditional media industry. Majority of the media 

have their own websites and many of them are also using Facebook and Twitter. YouTube, on the 

other hand, is not as popular as the other three digital platforms (web site/platform, Facebook and 

Twitter) which were assessed by this work.  

Since it is proven that traditional media had also gone digital, deeper analysis on their digital activity 

is also required. Further insight into the digital campaigns of traditional media is provided by some 

interviews that were done by Maverick Komunikasi as part of their 2012 technographic report. The 

author used three interviews on three different media types to gain more understanding on the 

utilization of digital media by Indonesian traditional media industry. The three media companies are: 

Hai Magazine, JakFM radio and Metro TV.  
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Based on the interview which can be found in Appendix A, the digitalization had evolved  from the 

initial stage of merely using social media due to peer pressure or just following the latest trend. Hai 

Magazine and JakFM in particular had developed their own digital strategies which are arguably very 

successful by their standard. Although not as advanced as the other two, Metro TV’s digital strategy 

is also considered to be quite elaborate. 

For their digital strategy, JakFM used an integrated approach between their website 101jakfm.com 

and their social media platforms: Facebook, Twitter and YouTube. The main purpose of the website is 

as an extension of their on air programs. They provide their on-air programs, which can only be 

listened to after being aired, have access to podcast and streaming formats. Based on their own 

research, their streams and podcasts also benefited their audiences who listen to their programs at 

work. Normally this group of audiences do not own any radio receivers at work, so by making their 

programs available online, JakFM was able to extend their audience base.  

The durations of the on-air and online programs are also different due to their policy. The short form 

is normally used for their on-air broadcasts, while the more detailed long form is made available 

online. The long form more acceptable in their online platform since it can also be presented in 

multiple media formats such as text, picture and video. Other than that, the website could also 

provide more advertising space for their customers and brought another source of revenue for the 

company. 

MetroTV also used its web platform and social media presence as an extension to their conventional 

channel. Started as corporate website, the current main website is transformed into a news website 

since 2005. The three main functions of the website according to MetroTV are as an expansion to 

their regular coverage channel, as a cross promotional platform, and as an additional source of 

revenue. The website provides news updates and programs in regular text and image format as well 

as video news. As a television provider, MetroTV put a lot of effort into increasing their video news 

production value. They are currently considering equipping all their web news reporter with video 

camera instead on regular camera in order to have more video news in their website. 

Different from JakFM and MetroTV, HAI Magazine’s main goal for their digital presence revolved 

around community building. Other than presenting updates on events and activities, they also have a 

few community building platforms such as Skulizm and Demos in their website.  Skulizm is a 

community for middle and high schoolers that encouraged youngsters to be more active and vocal, 

especially with their school related activities and issues. Demos, on the other hand is a platform for 

young amateur musicians to showcase their talents. The best talents will then receive HAI Magazine’s 

assistance to polish their talents. By concentrating on community building, HAI Magazine is looking 

into building a more intense interaction with their readers rather than increasing their readership. 

The commercial benefit of it came naturally with their increasingly loyal and active communities. 

For social media platforms, all three interviewed media companies are actively using both Twitter 

and Facebook. JakFM added YouTube as well to provide a different approach to its conventional 

channel. MetroTV took a different view on YouTube as they wanted to increase the visits to their 

main website and stopped providing news videos on their YouTube. They believed this will 

encourage more visits to their website. MetroTV had also started using G+ recently. HAI Magazine on 

the other hand used many social media platforms to support its community building mission. Other 
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than Twitter and Facebook, HAI Magazine is using YouTube, Tumblr, Flickr, Instagram, G+ as well as 

providing forum and blog in their website. All three also provided mobile applications for their 

mobile users. 

Relationship building is one of the main reasons for both HAI Magazine and JakFM to venture into 

social media. The ease of interacting and communicating with their audience as well as the fast 

growing popularity are the particular traits of social media platforms that made them suitable 

channels to build bidirectional communication between the media and the audience. The 

bidirectional nature is not normally found within the traditional media industry or if it is available, it 

is not as advanced as the digital platforms.  

For both HAI Magazine and JakFM, the digital platforms served different functionalities according to 

their characteristics and user base. JakFM positioned Twitter as the main conversation channel with 

their audience, while YouTube and Facebook are used to extend the functionalities of the website. 

HAI Magazine focused more on the website that has forum, blog and community based platforms to 

communicate with its audience, while the other social media platforms served as the peripheral 

support of the main website.  

Rapid real time news propagation and digital marketing were the reasons for MetroTV to start using 

digital media. The website is positioned as the main digital platform while the other digital platforms 

functioned as traffic drivers for the website. The two way communication capacity of the social 

media platforms is also maximised by their public relation department to support on their customer 

relations. Unlike JakFM and HAI Magazine, MetroTV didn’t extend the function towards relationship 

building as intense as JakFM and HAI Magazine. They kept their interaction as a formal type of 

relationship with their audience. Although more informal and intense interactions between their 

employees (including their reporters and anchors) and their audience were not discouraged. A 

change in mindset was also obvious in all three observed media companies. They used to have the 

website just for the sake of having an online presence, but this perception was changed as digital 

media gained more importance over the past few years. 

Other than the above mentioned functions, JakFM, HAI Magazine and MetroTV also used the website 

and the social media platforms to gather information, advise them on hot topics or issues, advertise 

jobs openings, as well as publishing events. 

The responsibility of managing the digital platforms for MetroTV, JakFM and HAI Magazine fell to 

different teams. JakFM appointed their marketing division to supervise the whole digital platforms as 

well as managing the main website. Social media platforms are handled by their radio hosts 

according to the scheduled programs, under the supervision of the marketing team. HAI Magazine 

took different approach through collaboration between different teams to manage the website 

which contains different platforms and channels. Each platform or channel is managed by different 

teams, based on their specialties. MetroTV assigned a specialized multimedia team consisted of 14 

people who work on 24 hours rotational shifts. Maverick 2012 Technographic Report stated that the 

different management team may affect the style of the digital activation of an organization due to 

the different goals they have (Maverick, 2012). 
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5. Why Social Media? 

The interview showed that the reason for all three media companies to use digital media is due to 

the popularity of the new media among their audience. Coupled with the necessity to deliver almost 

real time updates as well as the capability have better interaction and communication with their 

audiences, pushed the traditional media companies to use digital media. But another question then 

arises, what drove the popularity and rising adoption of digital media in general and social media 

specifically in Indonesia? 

Besides the technological benefits, which enable the users to be more connected with each other at 

almost any time and in any place they want to, the non-technological factors that drives the adoption 

of social media in Indonesia can be broken down using the model showed in Figure 2-1 on chapter 

two of this work: social structures that affect the social and media situation in Indonesia as well as 

the individual preferences of Indonesian population. 

Societal Structures 

Indonesian economy not only managed to survive the 2008 financial crisis but also has been enjoying 

constant economic growth due to its strong domestic consumption and good financial regulations 

(Boediono, 2012). Macro economic indicators also showed good results with positive yearly 

economic growth and reducing debt-to-GDP ratio (WorldBank, 2012). The strong domestic buying-

power is also driven by the rising number of middle class among in Indonesia. The number of middle-

class citizens in Indonesia had risen from 1.6 million in 2004 to 50 million in 2011. The Economist 

predicted that the number will grow even further to 150 million by 2014 (The Economists, 2011). 

Although still with inadequate infrastructure and business regulations acting as a brake to the 

economic growth, the overall economic outlook in Indonesia is very positive for the foreseeable 

future (WorldBank, 2012). 

Media democratization after the political reformation in 1998 also brought a positive atmosphere for 

the media industry to grow further. Merlyna Lim’s report showed considerable growth of the 

industry since the regulation governing the media was loosened. Most of the media companies are 

owned by private entities, rather than by the government (Lim, @Crossroads: Democratization 

Corporation of Media Indonesia, 2011).  

Social Situation 

The increasing number of middle class means more buying power for the population, and in turn this 

also encouraged consumption. The growing consumerism can be seen from the mushrooming of 

shopping malls filled with foreign retail chains, ever-growing vehicle sales, and the popularity of 

smart phones (Deutsch, 2010). The high penetration rate of mobile phones and smart phones in 

particular helped easing the decision to upgrade the mobile infrastructure across Indonesia to 

support the latest mobile technologies (Soegiarto, 2011). The lack of adequate terrestrial 

telecommunication infrastructure which had hampered Internet penetration in Indonesia was 
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remedied by the rapid growth of mobile infrastructure pushed by the popularity of Blackberry, and 

recently by iOS (Apple) and Android-based mobile products. Increasing Internet penetration also 

fostered the growth of social media users in Indonesia. Facebook, Twitter and YouTube are among 

the most popular social media platform in Indonesia.  

The growth of social media was also helped by a few high-profile social movements started out of the 

Indonesian Internet communities (Nugroho, 2011). The first known case was the social movement 

created to support Prita Mulyasari’s defamation case against a private hospital. The perceived 

injustices done by the hospital and the court of justice against Prita moved people to help her 

through signing petitions and giving donations. Another high profile case involved the commission of 

anti corruption against the police force, which was perceived to be corrupt by the people. A 

Facebook page was setup with a target of at least one million people joining the cause on Facebook 

to help pressing the government into defending the commission of anti corruption. These high profile 

cases helped boosting the popularity of Facebook and Twitter in a positive light. Many people felt 

that they can have their voice heard by using the social media platforms and with the increasing 

sense of community created by those platforms, more people joined social media platforms 

(Nugroho, 2011) 

Media Situation 

Mass media industry in Indonesia is currently dominated by private media groups since the industry 

was liberated after the 1998 political reformation. There are twelve national media groups plus one 

independent media company that are dominating the media landscape in Indonesia (Lim, Media 

Concentration in Indonesia, 2012). The domination of the national private media groups pushed the 

smaller local players to compete on a smaller scale. Many of them operate outside the most 

populated island, Java.  

The domination of the big players is also true for online media. Detik.com, one the pioneers of news 

portal in Indonesia, is no longer independent and had been acquired by Trans Corporation. The top 

10 most visited online news portals and blogs are currently owned by the national media groups.  

The proliferation of many digital platforms by the national media groups shows that the digital 

format has already been taken seriously by the Indonesian mass media industry. Most of the 

traditional media players also present in some forms of digital media, especially web and social 

media platforms. The availability of content in digital format is also beneficial for their audience, and 

this is also, in retrospect, one of the positive factor for the increasing popularity of social media 

Individual Preferences 

With greater buying power, many Indonesian have a larger budget to spend on luxury goods. One of 

the more popular items is the smart phone. Many Indonesians own more than one mobile phone, 

and smart phones is something desirable for many Indonesians who display that they have more 

than one mobile phone in order to show their social status (InMobi, 2011).  

The ease of accessing social media platforms through their mobile phones is also coupled with the 

notion of accessing information at any time and in any place. The length of information in many 

social media platforms is also shorter compared to the traditional media. Many formats of digital 
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information allow its audience to understand the context in just a brief article or even in 140 

characters for Twitter. This is easier for many Indonesians who are growing accustomed to multi 

tasking due to the perceived lack of time.  

The high sense of community and the needs to always be in contact with their peers also drove the 

utilization of social media by many Indonesians. Maintaining contact with friends and families is 

much easier through digital platforms (Nugroho, 2011).  

 

6. Media Synergy 

The data gathered showed that the synergy of the traditional media and the new media are in the 

forms of convergence and divergence of technologies and/or contents. From a technological point of 

view, many traditional media companies have embraced other forms of delivery or media formats 

since the Internet offers the opportunity of presenting contents in many different ways.   

As a radio company, JakFM utilizes modalities other than audio in digital channels. Aside from 

providing audio streams, the website uses text story-telling, still images, as well as moving images via 

its YouTube channel. Metro TV as a television company positioned its web portal as its central point 

of presence in the digital world. It not only offers video streaming, but also provides other forms of 

news such as editorial text and still images. HAI Magazine relies on multiple channels to reach out to 

different audiences through its web portal, community forums and social media platforms. It 

provides video as well as the traditional magazine style of text and still images presented in different 

digital platforms.  

While the examples above shows the divergence of technologies being used by traditional media 

companies, the reverse also happened at the user end. Nowadays, many people can consume 

different contents from just one device such as laptops, tablets or smartphones. On the other hand, 

the possibility of having converging contents is also an emerging trend, at least from the point of 

view of the three interviewed media companies. 

Integration is the main theme for all three media companies. The social media strategies of all three 

media companies focus on the delivery of their contents across different media platforms in a 

coordinated way. Either the contents are made available in multiple platforms / channels, or the 

contents are created to support or strengthen each other in different platforms. JakFM has its on air 

quizzes or games via radio, and follows through with YouTube video postings. Metro TV and JakFM 

also made available their contents online for the convenience of their audiences. HAI Magazine 

integrates a lot of their campaigns through multiple platforms such as their web portal and their 

community forum.  

The synergy between traditional media and new media will be more of a common strategy if the high 

number of new media adoption by traditional media is taken into account. Some of the integration 

might still be in an early phase, but as the rate of new media adoption increases, the optimization of 

the integration will need to increase as well, hence the synergy between the two media will be 

tighter.  
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– Conclusion and Recommendations 

 

1. How do the traditional media companies utilize the new 

media? 

The first main research question was designed to help gather the data quantitatively, supported by 

qualitative-based-interviewes for sub-question number four. The purpose was to provide hard data 

on what is actually happening in the industry through numbers and basic statistics. The second main 

research question on the other hand delved deeper beyond the numbers and was designed to 

provide data through observations and inquiries.  

1. Do traditional media companies utilize social media? 

Before answering whether or not synergies between traditional and new media actually happened, it 

is important to know whether or not traditional media companies actually utilize social media. The 

record analysis that were taken based on the data gathered through visits to web portals and three 

social media platforms of the traditional companies showed that the majority of traditional media 

companies actually use web portals and other social media platforms such as Facebook and Twitter. 

YouTube usage, is not as prevalent though, 27.3% of the sampled media have their own YouTube 

accounts. In terms of popularity, Facebook is the most popular format for traditional media, while 

Twitter and web portals adoption is almost on par with each other.  

2. Do traditional media companies actively using social media? 

To measure activeness, the frequency of updates on Facebook, Twitter and YouTube were recorded. 

The result showed that majority of traditional media Twitter accounts are being updated daily (73%), 

followed by Facebook which reached 44.7%. YouTube accounts are not that active as compared to 

Facebook and Twitter, with almost 50% accounts have not had new contents for more than three 

months. 

3. Do the traditional mass media feel that social media is an important part of their corporate 

strategy? 

The last sub question related to whether or not traditional media companies have any specific social 

media strategies that are used as guidelines for their social media activations. Based on the three 

interviews, all three media companies proved to have their own strategies, which mostly focused on 

integration of their platforms, be it conventional or digital platforms. 

 

4. How do the social and media situations as well as the individual preferences in Indonesia drive 

the utilization of social media in traditional mass media? 

Although Indonesia doesn’t have decent terrestrial infrastructure, its mobile infrastructure 

contributes to an enabled social media adoption and usage by many people. The rate of Internet 

penetration is actually helped by the investments in mobile Internet technology due to the high 
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mobile phone penetration rate. The infrastructure itself is not able to offer high bandwidth 

applications, but it is enough to support social media usage.  

To understand further about different factors that supported the utilization of social media in 

Indonesia in general, and by the traditional mass media companies in particular, the sixth sub 

question needs to be answered. Based on the main non-technological factors influencing media 

usage on chapter three, there are several factors such as societal structure, social situation, media 

situation and individual preferences. 

The utilization of social media in traditional media in large, are due to the large number of traditional 

media consumers that are also present in many social media platform. This was seen as an 

opportunity by many traditional media companies, that subsequently joined social media to reach 

out to their audiences.  

Several non-technological factors driving the popularity of social media in Indonesia are: relatively 

unharmed Indonesian economics after the European financial crisis, good macro-economic condition, 

rising consumption and democratization of media which provided positive societal structure; 

increasing number of middle class with incomes allowing access to smart phones to more and more 

people, several high profile social media campaigns which gave rise to digital social activism 

popularity, as well as the culture, which puts high value of keeping in contacts with relatives and 

friends. These factors contributed to the high utilization of social media platforms in Indonesia in 

general. 

 

2. Recommendations 

Although the utilization of social media by the traditional media companies is quite common, many 

of them seem to just follow the mass or trend of having their own online activities. The three 

interviewed media companies do have their social media strategies, but all three of them have done 

relatively few or even no research efforts at all to learn about their online audiences.  

Forrester research recommends four steps to maximise any online activities: listening, talking, 

energizing and supporting. To listen is to get as much information about who, what, where, why, 

when, which and how of the target audiences. To do the first step correctly is important to get the 

subsequent strategies or action plans able to hit the goal of the company. Out of the three 

interviewed companies, only JakFM specifically mentioned ‘research’ as a basis for their answers. The 

other two media do not seem to put emphasis on this for their online activity.  

Based on the author’s observation, many online platforms are either not designed properly, 

unfocused, or created just to have their presence online in general. Charlene Li, Josh Bernoff and 

Josh Vook from Forrester Research believe that this can backfire towards the company itself since 

online audiences are more active, more resourceful and expect more commitment from any 

companies that have their presence online. Small mistake can be blown up into unimaginable 

proportion if the handling is not proper. (Li, Bernoff, & Vook, 2011)  
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It is essential for traditional companies to start investing more on initial research to have successful 

online activations. Although the initial cost of setting up an online platform might be very cheap, to 

maintain a serious online platform can be very costly if it is not managed properly. The next three 

steps: talking, energizing and supporting are mostly follow ups of the initial task. Starting from 

targets/goals identification, designing the right strategies and action plans, executing, maintaining 

the activations, monitoring the results and taking actions on the feedbacks. Rather than taking a half 

serious effort online, it is better to wait for the right time to go online or it can be disadvantageous or 

a waste of time in the long run. (Li, Bernoff, & Vook, 2011) 

 

3. Suggestions on Future Researches 

This work is of course far from over. There are many other researches that can be done in the future, 

either by using parts of this this work, or even developing this work further as a basis for a more 

elaborate work. Some of the possible areas that can be developed in the future are: 

1. In-depth analysis on the patterns of usage of each individual social media platforms. 

Particular field of interests are: conversation patterns, types of messages and network 

mapping  

2. Different social media strategies and their business impacts 

3. Social media monitoring and measurements 
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Appendices 

 

 

Appendix A – Interviews 

Jak FM - Radio 

Interview conducted with: Ainur Rafikah – Marketing and public relation  

Interview conducted by: Afdita Sari and Amelia Virginia (Maverick) 

Date of Interview: 1st February 2012 

Website: http://101jakfm.com 

Twitter: @101jakfm 

Facebook: https://www.Facebook.com/101Jakfm 

 

Q: Does your company own a website?  

A: Yes 

Q: Since when? 

A: Actually since the Jak FM was established, we already have a website. Since 2007, although only 

after 2011 was the website maximally utilized due to our lack of resources. 

Q: What are the functions of the website for your company? 

A: We are using the website to ‘move’ our radio content to digital (online). You can only listen to a 

radio program once when it is aired, unless we do a re-run. So, we use this website to document 

(archive) those programs, so that people can listen to them again and catch what they might have 

missed. Another reason is because of our on air policy, which doesn’t favor long form programs. We 

prefer short and precise while broadcasting on air, and provide the more detailed information in our 

website. There was a change of strategy between 2007 and 2010. Back in 2007, website was 

‘compulsory’ but didn’t play a major role. Many mass media didn’t really maximized their websites. It 

was mostly functioned as news portal. But it now has changed. The media started to realized the 

importance of a website (in this digital age). Website also provides a convenient way for consumers 

to access information. And our new strategy is to move on air information to online. So, consumers 

who have access to the Internet can listen to our streams in our website. We look at what our 

consumer wants to be honest. We have a research on radio which says that many consumers listen 

to radio in their offices. They don’t have radio tuners there. So we put it (streams) in our website, so 

they can also listen to our programs while they are working. We also provide podcasts so consumers 

can download and listen anytime they want to. 

http://101jakfm.com/
https://www.facebook.com/101Jakfm
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Q: Who is managing the website? 

A:The marketing and communication division supervises and administer the website. Though we 

tend to discuss the ideas together. And normally we use both on air and off air for the content. The 

content is basically integrated (between on air and online) 

Q: Does your radio also use social media like Twitter, Facebook, blog, Youtube and so on? 

A: We use Twitter, Facebook, Youtube. We have profile and fan page for Facebook. We don’t have 

blog and forum though. We need further research before we operate a forum. Before we strategize, 

we try to do a research first. For forum normally we depend on our community partners, for example 

cars (community). If we hold an event we never limit the attendance only for the community. As long 

as they listen to Jak FM, they can also attend it. 

Q: Why do you choose those social media? 

A: Normally it’s because of the current trend or it is a familiar medium amongst Jak FM audience. Jak 

FM audience usually likes simple things, and this reflects towards their social media consumption. 

We also have a survey on this. So, we know (based on that survey) which social media are they using. 

Q: How long has your radio use those social media? 

A: Facebook since 2007, Twitter since 2009 and Youtube since 2010  

Q: Does each (social) medium play different roles for your radio? What are the functions of those 

(social) media? 

A: Yes, they are different (the roles). Twitter (purpose) is mostly to converse with our fans; we 

provide applications in Facebook; and we use Youtube to support the programs visually, although we 

don’t post all (our programs) to Youtube. We have not really try to establish a community base from 

our social media followers or fans. We are actually more active in Twitter compared to Facebook, 

maybe because Twitter is faster. In Facebook, normally we conduct song request polling. Ok, actually 

not every Facebook users also has Twitter accounts and vice versa. And we consider both (Facebook 

and Twitter users) as our audience. So we still have to facilitate channels for those social media users 

to access our service. We have profile and fan page in Facebook. So far the fan page is more active 

since it has more applications. The difference between those two are not well defined though. At 

first we only had profile, but there are limitations – like the number of friends. So we created the fan 

page. Facebook are mostly used for promotional purpose. 

Q: Who is managing those social media? 

A: Marketing division supervises them, but normally the radio hosts will also update the Twitter 

account when they are on air. They are normally more actively involved since they can directly 

interact with our listeners during broadcast. So on a day-to-day basis the account is managed by 

whichever host is on the air. The one in charge is the program manager. He delegates to each 

program team to update the social media. Different session will be updated by different team. 

 Q: Is there any special social media strategy? 
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A: Well, our strategy is normally integrated, as far as possible different media platforms must be 

connected to each other. One example might be a bet between our radio hosts. One bet that her 

voice is as good as Adele. The other one challenged her to actually sing and put her recorded 

performance into Jak FM’s Youtube channel. The link will then be put in our Facebook page as well. 

To drive them to our Youtube account, we will put the link. If there are many views, then that means 

many people like it. Since our radio is a media with daily deadlines, we have a big concept to guide 

our changing daily situation. Since radio, traditionally is only limited to audio, we use social media to 

accommodate other forms that we can’t use in radio. Actually we had been thinking about this even 

before social media exist. 

Q: How many times a day do you update your social media platforms?  

A: Well, we don’t really have a fix schedule and frequency. We are concentrating more towards 

adding positive comments or increasing the number of followers. Adding more contents is not really 

our priority yet. We would like to have more positive contents that become popular when we update 

them. The number of updates can be very random since we normally observe the situation before 

updating. 

Q: Are the contents integrated in each social media platforms? 

A: Yes 

Q: Are there any integration with the website? 

A: Yes, although we think it is not maximized yet. Since website is not as fast as social media. Only 

lately actually, the website and our social media are more integrated as a whole 

Q: Does your radio use social media as channels to communicate with your audience? 

A: Yes 

Q: Do you use social media for things that are not related with your broadcast program? 

A: I do. Information on music, job advertisements, or events 

Q: Do you provide any mobile applications for your audience? 

A: Streaming on Blackberry, iPhone and Android. We made these applications based on Jak FM 

listeners survey. We’ve also made digital application to listen to Jak FM. That application is 

connected to Facebook. So, when we click on Jak FM Facebook icon, your Facebook status will be 

updated as ‘listening to Jak FM’. 

Q: Why did you made those applications? 

A: To foster a closer relationship with our audience. We are also providing another advertising 

channels for our clients. It is easier to monitor digital applications. Tracking our audience becomes 

much more convenient. 

Q: Are there any formal or informal regulations that your radio enforce on social media usage? 
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A: The management realizes that social media is important to build our image 

Q: Can you give me some examples on that regulations? 

A: So, basically the content of social media needs to portray the characters of our radio, including the 

style of communication  

Q: What is the function of the enforcement of rules? 

A: Our company’s reputation 

Q: What does the management do to optimize the functionalities of the new media? 

A: In our industry (the radio), the management is also the staffs. So when we decided that we will use 

social media, the decision came from all of us. Then we discussed the idea further. 

Q: How far does the management intervene the staff’s social media usage? 

A: They just ask the staffs to be more prudent in using social media. The staffs are also the faces of 

the radio 

Q: Were the regulations being obeyed? 

A: Some don’t 

Q: Are there any punishments given for offenders? 

A: Warnings. Normally the management talks to them. Since we don’t have much bureaucracy in 

radio, the director can just talk to them directly 

Q: What do you think are the benefits of the website for your company? 

A: A lot. (The audience) can get to know the hosts better. Business-wise we have more advertising 

spaces. We can accommodate more advertisers. Our consumers can also enjoy our programs visually 

now, through images or texts. The hosts actually reap the most benefits. Our research actually shows 

that our listeners would like to see our radio hosts, since before this they could only listen to their 

voices. 

Q: Do you think the website helps you to promote your programs? 

A: Yes, the information are more in depth compared to on air 

Q: What do you think are the benefits of your social media usage? 

A: We have means to be closer to our audience. Although we don’t use it to build a community yet. 

Some also asked us to be a buzzer, although we don’t really position ourselves as one. We don’t 

really want to update too much advertorials in our content. We normally update information about 

events that we co-host with partners. This must be synched with our on air advertorial. Although we 

don’t really put all on air advertisements on our social media platforms. 

Q: Do you think social media is beneficial to promote your programs? 
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A: Yes 

Q: Do you think social media can be used to foster a good communication with your audience? 

A: Yes 

Q: Does your social media usage helps your rating significantly? 

A: We don’t have the research actually. So we can’t answer that. Although most of our clients rely on 

Nielsen’s research 

Q: Does your social media usage helps you radio in positioning itself? 

A: We don’t have the research on this as well. So (again) we can’t answer that question. 

Q: As a whole, do you think that social media usage helps to increase your business profit? 

A: We roughly say that. Although it is not maximized yet. Quality-wise, we are not satisfied yet (the 

usage of social media). Since we are still on a level of getting more followers 

Q: If you compare your website and your social media platforms, which one is more profitable to 

your business? 

A: Well, we can’t really compare both. They are in essence one package. Our strategy is to integrate 

all channels. Let’s see advertorial for example, we always consult our clients, whether an 

advertisement is better suited in social media, website, or both 

Q: What do you think are the benefits of digital applications? 

A: Well, there are benefits, although we don’t have too many application users 

Q: Are you satisfied with what you get from your social media usage? 

A: Not yet, our content is quite random now 

Q: Do you have any plan for the next one year to expand your social media usage further? 

A: Yes, the content especially 

Q: Can you give me some examples? 

A: We still have many ideas on what we should do next. Business-wise as well. Since the content is 

still quite random, we would like to explore this further. We would like to have something in our 

online channels but not on air. Diversification of content basically. So our consumer will still stay in 

tune with our social media platforms. One of the reason is to strengthen our on air programs. For our 

social media, we will look at the our audience. If they are not there (in some social media platforms), 

we will not go there as well. We would like to accommodate our audience basically 

 

HAI – Magazine 
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Interview conducted with: Teguh Adriyanto – Online Editor and Community Manager  

Interview conducted by: Afdita Sari, Adisti Daramutia and Amelia Virginia (Maverick) 

Date of Interview: 25th January 2012 

Website: http://www.hai-online.com/ 

Twitter: @HaiMagazine 

Facebook: https://www.Facebook.com/HAIPAGE 

 

Q: Does HAI own a website? 

A: Yes 

Q: Since when? 

A: We have a website – HAI Online – since 2004 or 2005, but it was very unidirectional and the 

function was primarily for us to exist online. Then we had a period of inactivity for two years. Around 

2007 or 2008 we started revamping the website and made it new again. Back then we were only 

moving our magazine content to the website 

Q: What is the function of the website for your magazine? 

A: So when we started the website again back in 2007 – 2008, the direction of the website started to 

be clear. Then we started to redesign our website by emphasizing community building since we 

realized that we need to have a ‘chat’ with our audience. Our website is not meant to deliver ‘hard 

news’ like Detik.com (news portal) or the likes. On Hai Online we encourage our friends (readers) to 

be active. They can send their creation and then we can choose among those. We also build a 

channel called Demos in our website which is frequented by communities whose members are 

school, teens, or amateur bands. They can send their own recordings through Demos. They used to 

send their own demo records directly to us. So, instead of letting those demo records piling up in our 

office, Demos was created to accommodate their creativity. In short, Demos is similar to MySpace. 

Other than that, we also have activity charts or those kids in Demos. From there we can then activate 

(assist) them further. Every week we choose the best three demo recordings and publish our picks in 

our magazine. There is a special chart for Demos. Then we create video clips for the best ones. We 

invite the to our studio to jam, record it, and create a video. For those who joined Demos, they will 

have a chance to be invited into events held by Hai. Other than Demos, we also have skulizm.com 

which we made as a sub-channel on Hai Online. It mainly functions as a lab for youngsters (school 

age) to write about their school. The process is being discussed at Skulizm.com, just like redaction 

meetings and such – between school-age youngsters – the result will then be published in Skulizm, a 

printed version of Skulizm.com which is also a supplement of Hai magazine. We are planning to do an 

entrepreneurial channel for youngsters separately, now this is still part of Skulizm. 

Q: Is there any special division which is created to managed the website? 

http://www.hai-online.com/
https://www.facebook.com/HAIPAGE
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No, we normally work across platform (multiplatform) and all of needs to realize this. An idea must 

be able to be translated across platform.  

Q: Content wise, is there any difference between the magazine and the website? 

A: Yes, there is. The website contains more hard news, it should be more current, more actual. For 

example news concert. If there is new information about upcoming concerts, we will put it online. 

The in-depth coverage of the concert will be in the magazine though.  

Q: Does your magazine also use social media like Twitter, Facebook, blog, Youtube and so on? 

A: Yes. Twitter, Facebook, Youtube, Tumblr, Flickr, Instagram, G+, forum, blog. The forum and the 

blog is in our website 

Q: Why do your magazine choose those social media? 

A: All youngsters are there 

Q: Does each social media channel serve different functions for your magazine? What are the 

functions of those social media platforms? 

A: Yes. Each social media channel has their own characteristics. For example in Instagram we upload 

more pictures, while in Twitter we are not as active. It is the function of Instagram. Like when we are 

having a stroll and we see a vespa scooter parked by the sidewalk, we take a picture of it. When we 

go to a gallery, enjoying some paintings, we also take some pictures. More or less like that. We treat 

social media platforms according to their consumers habit. For example for long articles, we don’t 

post them in our social media platforms, but more in our website. For us, social media is like a place 

where people hang out, while the website is like our home. All of us likes to hang around in social 

media. But, maybe once a month our consumers can visit our ‘home’. For youngsters in smaller cities 

or towns, Internet access is not as good as the bigger cities. Normally they access Internet through 

their mobile phones, and most of the time they access social media. In order to facilitate them, we 

put our website news in our Facebook page as well. We can also do some activations which can’t be 

done in Twitter – due to space constraint. We don’t put emphasize on the number of followers, more 

towards the loyalty of those young people. These youngsters like it when you engage them for a 

chat. For example, when they complained about indie music, we talk to them and have a healthy 

debate on the topic. They will understand it for themselves if they think it makes sense to them (why 

we position ourselves on certain issues). Next time when the issue got heated again, they will take 

our position and defend us. It is due to their loyalty to us. 

Q: How long has your magazine used those social media platforms? 

A: Roughly more than two years have we used those. Normally when we have a new social media 

channel, we will give it a try after a month or two. For us, the number of followers is not as important 

as the loyalty of our followers. 

 Q: Who is managing your social media? 
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Every concept channel is managed by different people. For example, I am the one who manages 

Demos, it is also me who is handling Demos’ Twitter account. Skulizm and Hai Art are also handled by 

different team. For Hai Art case, it is handled by the design team, since they understand art better 

than others. Our other colleagues can also help to update, for example when they are covering some 

events or meeting some personalities 

Q: Is there any special social media strategy that Hai employ? 

A: Integration 

Q: How many times a day each social media platforms are updated? 

A: For news feed, around 20 – 30 news per day. We have a system that will blasts fresh website news 

to our Twitter feed as well. So whenever there is fresh news it will be automatically updated. 

Whenever there is live event, we also like to do live tweeting 

Q: Content wise, is there any integration between each social media platforms? 

A: Yes 

Q: Is it also integrated with the website? 

A: Yes 

Q: Do you think by using social media, you can be closer to your consumers? 

A: Yes 

Q: Do you use social media for editorial matters? 

A: Yes 

Q: How about non- editorial matters? 

A: Yes, I have personally used it to get new reporter in one instance. At that time I made it as part of 

social media activation. It was called Reporter Experience and  Photographer Experience. We used the 

activation in events like Rockin Land. We get youngsters who want to be freelance reporters and 

photographers for some events. Some of them that were good, we offered them internship. 

Q: Do the staffs get any facilities like mobile phone, laptop or tablet PC to facilitate the social media 

activities? 

A: Yes 

Q: Does HAI monitors the staffs’ online activities? 

A: Yes 

Q: Are there any formal or informal regulations on your staffs social media usage? 
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A: We used to have one. Formal dos and don’ts. But the staffs, especially the editorial guys, said that 

“This is my own account. How I use my account is up to me”. In the end instead of formal regulation, 

it became more like guides on how to use social media. Although the management also asked: 

“Where do you get your salary from?” 

Q: Can you give us some examples? 

A: Those are more towards advisories. The guys do know what they are doing. For example, when 

they complain about their work in social media, others will say: “Why do you work here then? It 

might be better to just quit”. Well, things like that. 

Q: What are the functions of those rules? 

A: The image of the company. We used to have punishments for those who didn’t obey the 

regulations, but many protested. In the end, it takes form as general advice. 

Q: What does the management do to optimize the social media usage? 

A: Whenever there is new social media platform, we are encouraged to use it ourselves. Now we 

exist in almost all platforms. We are also given facilities to enable us to update the social media 

platforms wherever we go 

Q: How far is the commitment of the management in social media usage? 

A: By providing trainings for new social media. There was one occurrence where the management 

paid for an overseas consultant for our website 

Q: Are your journalists allowed to use the Internet to find news? 

A: Yes they can, as long as they properly assess the news 

Q: What do you think are the benefits of having your own website? 

A: Many. We are targeting communities, and since we starts targeting them, we managed to increase 

our magazine sales. In terms of (advertorial) business, the number stays the same though 

Q: Do you think the website helps your redactional team to spread your news? 

A: Yes 

Q: Do you think the website is beneficial for your business? 

A: Yes 

Q: What do you think are the benefits that your magazine gets from using social media? 

A: To reach many communities. Business-wise, again, not really different. We also use our social 

media platforms for advertising (as buzzer), normally this comes from the advertorial division. 

Although the language style strictly comes from us. There were some cases where our clients insist 

on using their language style. Our job is to remind them that, the style we are using is particular to 
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HAI. As a buzzer we don’t really have a problem with them using their own language style, but if they 

do it, it might not be efficient since it differs from ours. Normally we give more ‘bridging’ (buffer) so 

they get more buzz than what they asked for. Our circulation is also increased by 8% because of 

social media. We have a lot of case where people asks: “How come I can’t buy HAI in my region?”. 

Then we direct this type of questions to our publisher, Gramedia 

Q: Overall, do you think social media gives a boost for your business? 

A: Yes. Although.. Each social media has their own ‘home’, for our advertorial division, Twitter is their 

‘home’. Our ‘home’ is our website 

Q: Do you think social media platforms are adequate to establish good relation with your readers? 

A: Yes 

Q: Overall, do you think social media helps your company to strengthen its core function as a mass 

medium?  

A: Yes. We can also get an inspiration on a topic from Twitter. From there, we publish the article (on 

that topic) on our magazine 

Q: If you compare between the website and social media, which one do you think is more valuable to 

your business? 

A: Website 

Q: If you use digital applications, what do you think are the benefits you can get? 

A: We can have video advertisements 

Q: Are you satisfied with the social media usage so far? 

A: Yes  

Q: Is there any plan to expand the social media usage for the next one year? 

A: Yes 

Q: What kind of expansion? 

A: We want to develop Skulizm.com further, an online platform where school age youngsters can 

discuss our magazine’s supplement – HAI Skulizm 

 

Metro TV - Television 

Interview conducted with: Jimmy Bagota – Multimedia Manager  

Interview conducted by: Adisti Daramutia (Maverick) 
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Date of Interview: 8th February 2012 

Website: http://metrotvnews.com/ 

Twitter: @Metro_TV 

Facebook: https://www.Facebook.com/metrotvpage 

 

Q: Does Metro TV own a website? 

A: Yes 

Q: Since when? 

A: Since the year 2000 

Q: What is the function of the website for your company? 

A: At first it only served as our corporate website, for public relation purpose, it also contained our 

program schedules. Since 2005 it started to have news contents because we thought that it was time 

to have a news website. The functions of the website are: (1)To expand our coverage, (2) As a cross 

promotional platform between TV and website, (3) Another source of revenue or profit 

Q: Who is managing the website? 

A: Our multimedia team, roughly around 14 people 

Q: Is there any difference in content between your broadcast and your website? 

A: Some contents are from our broadcast, some other news are to produce (provide) the most actual 

news, just like other news websites. Our plus point is video news though. We can get our news from 

our own journalists. In the future, our reporters will be equipped with not only cameras, but also 

video cameras. We are now doing an experiment. We will have two types of videos: news and 

program (for example full version of Mata Najwa program episodes in our website) 

Q: Does Metro TV use social media platforms like Twitter, Facebook, Blog, Youtube and so on? 

A: Yes. Facebook, Twitter. We used to have Youtube but we don’t have it now since we also made 

videos (in our website). If we put the videos in Youtube, our consumers will not visit the website. We 

want to be the foremost news video portal in Indonesia. We wanted to use Tumblr, but we are still 

assessing whether it fits our needs or not. Currently we are also using Google+. It’s new but it is 

already active. The content is similar to Twitter and Facebook. We let the system feed the content 

Q: Why do you choose those social media platforms? 

A: Social media is a good way to actively send news to consumers. More and more consumers 

automatically visit our website since the consumers (offline and online) know what kind of news we 

have. We use Twitter to tweet all website news and programs. It is a promotional tool, so everyone is 

http://metrotvnews.com/
https://www.facebook.com/metrotvpage


69 

 

aware (of what we publish on our website). We also frequently send information of breaking news as 

well. Almost all our programs have Twitter account. We normally have synergy between those 

accounts. They promote each other basically. I, for example, manage Metro TV Twitter account.  I 

just need to retweet. For each program, the one managing the accounts are the producers. If we stop 

a program, the Twitter account will be removed. The function of all social media platforms are the 

same. Both Twitter and Facebook contain links and are connected to each other. When we update 

our Twitter account, the system will automatically generate the same information on our Facebook 

(Fan Page). Our Twitter program accounts frequently interact with their followers. But our Metro TV 

account is strictly used to spread information, and if needed to converse it has to be in a formal way. 

Since the programs Twitter accounts are required to interact and have some connections with their 

followers. Facebook and Twitter are the extensions of our website 

Q: Is there any functional difference between each social media platforms? 

A: Facebook and Twitter are extensions of our website 

Q: How long has Metro TV used social media? 

A: We used Twitter since 2009, but I can’t remember when for Facebook 

Q: Who is managing the social media platforms? 

A: The multimedia team which consists of 14 people. We have 24 hours on rotational shifts 

Q: Is there any special social media strategy? 

A: Definitely, since we have many messages to our consumers and if we don’t have proper strategy, 

we will be left behind by the other media that also use social media. Due to that, we have to had our 

own traits. The strategies are: one language style and timing of updates. In social media, it is 

common to use ‘Oh’ or ‘Hore’ (‘Oh’ and ‘Hurray’). If we don’t use those expressions in our news feed, 

it will be boring to our consumers. We don’t use more than seven words for each tweet. Timing-wise 

we do something like this, during lunch time we tweet about casual news like culinary. 

Q: How many times a day does each social media platform being updated? 

A: It depends on the number of news per day, it can be 200 tweets a day. It can contain news or 

information about our programs 

Q: Is there any integration of content between different social media platforms? 

A: Yes 

Q: Is there any integration of content between social media and website? 

A: Yes 

Q: Do you upload your broadcast programs to social media platform? 

A: No 
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Q: Do you utilize social media as your communication medium with your consumers? 

A: We don’t reply to all mentions. If there is someone asking some questions, we will direct them to 

our public relation, they will be the one answering those questions. They can either answer by phone 

or email. We use formal language in our Twitter account. But, we normally follow up most of them 

Q: Do you use social media for things not related to your programs? 

A: Yes. Job advertisements or off air events. Since those are informative and useful. We also buzz our 

partnership events, although we don’t do paid tweeting since we afraid that it will work against us. 

There was one time though, when IM3 was about to do a program in our station, they asked us to 

help tweeted the information and we got paid for it. In those cases we will do it 

Q: Do you have any digital applications that can be used in mobile gadgets? 

A: Yes we do have apps for Blackberry, Android and iPad 

Q: What is the purpose of those applications? 

A: To make it easier for our consumers to stay in tune with us and we also follow the latest 

developments in technology 

Q: Is there any formal or informal regulations that your company use for social media usage? 

A: Yes 

Q: Can you give some examples? 

A: It should not contain racial, religious, or ethnical abuse. The presenters are not obliged to retweet 

our Metro TV account since we don’t think self promotion by our staffs are necessary. As for our 

program Twitter accounts, our Metro TV account is obliged to retweet to increase the number of 

followers of our programs 

Q: What is the purpose of those regulations? 

A: So it looks natural (to our consumers) and it doesn’t become a boomerang for us 

Q: What have the management done so far to optimize the social media usage? 

A: So far we never advertise our Metro TV account, although thanks be to God it has many followers. 

Which means many people like it. For program Twitter accounts, we do promote them. We give each 

in our team one Blackberry phone and one iPad tablet 

Q: How far does your company intervene in your journalists’ social media usage? 

A: They are free to use Twitter. There is no rules which regulates their social media usage. Since 

those are their personal accounts. Even if they complain about their work, it is fine for us. It will pass 

in a blink and it will not be trending topic anyway 

Q: Is there some sort of punishment for journalists? 
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A: Only if it is related to our company, we will give them some warnings 

Q: What do you think are the benefits of having a website? 

A: The information can have wider coverage, additional promotional platform, and increasing our 

revenue 

Q: Do you think the website is beneficial to help your editorial team to spread your news? 

A: Yes 

Q: Do you think the website is helpful towards you marketing team to spread information about you 

programs? 

A: Yes 

Q: Business-wise, is there any significant benefit to have a website? 

A: Yes 

Q: What are the benefits of using social media? 

A: Wider coverage 

Q: Do you think social media can help fostering better communication with your consumers? 

A: Yes, since we can follow up to complaints or questions from our consumers. Although we don’t 

really aim to have intensive conversation through social media 

Q: Does the usage of social media helps to increase your broadcast program ratings? 

A: Yes of course. Since the social media can help us to monitor which news are preferred by our 

consumers. It works as feedback to us 

Q: Do you think social media helps in increasing your business profit? 

A: Yes 

Q: Overall, do you think social media helps to strengthen the function of Metro TV as mass media? 

A: Yes 

Q: If you compare between website and social media, which one is more beneficial? 

A: They are basically one. In the future, online media will be more popular (compared to traditional 

media). That’s why we want to expand our online media 

Q: What do you think are the benefits gained by providing digital applications? 

A: We are following the trend basically, so we have to also provide all the functionalities and the 

conveniences. Through technology we can always be on the ball 



72 

 

Q: Are you satisfied with the result of your social media usage? 

A: Very satisfied 

Q: Will there be any expansion on your social media usage for the upcoming year? 

A: Yes 

Q: What kind of expansion? 

A: Tumblr – Although we still need to assess whether it fits us. I am sure next year the trend is going 

there, since people is starting to get bored with Twitter. We have to follow the technology which 

support our television 
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Appendix B – Figures in Number 

 

Website Tables 

Media Type No of Entries Websites RSS Ads Blog Forum FB Twitter 

Newspaper 68 64 45 61 6 40 33 11 

Tab/Magz 78 47 22 38 12 41 40 22 

Printed 146 111 67 99 18 81 73 33 

Radio 26 18 9 10 1 14 14 9 

TV 44 28 13 7 3 18 21 24 

Total 216 157 89 116 22 113 108 66 

Web Platform and Features Availability 

 

Media Type No of Entries Websites RSS Ads Blog Forum FB Twitter 

Newspaper 68 94.1% 70.3% 95.3% 9.4% 62.5% 51.6% 17.2% 

Tab/Magz 78 60.3% 46.8% 80.9% 25.5% 87.2% 85.1% 46.8% 

Printed 146 76.0% 60.4% 89.2% 16.2% 73.0% 65.8% 29.7% 

Radio 26 69.2% 50.0% 55.6% 5.6% 77.8% 77.8% 50.0% 

TV 44 63.6% 46.4% 25.0% 10.7% 64.3% 75.0% 85.7% 

Total 216 72.7% 56.7% 73.9% 14.0% 72.0% 68.8% 42.0% 

Web Platform and Features Availability in Percent 

 

Media Type No of Entries Websites Video Audio Image ePaper 

Newspaper 68 64 11 1 64 44 

Tab/Magz 78 47 22 3 47 5 

Printed 146 111 33 4 111 49 

Radio 26 18 9 15 18 1 

TV 44 28 24 1 28 0 

Total 216 157 66 20 157 50 

Available Media Formats in Websites 

 

 

 

Media Type No of Entries Websites Video Audio Image ePaper 

Newspaper 68 64 17.2% 1.6% 100.0% 68.8% 

Tab/Magz 78 47 46.8% 6.4% 100.0% 10.6% 

Printed 146 111 29.7% 3.6% 100.0% 44.1% 

Radio 26 18 50.0% 83.3% 100.0% 5.6% 
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TV 44 28 85.7% 3.6% 100.0% 0.0% 

Total 216 157 42.0% 12.7% 100.0% 31.8% 

Available Media Formats in Websites (Percentage) 

 

 

Facebook Tables 

Media No of Entries Group Profile Old Page New Page Media 
Total 

Newspaper 68 1 5 14 43 63 

Tab/Magz 78 2 14 7 48 71 

Printed 146 3 19 21 91 134 

Radio 26 0 2 3 17 22 

TV 44 2 5 17 17 41 

Total 216 5 26 41 125 197 

Facebook Page in Traditional Media 

 

Media No of Entries Facebook 
Availability 

Group Profile Old Page New Page Media 
Total 

Newspaper 68 92.6% 0.5% 2.5% 7.1% 21.8% 32.0% 

Tab/Magz 78 91.0% 1.0% 7.1% 3.6% 24.4% 36.0% 

Printed 146 91.8% 1.5% 9.6% 10.7% 46.2% 68.0% 

Radio 26 84.6% 0.0% 1.0% 1.5% 8.6% 11.2% 

TV 44 93.2% 1.0% 2.5% 8.6% 8.6% 20.8% 

Total 216 91.2% 2.5% 13.2% 20.8% 63.5% 100.0% 

Facebook in Traditional Media (Percentage) 

 

 

 

 

Media No of Entries Facebook 
Availability 

Group Profile Old Page New Page Media 
Total 

Newspaper 68 92.6% 1.6% 7.9% 22.2% 68.3% 100.0% 

Tab/Magz 78 91.0% 2.8% 19.7% 9.9% 67.6% 100.0% 

Printed 146 91.8% 2.2% 14.2% 15.7% 67.9% 100.0% 

Radio 26 84.6% 0.0% 9.1% 13.6% 77.3% 100.0% 

TV 44 93.2% 4.9% 12.2% 41.5% 41.5% 100.0% 

Total 216 91.2% 2.5% 13.2% 20.8% 63.5% 100.0% 
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Facebook in Traditional Media (per Media Percentage) 

 

Media Main Page Rarely Monthly Weekly Daily NA Media 
Total 

Newspaper 1 11 1 5 29 16 63 

Tab/Magz 0 5 6 18 33 9 71 

Printed 1 16 7 23 62 25 134 

Radio 0 1 2 2 14 3 22 

TV 5 6 0 5 12 13 41 

Total 6 23 9 30 88 41 197 

Frequency of Facebook Updates 

 

Media Main Page Rarely Monthly Weekly Daily NA Media 
Total 

Newspaper 0.5% 5.6% 0.5% 2.5% 14.7% 8.1% 32.0% 

Tab/Magz 0.0% 2.5% 3.0% 9.1% 16.8% 4.6% 36.0% 

Printed 0.5% 8.1% 3.6% 11.7% 31.5% 12.7% 68.0% 

Radio 0.0% 0.5% 1.0% 1.0% 7.1% 1.5% 11.2% 

TV 2.5% 3.0% 0.0% 2.5% 6.1% 6.6% 20.8% 

Total 3.0% 11.7% 4.6% 15.2% 44.7% 20.8% 100.0% 

Frequency of Facebook Updates (Percentage) 

 

 

 

 

 

Media Main Page Rarely Monthly Weekly Daily NA Media 
Total 

Newspaper 1.6% 17.5% 1.6% 7.9% 46.0% 25.4% 100.0% 

Tab/Magz 0.0% 7.0% 8.5% 25.4% 46.5% 12.7% 100.0% 

Printed 0.7% 11.9% 5.2% 17.2% 46.3% 18.7% 100.0% 

Radio 0.0% 4.5% 9.1% 9.1% 63.6% 13.6% 100.0% 

TV 12.2% 14.6% 0.0% 12.2% 29.3% 31.7% 100.0% 

Total 3.0% 11.7% 4.6% 15.2% 44.7% 20.8% 100.0% 

Frequency of Facebook Updates (Percentage per Media) 
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Twitter Tables 

Media No of Entries Inactive Rare Monthly Weekly Daily Twitter 
Total 

Newspaper 68 12 2 0 3 32 49 

Tab/Magz 78 4 1 1 11 48 65 

Printed 146 16 3 1 14 80 114 

Radio 26 1 0 0 0 18 19 

TV 44 3 3 0 2 18 26 

Total 216 20 6 1 16 116 159 

Twitter Availability and Update Frequency 

 

Media Twitter 
Availability 

Inactive Rare Monthly Weekly Daily Twitter 
Total 

Newspaper 72.1% 7.5% 1.3% 0.0% 1.9% 20.1% 30.8% 

Tab/Magz 83.3% 2.5% 0.6% 0.6% 6.9% 30.2% 40.9% 

Printed 78.1% 10.1% 1.9% 0.6% 8.8% 50.3% 71.7% 

Radio 73.1% 0.6% 0.0% 0.0% 0.0% 11.3% 11.9% 

TV 59.1% 1.9% 1.9% 0.0% 1.3% 11.3% 16.4% 

Total 73.6% 12.6% 3.8% 0.6% 10.1% 73.0% 100.0% 

Twitter Availability and Update Frequency (in Percent) 

 

 

 

Media Twitter 
Availability 

Inactive Rare Monthly Weekly Daily Twitter 
Total 

Newspaper 72.1% 24.5% 4.1% 0.0% 6.1% 65.3% 100.0% 

Tab/Magz 83.3% 6.2% 1.5% 1.5% 16.9% 73.8% 100.0% 

Printed 78.1% 14.0% 2.6% 0.9% 12.3% 70.2% 100.0% 

Radio 73.1% 5.3% 0.0% 0.0% 0.0% 94.7% 100.0% 

TV 59.1% 11.5% 11.5% 0.0% 7.7% 69.2% 100.0% 

Total 73.6% 12.6% 3.8% 0.6% 10.1% 73.0% 100.0% 

Twitter Availability and Update Frequency (in Percent per Media) 

 

 

YouTube Tables 

Media No of Entries Inactive Rare Monthly Weekly Daily Media 
Total 
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Newspaper 68 3 0 1 0 0 4 

Tab/Magz 78 16 5 5 3 0 29 

Printed 146 19 5 6 3 0 33 

Radio 26 2 1 5 1 0 9 

TV 44 8 3 2 4 0 17 

Total 216 29 9 13 8 0 59 

YouTube Availability and Frequency of Updates 

 

Media YouTube 
Availability 

Inactive Rare Monthly Weekly Daily Media 
Total 

Newspaper 5.9% 5.1% 0.0% 1.7% 0.0% 0.0% 6.8% 

Tab/Magz 37.2% 27.1% 8.5% 8.5% 5.1% 0.0% 49.2% 

Printed 22.6% 32.2% 8.5% 10.2% 5.1% 0.0% 55.9% 

Radio 34.6% 3.4% 1.7% 8.5% 1.7% 0.0% 15.3% 

TV 38.6% 13.6% 5.1% 3.4% 6.8% 0.0% 28.8% 

Total 27.3% 49.2% 15.3% 22.0% 13.6% 0.0% 100.0% 

YouTube Availability and Frequency of Updates (in Percent) 

 

 

 

Media YouTube 
Availability 

Inactive Rare Monthly Weekly Daily Media 
Total 

Newspaper 5.9% 75.0% 0.0% 25.0% 0.0% 0.0% 100.0% 

Tab/Magz 37.2% 55.2% 17.2% 17.2% 10.3% 0.0% 100.0% 

Printed 22.6% 57.6% 15.2% 18.2% 9.1% 0.0% 100.0% 

Radio 34.6% 22.2% 11.1% 55.6% 11.1% 0.0% 100.0% 

TV 38.6% 47.1% 17.6% 11.8% 23.5% 0.0% 100.0% 

Total 27.3% 49.2% 15.3% 22.0% 13.6% 0.0% 100.0% 

YouTube Availability and Frequency of Updates (in Percent per Media) 
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