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Abstract —This paper aims to describe how the construction adin organization's media relations contributed to he success of crisis
communication. In the body of an organization, thecrisis becomes as a necessity that accompanies thaamics in the body of the
organization. The crisis in the organizational struture can be triggered by internal or external confict. If the conflict is not well
managed, it is likely to be publicly disproportionde. The mass media have a role to disseminate news ¢he ones who need to be made
partner when we are experiencing a crisis organiz&n. This paper is a theoretical study and will ussome of the literature to gain a
foothold for analysis clicking crisis communicationissues are some organizations that have occurread indonesia. The case or conflict
of TNI AU (Indonesian Air Forces) mess of CokrosumanSurakarta and the Alexis hotel will be illustrated in this study. Instead of
comparing the two organizations is diametrically, lecause instead of apple and apple, but rather thatampt to describe that work for
them - each in connection with the construction ofnedia relation that they build. The crisis within an organization will be affect the
image / reputation in society, especially in the dital age where news will be real time and simultagously. The result of the study is the
public relations division within an organization is very important in constructing the media relation between the institutions with the
existing mass media institutions. In this study iappears that public relations of Adi Soemarmo Air Force base has managed to build a
good media relations, so it does not enter the trapf organizational crisis that occurred. Alexis hotl public relations stuck the moment
of crisis, so that efforts to restore the image d cultivated company still overshadowed by the pesption of the community that first
spread.

Keywords — Communication of Crisis; Media Relations; lge; Reputation; The Digital Era.

I. INTRODUCTION the mass media. The mass media will spread moradiyo
because the preferences of people or audiences for
information sources tend to refer to the mass mediher
than the pages of an agency directly, let alone for
information with the dimension of conflict. The rsasedia
also has a stronger infrastructure and an extensive
information distribution network. At this point thgublic
relations division within an institution is very meerned to
establish good relations with media institutions. gaod
strategy is needed so that public relations officer
relationships with institutions and media instibu$ can be
constructive. Thus, in this reflection will be dissed also
The digital age allows an institution or organiaatito how media relations strategy that can be builthzy gublic
make publications about things that happen withie t relations division of an organization.
institution through pages, Facebook, twitter, amstdgram.
With the vehicle publication can be done directly.
Publication is done indirectly through third pastimamely

In today's digital aesthetic, any information isesgling
so fast, simultaneously and massively. Within sdsoar
even a split second what happens somewhere capdoe s
elsewhere. Internet technology succeeded beyonel dina
space with an amazing strength. The Internet isesstully
applied to various areas of life, including impaottaand
prominent its application in the field of news betpress.
When it's linked to the public relations functioritin an
organization or institution, the dissemination fiormation
to do is direct and indirect.

In a dynamic life, the organizations certainly dleé
condition up and down. Business organizations, for
example, competition and country policy also afféoe
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internal atmosphere. Government organizations lare reot
free from the possibility of a crisis, as a resatft its
relationship with other agencies and with the publn
short, the crisis is a necessity that must be ipatied its
possible impact. At the very least is to make infation

about the crisis before the public becomes more
proportional.
Furthermore, the scope of this paper is crisis

communication. In this context does not mean that
communication led to a crisis (although there al crisis
occurs as a result of communication is not goodj, the
communication activities of the company or orgatiiza
when the crisis will be occur. Communication adi&s
referred to in this discussion is the communica#otivities
performed by the organization, institution or eptese to
control a wide range of public opinion. The opiniasually
arises as a side effect of the crisis. This papémited to be
solved in communication with the public organizatior
institution / audiences. In addition, the optimiaatof the
mass media to control the image of the institudera result
of the crisis.

Il. THE THEORIESLANDSKAP
A. THE CONCEPTIONOF CRISIS

In one communication science literature, crisis thase
fundamental understandinghe firstsense, the crisis was a
disaster, misery, distress came suddenly. Thesdgsiooted
in non-human strength, beyond the fence systentandot
be predicted, such as disease outbreaks, natwsastdis,
etc. Second.the crisis is a danger that comes periodically
because never taken adequate measures. The sdutie o
crisis together, factor beyond the power of mart, the
arrival can be calculated. Examples are floods¢dhdes,
The fire of forest, which has to do with human @atiAnd
the third, a crisis is defined as blasts of a series of
irregularities that overlooked to the system tohedpless.
The source of the crisis in the form of system dgsfion.

An example is the leadership crisis due to coraumpti
collusion and nepotism (Hardjana, 2000).

Crisis not without certain criteria or
characteristiccharacteristics.Laurence Bartonargued
that s ne worthy event or occurrence is said ta lésis if
they fulfill three fundamental criteria (Hardjan2000).
First is the event containing surprises, such as occurs
suddenly come, the effect is widespread in spacetiame
scalesSecondthe crisis could threaten the important values
that exist and grow in the community. An examplghs

crisis as a result of wage determination which was

occurs

considered not fit the real needs of society, sat th
employees do anarchic demonstrations, andhing is the
crisis requires an immediate decision to act. la Ktter
characteristic of this crisis of crisis due to matuisaster,
firms burned and others is a crisis condition gfaiuld get
anticipation based on the right decision.

Causative dimension of the crisis more detail rkaga
by Otto Lerbinger, professor at the College of
Communicatiorat Boston University. In his mind, the crisis
within the company may be caused by:

(1) Crisis Technology (Technological Crisis) the crisis
brought about by the technology that is not funitig
properly, failed to work and had adverse impactshsas
poisoning, accidents and death. For example, tpéoson
of nuclear reactors in Chernobyl, Soviet Union (now
Russia), as well as Union Carbide in Bhopal, India.

(2) Crisis Confrontation (Confrontation Crisis); namely
the rejection of some employees at the discretibrthe
company, consumers boycotted product of companyoup
unblock the road to the office or the factory owrmdthe
company.

(3) Crime Crisis (Crisis of Male Violence)in example,
when the Organization | crime to attack or to esrof the
company. One example is a bomb explosion in a sutima
London. Indonesia could we demonstrated in a bofast b
at the JW Marriot, throwing finance company officgigh
Molotov cocktails and so on.

(4) Failure Crisis Management(Crises of Management
Failure), this crisis is caused by one of the functions, one
group or one division of an organization or comp&npot
able to work properly and failed to carry out &tsat has
been assigned to him. Overview of the case is téidigs
credit involving internal corporate circles, suchs a
embezzlement scandal at Bank BNI of Kebayoran Baru
branch.

(5) The crisis related to other threats to the orgaization
(Crises involving other threats to the organizatipn
Another emerging threat here is the threat of fileci
takeover of the company by a competifoostile takeover),
the threat of acquisitions, mergers and so forileéd, not
every acquisition causes a crisis.

B. THEDIGITALERA

The present era is the digital era, where inforomati
technology manages to overcome spatial and spatial
disparities. Digital era is characterized by theré@asingly
widespread network of integrated communication and
information technology internet. The Internet islamse
network of thousands of computer networks that heac
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millions people all over the world. His initial nsisn was to
provide a means for researchers to accessing data d
number of expensive computer hardware resources.
However, now the internet has evolved into a vast find
effective communication ground, so it has strayedhya
from its original mission. Today, the internet leezome as
powerful and powerful as information and communarat
tool that we cannot ignore (LaQuey, 1997).

In the event of communication, the thing that
distinguishes the Internet and other global netwonlth
communications technology traditional is the lewe
interaction and speed that users can enjoy to besadheir
messages. So far, no medium that gives the opptyrtin
communicate in realtime and simultaneously with
thousands and even millions of people worldwideerimet
can be like as a fluid change at any time. As saen
information is disseminated, it is immediately difnt
opinions, criticisms, inputs or whatever the nanik seon
mate as a response manifestation. An example igdsing
of status in social media, briefly already appea@tments
on the post.

The used of internet increasingly widespread, \liti
variant that more and more applications. The Imemith
its various manifestations can be applied to helpesthe
problems of the various lines. In a business cdntx
example, use of the internet by professionals i® on
application of digital technology in the economiieel

Furthermore, many public relations practitionersthie
field of public relations fields speak on behalf of the
company have been considering the use of the etes a
public relation communication strategy. They haweother
choice and make the Internet a part of corporatureu
Through the internet is also every individual catdme a
publisher, consumers or conduct campaigns to inflae
consumer behavior. Specialized in field opens new
perspectives. Internet technology has changed bdqus
conventional PR communication patterns such aslitopmn,
bottom-up, horizontal, or mass communication. Al o
problems have been left at a much more real-tiner dfie
birth of the Internet (Holtz, 1999).

Internet and intranet have been long enough togbrin
their own perspectives and patterns in the infoionaage,
in the form of network technology that allows angatcess
anywhere to meet needs. For organizations or coi@pan
that adopt the internet will experience rapid depetent in
the midst of an increasingly heterogeneous public o
information and can capture a larger audience ogeta

market. No need to send it like a conventional Wapugh
postal and other delivery.

Furthermore, in theory the public relations pramtiers
can use the technology for a reason - for the Violig
reasons:

(1) The public relationspractitioners should be aware that
the audience / public can accessRakkssNews Releaser
transmitted using language that is familiar or lgasi
understood by a wide audience.

(2) Public can access the press release in the hopege
or pages that are owned by a company / institutianT his
means ideally every agency / company is importaritave
a page.

(3) PR can create amailing list from the public. Mailing
list software is a computer / electronic applicatidmet tan
spread thepress releasdo the public through e-mail box
(electronic mail) or e-mail. In the end, all of pigtrelations
activities over the network via the internet pravidn
opportunity for a public relation practitioner to
communicate, both internally with the company, adl\as
with external parties, including most importanthetwider
community.

C. THE MEDIA RELATION

Media can be understood as a communication channel
that serves to disseminate messages. With the media
message delivered is able to reach the audience or
communicants in a larger scale. With the media algb
spread of information far beyond the limits of spaand
time. In this paper, the media are meant to be mas$ia
both internet-based (online magazine, or newspapaily
online) and conventional, such as print newspapers.

In public relations functions, the relationship eeén
public relations firm / institution and the mediadomes a
necessary necessity. Especially in the digital evhere
everything is almost in our hands. The interactietween
public relations with media institutions generalferred to
asmedia relationsMedia relationsor press relationgpress
relations) by Frank Jefkins is an attempt to aadhiev
publication or broadcasting maximum (optimal) for a
message or PR information to create knowledge and
understanding to a wide audience, the company's
organization or company concerned. The main purmdse
the holding of press relations is to create knogtednd
understanding, not merely to spread a message siedle
parent company or client to have an image that @em
beautiful than the original in the public eye (Jagk 1992).
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At the base level, all materials obtained and alngdhe
press must be free of values and interests uralaterAll
information submitted to the audience to be honesthe
sense as it is. The interests of the public toinkite correct
information must take precedence. The personalublip
relation got positive response because put accofitihe
honesty at the center. In addition to a positivepomse,
good publicity wanted, as will be achieved andhat $ame
time the entire interest was fulfilled (Jefkins 9P9.

For the created of the sake of good relations th
media, personal public relations of an organization
institution is obliged to know the workings of thequired
partners.As we know, the media is media that in men the
information spread resting on delivery speed, amur
actuality, balanced and promotes the interestseaflers.
Moreover, the mass media should also be able tistass
readers to digest the information conveyed witheeasd
simplicity. They do this because of the time peopteo
read or watch watching them very short and the eead
comes from people who are heterogeneous both rimstef
age, expertise, knowledge and background of knayeldmlit
still defend the criticality level. In addition, dlg always try
to win the competition between the media that thell of
competition is so high. Finally, should keep tryiteggrab
the attention of the readers because outside thene tis
millions of information that hit and also attrattestion.

Ill. DISCUSSION
A. THE POWEROF MEDIA RELATION A BRIEFREFLECTION

The power of the media as a massive and simultaneou
information sharing actors cannot be separated ftben
advancement of information technology and commduituina
itself. If an institution or organization has ite/o organs to
distribute information regarding the company, feample
by publishing bulletins, pamphlets, building offitipages,
activating a Facebook account to twitter, stilldecimation
power is not as powerful as the mass media. Thes mas
media both online and print and electronics aiée reteded
as complementary instruments because one of théansed
essentially irreplaceable by others. Each massartea its
own character - each.

This paper will refer to a case, how good mediatiehs
can help an organization in times of crisis. Thésisr
published by the media (both crisis concerningittiernal
or external affairs of the organization) will grigaaffect the
organization's image before the public. This imagen
important element in an organization, or even imtligls,
because they were basically living on the imageeré&tore,

efforts to establish a good relationship betweaenhbman
being an institution with a public relations mediatitution
is in order to maintain the image itself.

Examples of cases that will be discussed in thpep#s
the conflict between residents of Cokrosuman metks w
Indonesian Air Forces (TNI AU) Base of Adi Soemarmo
Solo. As a conflict event, it certainly has its owews
value. Therefore all media in Solo preach the ocagh
different angle - different. The news presentetius to the
facts and even impressed " flat " although itldce the
media highlighting the execution of the exuberaeg
civiian versus military or humanitarian side of
compensation that is too small and so on. Newsduast is
selected news, among viewpoint - the viewpoint rfther
bus just dropped the Air Force's image in publieleSted
news that could degrade the image of the military

institution. Title titles such as " Poor TNI Asset
Management ", " Torts Invisible Citizens Humaner F
Cokrosuman " or " Military Wild When The Executio

Done : Brother Against Myself " will not be raiseg the
media. In addition to the media are also reluctamilitary
institutions, there must be good media relatiotetionships
built between the two institutions. The press / iaed
institution with TNI AU Base of Adi Sumarmo estedtled
good media relations concept, so that the incidihtnot
worsen the image of TNI in its news. News - the siew
delivered it provides public space for the pubti@ssess the
position of each party. Such public gets a chancemdve
the pendulum truth, to which it would be directed.

From the research of the researcher, in case dlictaof
Cokrosuman mes long before the conflict happened th
public relation of TNI AU have done good media tiela
strategy with media - media in Surakarta. Air FoRugblic
Relations periodically been invited journalists wisit the
Air Force base, simulating aircraft flew along withining,
and reciprocal visits to the office - the mediaiag#f The
visit is usually to introduce new officials to Idcmedia
leaders. At the end of each year there is an affialendar
distribution of agencies and souvenirs to mediavsreéAnd
that indirectly is a preventive project that candoge in the
public relations division of an institution or orgaation.

This is different from the case of the terminatioh
Alexis hotel operations in Jakarta some time agbthk
time of the closure of the suspected hotels fatdit
prostitution activity for the upper class; the pabelations
officials concerned also made a clarification bydimy a
press conference. As one of the media relatiorstioel
strategy press conference is necessary. Even thel ho
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publicist also invited the television media to codirectly
the room within the hotel that is considered tovmie the
facility of disguised prostitution. But does theeatpt to
recover the image work? It seems that the effod wavain
because the public got exposure to informationr atfbe
event of the discontinuation of the hotel's operatiook
place. In fact, the public relations function in iastitution
is also necessary to undertake the task of prexediities
as a means of early anticipation in case of evtvdscan
shake the positive image of an institution. In tese of
Alexis hotel, for example, the previous PR defilyite
monitor the corporate image over time. From timeinae
the public relation officer can be collecting oping and
perceptions about the hotel. From the absorptiorthaf
information, can be made report to the boss or lodatie
hotel to make a decision. It may be that if the ljgub
relations move quickly and even preventive dimemsiben
it would be not going to happen the closure of tasfy
services business. Far - away days for instancaatefe PR
held a press conference and continued to build the
company's image in the media to visit the placegieed
by community as a prostitution location.

In reality a public relations practitioner should &ble to
think reflectively about what has happened with \wisrk
unit. This reflective thinking does require supparsupport
from the institutional leadership structure, so whi
requires execution a managerial step supports eoteqgs.
Therefore, absorbing what develops in the structofe
society with regard to the course of the institatics
indispensable. Life is ultimately a matter of caurs
perception, so hearing about to improve performaisce
certainly a wiser real step, rather than an urfsatisry self-
defense effort.

B. THE CRISISCOMMUNICATION IN ACRISISORGANIZATION

In order to expand knowledge of media relations
strategy of an institution, a very important stagtipoint is
to start from the issue of the crisis itself. Conmication
crisis is different from crisis communication.
Communication crisis is a problem or crisis thatws in a
company caused by the elements of communicatioe. Th
process of communication containing a crisis (g)iss
characterized by:

(1) There is a sharp disagreemerdaind did not indicate any
intention or attempt to understand each other, saetking
the other party, so the potential error followede th
destructive physical action.

(2) Do not see the positive side or the good inteoms of
the communication the communication simply to

humiliate your opponent's position; communicationesg
asymmetric and difficult to converge.

(3) The message was received with a strict selectjomith
emotion and suspicion so that the message is tidtdVhat
stands out is not the equation of the fat ego,thabid so
on. (Panuju, 2002).

Meanwhile, within an organization, crisis can only
happen to certain divisions or sections, such asiating
division, marketing, operational or even in theldieof
public relations. K RISIS public relations are due
functions of public relations (PR) is not operating
effectively. Among others it is characterized bypublicist
failing to produce information, not being trustattigoeople
searching for other sources of information; faitedquell
rumors; not knowing the development of internal
organization; and top managers are reluctant to use
information from public relations. The crisis cadsey a
communication containing crises in the PR departraéso
can harm the company's fate. A heightened dispandead
to organization split, dispersed even into crimiaativity.
Obviously the latter is when to contact physicaihgur
losses (Panuju, 2002).

Instead, the crisis communication is to explain the
activities to disseminate information about terjaie a
conducive to the crisis (which in this context ascin the
organization). The crisis can be caused by natlisalsters,
technical malfunction, human error as well as ¢ffaio
resolve the crisis management firm. The purposerisis
communication is in order to achieve the objectivesrisis
management. The purpose of crisis management rislysu
avoiding crises more than anything else. Howevér, i
unavoidable, the aim is to stop the crisis quickimiting
losses, recover and restore public confidenceedgain the
reputation of the company that has been damagéddsbr
Crisis communications determine their success Beemits
success in helping realize the goal of crisis mansmnt. In
the above case, crisis communication is equallyedmnthe
public relations personal of both institutions, the result is
different because of different media relationstetyg.

C. TOWARDSOPTIMAL FUNCTION OFMEDIA RELATIONS

The case illustrated above shows optimal and non-
optimal media relations. The second case reflectom
optimal media relationship. H an association of ia@dthe
mediais not optimalrelations are relations cramped, pitch
limits on the relationship between resources andisne
search. There is no relational construction built the
nuances of professional ethics. In contrast, wlati or
media relationsare the optimal relationship that puts the
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interests of profits together. Without sacrificingublic
interest, PR can make the press take sides witbaimpany.
Makes the press motmumanfigure according to company
size. The press can also be used to servéhasEarly
Warning Systemprovide early information so that the
company can avoid the problem or crisis. With these
actions, the whole function, all the potential @néd in the
relationship is utilized as possible so that fipathe
handling of crisis communications goes well and ¢hisis
can be more quickly completed. Furthermore, somgswa
that might be able to optimize the role of medikatiens
are:

(1) Become Source of Credible Newg.he information to
be communicated to the media in addition to fulfgl the
creed of 5W 1H, also the most important to be aateur
real-time, balanced and above all is newsworthgws
value).

(2) The Positive Construction of Agenda Setting.
Generally theagenda settingheory is what makes many
leaders of companies / organizations are reluctanbntact
with the media. Agendaettinghas the proposition that the
media agenda influences the public agenda. Moreoit
information that comes out will be better, it ischase the
press suspected of having a hidden agenda thad coul
destroy the company, so that the press is betteded.

(3) Avoiding Trade News Construction. This model of
news trade relations is not very good because dkterp of
relationships woven if there is a momentary inteoedy.

(4) Positioning the Media as Your PR Officer. When
companies position the media as homework, theioekttip
will be more familiar, without obscuring the consttion of
news as mandated in the code of journalistic ethics

(5) Appreciate To The Journalist Profession.There are
sometimes see the profession of journalists ip#reeption
that is not good (stove maker, split the fact) tteatds to
close themselves from communication with media /
journalists.

(6) Construction of Reciprocal Relations. Between the
public relations organization / institution must be
established pattern of reciprocal relationshiptsd ho one
higher opinion of the other positions.

V. CONCLUSION

It cannot be denied, that the use of new meditefnet
in the digital era as it is today is a necessitglaRons with
good media by PR organization will help with bottege
institutions in saving an image companies in tirogsrisis.
A good relationship with the media at a time of +woisis
needs to be built as a manifestation of the prévent

function of an organization's public relations digh. In
times of non-crisis conditions, intimate relatioipstvith the
media may be able to catapult the image of thetunisin
concerned, given the power of social penetratiamfthe
media that is extraordinary.

Furthermore, the result of this study is the doisiof
public relations in an organization is very impaitdn
constructing media relations between the institutioy
institution existing mass media. In this studysitseen that
the Air Force public relations of Indonesian AorEe Base
of Adi Soemarmo has succeeded in establishing good
relation media, so it is not included in the trap o
organizational crisis that happened. Alexis hoteblic
relations stuck the moment of crisis, so that é¢ftw restore
the image of a cultivated company still overshadbtve the
perception of the community who first spread. Tieasion
can actually be prevented, if there is a good igrahip
between hotel management with the media, which fiioen
media can be measured how the image of the comimany
the realm of public perception.
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