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ABSTRACT

Department of Communication and Information of the Province of Yogyakarta (Dis-
kominfo DIY) has one function: to provide public information and communication
management services. This function is a derivative of the main task of Diskominfo in
assisting the Governor in implementing Information and Communication Technology
(ICT) affairs. Diskominfo has several digital media platforms that the public can ac-
cess, one of which is using Instagram. In carrying out this function, Diskominfo is
obliged to become a provider of public relations facilities as a form of organizing
public communications. More significantly, on the emergence of Covid-19 in Indone-
sia, Diskominfo has played an important role in providing valid information, provid-
ing communication advice with the community, and keeping the people of Yogyakar-
ta conducive through the official Instagram channel @Kominfodiy. During the
pandemic, Kominfo DIY always provides content in the form of information related to
Covid-19. This shows that the government specifically provides communication me-
dia. Therefore, Kominfo DIY arranges Instagram management strategies during a
pandemic because many people in Yogyakarta are racing to the information dissem-
inated through Kominfo DIY's Instagram channel. In addition, social media manage-
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ment, especially during a pandemic, is also very important so that people can avoid
unclear information and hoaxes that can mislead the public. The goal of this study is
to learn more about and thoroughly investigate how the Yogyakarta Special Region
Communication and Information Service uses digital management. This research uses
a qualitative descriptive approach with a case study method. Based on the research
results, the researchers see that Kominfo DIY is quite good and organized in manag-
ing its social media accounts in terms of planning. This can be seen from the flexibil-
ity of content creation which continues to improve after evaluation.

Keywords: Digital Media Management, Instagram, Diskominfo DIY

INTRODUCTION

In early 2020, an event shook the world, namely the Covid-19 Pandemic, which had
various impacts on almost all aspects of life, including health, economy, education,
and social matters. To deal with Covid-19, the Indonesian government issued a policy
to suppress the spread of Covid-19, including implementing health protocols by
maintaining physical distancing, washing hands, and wearing masks. All activities that
cause crowds must also be avoided, causing everyone to reduce activities outside the
home, including work, worship, and studying must be done at home (Andiarna &
Kusumawati, 2020).

Everything done at home is greatly helped as the times have developed, and infor-
mation technology has become a daily companion for the community. The develop-
ment of information technology has created a new “virtual” space called cyberspace.
Cyberspace has changed various activities (political, social, economic, cultural, spiritu-
al, sexual) from the real world to the virtual world so that anything that can be done
in the real world can now be done in its artificial form in cyberspace (Piliang, 2012).
The development of Information Technology also spurs a new way of life, from the
beginning to the end of life, known as e-life, meaning that this life has been influ-
enced by various needs electronically (Cholik, 2021).

The development of information technology is also dominated by the internet, espe-
cially social media, thus showing that people have become more media literate, more
commonly called digital literacy. Potter (2019) states that digital literacy can be inter-
preted as “the ability to access and process information from any form of transmis-
sion,” which shows that people can access and process data and information trans-
mission in various media platforms (Harahap & Adeni, 2020). Changes in human
existence have also been strongly influenced by the growth of electronic and digital
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media, particularly the usage of the Internet as a communication tool. (Kristiyono,
2015). This is due to the fact that information technology and communication are
both based on scientific principles, making daily communication productive and effi-
cient (Setiawan, 2017). Information and communication technology is important in
the area of government, such as enhancing government performance, or what is
known as "e-government,” in addition to striving to make it easier to use in daily life.

E-government is one of the system changes in government that has the main func-
tion of being a tool for creating changes in services from the government to the
community. The benefits of e-government include, first, improving the effectiveness
and efficiency of apparatus performance in government processes; second, improv-
ing good governance with control, transparency, and accountability and third, em-
powering the community through the creation of a new society that is technological-
ly savvy and able to anticipate global changes. Fourth, improve the quality of public
services from the government to the community (Wardiningsih, 2009). Information
and communication technology, or "e-government,” is important in the area of gov-
ernment in addition to attempting to make daily life easier to use (Parsaorantua et
al., 2017).

Basically, social media is the latest development in information technology. This is
mentioned by Zarrella (2010), as social media makes it easy for everyone to com-
municate, participate, share and form a network online. It also can disseminate con-
tent created by the users (Tyas et al., 2016). Social media is a space on the Internet
that allows users to represent themselves, interact, cooperate, share, communicate
with other users, and form virtual social ties (Widada, 2018). Especially in a pandemic
era like today, social media is one of the alternatives for people to socialize and find
various information. The government uses social media to disseminate information
related to Covid-19. Many things are done by the government, one of which is social
media content management. The government must adapt to changes in content and
information that are the same as what is happening in the field. Efforts from social
media that lead directly to news related to Covid-19 currently occupy the highest
level of urgency, which is a form of prevention against the rise of hoaxes that can po-
tentially disturb the public. For democratic institutions, the media plays a powerful
instrument in shaping public opinion in the political, cultural, and economic fields as-
sociated with health during a pandemic (Sampurno et al., 2020).
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The information dissemination carried out by the Communication and Information
Technology Office (Diskominfo DIY) must be fast and precise so that society can
benefit from the information available. Diskominfo DIY is a government agency that
functions as a means and place to provide information services to the people of Yog-
yakarta (Asfriyani, 2022). DIY Kominfo disseminates information through social me-
dia, one of which is Instagram. Instagram is a social media that falls into the category
of social networks that can be accessed quickly and provide various kinds of infor-
mation (Prihatiningsih, 2017). The government also utilizes Instagram to conduct so-
cial campaigns to prevent Covid-19 (Fajar, 2021). In fact, Instagram content is de-
signed to attract users to access and even spread content.

It is known that the Instagram account @Kominfodiy during the pandemic automati-
cally appeared in the search feature on Instagram, especially in the Yogyakarta area.
This shows that the government specifically provides communication media. The
government uses social media as an alternative to providing services, making public
policies, collecting various community inputs, and getting closer to the community
(Furgon et al., 2018). The Yogyakarta Communication and Informatics Office as the
manager of the @Kominfodiy Instagram account became one of the information
centers during the pandemic in the DIY area. Diskominfo DIY, a government appa-
ratus that plays a role in the field of communication and information, strives to pro-
vide the latest and educative information for the community in the midst of a pan-
demic.

Instagram 23 o

kominfodiy © [EH
4,063 kiriman 44k pengikut 267 diikuti
#jogjaistimewa | Kominfo DIY

- Ak info DIV

ccy GEMINTAN VAKSIN €O JOGIA PASS MERAP|

Photo 1: Instagram platform @Kominfodiy

The @Kominfodiy Instagram account during the pandemic created various health-
related content and protocols to prevent the spread of Covid-19. The existence of
@Kominfodiy participates in social movements to build awareness and advocate the
use of the internet as a source of news and information control (Kencana, 2020).
Kominfo DIY also proves that public information disclosure is one of the pillars of

Journal of Contemporary Islamic Communication and Media (Vol. 2, Issue 2) DOI: https://doi.org/ 10.33102/jcicom.vol2no2.61



107

democracy, transparency, and good governance. With public information disclosure,
the public can monitor the pace of government performance. A government can be
said to have implemented the principles of good governance if, in the administration
of government, there is solid and responsible government management and princi-
ples that align with the concept of democracy (Nubatonis et al., 2014).

However, the previous research especially conducted by Handrini Ardiyanti in 2020
(Ardiyanti, 2020), Yonatan Alex Arifianto, Sari Saptorini, and Kalis Stevanus in 2020
(Arifianto et al., 2020), Evi Novianti, Aat Ruchiat Nugraha, and Diah Fatma Sjoraid in
2020, (Evi Novianti, Aat Ruchiat Nugraha, 2020), Anisa Putri Pratiwi, and Muhammad
Sufyan Abdurrahman in 2021 (Anisa Putri Pratiwi, 2021), Myoung-Gi Chon and
Seonwoon Kim in 2022 (Chon & Kim, 2022) and Riski Apriliani in 2022 (Apriliani,
2022) only discussed the outline of the government'’s efforts in providing information
related to Covid-19, not debating the draft content that the government will issue

The developments in digital media make digital media management more interest-
ing to study, especially because the Covid-19 pandemic has changed the pattern of
life, especially in content creation and the latest trends. Access to information, includ-
ing government, is growing along with the conditions of the Covid-19 pandemic,
which are still not over. The function of social media, limited initially to interpersonal
communication or entertainment, is now increasingly developing into the function of
an effective means of information without exception in the government sector. This
can be seen from the ease of access to government facilities or government trans-
parency by the public. Therefore, researchers are interested in researching, knowing,
and studying more deeply the digital media management of the Communication and
Informatics Office of the Yogyakarta Province. Indeed, this agency is closely related
to the dissemination of reliable information for the people of Yogyakarta.

LITERATURE REVIEW

Editorial Management in Digital Media

Major globalization changes in entering a new era caused by information technology
cause the evolution of organizational life to transform itself to adapt to the new
world (Maguni, 2014). According to Tommy (2009), management is a typical process
consisting of planning, organizing, implementing, and evaluating actions carried out
to determine and achieve predetermined target goals using human and other re-
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sources (Pattia & Radjagukguk, 2021). While this is happening, editorial develops into
a process that does not always include what is said on social media. In managing
news, editors offer three conclusions: facts (if the news is real), hoaxes (if the news is
false), and misguided (if the news contains truth, but is distorted by the news
spreader) (Viranda et al., 2019).

Meanwhile, editorial management is management that exists in journalistic media.
Mass media need editorial management to fulfill journalistic aspects so that it is
worth publishing and can meet the community's information needs (Dwiputra &
Nureni, 2019). Editorial management includes planning, organizing, directing, and
supervising the procurement, development, compensation, integration, and mainte-
nance of human resources in order to help achieve organizational (press), individual,
and community goals. One of the elements that must be considered in the function
of management carried out by both print and electronic media, is that a media seeks
news, writes, edits scripts, and disseminates information. So it is required to report
news in a relatively short time with a straight news language style, not wordy, brief,
and clear with premier data from the field (Fazryansyah et al., 2014).

While this is happening, editorial develops into a process that does not always in-
clude what is said on social media. In managing news, editors offer three conclusions:
facts (if the news is real), hoaxes (if the news is false), and misguided (if the news
contains truth, but is distorted by the news spreader) (Ula, 2015). While this is hap-
pening, editorial develops into a process that does not always include what is said on
social media. In managing news, editors offer three conclusions: facts (if the news is
real), hoaxes (if the news is false), and misguided (if the news contains truth, but is
distorted by the news spreader) (Arifina et al., 2021).

Instagram as Government Communication Media

Instagram is the suitable communication medium for it focuses on visuals, i.e., post-
ing interesting photos and videos would attract the audience’s attention. (Kusuma &
Sugandi, 2019). Instagram can also inspire its users so that it can increase creativity
(Rini, 2018). Instagram’s focus on visuals, which long texts can accompany, shows
that the platform has a high potential for political communication (Bast, 2021). So,
Instagram is very influential and important in government agencies because it can
convey information “closer” to the public with easy-to-understand language and at-
tractive visuals.
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Government agencies currently prefer Instagram because they realize the change in
public interest from initially using written mass media to digital media. In addition,
various features make it possible to capture the target millennial generation (Hafizh
Achmed, Yanti Setianti, 2019). According to Rybalko & Seltzer (2010), Agencies that
use social media carry out five principles. First, the principle of providing benefits to
users means that they can provide information about programs being and will be
carried out. Second, the principle of maintaining users can be done by providing
regular and continuous information and further information that users can use, such
as links, contacts, and so on. Third, encouraging the return of user visits can be done
if the agency can provide incentives or benefits that make the public or users contin-
ue to visit the relevant agency’s social media. Fourth, one must have an attractive
appearance. Fifth, conducting two-way communication is done so that the relevant
agencies involve users or the public to interact by providing opportunities to discuss,
ask questions, and provide answers (Jamil & Eriyanto, 2021).

This was also supported by Bertot and Jaeger (2010), who claimed that some poten-
tial advantages of interactive and instant social media can encourage a more open
and transparent government, thereby fostering the development of new platforms
for democratic participation. In addition, social media can also increase interaction
between governments. both public (Farhatiningsih, 2018). The use of social media al-
so influences the requirement for every government unit to stay current on societal
concerns. As a result, communication and information technology are required to
support the information demands of every government unit, one of which is the use
of government Instagram social media (Novianti et al., 2020).

RESEARCH METHODOLOGY

The type of research used in this research is descriptive qualitative analysis. Descrip-
tive research aims to collect information about the status of a symptom that exists at
the time the research is conducted. This descriptive research is intended to explore
and clarify a phenomenon or social reality by describing some variables related to
the problem and unit under study (Zellatifanny & Mudjiyanto, 2018). Meanwhile,
qualitative research, according to Yulianty & Jufri (2020), is a data analysis that must
be carried out carefully so that the data obtained can be narrated properly and be-
comes a feasible research result (Fadli, 2021).
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In addition, this research use a case study method. Yin (2012) defines a case study as
an empirical inquiry that investigates phenomena in a real-life context where the
boundaries between phenomena and context do not appear firmly, and multiple
sources of evidence are utilized (Kinas, 2018). This research will examine a phenome-
non of an agency in carrying out its duties, especially digital media management ac-
tions on the Instagram account of the Communication and Informatics Service of the
Special Region of Yogyakarta during the pandemic.

Interviews in this study were conducted by means of flexible and open-ended inter-
views, with a total of five informants, namely Pastika Setyorini, S. Sos in the infor-
mation analysis section, and the social media coordinator for Kominfo DIY. Bromastra
Krisna Putubrata, S.Tr..Kom, and Andreas Bagas Wicaksono, S.Sos, are DIY Kominfo
content creator experts. Maurits Daffa is part of the DIY Kominfo photography and
videography staff. Ersa Hazijah Martiyanti is part of the admin and social media
schedule for Kominfo DIY. The five informants met the sample inclusion and exclu-
sion criteria, which were in accordance with the researcher's goal, namely to find out
the management of digital media (Diskominfo DIY), so that the samples taken were
samples that had the task behind social media Diskominfo DIY. This research is in-
cluded in the descriptive research because it examines related actions taken by hu-
mans. Through this, the digital media management actions on the Instagram account
of the Communication and Information Technology Office of the Special Region of
Yogyakarta during the pandemic will be conveyed in the form of an explanation or
description.

FINDINGS AND DISCUSSION

Communication and information technology is developing very quickly. Communica-
tion through social media is a clear example of developments in the world of com-
munication today. Therefore, it is necessary to have good management of social me-
dia so that the purpose of social media can be conveyed. According to Philip Kotler
and Kevin Keller (2012), social media is a means for consumers to share text, image,
audio, and video information with each other and with companies or other agencies
(Fauzi, 2016). Social media in Indonesia has a tendency for political news through in-
dividual accounts, groups, and parties that cannot be accounted for as a proper
source of information. Most people also receive messages without caring about the
accuracy or validity of the information. The most important thing is to fulfill their
one-sided information needs (Susanto, 2017).
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Government agencies have a duty in public services, both services and information.
Government agencies have a public relations (PR) function to carry out the task of in-
formation servants. Public relations in an institution is a means of optimizing public
services, especially in information dissemination. If done optimally, the public rela-
tions function can improve the institution’s performance in public trust (Prastowo,
2020) “The role of government public relations in the era of technological and infor-
mation advances is now not only as a conveyer of information but also as a strategic
element in supporting the successful implementation of government programs, es-
pecially creating a reputation for good governance in the eyes of the public (Lani &
Handayani, 2021). PR practitioners must use technological tools to distribute infor-
mation to the public quickly, precisely, and effectively (Afnan, 2019).

The characteristics of good governance put forward by Van Dok (1999) are a high lev-
el of accountability within the state, and transparency in state affairs, especially those
involving the treasury. Then, the Rule of Law ensures that laws are obeyed and hu-
man rights are respected, especially in the issues of political freedom, voice, and
gender, an active and uncensored civil society movement, and effective and efficient
public services (Malik, 2018). Public information disclosure or transparency is very
important because it is one of the principles in realizing good governance, which has
been regulated in Law No. 14 of 2008. Article 1 of this Law states that information in-
cludes information, statements, ideas, and signs containing value, meaning, messag-
es, data, facts, and explanations, presented in accordance with the development of
information and communication technology electronically or non-electronically
(Fatullatifah et al., 2017).

The Special Region of Yogyakarta has been using Instagram actively. Basically, the
Ministry of Communication and Information of the Republic of Indonesia does not
determine the use of social media that must be owned as the choice is tailored to the
needs of each region. The determination of social media is seen from the target mar-
ket in each city and province (Maharani & Djuwita, 2020). Since the emergence of the
Covid-19 case, the Indonesian government, including Yogyakarta, must help prevent
Covid-19 from becoming more widespread by, for instance, providing information
about the development of Covid-19 in Yogyakarta by Diskominfo DIY. Through the
@Kominfodiy account, information on the development of Covid-19 is updated daily,
handling procedures, policies that apply during the pandemic, assistance, and infor-
mation about vaccines.

Journal of Contemporary Islamic Communication and Media (Vol. 2, Issue 2) DOI: https://doi.org/ 10.33102/jcicom.vol2no2.61



112

Information about Covid-19 is continuously posted until 2020 when most of the con-
tent is about the development, spread, impact, and solutions during the pandemic.
This info continues to be posted because the @Kominfodiy account, as one of the
official accounts for handling Covid-19, is directly connected to Jogja Pass as an ap-
plication for managing Covid-19. Moreover, the info is highlighted so that it can be
seen repeatedly. In addition, false information about vaccines, the impact of Covid,
and so on continues to be carried out. Content like this can help maintain a condu-
cive attitude in the community. Until now, the conditions in Yogyakarta have begun
to subside, and the revised content has begun to penetrate the previous content.
However, information about Covid remains the most important, especially as new
variants develop and the spread grows again.

VAKSIN CO... JOGJA PASS MERAPI SAFARI JO... COVID-19 TREND KU... HOTLINE C...

Photo 2: Instagram Highlights @Kominfodiy

The data in this research is primary and secondary data to make the information pro-
vided valid. "Primary data is the main requirement in integrating local government
information systems to realize e-government in a district/city government to realize a
smart city” (Suhono & Al Fatta, 2021). At the same time, secondary data is obtained
from library materials, applicable laws and regulations, and theories in various related
literature (Sumeru, 2016).

“For our data, there are two, namely primary data (take yourself) and sec-
ondary data. For primary data, we look for it ourselves starting from the cov-
erage of activities or direct involvement. We take secondary data from vali-
dated media from government social media, etc.”(Interview with Pastika,
Information Analysis and Social Media Coordinator of Kominfo DIY, 2 July
2022)

From the interviews that have been conducted, the researchers see related to how
the management of digital media management carried out by Kominfo DIY through
Instagram @Kominfodiy. Broadly speaking, the Instagram media management of
Kominfo DIY includes four activities: planning, organizing, implementing, and super-
vising, divided into pre-production, production, and post-production stages. Media
management is the stage of media management with the principles and the entire
management process, which covers the management functions carried out. Rahmita-
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sari (2017) says that the media is studied in full, its characteristics, position, and role
in the environment and economic, social, and political systems and where the media
is located (Qodriyah & Harmonis, 2022). In the following, the researcher describes
the stages of digital management carried out by Diskominfo DIY in managing Insta-
gram media, based on the results of interviews with several informants (samples).

Pre-Production Stage (Planning)

The initial stage of digital media management of Kominfo DIY is the planning stage.
Planning is the initial stage of managing social media that will be published on the
@Kominfodiy account. Planning is made to facilitate the process of content creation
and division of labor. This stage starts with collecting primary and secondary data,
knowing the limitations and advantages of content on social media platforms, and
producing content divided into image (visual) and video (audiovisual) content pro-
duction (Thifalia & Susanti, 2021).

Table 1: Differences in content creation planning mechanisms

N Aspect Before Evaluation After Evaluation
o

1 Scheduling Done for the next one month Done in the next 1-3 weeks

2 Number of Con- 1 Content per day 3 Content per day
tent Publications

3 Organizing Done by a small team Done by a team with a more

organized division

4  Content theme Done by a small team Performed by certain divisions

determination and then discussed further with

other divisions

Changes in the mechanism were made after an evaluation based on the conditions
experienced by the management of Kominfo DIY in managing its social media ac-
counts. In the pre-production stage, the Kominfo DIY media team usually prepares a
plan, one of which is a content creation schedule and its upload schedule. However,
because in practice, there is often information from other agencies that is more ur-
gent to upload immediately, this scheduling is then designed to be three days or one
week ahead. This stage also contains strategies applied to optimize each piece of in-
formation conveyed through content.
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“We make new innovations or follow trends. When the layout is lacking, we do
rebranding. This is so that the audience does not get bored with such a display.
For the admin team, more monitoring related to communication with the audi-
ence either through Direct Messages or comments” (Interview with Bromastra,
DIY Kominfo creative content expert, 2 July 2022)

One of the strategic efforts made is rebranding with a new layout. This aims to pre-
vent people from getting bored with the same content layout. Sadono (2013) says
rebranding is an effort to change or renew an existing brand to improve it (Maulana
& Zarassita, 2017). Meanwhile, the renewal of the layout is expected to further influ-
ence the audience’s perception of the content issued by Kominfo DIY. According to
Yusantiar & Soewardikoen (2018), layout is the “highlighting” of a message in social
media content in the form of illustrations or images to attract the audience’s atten-
tion. In addition, the selection and use of colors and good typography are also need-
ed so that the message conveyed is not wrong and can be received properly by the
audience (Prabowo et al., 2022).

One of the planning stages is brainstorming. This aims to ascertain the future plan,
the topic that will be raised into content and then evaluated to determine the specific
discussion. Social media planning begins with setting the objectives of social media
management based on the activities that will be carried out. This social media man-
agement aims to determine the target and what content is used to share with the
audience. Especially during the covid-19 pandemic, the @Kominfodiy account be-
came an information and complaint channel and was intended to clarify hoax news in
the midst of society.

“For planning, it starts with brainstorming about what the future will be like,
then evaluated by the TA team for specific discussions. For execution, it is
done quickly, considering that information media must be up to date. Espe-
cially during a pandemic, besides providing information, we also have to
clarify hoaxes” (Interview with Andreas, content creator expert at Kominfo
DIY, 2 July 2022).

Social media management planning requires a good strategy so that social media
management runs optimally and its implementation can be organized and con-
trolled. The strategy carried out by the Kominfo DIY social media management team
to attract public attention is to create interesting content and raise things that are
trending or happening in the community. That way, people will be interested in fol-
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lowing the managed social media accounts so that the objectives of social media
management can be achieved. Based on the researchers’ analysis, in terms of plan-
ning, Kominfo DIY is quite good and organized. This can be seen from the flexibility
of content creation which continues to improve after evaluation.

@w‘ P ©) (W) @kominfodiy | § (@) KominfoDIy /.> kominfodiy & -« Ikuti
Data Harian & Capaian . kominfodiy & Hasil laporan Dinas Kesehatan Kabupaten/Kota & RS
Rujukan Covid di DIY:
Vaksinasi m Update Hari Rabu, 23 Februari 2022, pkl. 16.00 WIB:
Total Suspek Kumulatif adalah 95.106 orang
D.l Yogyakarta
.

Total akumulasi jumlah kasus terkonfirmasi COVID-19 adalah
179.892 orang
Rabu, 23 Februari 2022

Sebanyak 154.857 pasien dinyatakan sembuh COVID-19
+2635 _
e e— Total 5.330 pasien positif COVID-19 meninggal dunia

UPAYA PENCEGAHAN

4 (7‘_

OO0 Jumiah suspek dalam pemantauan 1.410 orang
#BersamalawanCOVID19 o Q V l:]
#JogjaElingLanWaspada 81 suka
« & ominfo.jogjaprov.go.id (Y o @

Photo 3: Example of content on the @Kominfodiy Instagram page who follows the trending, infor-
mation about vaccines

Production Stage (Organizing and Executing)

Behind the implementation of content production on the @Kominfodiy account,
there is an organizational structure within Kominfo Yogyakarta Special Region related
to digital media management. The existence of an organizational structure strongly
influences the management system because it is based on the responsibility and au-
thority for operational activities carried out and coordinated by organizational mem-
bers individually and in groups to achieve goals (Rachmawati, 2016).
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Photo 4: Organizational Structure of DIY Communication and Informatics Social Media
Manager

Three specific divisions manage Kominfo DIY's social media accounts, including the
admin, photography and videography, and graphic design divisions. Previously, there
were four divisions, but then a merger was carried out so that it became three divi-
sions. This production stage involves several divisions that have been organized ac-
cording to their job description, with a division of tasks from each. The division of
tasks is expected to ensure that all processes run in an organized manner and main-
tain the harmony of each member.

First, the Admin Division is in charge of compiling content schedules and researching
the data. Then, this division would distribute data into infographic or videographic
content, perform re-accuracy, communicate with social media accounts from other
agencies, and manage all social media accounts, including Instagram, Twitter, Face-
book, and YouTube accounts of Kominfo DIY. Moreover, the admin division interacts
with other red plates or government agencies to exchange information and also in-
teract with the public through comments or direct messages.

“The admin division is the main backbone of the DIY Kominfo social media
because all data and information must be researched first by the admin. In
addition, if the design team has found the design, the admin will assess the
accuracy of the content feasibility” (Interview with Bromastra, content crea-
tor expert of Kominfo DIY, 2 July 2022).

Journal of Contemporary Islamic Communication and Media (Vol. 2, Issue 2) DOI: https://doi.org/ 10.33102/jcicom.vol2no2.61



117

Second, the Photography and Videography Division carries out coverage and docu-
mentation activities in the form of photos and videos for content on Kominfo DIY's
social media. This is done to maintain the validity of the data provided with primary
data. If it relies on external results, Kominfo DIY is also not doing good governance
well because it does not maintain and strive to provide truly valid information to the
public.

“Photo and video content is obtained from coverage, or we go directly to the
field. We need to prepare a lot of raw files so that it is easy to process.” (In-
terview with Mauris Daffa, Kominfo DIY internship team, 2 July 2022)

Third, the Graphic Design Division is in charge of designing content designs that will
be published based on data obtained by the admin division and have been evaluated
for accuracy and truth. The previous stage is to discuss to brainstorm the theme
raised so that it is easy for the public to understand. The Graphic Design Division also
needs to arrange an attractive layout so that the audience is interested in reading the
information issued by Kominfo DIY. Based on the statement above, it is obtained that
each published content has gone through a series of processes. The tasks of each di-
vision can also be seen in that the content production process in social media in-
volves all divisions, namely the admin, photography, videography, and graphic de-
sign. The material to be used as content in social media includes several stages of
management so that the content uploaded on social media is suitable for presenta-
tion.

The implementation of social media management carried out by the Yogyakarta city
government includes planning social media content, determining social media con-
tent, determining social media targets, uploading messages according to a prede-
termined range, monitoring the process of social media, interacting with the public
to answer incoming comments or messages and conducting evaluations. The Komin-
fo DIY account plans to upload three pieces of content daily and story posts clarify-
ing hoax news. Based on the observations, the content production process carried
out by Kominfo DIY has fulfilled the provisions for making content, especially as a
government social media account, where every published content has been designed
and evaluated.
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Photo 5: Data Distribution Process (Source: Kominfo DIY Archives)

Post-Production Stage (Supervision)

The post-production stage is proxied by the last function in digital media manage-
ment, supervision, and evaluation. Supervision is carried out to ensure that all activi-
ties are carried out according to the policy plans, strategies, decisions, and work pro-
grams formulated and determined previously. (Pondaag et al., 2017). Meanwhile,
evaluation is also important to find out what is lacking in the previous program so
that further improvements can be made. Supervision is carried out not only at the
end of the management process, but in fact, inherent supervision is carried out since
the planning, organizing, and implementation functions. Supervision media man-
agement is important so that the quality of the media is maintained. Reduced media
quality can lead to audience disappointment, which may cause audiences to turn to
other media. Through good supervision, the quality of the media will be maintained
so that audiences are fulfilled in their media consumption motives.
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“The supervision of the @Kominfodiy account is clear that there is valida-
tion before the content process is made. Before production, the credibility of
the source is checked. After production, it is rechecked to see whether there
are ambiguous words or writing errors and so on. The function is so that the
information conveyed is well publicized.” (Interview with Bromastra, expert
content creator of Kominfo DIY, 2 July 2022)

Monitoring and evaluation is the final stage of social media management. This activi-
ty is a process of assessing and identifying how the public responds to the dissemi-
nation of information through social media. The process of monitoring and evaluat-
ing social media running is carried out together with the social media management
team. Supervision is carried out by means of data validation and meetings that are
held regularly. Supervision is carried out flexibly, not only limited to meetings but al-
so using one of the android-based applications in the form of WhatsApp to make it
easier.

“Evaluation is done once a week, for reports to superiors once a month. We
emphasize checking primary data as well as secondary data, and also ad-
min management.” (Interview with Pastika, Information Analysis and Social
Media Coordinator of Kominfo DIY, 2 July 2022)

According to the statement above, the evaluation stage is carried out periodically
and incidentally. This evaluation stage is not only carried out by officials but also by
all staff and interns. Based on the discussion above, it can be concluded that the digi-
tal media management carried out by Kominfo DIY consists of three main activities:
pre-production stage (planning management), production stage (organizing and im-
plementing management), and post-production stage (regular and flexible monitor-
ing and evaluation activities).

The interviews explain that Kominfo DIY currently conducts digital media manage-
ment in a structured manner. This is because Kominfo DIY, when carrying out the
content creation process, also applies a clear organizational structure to run accord-
ing to its flow. Especially, during the Covid-19 pandemic, Kominfo DIY has also
changed the content creation planning mechanism, starting from preparing sched-
ules, the number of content publications, organizing and also determining content
themes. This is done so that the public always gets up-to-date information about the
development of Covid-19.
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CONCLUSION AND IMPLICATIONS

Based on the results of the analysis, the researchers see that @Kominfodiy digitial
media management in content creation goes through a series of processes after be-
ing collected. This research is carried out to prove accuracy, especially considering
that Kominfo DIY is one of the Yogyakarta government’s social media accounts, so
the uploaded posts must be valid. Before entering the design stage, the admin and
graphic design divisions brainstormed related content themes. After the data is vali-
dated and the content concept is drawn, this division will design designs based on
the data into infographics or video graphics in the form of Instagram stories. From
this explanation, it can be seen that the content production process in @Kominfodiy
social media involves all divisions: admin, photography, videography, and graphic
design. In addition, the material to be used as content in social media must go
through several stages of management so that the content uploaded on
@Kominfodiy's social media is suitable to be presented to the public.

Kominfo DIY, which acts as a government party, tries to remove barriers to get closer
to its audience. One of them is by replying to comments according to the time of the
comment and using language that is easy to understand and not rigid. This effort
was deliberately made by Kominfo DIY to eliminate negative opinions about the
government with a soft campaign. This shows that Kominfo DIY has carried out its
role well by making social media a place to interact with the community. That way,
two-way communication can run properly. In the final stage, after the content has
been produced, the team that manages the DIY Kominfo account will conduct super-
vision and evaluation. In addition, the management that manages @Kominfodiy
conducts evaluation activities periodically and incidentally. This evaluation stage is
not only carried out by officials but also by all staff and interns.
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