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RINGKASAN 
 

 

BAMBANG PRIYO JATMIKO. Penggunaan AI Dalam Jurnalisme dan 

Implikasinya Terhadap Trust Serta Perilaku Audiens Media Arus Utama di 

Indonesia. Dibimbing oleh ALIM SETIAWAN SLAMET dan WITA JUWITA 

ERMAWATI. 

 

Penelitian ini dilatarbelakangi oleh gelombang disrupsi digital dan pergeseran 

pola konsumsi informasi publik yang menekan industri media arus utama di 

Indonesia. Menghadapi penurunan market share media konvensional, perpindahan 

audiens ke media sosial, serta efisiensi tenaga kerja redaksi, perusahaan media 

mengadopsi teknologi Artificial Intelligence (AI) sebagai langkah transformasi 

strategis. Namun, adopsi AI dalam proses produksi berita memunculkan dilema etik 

terkait keakuratan, bias algoritmik, dan transparansi yang berpotensi menggerus 

trust audiens. Padahal, dalam bisnis media, trust merupakan aset strategis dan 

modal utama yang menentukan keberlanjutan bisnis (business sustainability). 

Untuk menjelaskan fenomena tersebut, penelitian ini mengintegrasikan tiga 

kerangka teori utama, yaitu Dynamic Capabilities Theory, Social Cognitive Theory, 

dan Organizational Trust Theory. Pemanfaatan AI oleh media diposisikan sebagai 

kapabilitas organisasi yang diturunkan menjadi kapabilitas teknis operasional 

(Content Creation) dan kapabilitas dinamis strategis (News Selection). Kedua 

kapabilitas ini, bersama faktor kognitif AI Self-Efficacy audiens, diuji pengaruhnya 

terhadap trustworthiness organisasi (diwakili oleh Kualitas Konten dan Kredibilitas 

Media), yang pada akhirnya membentuk rasa percaya (Trust) serta niat perilaku 

(Behavioral Intention) audiens. 

Metode penelitian yang digunakan adalah pendekatan kuantitatif eksplanatori 

(causal-explanatory survey). Objek penelitian mencakup lima media berita online 

arus utama nasional di Indonesia, yaitu Kompas.com, Detik.com, Tribunnews.com, 

Kumparan.com, dan Tempo.co, yang dipilih berdasarkan penguasaan pangsa pasar 

(>60%), serta tercatat di Dewan Pers. Data primer dihimpun melalui kuesioner 

terstruktur dengan teknik purposive sampling terhadap 200 responden terfilter. 

Analisis data dilakukan menggunakan metode Partial Least Squares Structural 

Equation Modeling (PLS-SEM) melalui perangkat lunak SmartPLS. 

Dari sembilan hipotesis yang diajukan, delapan hipotesis dinyatakan diterima 

dan signifikan secara statistik, sedangkan satu hipotesis (H4: News Selection 

terhadap Kredibilitas) dinyatakan ditolak. Berdasarkan pengujian hipotesis 

kapabilitas organisasi, kapabilitas teknis Content Creation terbukti menjadi 

pendorong paling dominan dalam membentuk trustworthiness media, baik pada 

dimensi Ability, Kualitas Konten, maupun dimensi Integrity & Benevolence / 

Kredibilitas Media. Sebaliknya, kapabilitas dinamis News Selection berpengaruh 

positif terhadap Kualitas Konten, namun tidak berpengaruh signifikan terhadap 
Kredibilitas Media. 

Di tingkat individu, AI Self-Efficacy terbukti berpengaruh positif dan 

signifikan terhadap Kualitas Konten dan Kredibilitas. Sesuai dengan Social 

Cognitive Theory, kematangan literasi AI audiens bertindak sebagai enabler 

kognitif awal yang mereduksi kecemasan teknologi. 



 

 

Terkait pembentukan rasa percaya, kombinasi Kualitas Konten dan 

Kredibilitas Media secara simultan mampu menjelaskan 58,4% variasi pada Trust 

audiens. Pengujian membuktikan bahwa pilar Kredibilitas Media memberikan 

kontribusi yang sangat raksasa dan dominan dibandingkan Kualitas Konten. 

Temuan ini menguatkan Organizational Trust Theory bahwa dalam lanskap 

jurnalisme, integritas etis dan human oversight institusi pengelola media lebih 

penting daripada sekadar kecanggihan teknologi. 

Selanjutnya, Trust terbukti berpengaruh positif, sangat signifikan terhadap 

Behavioral Intention. Temuan ini menegaskan bahwa otomatisasi AI di ruang 

redaksi baru akan terkonversi menjadi nilai bisnis yang berkelanjutan manakala 

teknologi tersebut dikelola untuk memelihara kepercayaan publik. 

Implikasi manajerial dari penelitian ini menekankan tiga pilar langkah 

strategis bagi pengelola industri media. Pertama, meningkatkan kapabilitas teknis 

Content Creation dengan membekali jurnalis pelatihan upskilling AI. Kedua, 

memperkuat kredibilitas media melalui transparansi penggunaan AI (AI 

disclosure/labeling) serta menjaga independensi redaksi dari bias kepentingan. 

Ketiga, mengimbangi pemanfaatan algoritma News Selection dengan kebijakan 

editorial yang berorientasi pada edukasi publik dan jurnalisme berbobot. 

Sebagai saran untuk penelitian mendatang, peneliti disarankan untuk menguji 

variabel anteseden kredibilitas lain (seperti brand reputation dan kepemilikan 

media), menguji hubungan kausalitas berjenjang dari Kualitas Konten ke 

Kredibilitas, memperluas indikator News Selection mencakup journalistic diversity, 

serta menggunakan pendekatan longitudinal dengan populasi responden yang lebih 

beragam. 

 

Kata Kunci: keberlanjutan industri media, kepercayaan audiens kepada media, 

media arus utama, pemanfaatan AI, perilaku audience media 



SUMMARY 
 

 

BAMBANG PRIYO JATMIKO. The Use of AI in Journalism and Its Implications 

for Audience Trust and Behavior in Mainstream Media in Indonesia. Supervised by 

ALIM SETIAWAN SLAMET and WITA JUWITA ERMAWATI. 

 

This research was prompted by the wave of digital disruption and the shift in 

public news consumption patterns, which have placed immense pressure on 

mainstream media industries in Indonesia. Faced with declining market share in 

conventional media, audience migration to social media platforms, and newsroom 

workforce downsizing, media organizations have adopted Artificial Intelligence 

(AI) as a strategic transformation initiative.  

However, adopting AI in news production raises ethical dilemmas regarding 

accuracy, algorithmic bias, and transparency, which threaten to erode audience 

trust. In the news media industry, trust represents a vital strategic asset and the 

primary foundation for long-term business sustainability. 

To explain this phenomenon, this study synthesizes three core theoretical 

frameworks: Dynamic Capabilities Theory, Social Cognitive Theory, and 

Organizational Trust Theory. The organizational adoption of AI is categorized into 

operational technical capability (Content Creation) and strategic dynamic 

capability (News Selection). These organizational capabilities, along with 

individual cognitive AI Self-Efficacy, were tested regarding their influence on 

organizational trustworthiness (represented by Content Quality and Media 

Credibility), which ultimately drives audience Trust and Behavioral Intention. 

Employing a quantitative causal-explanatory survey design, this study 

focused on five leading national online news media outlets in Indonesia: 

Kompas.com, Detik.com, Tribunnews.com, Kumparan.com, and Tempo.co. 

Primary data were gathered via structured questionnaires administered through 

purposive sampling to 200 screened respondents. Prior to completing the survey, 

respondents reviewed an AI-generated sample news draft as an anchor stimulus to 

homogenize cognitive understanding. Data analysis was performed using Partial 

Least Squares Structural Equation Modeling (PLS-SEM) via SmartPLS, where all 

constructs met convergent validity, discriminant validity (HTMT < 0.90), and 

reliability criteria, while proving free from Common Method Bias (VIF 1.000–

1.745). 

The structural model results revealed that eight out of nine hypotheses were 

supported, with only H4 (News Selection to Credibility) being rejected. Technical 

capability in Content Creation emerged as the most dominant driver of 

organizational trustworthiness, significantly enhancing both Content Quality and 

Media Credibility. Conversely, strategic dynamic capability in News Selection 

positively impacted Content Quality but failed to influence Media Credibility. 
These findings refute technological determinism and techno-centric perspectives, 

indicating that audience credibility is governed by professional news processing 

rather than algorithms chasing viral market trends. 

At the individual cognitive level, AI Self-Efficacy exerted a positive and 

significant effect on Content Quality and Media Credibility. In line with Social 

Cognitive Theory, audience AI literacy acts as an initial cognitive enabler that 



 

 

alleviates technology anxiety. Nevertheless, its small effect size demonstrates that 

individual literacy is merely a facilitating prerequisite, whereas the primary 

determinant of trustworthiness remains rooted in the tangible capabilities and 

ethical integrity of the media institution. 

Regarding trust formation, Content Quality and Media Credibility jointly 

explained 58.4% of the variance in audience Trust. The structural assessment 

proved that Media Credibility exerted a massive and overwhelmingly dominant 

effect on Trust compared to Content Quality. Aligning with Organizational Trust 

Theory, these results confirm that in AI-driven journalism, Indonesian audiences 

place far greater weight on the ethical integrity and human oversight of the news 

organization than on the technical sophistication of the news text itself. 

Furthermore, Trust proved to be a highly significant, positive, and most 

dominant predictor across the structural model toward Behavioral Intention, 

accounting for 56.5% of its variance. Supporting Commitment-Trust Theory, 

audience trust directly governs behavioral outcomes, including continued 

readership, word-of-mouth recommendation, and financial support. This confirms 

that AI automation in newsrooms yields sustainable business value only when 

deployed to safeguard public trust. 

Managerially, media executives are urged to upgrade technical Content 

Creation via human-in-the-loop workflows, uphold media credibility through 

transparent AI disclosures and editorial independence, and balance market-driven 

algorithms with public-interest journalism. Overall, this research strongly validates 

the Socio-Technical Perspective as the most suitable framework for AI adoption in 

media. Future research should explore additional institutional antecedents of 

credibility, test sequential mediation from content quality to credibility, expand 

news selection indicators to include journalistic diversity, and utilize longitudinal 

designs with broader demographic samples. 

 

Keywords: media audience behavior, media trust, mainstream media, sustainability 

of the media industry, utilization of AI 
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TABEL DEFINISI 

 

Istilah Definisi 

Artificial 

Intelligence 

Sistem komputer yang mampu melakukan tugas yang 

biasanya membutuhkan kecerdasan manusia, seperti 

analisis data, pengambilan keputusan, dan pemrosesan 

bahasa alami. 

AI dalam jurnalisme penggunaan sistem berbasis algoritma dan pembelajaran 

mesin untuk mendukung proses editorial, termasuk 

pemilihan berita (news selection), pembuatan konten 

(content creation), serta distribusi informasi kepada 

audiens.  

AI News Selection Pemanfaatan AI untuk memilih dan menyajikan berita 

kepada audiens  

AI Content Creation Pemanfaatan AI untuk proses pembuatan konten berita 

Self-Efficacy Keyakinan individu terhadap kemampuan dirinya dalam 

memahami dan menggunakan teknologi AI 

Kualitas Konten Mutu informasi yang disajikan media 

Kredibilitas Media Kemampuan, integritas, dan tanggung jawab media 

dalam menyampaikan informasi 

Media Arus Utama / 

Mainstream Media 

platform berita digital yang memiliki jangkauan 

nasional, reputasi institusional, serta praktik jurnalistik 

professional, serta terdaftar di Dewan Pers  

Perilaku Audiens Respons atau tindakan audiens sebagai akibat dari tingkat 

kepercayaan terhadap media  

Trust media Keyakinan audiens terhadap keandalan, kejujuran, dan 

kompetensi media dalam menyampaikan informasi  

Trustworthiness Komponen pembentuk trust pada organisasi 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




