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This study explores how audiences seek information from internet and social media
platforms, and considers what factors affect social media use during a crisis. The paper
is based on research conducted via a survey involving 162 active followers selected
from the 875,200 followers of the Indonesia Train Company: PT Kereta Api Commuter
Line official Twitter account (Info Commuter Line @CommuterLine). The study proposes
the Simplified Social Mediated Crisis Communication Model (SSMCC) as a variation on
the original Social-Mediated Crisis Communication (SMCC) Model by Jin & Liu (2010).
This variation is based on the argument that during a crisis, audiences located nearby
typically rely on social media (usually accessed via a mobile phone) rather than a
traditional media outlet when seeking information. This study concludes that some
of the themes related to the use of social media to search for information during a
crisis, and word of mouth (WOM) communication, are present in the Social-Mediated
Crisis Communication (SMCC) communication model. This study also discusses the
differences between the original SMCC model and the Simplified Social-Mediated
Crisis Communication model proposed by the researcher. There was no evidence of
an inactive social media user’s influence on information retrieval during a crisis; in
addition, there is no role of traditional media as a source of information retrieval during
a crisis. This research contributes to develop scientific knowledge and practices in
Indonesia.
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1. Introduction
Previous studies of communication during a crisis generally focus more on examining
communication theories used by organizations in times of crisis, but there is still very
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little research on communication during crises from the side of the audience affected
by the crisis itself. Austin, Liu & Jin (2012), state that previous studies on crises generally
identify crises at the level of severe crises and have a large impact [1]. However, research
has never been done to examine crises that occur when crisis levels are still in a mild
or moderate scale. In addition, research has not been conducted on communication
during the crisis in public service company organizations, primarily in Indonesia.
Therefore, this study looks at how the audience utilizes social media on the Internet
during a crisis and what factors influence the use of social media on the Internet during
a crisis by taking a case study of the disruption of passenger services at the Bekasi
line on April 12, 2019 due to the test try double track, which impacts the buildup of
passengers.

2. Literature Review and Research Questions
Previous studies have identified several forms of communication models when a crisis
occurs, such as image- repair strategies [2], Crisis-Response Strategies [3], the Corporate
Communication Response Model [4]. Furthermore, researchers identify from previous
research, how communication tactics are often used by organizations when a crisis
occurs, such as denial/ denial [5], reduction of offensiveness [6], modification [7], and
excuse [8].
The researcher identified several additional SMCC communication model researches
during crises that examined them from the perspective of stakeholders or audiences or
from both sides of the organization and stakeholder/ audience, such as enhancing and
transferring [9], diverting attention and ingratiation [10], stakeholder-desired emotional
and informational support strategies [11].
Previous studies have also identified the scale of crises that have generally occurred
on a large scale or have a large impact on stakeholders. Such as crises as a result
of managerial misconduct, crises as a result of natural disasters, crises as a result of
public health problems/ infectious diseases, Terrorism, hoaxes and rumors, business
and economic crises, and crises resulting from technological failures [12].
From the previous studies, a common thread can be drawn, which shows similarity
when a crisis occurs, namely the response to the crisis, which generally consists of
three traditional forms of response, namely: timely, consistent, and active response)
[13]. The next similarity is the response of providing information to stakeholders at
the time of the crisis is generally managed by utilizing well-organized media, such as:
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corporate websites [14]. Furthermore, the last similarity identified by the researcher is
the “interactivity” made possible by the use of social media on the Internet [15–17].
All of these studies generally are the SMCC model from the perspective of the
organization or company and occur in the United States and China, occurring within
the scope of the organization of private companies or public/ State areas. There is
little research on organizational communication carried out during a crisis, especially
those that examine from the side of the stakeholder/ audience affected by the crisis.
More specifics about how stakeholders seek information related to crises caused by
organizations in the territory of the State of Indonesia. So this study answers the research
gap.

2.1. Simplified Social-Mediated Crisis Communication Model
In this study, the researcher proposed a model called the Simplified Social-Mediated
Crisis Communication Model (SSMCC), based on the Social-Mediated Crisis Communication Model as shown in Figure 1 [18]. The researcher has research hypotheses based
on facts that arose in the field when the train service disruption occurred on April 12,
2019. The first research hypothesis was: when the crisis occurred, the dependence
on interactive social media based on mobile Internet phones became very high. The
second research hypothesis is: As a result of the crisis, the affected audience cannot
access information from traditional media (e.g: TV, Radio, and Newspapers) which
causes the role of traditional media as a source of information to a minimum.
This is appropriate, that during crises, audiences’ social media use increases [19, 20].
In some situations, audiences perceive social media to be more credible than traditional
mass media [19]. Furthermore, audiences seek out social media during crises because
they provide an unfiltered, up-to-date line of communication [19], and provide unique
crisis information that audiences cannot get elsewhere [21, 22]. Audiences also use
social media for emotional support and recovery from crises [11, 23]. Sites such as Flickr
and YouTube have been used to collect crisis images and information for larger groups
of individuals [24].
The third research hypothesis is: Social media inactive in a crisis on April 12, 2019 is
a stakeholder component whose role does not directly influence information retrieval
during a crisis and low levels of interactivity with an audience of active users of social
media; so their role can be ignored. In addition, the requirements in computer-mediated
communication require the connection between the user and the media and with other
DOI 10.18502/kss.v4i14.7887
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users, and their communication is transactional, quick response and not face to face
[25, 26], so if there are inactive users, this process cannot be found.
Therefore, in this study, the comparison between the original Social-Mediated Crisis Communication Model when compared to the simplified model, proposed by the
researcher, is: this study only includes the Organizational component, the Public as a
Social Media Follower, Public as Influential, Social Media Creators, Social Media itself
as a medium of organizational interaction with the public audience. This is appropriate
with the opinion, that Social media are digital tools and applications that facilitate
interactive communication and content exchange among and between audiences and
organizations [27].

Figure 1: Social-mediated crisis communication model (Source: Jin&Liu 2010)

The model proposed by the researcher is still considering the offline component of
Word of Mouth Communication, the same as used in the original model proposed by
Jin & Liu [18], because according to the researcher in the incident on April 12, 2019, that
form of WOM communication offline or without mediated social media this cannot be
avoided. As shown in Figure 2:
Therefore, based on the model of communication flow at the time of the crisis, this
study aims to provide an understanding of the following research questions:
RQ1: Why do audiences seek out social media for crisis information?
RQ2: What factors affect audiences seek out social media for crisis information?
RQ3: How does, the source and forms of crisis information, that audiences are
exposed to, affect their information seeking behavior?
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Figure 2: Simplified Social-Mediated Crisis Communication Model

3. Research Methodology
This research is qualitative research which aims to determine and search, to collect, to
process and to analyze research data. Furthermore, qualitative research is a research
effort carried out by working with data, organizing data, sorting it out into units that can
be managed, synthesizing them, looking for and finding patterns, discovering what is
important and what is learned, and decide what can be told to others [28].
The researcher, using the questionnaire instrument as in quantitative research, yet,
in the questionnaire contained open-ended questions to explore insights on 162 participant followers of @CommuterLine official accounts who experienced first hand the
events of 12 April 2019. The questionnaire was submitted online, due to the number of
participants quite a lot and spread in several areas in the greater Jakarta area, so it is
very difficult to conduct interviews in person. The questions in this questionnaire are
built based on important points in the Simplified Social-Mediated Crisis Communication
Model proposed by researchers.

4. Findings and Discussion
Although this research is qualitative, numbers and percentages are used in presenting
the results of this study to show the most significant themes or findings. The findings
in this study are as follows:
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4.1. Media use before crisis
Relating to the use of social media, in this study found the same themes as the SSMC
research [18], namely: entertainment, relationship maintenance, networking, and education. The most dominant theme percentage is using social media for entertainment
purposes while waiting and on the go (65%), followed by relationship maintenance
(19%), networking (12%), and the smallest percentage is for educational purposes (4%).
As shown in the following Figure 3:

Figure 3: Media use before crisis

4.2. Media use during crisis
This study also found themes related to the use of social media during a crisis, namely:
Fastest access to information sources (69%), Difficulties in accessing traditional media
(19%), Giving a warning (9%), Knowing the presence of family or friends (3 %). This finding
answers the 1st research question (RQ1) of: “Why do audiences seek out social media
for crisis information?” As shown in the following Figure 4:

Figure 4: Media use during crisis
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4.3. What factors affect social media use?
This study found themes related to what things influenced the participants in using social
media as a source of information during the crisis, namely: Convenience (62%), credibility
of information sources (31%), involvement in crisis (6%), situation and conditions (1%), and
influence of others (1%). This finding answers the 2nd research (RQ2) question of: “What
factors affect audiences seek out social media for crisis information?” As shown in the
following Figure 5:

Figure 5: Factors affect social media use

4.4. The role of social media Influencers
In this study also found that there are individuals and groups acting as influencers, which
influence how participants find information during a crisis through social media accounts.
In this case, the influence individual /group has their own social media account outside
the company’s official social media account. The researcher identified 162 participants
who in addition to following the official Info Commuter Line @commuterline account, also
followed the informal accounts created by the influencer, such as the @kommuterline,
@infoKRL, Roker KRLmania @ krlmania.
According to the participants, the role of influencers was more or less influenced
them in the process of finding information during a crisis. As a result of influencers,
participants prefer to seek information from official sources of corporate social media
accounts. This research also found a significant statement that the speed of conveying
information during a crisis through these unofficial accounts is sometimes faster than
the official account, because the account admin is likely to be involved or in a crisis
DOI 10.18502/kss.v4i14.7887
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location (56%). As shown in Figure 6. This finding answers the 3rd research question
(RQ3).

Figure 6: The role of Influencers

4.5. Word of Mouth communication during crisis
Furthermore, this study also found that during the crisis, there were also forms of
information seeking through Word of Mouth communication; however, participants
stated that this form of information retrieval was only addressed to the authorities (93%).
The following Figure 7 shows the forms of communication of Word of Mouth during the
crisis aimed at finding information related to the crisis.

Figure 7: WOM Communication during crisis

4.6. Inactive Social Media User during Crisis
Although the SSMCC model used in this study did not include the Inactive Social Media
User component as an influential audience in the process of finding information during
the crisis as previously thought. However, the researcher still asked participants about
the role of the active social media user during the crisis in the process of finding
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information related to the crisis. The results show that the majority of participants (162)
stated that inactive social media users had no influence on information seeking during
a crisis.
Of the several themes found above, several themes indeed reinforce the SMCC
Model.As in the theme: the use of media before the crisis, the use of media during
the crisis, the factors that influence the use of social media, the role of social media
influencers, the form of communication of Word of Mouth (WOM) during the crisis, can
be found in this study.
Through the simplified SMCC model, proposed by the researcher, it also strengthens
the research hypotheses, that in a crisis situation the use of traditional media is very
minimized or even non-existent, and also managed to find inactive social media as
having no influence in the process of finding information during the crisis. This contrasts
with the SMCC model which states the role of traditional media and inactive social media
users in influencing information search for the audience, in times of crisis [18].

5. Conclusion and Recommendation
From this study it can be concluded that when a crisis occurs the audience will look for
crisis-related information by using mobile social media platforms, which are connected
to the Internet to credible sources. In this case it is sourced from an organization/
company social media account. Search for information related to crises through social
media on a mobile platform, is high during a crisis, due to the speed, convenience, ease
of access, compared to traditional media.
In addition, among other users of mobile social media platforms there is also a form
of communication during a crisis, which is based on the motive to inform family/ friends,
notify the situation, give warnings, and also due to the influence of other social media
users, which is in the SMCC model are called social media influencers [18], all of which
cannot be done using traditional media, because of their interactivity and being able to
reach many publics.
The form of communication Word of Mouth (WOM), communication that is not mediated by social media [18], also occurs during crises, but its nature is only limited
directed from the audience to credible sources at the location. It is rare for this WOM
communication to occur intensively among the audience at the crisis location.
However, this study also found differences related to the use of traditional media,
which was very low as a source of information on the location of the crisis compared to
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the model proposed by Jin & Liu (2010). Inactive social media were also found to have
no role in influencing the audience’s information retrieval process during a crisis.
For further research it is advisable to also examine from the perspective of organizational or corporate communication through social media when a crisis occurs, to bridge
the existing gap of this research which only examines from the stakeholder or audience
only, both in the form of qualitative research and quantitative research.
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