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ABSTRAKSI

Fenomena krisis reputasi di era media sosial semakin kompleks, ditandai
dengan cepatnya arus informasi serta tingginya partisipasi publik digital dalam
membentuk narasi. Penelitian ini bertujuan untuk menganalisis strategi komunikasi
krisis yang dilakukan oleh Portee Goods, merek sepatu lokal asal Bandung, dalam
merespons tuduhan plagiarisme desain yang mencuat dan berkembang melalui
media sosial. Permasalahan dalam penelitian ini difokuskan pada bagaimana
strategi komunikasi krisis dirancang dan dijalankan oleh Portee Goods dalam
konteks dinamika komunikasi digital. Penelitian ini menggunakan pendekatan
kualitatif deskriptif dengan metode studi kasus. Teknik pengumpulan data
dilakukan melalui wawancara mendalam kepada lima informan yang terdiri dari
praktisi komunikasi, akademisi, konsumen, dan pemerhati industri kreatif, serta
dokumentasi unggahan media sosial. Kerangka teori yang digunakan adalah Social-
Mediated Crisis Communication (SMCC) untuk menganalisis dinamika
komunikasi krisis di media sosial, dan Image Repair Theory (IRT) untuk menelaah
bentuk strategi retoris yang digunakan dalam upaya pemulihan citra.

Hasil penelitian menunjukkan bahwa strategi komunikasi krisis Portee
Goods bersifat reaktif, ambigu, dan minim klarifikasi. Berdasarkan analisis SMCC,
perusahaan tidak mampu mengelola hubungan dengan publik digital secara
strategis dan partisipatif, sehingga membiarkan isu berkembang melalui kontribusi
kreator dan komunitas daring. Sementara itu, berdasarkan kerangka IRT, strategi
yang digunakan cenderung berfokus pada reducing offensiveness melalui bolstering
dan transcendence, tanpa disertai pengakuan kesalahan atau tindakan korektif.
Strategi ini diterapkan dalam tiga tahapan: (1) tahap saat krisis, ditandai dengan
unggahan satir dan tidak akomodatif; (2) tahap pascakrisis, tanpa klarifikasi atau
evaluasi publik; dan (3) tahap refleksi, yang menunjukkan ketiadaan es
pembelajaran organisasi secara terbuka. Simpulan dari penelitian ini menunjukkan
bahwa absennya komunikasi dua arah, keterbukaan, dan respons yang empatik
menjadikan strategi Portee Goods tidak efektif dalam meredam eskalasi krisis.
Akan tetapi, efektivitas disini ditandai dengan kemampuan dalam mempertahankan
perhatian publik, meningkatkan engagement, serta memperkuat identitas merek
dalam lanskap digital. Penelitian ini menegaskan pentingnya kesiapan strategis
dalam komunikasi krisis berbasis media sosial serta relevansi penerapan SMCC dan
IRT dalam menganalisis dinamika komunikasi di era digital.

Kata Kunci: Komunikasi Krisis, Media Sosial, Plagiarisme, Portee Goods
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ABSTRACT

The phenomenon of reputational crisis in the era of social media has grown
increasingly complex, marked by the rapid circulation of information and the active
participation of digital publics in shaping narratives. This study aims to analyze
the crisis communication strategy employed by Portee Goods, a local footwear
brand based in Bandung, in response to allegations of design plagiarism that
emerged and evolved across multiple social media platforms. The core issue
addressed in this research focuses on how the brand formulated and executed its
crisis communication strategy within the dynamics of digital communication. This
research adopts a descriptive qualitative approach with a case study method. Data
were collected through in-depth interviews with five informants, including
communication practitioners, academics, consumers, and observers of the creative
industry, as well as documentation of social media content. The theoretical
framework employed includes Social-Mediated Crisis Communication (SMCC) to
examine the dynamics of crisis discourse on social media, and Image Repair Theory
(IRT) to assess the rhetorical strategies used in reputation recovery.

The findings reveal that Portee Goods’ crisis communication strategy was
reactive, ambiguous, and lacked transparency. From the SMCC perspective, the
company failed to manage its relationship with the digital public in a strategic and
participatory manner, thereby allowing the crisis to escalate through the actions of
digital creators and online communities. Meanwhile, based on IRT, the brand
primarily relied on reducing offensiveness strategies, particularly bolstering and
transcendence, without issuing explicit clarifications, apologies, or corrective
actions. These strategies were implemented across three phases: (1) the crisis
response phase, marked by satirical and unaccommodating posts; (2) the post-
crisis phase, characterized by the absence of public clarification or evaluation, and
(3) the reflection phase, which showed a lack of transparent organizational
learning. The study concludes that the absence of two-way communication,
transparency, and empathetic engagement rendered Portee Goods’ strategy
ineffective in mitigating the escalation of the crisis. However, its effectiveness can
also be interpreted through its ability to sustain public attention, increase
engagement, and reinforce brand identity within the digital landscape. This
research emphasizes the importance of strategic readiness in social media-based
crisis communication and highlights the relevance of SMCC and IRT in analyzing
the dynamics of communication in the digital era.

Keywords: Crisis Communication, Social Media, Plagiarism, Portee Goods
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