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ABSTRAKSI 

Penelitian ini menelaah praktik komodifikasi khalayak dan negosiasi Kode 

Etik Jurnalistik di LKBN ANTARA Biro Jawa Timur. Komodifikasi khalayak 

dipahami sebagai transformasi perhatian, data, dan interaksi audiens menjadi nilai 

tukar. Audiens diposisikan sebagai komoditas yang dapat dimonetisasi kepada 

pengiklan dan mitra komersial. Studi ini bertujuan untuk menganalisis penerapan 

KEJ, mengidentifikasi bentuk-bentuk komodifikasi khalayak yang berlangsung, 

serta memahami hubungan antara penerapan kode etik jurnalistik dan praktik 

komodifikasi di lingkungan redaksi.  

Menggunakan metode etnografi yang mencakup observasi partisipatif di 

ruang redaksi, wawancara mendalam dengan pewarta, editor, dan manajemen, serta 

analisis dokumen internal, temuan menunjukkan bermacam manifestasi 

komodifikasi: pengumpulan dan pemanfaatan data pengunjung, strategi konten 

yang didorong metrik keterlibatan, dan upaya mengemas berita sebagai produk 

komersial sambil memenuhi target produksi. Sementara itu, mekanisme editorial 

yang meliputi verifikasi fakta, rapat redaksi, pelatihan, serta kompromi menjadi 

sarana utama penerapan dan adaptasi kode etik jurnalistik.  

Penelitian ini menyimpulkan bahwa kode etik jurnalistik berfungsi tidak 

hanya sebagai norma etis, tetapi juga sebagai kerangka negosiasi praktis yang 

memungkinkan manejemen redaksi mengelola tekanan komersialisasi tanpa 

sepenuhnya mengorbankan komitmen profesional. Kontribusi studi ini terletak 

pada penggabungan perspektif ekonomi-politik media dan etnografi newsroom 
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untuk memperkaya pemahaman tentang kerja etis dan batas-batas profesional di 

jurnalistik digital Indonesia.  

  

Kata kunci: komodifikasi khalayak, kode etik, jurnalistik, etnografi newsroom, lkbn 

antara, jurnalistik.  
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   ABSTRACT 

This study examined the practice of audience commodification and the 

negotiation of the Journalistic Code of Ethics at the ANTARA News Agency, East 

Java Bureau. Audience commodification was understood as the  

transformation of audience attention, data, and interactions into exchange value. In 

this process, audiences were positioned as commodities that could be monetized by 

advertisers and commercial partners. The study aimed to analyze the 

implementation of the journalistic code of ethics, to identify the forms of audience 

commodification that took place, and to understand the relationship between ethical 

guidelines and commodification practices within the newsroom.  

The research employed an ethnographic approach that involved participant 

observation in the newsroom, in-depth interviews with reporters, editors, and 

managers, as well as an analysis of internal documents. The findings indicated 

multiple manifestations of commodification: the collection and utilization of visitor 

data, content strategies shaped by engagement metrics, and the packaging of news 

as commercial products while meeting production targets. At the same time, 

editorial mechanisms such as fact verification, newsroom meetings, professional 

training, and negotiated compromises functioned as the primary means through 

which the journalistic code of ethics was implemented and adapted.  

The study concluded that the journalistic code of ethics functioned not only 

as an ethical norm but also as a practical negotiation framework that enabled 

newsroom management to address commercialization pressures without entirely 

sacrificing professional commitments. The contribution of this research lies in 
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combining the political economy of media perspective with newsroom ethnography 

to enrich the understanding of ethical labor and professional boundaries in 

Indonesian digital journalism.  

  

Keywords: audience commodification, journalistic code of ethics, newsroom 

ethnography, journalism, lkbn antara   
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