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ABSTRAKSI 

Penelitian ini menganalisis framing pemberitaan penayangan capaian 

program pemerintah Prabowo Subianto di bioskop pada portal berita online 

Kompas.com dan Tempo.co periode 14–19 September 2025. Fenomena ini 

menuai kontroversi karena dianggap berpotensi sebagai propaganda dan 

pelanggaran etika komunikasi publik sehingga penelitian ini bertujuan 

mengungkap bagaimana kedua media membingkai isu tersebut serta faktor 

penyebab perbedaannya dengan menggunakan analisis framing model Robert N. 

Entman, yaitu define problems, diagnose causes, make moral judgment, 

recommend treatment secara kualitatif deskriptif. Hasil penelitian menunjukkan 

Kompas.com menerapkan framing toleran dan cenderung mendukung pemerintah 

dengan memandang fenomena tersebut sebagai bentuk komunikasi publik yang 

sah, transparan, dan wajar selama tidak melanggar hukum atau mengganggu 

penonton dengan menonjolkan pernyataan resmi pemerintah, legitimasi praktik, 

dan perbandingan era Jokowi, serta hanya menyisipkan sedikit kritik masyarakat. 

Hal ini dilatarbelakangi karena kepemilikan Kompas Gramedia Group 

berorientasi pada komersial iklan dengan ideologi nasionalis moderat, dan dikenal 

dengan gaya “jurnalisme kepiting” sejak era pasca-Orde Baru. Sementara itu, 

Tempo.co membingkai secara kritis dengan menyoroti isu etika, potensi 

propaganda, indoktrinasi, resistensi masyarakat, penurunan kepercayaan publik, 

serta ancaman demokrasi sehingga lebih mengangkat penolakan publik, kritik 

akademisi dan aktivis HAM, serta perbandingan dengan praktik era Orde Baru. 

Tempo.co menggambarkan fenomena ini sebagai strategi yang tidak tepat. Hal ini 

dilatarbelakangi kepemilikan PT Tempo Inti Media Tbk sebagai perusahaan 

terbuka dengan kepemilikan saham tersebar sehingga Tempo tidak terpengaruh 

oleh kepentingan pemilik media dengan ideologi independen kritis yang terbentuk 

dari sejarah pembredelan. Perbedaan framing ini menunjukkan bahwa portal 

berita online bukan sekadar penyampai informasi, melainkan aktor aktif dalam 

membentuk persepsi publik terhadap kebijakan pemerintah yang dipengaruhi oleh 

kepemilikan, sejarah, ideologi, dan faktor ekstramedia lainnya. 

 

Kata kunci: Komunikasi Pemerintah, Prabowo Subianto, Pembingkaian, 

Kompas.com, Tempo.co 

 

 

 

 

 

 

 



 

 

vii 

 

ABSTRACT 

This research analyzes the framing of news coverage regarding the 

screening of President Prabowo Subianto's government program achievements in 

cinemas on the online news portals Kompas.com and Tempo.co during the period 

of September 14–19, 2025. The phenomenon sparked controversy for its perceived 

potential as propaganda and a violation of public communication ethics. 

Employing Robert N. Entman's framing model which includes defining problems, 

diagnosing causes, making moral judgments, and recommending treatments, this 

descriptive qualitative research examines relevant articles to reveal how the two 

media framed the issue and the factors influencing their differences. Findings 

indicate that Kompas.com adopted a tolerant framing leaning toward government 

support, viewing the practice as legitimate, transparent, and acceptable public 

communication as long as it did not violate laws or disrupt audiences, it 

highlighted official government statements, legitimized the approach, drew 

comparisons with the Jokowi era, and minimally addressed public criticism, 

resulting in a neutral-to-positive narrative shaped by Kompas Gramedia Group's 

commercial-advertising orientation, moderate-nationalist ideology, and post-New 

Order "crab journalism" style. In contrast, Tempo.co framed the issue critically, 

emphasizing ethical concerns, potential propaganda and indoctrination, public 

resistance, declining public trust, and threats to democracy, it amplified public 

rejection, criticisms from academics and human rights activists, and parallels 

with New Order practices, portraying the strategy as inappropriate and risk-

laden driven by PT Tempo Inti Media Tbk’s open shareholder structure with 

dispersed ownership free from dominant owner influence and its independent-

critical ideology rooted in historical censorship experiences. These framing 

differences underscore that online news portals are not mere information 

transmitters but active actors in shaping public perceptions of government 

policies, influenced by ownership structures, historical contexts, ideologies, and 

other extramedia factors. 

Keywords: Government Communication, Prabowo Subianto, Framing, 

Kompas.com, Tempo.co 

 

 

 

 

 

 

 



 

 

viii 

 

DAFTAR ISI 

 
LEMBAR PERSETUJUAN .................................................................................. i 

LEMBAR PENGESAHAN .................................................................................. ii 

PERNYATAAN BEBAS PLAGIASI ................................................................. iii 

KATA PENGANTAR .......................................................................................... iv 

ABSTRAKSI ......................................................................................................... vi 

ABSTRACT .......................................................................................................... vii 

DAFTAR ISI ....................................................................................................... viii 

DAFTAR GAMBAR ............................................................................................. x 

DAFTAR TABEL ................................................................................................ xi 

BAB I PENDAHULUAN ...................................................................................... 1 
1.1 Latar Belakang Masalah ................................................................................ 1 
1.2 Rumusan Masalah ....................................................................................... 11 
1.3 Tujuan Penelitian ........................................................................................ 12 
1.4 Manfaat Penelitian ...................................................................................... 12 

1.4.1 Manfaat Teoritis ................................................................................... 12 
1.4.2 Manfaat Praktis .................................................................................... 12 

BAB II KAJIAN PUSTAKA .............................................................................. 13 

2.1 Penelitian Terdahulu ................................................................................... 13 
2.2 Tinjauan Pustaka ......................................................................................... 17 

2.2.1 Portal Berita Online.............................................................................. 17 
2.2.2 Ekonomi Politik Media ........................................................................ 24 
2.2.3 Konstruksi Realitas Sosial ................................................................... 26 
2.2.4 Agenda Setting ..................................................................................... 28 
2.2.5 Ideologi Media ..................................................................................... 30 
2.2.6 Analisis Framing .................................................................................. 31 

2.3 Kerangka Berpikir ....................................................................................... 35 
BAB III METODE PENELITIAN .................................................................... 34 

3.1 Pendekatan Penelitian ................................................................................. 34 
3.2 Subjek dan Objek Penelitian ....................................................................... 36 
3.3 Sumber Data dan Korpus Penelitian ........................................................... 37 
3.5 Pengumpulan Data ...................................................................................... 39 
3.6 Analisis Data ............................................................................................... 40 

BAB IV HASIL DAN PEMBAHASAN ............................................................ 42 

4.1 Gambaran Umum Objek Penelitian ............................................................ 42 
4.1.1 Profile Portal Berita Online Kompas.com ........................................... 42 

4.1.2 Profile Portal Berita Online Tempo.co................................................. 46 

4.2 Hasil dan Pembahasan................................................................................. 51 
4.2.1 Hasil Penelitian .................................................................................... 51 



 

 

ix 

 

4.2.2 Pembahasan .......................................................................................... 55 
4.2.3 Perbandingan Framing Kompas.com dan Tempo.co tentang 

Pemberitaan Penayangan Capaian Program Pemerintah Prabowo Subianto di 

Bioskop ....................................................................................................... 117 
4.2.4. Konfirmasi temuan dengan Teori...................................................... 137 

BAB V KESIMPULAN .................................................................................... 149 

5.1 Kesimpulan ............................................................................................... 149 
5.2. Saran ......................................................................................................... 151 

5.2.1. Saran Praktis ..................................................................................... 151 
5.2.2. Saran Akademik ................................................................................ 151 

DAFTAR PUSTAKA ........................................................................................ 153 

LAMPIRAN ....................................................................................................... 156 

RIWAYAT HIDUP ........................................................................................... 161 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

x 

 

DAFTAR GAMBAR 

 

Gambar 1. 1 Komentar Warganet di Instagram @catatanfilm terkait Video 

Penayangan Capaian Program Pemerintah Prabowo di Bioskop ............................ 2 
Gambar 1. 3 Kritik Pakar UGM di Portal Berita Online UGM terkait Video 

Penayangan Capaian Program Pemerintah Prabowo di Bioskop ............................ 3 
Gambar 1. 4 Berita Tanggal 14 September 2025 pada Portal Berita Online 

Kompas.com ........................................................................................................... 6 
Gambar 1. 5 Berita Tanggal 14 September 2025 pada Portal Berita Online 

Tempo.co ................................................................................................................. 9 

Gambar 2. 1 Kerangka Berpikir ............................................................................ 36 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

xi 

 

DAFTAR TABEL 

 

Tabel 2. 1 Perbandingan Penelitian Terdahulu dengan Penelitian Sekarang ........ 16 

Tabel 3. 1 Berita Kompas.Com terkait Penayangan Capaian Program Pemerintah 

Prabowo Subianto di Bioskop ............................................................................... 38 
Tabel 3. 2 Berita Tempo.co terkait Penayangan Capaian Program Pemerintah 

Prabowo Subianto di Bioskop ............................................................................... 38 

Tabel 4. 1 Struktur Redaksi Kompas.com ............................................................ 44 
Tabel 4. 2 Struktur Redaksi Tempo.co.................................................................. 50 
Tabel 4. 3 Teks Berita Kompas.com ..................................................................... 52 
Tabel 4. 4 Teks Berita Tempo.co .......................................................................... 54 
Tabel 4. 5 Hasil Framing Teks Berita "Viral Video Prabowo Ditayangkan 

Sebelum Film Bioskop, Istana Buka Suara” ......................................................... 59 
Tabel 4. 6 Hasil Framing Teks Berita “Video Prabowo Tayang Sebelum Film di 

Bioskop, Ternyata Jokowi Juga Pernah” .............................................................. 65 
Tabel 4. 7 Hasil Framing Teks Berita "Heboh Iklan Prabowo di Bioskop, XXI 

Pastikan Sudah Tidak Diputar Lagi”..................................................................... 70 
Tabel 4. 8 Hasil Framing Teks Berita "Ketika Video Keberhasilan Prabowo 

Tayang di Layar Bioskop..” .................................................................................. 76 
Tabel 4. 9 Hasil Framing Teks Berita "Apa Isi Video Prabowo di Bioskop yang 

Tuai Kritik?" ......................................................................................................... 80 
Tabel 4. 10 Hasil Framing Teks Berita "Transparansi atau Propaganda Gaya 

Lama?" .................................................................................................................. 85 
Tabel 4. 11 Hasil Framing Teks Berita “Mengapa Tayangan Video Prabowo di 

Bioskop Mendulang Kritik?” ................................................................................ 90 
Tabel 4. 12 Hasil Framing Teks Berita "Hujan Kritik Penayangan Video Prabowo 

di Bioskop" ............................................................................................................ 94 
Tabel 4. 13 Hasil Framing Teks Berita "Sederet Fakta Penayangan Video 

Prabowo di Bioskop" ............................................................................................ 98 
Tabel 4. 14 Hasil Framing Teks Berita "Video Prabowo di Bioskop, Dosen IKJ: 

Terlihat Konyol" ................................................................................................. 104 
Tabel 4. 15 Analisis Framing Teks Berita "Politikus Gerindra Klaim Video 

Prabowo di Bioskop Langkah Inovatif” .............................................................. 109 
Tabel 4. 16 Hasil Framing Teks Berita "Video Prabowo di Bioskop Sudah Tak 

Tayang di Solo" ................................................................................................... 112 
Tabel 4. 17 Hasil Framing Teks Berita "Akademikus UGM: Video Prabowo di 

Bioskop Justru Munculkan Ketidakpercayaan Publik”....................................... 116 
Tabel 4. 18 Perbandingan Framing Teks Portal Berita Online Kompas.com dan 

Tempo.co ............................................................................................................. 132 


