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ABSTRAKSI

Perkembangan influencer marketing di Instagram menjadikan engagement
sebagai indikator penting yang memengaruhi visibilitas konten dan peluang kerja
sama dengan brand. Kondisi ini mendorong munculnya persaingan antarkreator
sehingga lahir komunitas online grup support sebagai ruang bagi para konten
kreator untuk saling memberikan dukungan melalui aktivitas like, comment, save,
share, dan view guna meningkatkan performa konten. Penelitian ini bertujuan
menganalisis budaya komunikasi yang terbentuk dalam komunitas online grup
support influencer di Surabaya serta mengkaji praktik pertukaran sosial yang
melandasi aktivitas anggotanya. Penelitian menggunakan metode kualitatif
dengan pendekatan netnografi dan paradigma konstruktivisme. Data dikumpulkan
melalui observasi partisipatif, dokumentasi digital, serta pengalaman imersi
peneliti sebagai anggota komunitas grup. Analisis data dilakukan secara
interpretatif menggunakan Teori Pertukaran Sosial. Hasil penelitian menunjukkan
bahwa budaya komunikasi dalam komunitas dibangun melalui aturan, norma, dan
mekanisme pertukaran yang terstruktur. Interaksi berlangsung berdasarkan
prinsip timbal balik, di mana anggota memberikan engagement dengan harapan
memperoleh dukungan serupa terhadap kontennya. Walaupun tidak memerlukan
biaya finansial, anggota tetap mengeluarkan biaya nonmaterial berupa waktu,
tenaga, dan perhatian. Sebagian anggota memandang grup support sebagai
strategi untuk meningkatkan performa awal konten, sedangkan kreator yang lebih
berpengalaman menilai engagement yang dihasilkan kurang organik karena
didasarkan pada koordinasi, bukan ketertarikan audiens secara alami. Interaksi
yang berlangsung secara berulang juga membentuk hubungan interpersonal yang
melahirkan dukungan di luar mekanisme grup. Penelitian ini menyimpulkan
bahwa komunitas online grup support merupakan bentuk adaptasi konten kreator
terhadap persaingan dan ketidakpastian algoritma Instagram melalui praktik
pertukaran sosial yang terorganisasi.

Kata kunci: budaya komunikasi, komunitas online grup support, influencer,
Instagram, netnografi, teori pertukaran sosial.
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ABSTRACT

The evolution of influencer marketing on Instagram has established
engagement as a crucial indicator influencing content visibility and opportunities
for brand collaborations. This landscape has spurred competition among
creators, leading to the emergence of online support group communities—spaces
where content creators mutually support one another through likes, comments,
saves, shares, and views to boost content performance. This study aims to analyze
the communication culture within an influencer support group community in
Surabaya and examine the social exchange practices underpinning its members'
activities. A qualitative research design was employed, utilizing a netnographic
approach and a constructivist paradigm. Data were gathered through participant
observation, digital documentation, and research immersive experience as a
group members. Data analysis was conducted interpretatively using Social
Exchange Theory. The findings reveal that the community's communication
culture is built upon structured rules, norms, and exchange mechanisms.
Interactions are driven by the principle of reciprocity, with members providing
engagement in the expectation of receiving similar support for their own content.
Although no financial cost is involved, members invest non-material resources
such as time, effort, and attention. Some members view the support group as a
strategy to enhance initial content performance, whereas more experienced
creators consider the resulting engagement less organic, as it stems from
coordination rather than natural audience interest. Repeated interactions also
foster interpersonal relationships, generating support that extends beyond the
group's formal mechanisms. The study concludes that online support group
communities represent a form of adaptation by content creators to competition
and the unpredictability of the Instagram algorithm through organized social
exchange practices. Keywords: communication culture, online support group
community, influencer, Instagram, netnography, social exchange theory.

Keywords: communication culture, group support, influencer, Instagram,
netnography, social exchange theory
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