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Abstract

News media outlets in Indonesia have been struggling to maintain their businesses and
roles in society in these challenging times. News outlets have dealt with the digital
disruption that has been decimating the news industry during the past ten years. In that
period, Indonesia has also held three contentious elections — the presidential elections of
2014 and 2019 and the Jakarta gubernatorial election of 2017 — all of which were
affected by hoaxes and disinformation on social media platforms. Hence, news media
outlets striving to find sustainable business models are now facing a complex

information ecosystem that demands rigorous verification.

This thesis examines how local Indonesian media outlets have adopted data journalism
to fight against hoaxes and disinformation and to support their businesses. It also
explores how some government institutions have implemented data journalism skills to
improve their websites and public communications. Through a thematic analysis of rich
natural data, semi-structured interviews, and a case study of five online news outlets,
this research has revealed the changes brought by data journalism in Indonesian
newsrooms and how agents outside the journalistic field are influencing the

development of data journalism.

After presenting the current news media situation in Indonesia as a background and
applying the propaganda model, this study demonstrated the challenges the news
industry players faced in the wake of the digital disruption caused by the arrivals of new
players in the journalistic field. The established players have been forced to improve
their journalism products by adopting data journalism. As well, the impact of the
government’s micro-level policy and human resources on data availability is a key
obstacle to the performance of data journalism. Yet, these obstacles are not
discouraging journalists. News outlets that are not affiliated with legacy media

organisations appear to have greater capacity to adapt to the new journalistic genres.

This thesis offers a picture of the dynamics of news production in Indonesia: the

emerging new roles in the newsroom, the supporting roles that have become
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instrumental, and how journalists need to distribute their authority and renegotiate
journalistic doxa to maintain their journalistic cultural capital and at the same time
strengthen their economic capital. On a macro level, this research has identified
interactions between news outlets, technology companies, not-for-profit organisations,

and government institutions crucial to the adoption of data journalism.

This study’s findings provide a timely critique of the role of journalism in Indonesia
against a backdrop of digital disruption of the news industry in an era of disinformation.
This thesis suggests that rather than competing with social media in terms of speed and
productivity, news media need to embrace journalistic cultural capital, including
intelligent commentary, accuracy, and clarity. It also encourages news outlets and their
journalists to deploy technology and collaborate to improve the quality of their work

and to initiate new business models.

Keywords: Indonesia’s news media, data journalism, digital disruption, hoaxes and

disinformation, field theory, government public relations.
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