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Abstract: Public relations uses social media to be able to do issue
management. However, many issues created by Public Relations
are polarized, there are two interest groups that conflict with each
other, resulting in two groups arguing and making rhetorical
arguments. The purpose of this study is to describe the phenomenon
of polarization of issues on social media carried out by interest
groups using a public relations and rhetorical approach. This
research method uses a literature study to obtain the desired data,
related to the polarization of issues on social media. The data
analysis technique used is content analysis. In conducting content
analysis, the researchers triangulated the data by searching for the
required literature, then classified the literature, conducted
documentation, rechecked the classified data, then analyzed using
a theoretical basis on polarization in social media using a public
relations and rhetorical approach. The results show that rhetoric-
based polarization on social media can create conflict, but before
polarization occurs, public relations can prevent it by managing
issues and gaining benefits for the organization.
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Introduction

Polarization in social media affects information and opinion in society. The
existence of an algorithm that shows the routine habits of social media users,
makes the system provide specific recommendations to users so that there is a
contribution from social media users in the evolution of social network structures.
The number of recommendations from links on social media and the dynamics of
opinion models formed on social media, makes a lot of polarization occur in social
media which is made from rhetorical strategies by public relations (Cinus et al,
2022).

Social media has significantly changed the way people consume information.
Algorithms on social media contribute to the polarization of opinion through the effect of echo
chambers. Echo chambers occur because of the interaction between individuals who have the
same mind, then they mutually reinforce their point of view, especially ideological points of
view. This influence is strengthened by the existence of an algorithm that strengthens echo
chambers in the form of recommendations for the type of information that social media users
should follow (Barbieri et al, 2014).

In the beginning, social media provided an opportunity for users to get easy access to
abundant information from all over the world. Social media offers a variety of information and
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public spaces to express opinions freely. But in its development, social media is widely used
for the benefit of a group of people in the form of partisan rhetoric and polarized discussions
(Boutyline & Willer, 2017).

This phenomenon then gives rise to the phenomenon of echo chambers, where social
media users end up isolating themselves by choosing exposure to content that matches their
opinions and strengthens their beliefs, attitudes, and behavior (Flaxman, 2016). The existence
of echo chambers has shaped the ideological homophile of users on social media in many
contexts (Hutchens, 2019).

On the one hand, this phenomenon brings a negative side, such as fertilizing the practice
of propaganda, disinformation, and misleading beliefs on social media users (Wang, 2018). In
the COVID-19 pandemic, the polarization that occurred on social media led to an explosion of
racism and xenophobia which resulted in discriminatory practices and attacks on certain races
in several parts of the world (Qureshi et al, 2022).

Public Relations utilizes echo chambers to amplify favorable opinions for the
organization with rhetoric on social media. Currently, public relations activities in the political
field that are most often highlighted are causing polarization. One of them is the result of a
survey from R & D Kompas (6/7/2022) which was later released by many other online media.
The survey results stated that the polarization of the effects of the 2019 presidential election
still exists today. The main cause is people who work consciously to confuse the situation,
namely buzzers or influencers. As we know, these buzzers work on instructions from the public
relations behind the scenes. Public relations for a particular mission is planning a war of opinion
or simply throwing negative comments between the two opposing camps on social media. But
sometimes because the network on social media continues to grow, the issues that are thrown
do not bear the expected results.

Public relations use social media to be able to do issue management. However, many
issues created by Public Relations are polarized, there are two conflicting interest groups,
resulting in two groups arguing and making rhetorical arguments. The purpose of this study is
to describe the phenomenon of polarization of issues in social media carried out by interest
groups using a public relations and rhetorical approach.

Various plans made by public relations are also intentional so that polarization occurs
on social media. All these activities need to be evaluated. Due to the consequences of growing
social networks, it is important for public relations not to immerse themselves in the current
polarizing trend. Public relations also need to ask and find out whether social media which is
the driver of polarization can be controlled? What steps should be taken so that the polarization
does not have a negative impact on real life. That is why this research was conducted.

Literature Review

Several previous studies found that social media users tend to access information from opinions
that they like and are homogeneous (Nikolov et al. 2015; Pariser 2011). From the behavior of
accessing that information, then confirming the user's prejudice which then turns into echo
chambers, where they produce and consume information that strengthens their beliefs
(Quattraciocchi et al, 2016). However, there are also follow-up studies with different results.
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Several other studies have stated that there are also different points of view on the
Facebook algorithm (Bakshy et al, 2015). Recent research has also found that the phenomenon
of echo chambers towards polarization depends on the role of the social networking platform
used as content distribution (De Arruda et al, 2021). Produced content is also distributed in
several combination methods supported by graphics, user interaction, and the presence of the
latest network embedding.

Consumption of information obtained from sources scattered on social media can cause
polarization of attitudes that have an impact on behavior. The distribution of friends on social
media platforms can also make polarization more real (O'Hara & Stevens, 2015). Studies on
polarization have long been carried out in various disciplines, such as sociology, psychology,
communication, and others. The following is a table of theories from the three scientific studies
above related to polarization:

Table 1.
Study of Polarization Theory from Sociology, Psychology and Communication
Source: Queshi (2022)

No | Field of study Theory Explanation of Theory

1 Sociology Game Game theory is used to understand the mechanisms
that link user behavior to expectations

Muted Group | The theory of silenced groups shows that
marginalized groups are unable to express
themselves on social media, resulting in distortion of
information and polarization.

Social This theory shows the feelings of individuals based
Identity on their group membership. Strong social ties to the
group will encourage partisan attitudes towards the
ideological attitude of the group

Social This theory describes the level of acceptance or trust
Distance that an individual or group feels towards other
individuals or groups in the network.
Protracted This theory refers to hostile interactions between
Social groups based on long-standing ethnic, cultural, and
Conflict religious hatreds.
2 | Psychology Cognitive This theory refers to the phenomenon when a person

Dissonance | experiences positive feelings due to getting
information that strengthens his opinion on social

media
Confirmation | This theory describes the tendency to interpret, seek,
Bias remember and like information that confirms his
belief in

Motivated This theory describes a tendency towards
Skepticism information skepticism that is disliked while
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receiving information that is in accordance with his
beliefs

Motivated This theory refers to individuals who enjoy biased
Reasoning reasoning to maintain consistency between attitudes,
behavior, and self-image so as to arrive at a preferred
conclusion.

Anti- This theory refers to the mobilization of several
reflexivity sectors of society that resist change and tend to
maintain the industrial capitalist system and

polarization.
3 Komunikasi Agenda Agenda setting theory describes the influential role
Setting of the media in disseminating information about

issues that the public should think about
Cultivation | This theory refers to the phenomenon of reality in
society that tends to be in harmony with the reality
displayed in the mass media.

Elaboration | This theory describes how people's attitudes are

Likehood formed from persuasive arguments circulated in the
Model media
Flaming Teori ini menggambarkan interaksi online di ruang

This theory describes online interactions in social
network chat rooms that are incompatible and
hostile due to differences in ideological beliefs
Spiral of | This theory describes individuals who tend to be
Silence silent when they realize that there is an unpleasant
opinion climate, so they choose not to express their
opinions to the public

Based on the theoretical study above, the making of polarizing rhetoric is not by itself.
It is created from the collaboration of scientific disciplines and theory. In this case, in addition
to collaborating with other fields in the organization, public relations also carry out strategic
and intensive collaboration with various parties. There is a gap in public knowledge about the
dynamics of polarization in social media, making the work of polarizing rhetoric on social
media closely monitored and controlled by public relations. Messages that contain polarization
are also aimed at the public who have also been polarized on social media (Ballard, 2022).

The issues that most often create polarization are political issues in the online realm.
Political polarization is a new phenomenon in Indonesian politics, this phenomenon became a
sharp spotlight in the 2019 elections with two opposing poles regarding their political choices
(Annas et al, 2019). Related to the above theory, flaming, confirmation bias, and motivated
reasoning are theories that can explain this phenomenon. The flaming theory explains
inconsistent interactions because individuals tend to argue and confirm information that is
already believed and maintain its consistency in online forums on social media. In other cases,
some polarization theories can also explain this phenomenon.
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The polarization that occurs in the online realm is inseparable from the rhetoric
conveyed on social networks. Rhetoric is used to persuade and motivate audiences in certain
circumstances by providing information or suggestions (Rohimah, 2022). Rhetoric is suitable
to be used to encourage the audience's choice of inaccessible original information. Rhetoric is
built on logos, pathos, and ethos. Logos with logical arguments. Pathos using emotional
psychology. And ethos with a good disposition from communicators (Safitri, 2017). In making
rhetoric, public relations are also guided by five canons, starting from invention, arrangement,
style, delivery, and memory.

Methodology

The methodology used in this research is qualitative. This research method uses a literature
study to obtain the desired data, namely data related to the polarization of issues in social media.
The data analysis technique used is content analysis. There are three news analyzed, about the
same theme in the same online media. Namely the news release from a survey conducted by
Kompas.com (6/6/2022). The following is a table of analyzed content:

Table 2.
Analyzed News Titles

No News Titles Source
1. | “Buzzer” dan Hoaks Jadi Penyebab Kian | nasional.kompas.com
Runcingnya Polarisasi Politik Sejak Pilpres
2019 (B1)

2. | Survei Litbang Kompas: Publik Nilai Buzzer | nasional.kompas.com
Provokatif Harus Ditindak Tegas (B2)
3. | Survei Litbang Kompas: 87,8% Responden | news.detik.com
Anggap Buzzer Peruncing Polarisasi (B3)

In conducting content analysis, the researchers triangulated the data by searching for the
required literature, then classified the literature, conducted documentation, rechecked the
classified data, then analyzed using a theoretical basis on polarization in social media using a
public relations and rhetorical approach.

Findings & Discussion
Rhetoric is considered as intelligence to make the right persuasion trap on a given occasion.
Public relations in this case, must be able to use the right social media in conveying an aesthetic
message to the public (Sari, 2022). Rhetoric as a science, has developed, starting from classical,
modern, and contemporary rhetoric. In contemporary rhetoric, the study is specifically for
analyzing written texts (Sutrisno & Wiendijarti, 2014). Rhetoric can also be in the form of the
use of spoken and written language (Wangsadanureja, 2022).

This study analyzes the ethos, logos, and pathos of the text of the compass R & D survey
results regarding the hot polarization that occurred during the 2019 election. There were three
news items that were discussed. In the first news (B1), polarization is carried out by influencers,
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buzzers, or provocateurs (ethos) they are consciously clouding the situation (pathos). Both
camps actively produce content on social media that provokes negative responses by claiming
each other's achievements and not appreciating the work of figures in the opposing camp
(logos). The effect of the rhetoric caused to date is still a war of opinion between the two
opposing camps (polarization). The presence of social media gives them space to provoke or
agitate by spreading incomplete information, from sources that are not credible, to hoaxes. B1
made a link to read three news stories as well. The first news entitled: KIB tanda tangani nota
kesepahaman, Airlangga: Kita Berupaya Tak Ada Politik Identitas dan Polarisasi di
Masyarakat. The second news entitled: Jokowi Dinilai Cukup Pragmatis dalam Tangani
Polarisasi. The third news entitled: Perludem: Kerumitan Teknis dan Potensi Polarisasi Akan
Kembali Kita Hadapi di Pemilu 2024.

In the second news (B2), the polarization is carried out by provocative influencers or
buzzers (ethos) by creating terms or labels for cebong and kadrun/kampret (logos). In addition,
they also comment on each other on social media that causes hatred or anger (pathos). The
effect of the rhetoric is also the same, namely the war of opinion or just negative comments
between the two camps is still happening today. B2 made a link to read three news stories as
well. First news: Buzzer hingga hoaks jadi penyebab kian runcingnya polarisasi politik sejak
Pilpres 2019. The second news entitled: Litbang Kompas: 79 Persen Responden Menilai
Keterbelahan sejak Pilpres 2019 Merusak Demokrasi. The third news entitled: Litbang
Kompas: Interaksi Warganet terhadap Anies Teratas, tapi Sentimen Positif Prabowo Tertinggi.

The third news (B3) also states that the perpetrators of rhetoric are buzzers or influencers
(ehos) who consciously confuse the situation (pathos) by provocatively clouding the
atmosphere (logos). B3 creates news tags with the choice of words R & D Compass, R & D
survey Kompas, buzzer, influencer, and polarization. B3 also made other news links by reading
too: Litbang Kompas: Pecah Kubu Pilpres 2019 Dinilai Rusak Demokrasi.

From the explanation above, we can see that one news source from the results of the
Kompas R&D survey can become several news stories on Kompas online and be re-released
with other media. We can see that the activities of Public Relations carried out by Kompas can
disseminate information to many media channels and carry out consistent agenda setting by
including other news on the reading link as well as three news articles which according to the
editors are related to the news that is being disseminated to the public. For other news agencies,
in this case detik.com also tries to play the agenda setting by creating a reading link as well, but
there is only one of them. Detik.com focuses more on click bait by creating a tag of five
keywords. To attract the public by using other theories such as cultivation, flaming, and
elaboration likelihood models.

What needs to be observed from the three news stories regarding polarization is the use
of buzzers and influencers in public relations activities. Especially in political organizations
and government. At first the buzzer was used as a promotional strategy and carried out rhetoric
to the public to win certain political candidates. Government public relations use buzzers so
that government programs get public attention and become trending topics on social media
(Rohmah and Ernungtyas, 2020).

The presence of a buzzer as a funnel or speaker always hums certain information or
content massively and repeatedly. Influencers are people who have many followers, have
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influence and credibility in their fields. Therefore, messages conveyed by influencers will reach
their followers in the form of shared and traffic on their social media (Wahyuningtyas, 2017).
The presence of buzzers and influencers is then appreciated by public relations based on
demand and supply in the market and creates a new industry in the digital era. This industry is
managed by communication agents in this case public relations, clients, and buzzers (Camilla
et al, 2017). The communication agency is the provider of buzzer accounts and determines
buzzer rates for clients. A communications agency that strategizes and looks for potential
buzzer accounts. Potential buzzer accounts are mapped based on the number of followers and
engagement on social media.

Buzzer makes rhetoric by spreading messages and issues massively through writing,
narration, pictures, memes, videos and more on social media. With the existence of algorithms
in social media, it becomes a place for distributing information that can be mapped based on
user homophily (Morrar et al, 2017). And this is used well by public relations to create
polarization to read the map of social media users according to their ideological attitudes and
beliefs for the benefit of the organization. The results show that rhetoric-based polarization on
social media can create conflict, but before polarization occurs, public relations can prevent it
by managing issues and gaining benefits for the organization.

References
Annas, F.B., Petranto, H.N. Pramayoga, A.A. (2019). Opini Publik Dalam Polarisasi di

Media
Sosial. Jurnal Pikom 20 (2), 111-122

Ballard, A.O., De Tamble, R., Dorsey, S., Heseltine, M., Johnson, M. (2022). Dynamics of
Polarizing Rhetoric in Congressional Tweets. Legislative Studies Quarterly.
https://doi.org/10.1111/1sq.12374

Boutyline, A., & Willer, R. (2017). The social structure of political echo chambers: Variationin
ideological homophily in online networks. Political Psychology 38 (3), 551-569.

Bakshy, E., Messing, S., and Adamic, L. A. (2015). Expo-sure to ideologically diverse news
and opinion on Facebook. Science 348 (6239): 1130-1132.

Barbieri, N., Bonchi, F., and Manco, G. (2014). Who to followand why: link prediction with
explanations. INKDD 14,1266-1275.

Camil, R., Attamimi, N. H., & Esti, K. (2017). Dibalik Fenomena Buzzer: Memahami Lanskap
Industri dan Pengaruh Buzzer di Indonesia. Centre for Innovation Policy and
Governance, 1-28.

Cinus, F., Minici, M., Monti, C., Bonchi, F. (2022). The Effect of People Recommenders on
Echo Chambers and Polarization. Proceedings of the Sixteenth AAAI Conference on
Web and Social Media (ICWSM 2022), 90-101.

De Arruda, H. F., Cardoso, F. M., De Arruda, G. F., Hern'andez, A. R., Costa, L. d. F., and
Moreno, Y. (2021). Modeling how social network algorithms can influence opinion
polarization. arXiv preprint arXiv, 00099

Fauzia, M., and Meiliana (2022). Buzzer hingga Hoaks Jadi Penyebab Kian Runcingnya
Polarisasi Politik Sejak Pilpres 2019. "Buzzer" dan Hoaks Jadi Penyebab Kian
Runcingnya Polarisasi Politik sejak Pilpres 2019 Halaman all - Kompas.com

133


https://doi.org/10.1111/lsq.12374
https://nasional.kompas.com/read/2022/06/06/09023741/buzzer-dan-hoaks-jadi-penyebab-kian-runcingnya-polarisasi-politik-sejak?page=all#page2
https://nasional.kompas.com/read/2022/06/06/09023741/buzzer-dan-hoaks-jadi-penyebab-kian-runcingnya-polarisasi-politik-sejak?page=all#page2

Proceeding The 2°¢ ICHELSS, August 24-25, 2022, Jakarta, Indonesia
Copyright © FIS UNJ 2022
ISBN: 978-623-92475-1-5
ISSN: 2963-1351

Fauzia, M., and Rastika, I. (2022). Survei Litbang Kompas: Publik Nilai Buzzer Provokatif
Harus Ditindak Tegas. Survei Litbang Kompas: Publik Nilai Buzzer Provokatif Harus
Ditindak Tegas

Flaxman, S., Goel, S., & Rao, J. M. (2016). Filter bubbles, echo chambers, and online news
consumption. Public Opinion Quarterly 80 (S1), 298-320

Hutchens, M. J., Hmielowski, J. D., & Beam, M. A. (2019). Reinforcing spirals of political
discussion and affective polarization. Communication Monographs 86 (3), 357-376.

Morrar, et al. (2017). The Fourth Industrial Revolution (Industry 4.0): A Social Innovation
Perpective. Technology Innovation Management Review. 1-10.

Nikolov, D., Oliveira, D. F. M., Flammini, A., and Menczer, F. (2015). Measuring online social
bubbles. Peer J Computer Science 1, €38

Pariser, E. (2011). The Filter Bubble: What the Internet Is Hiding from You. Penguin UK

Quattrociocchi, W., Scala, A., and Sunstein, C. R. (2016). Echo Chambers on Facebook.
SSRN Scholarly. Social Science Research Network. Rochester, NY

Qureshi, I, Bhatt, B, Gupta, S & Tiwari, A. A. (2020). Call for Papers: Causes, Symptoms
andConsequences of Social Media Induced Polarization (SMIP). Information Systems.
Journalhttps://onlinelibrary.wiley.com/pb-assets/assets/13652575/1S]_SMIP_CFP.pdf

Rohimah. (2022). Rhetorics in The Opening Addres by Soekarno and Susilo Bambang
Yudhoyono at The Asia Africa Conference. Al Risalah: Jurnal Studi Agama dan
Pemikiran Islam 13 (1), 74-91

Rohmah, M., Ernungtyas, N.F. (2020). Branding Buzzer: Implementasi dan Implikasi pada
Hubungan Masyarakat Pemerintahan. Inter Komunika: Jurnal Komunikasi 4 (2), 135-
148

Safitri, D. (2017). Kontestasi Retorika Islam Nusantara. [lmu Dakwah: Academic Journal for
Homiletic Studies 11 (2), 235-256

Sari, L.K. (2022). Kanon Style dalam Retorika Najwa Shihab Pada Acara Mata Najwa di Metro
TV. Stilistika: Jurnal Pendidikan Bahasa dan Sastra 15 (1), 47-63

Sutrisno, I., and Wiendijarti, I. (2014). Kajian Retorika Untuk Pengembangan Pengetahuan
dan Keterampilan Berpidato. Jurnal llmu Komunikasi 12 (1), 70-84

Wahyuningtyas, D. (2017). Buzzer Twitter pada Publikasi Organisasi Pemerintah: Studi Isi
Asosiasi Topik Tweet, Tujuan Tweet, Desain Penyusunan Pesan, dan Feedback Akun
Buzzer Twitter Kementerian Keuangan. Retrieved from
https://eprints.uns.ac.id/id/eprint/36 425

Wang, Q., Yang, X., & Xi, W. (2018). Effects of group arguments on rumor belief and
transmission in online communities: An information cascade and group polarization
perspective. Information & Management 55 (4), 441-449

Wangsadanureja, M. (2022). Unsur Retorika Dalam Surat Zainab Dalam Novel di Bawah
Lindungan Ka’bah Karya Buya Hamka. Jurnal llmiah Bina Bahasa 15 (1), 25-34

Zak and Tor. (2022). Survei Litbang Kompas: 87,8% Responden Anggap Buzzer Peruncing
Polarisasi. Survei Litbang Kompas: 87,8% Responden Anggap Buzzer Peruncing Polarisasi

(detik.com)

134


https://nasional.kompas.com/read/2022/06/06/09421461/survei-litbang-kompas-publik-nilai-buzzer-provokatif-harus-ditindak-tegas
https://nasional.kompas.com/read/2022/06/06/09421461/survei-litbang-kompas-publik-nilai-buzzer-provokatif-harus-ditindak-tegas
https://news.detik.com/berita/d-6112758/survei-litbang-kompas-878-responden-anggap-buzzer-peruncing-polarisasi#:~:text=Jakarta%20-%20Litbang%20Kompas%20merilis%20hasil%20survei%20terkait,24-29%20Mei%202022%2C%20dengan%20menumpulkan%20pendapat%20melalui%20telepon.
https://news.detik.com/berita/d-6112758/survei-litbang-kompas-878-responden-anggap-buzzer-peruncing-polarisasi#:~:text=Jakarta%20-%20Litbang%20Kompas%20merilis%20hasil%20survei%20terkait,24-29%20Mei%202022%2C%20dengan%20menumpulkan%20pendapat%20melalui%20telepon.

Proceeding The 2°¢ ICHELSS, August 24-25, 2022, Jakarta, Indonesia
Copyright © FIS UNJ 2022
ISBN: 978-623-92475-1-5
ISSN: 2963-1351

About the Author:

Chief Researcher

Dini Safitri
Universitas Negeri Jakarta, Indonesia
Researcher Member

Oot Hotimah
Universitas Negeri Jakarta, Indonesia

135



