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ABSTRAK

Saat ini media baru khususnya media sosial banyak digunakan tidak hanya untuk tujuan hiburan, tetapi juga untuk
meningkatkan kesadaran publik tentang isu-isu lingkungan utama yang sangat penting untuk menyajikan topik-topik
seperti perubahan iklim, pemanasan global, keanekaragamanhayati, dan deforestasi, serta mendorong debat publik
dan pertukaran informasi. Penelitian ini bertujuan untuk mengetahui media baru dalam komunikasi lingkungan.
Komunikasi lingkungan dianggap melampaui kegiatan terkait kampanye yang juga mempengaruhi bagaimana orang
melihat diri mereka sendiri dan alam di sekitar mereka. Penelitian ini menggunakan CIFOR (The Center for
International Forestry Research) sebagai subjek studi kasus karena diakui sebagai organisasi ilmiah nirlaba
internasional yang melakukan penelitian tentang isu-isu terpenting dalam pengelolaan hutan dan lanskap global.
Penelitian ini memanfaatkan Model Ekologi Proses Komunikasi dalam Komunikasi Lingkungan. Sementara itu,
metode penelitian enggunakan kualitatif dengan pendekatan studi kasus instrumental tunggal dengan satu
kasus, yaitu CIFOR. Pengumpulan data dilakukan melalui observasi langsung, wawancara semi terstruktur, dan studi
pustaka ekstensif. Hasil penelitian ini menunjukkan bahwa CIFOR telah mengembangkan berbagai saluran digital
termasuk podcast, video, kumpulan data, presentasi, dan presentasi. Hal ini sesuai dengan Model Ekologi Proses
Komunikasi untuk mengkomunikasikan temuan mereka. Selain itu, ditemukan bahwa media baru di CIFOR
menggabungkan dan mengaburkan batas antara komunikasi interpersonal dan komunikasi media massa.

Kata kunci: Media Baru, Media Sosial, Model Komunikasi Ekologis, Komunikasi Lingkungan, CIFOR

ABSTRACT

Nowadays new media is widely used not only for entertainment purposes, but also to raise public awareness about
major environmental issues which is critical for presenting topics like climate change, global warming, and
deforestation, as well as encouraging public debate and information exchange. This research aims to seek the
utilization of new media in environmental communication. Environmental communication extends beyond campaign-
related activities which also affects how people see themselves and the natural world around them. This research uses
CIFOR (The Center for International Forestry Research) as a study case because it is recognized as an internationally
non-profit scientific organization that carries out research on the most importantissues in global forest and landscape
management. This research benefits from Ecological Model of the Communication Process which employs qualitative
research method with single instrumental case study approach. Data is gathered through direct observation, semi-
structured interviews, and extensive literary study. The result demonstrates that CIFOR has been developing multiple
digital channels including podcasts, videos, datasets, presentations, and datasets. This is in accordance with the
Ecological Model of the Communication Process to communicate their findings. Additionally, it has been found that
new media in CIFOR combines and blurs the lines between interpersonal communication and mass media
communication.
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1. Introduction

The development of new media and digital world
offers its users many conveniences, such as social
media, which enables people to communicate in
previously unthinkable ways. On social media, users
may contaith anyone directly and find out what's
happening across the globe. In the midst of the COVID-
19 pandemic social media becomes even more crucial
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in delivering the knowledge that a person or
community needs. Nowadays social media is widely
used not only for entertainment purposes but also to
raise public awareness about major societal issues
such as forestry and science. It is critical for
presenting topics like climate change, global warming,
and deforestation, as well as encouraging public
debate, information exchange, and gathering
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comments, opinions, and replies from social media
users.

Social media can be a useful tool for complementing or
even opposing traditional media discourse such as
television, radio, and printed newspaper. Traditional
media can use quotes and published statements from
policy players as well as journalistic viewpoints to
frame topics like REDD+ as source of one-way
information (Di Gregorio, etal., 2013), while in topics
like peatland fires and toxic haze in Indonesia, new
media is regarded an important component that has
influential storytelling (CIFOR, 2017). It also has the
possibility to be framed and skewed by the political
agenda portrayed in it, which can have implications
for policy processes and outcomes for non-state
actors' opinions (Pham, Di Gregorio, & Brockhaus,
2017; Dirgantara, 2021).

Many politicians, institutions, and organizations have
made use of new media. CIFOR (The Center for
International Forestry Research) is one of many
INGOs (International Non-Governmental
Organizations) that tries to engage more varied
audiences when it comes to disseminating forestry
and environmental issues, research, and discoveries.
The non-profit organization CIFOR established in
1993 carries out studies on the most important issues
in global forest and landscape management and seeks
to advance equity, safeguard the environment, and
enhance human well-being by employing a
worldwide, multidisciplinary approach (CIFOR, n.d.).
To accomplish this, they carry out cutting-
research, build the capacity of their partners, and
actively participate in discourse with all stakeholders
to shape the policies and practices that have an impact
on both forests and people. Therefore, social media
can have a role in environmental communication. The
CIFOR's headquarters is in Bogor, Indonesia, and it
also hasoffices in Lima, Peru, Yaounde, Cameroon, and
Nairobi, Kenya.

There have been prior research and studies on
environmental communication. Arina (Arina, 2013)
attempted to carry out study into the ways in which
six environmental non-governmental organizations
(ENGOs) in Malaysia utilized mass media to spread
their environmental messages and raise public
awareness of environmental preservation and
conservation. With a focus on the problem of climate
change, Ross and Rivers (Ross & Rivers, 2019)
conducted research to examine the framing strategies
used by the phenomena of Internet memes in the new
media landscape. Research on the reflecting
relationship between environmental communication
and the New Research Agenda was done by Anderson
(Anderson, 2015). He draws attention to the paucity
of research on the various effects of online and offline
media in environmental communication. Hansen
(Hansen, 2011) conducted research that emphasizes
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the need to re-connect the traditional with threegi
media and environmental issues, through the
creation/construction of media messages and public
communications, the content/messages of media
communication, and the impact of media and public
communication on public/political understanding
and environmental action. According to Lindenfeld et
al. ( Lindenfeld, Hall, McGreavy, Silka, & Hart, 2012),
environmental communication research ought to be
pushed into the field of sustainability science. Three
key points are included in their findings: public
engagement, cooperation across many institutional
and academic barriers, shifting communication
processes away from one-way transmission models
and toward active methods. However, there aren't
many studies that specifically examine how INGOs,
specifically CIFOR, use new media to communicate
about the environmental issues, thus this research is
urgently needed. This research aims to seek the
utilization of new media in environmental
communication through a study of CIFOR.

2. Literature Review

2. 1. Environmental Communication

One of the communication contexts that can support
communicator-communicant relationship is nature
and environment. There are numerous forms of
communication depending on the specifications in the
various communication contexts (2010).
Environmental communication is one of many
contexts for communication. It includes a plan and
strategy used in a communication process and across
a variety of media to support political decisions and
project execution with a focus on nature,
environment, sustainability, and ecological concerns
(1999). It also encompasses all campaign-related
actions, including plans and evaluations for the
establishment of environmental sustainability.

Additionally, environmental communication extends
beyond campaign-related activities. Such
communication also affects how people see
themselves and the natural world around them.Itasa
human way of perceiving, building, and looking socio-
culturally toward the natural world around them,
using particular symbols and language is a tool used
by humans to act and to demand human behaviour
toward their environment (Senecah , 2004, p.
Consequently, environmental communication is the
systematic creation and exchange of human
communications for, in, from, and about human
interaction with nature and the environment (2010).
The earth, or nature, is not a passive element because
there are elements that continue to actively provide
feedback on human actions adding another part of
environmental communication. This feature is that
the earth has its own message to convey to humanity.

Environmental communication is one of the effective
communications that helps people understand what
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they can do on their own to protect the environment
(2010). According to the definition, environmental
communication is a practical and essential part of how
we understand the environment and how people
interact with nature. This viewpoint is a result of
environmental activists’ willingness to raise public
awareness of their surroundings (Yenrizal, 2017).
With this understanding, it is possible to interpret
environmental communication as a carrier of
awareness that nature, such as a river or forest, can
become an ally or an adversary, respecting and
appreciating natural resources as one of the systems
that play a crucial role in supporting life or are only
used for exploitation.

There are numerous models for environmental
communication. The Foulger model, Ecological Model
of Communication Process, is used in environmental
communication in an effort to update and improve
core theoretical information that hasn't changed
much in more than 50 years (Jurin, 2010). This
paradigm is well suited for analysing environmental
communication because it finds parallels in how
species in natural ecosystems and those created by
humans interact with one another. The model used for
this research follows Figure 1.

become creators when they reply or provide feedback
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Figure 1. Ecological Model of Communication Process
Source: Foulger (2004)

Ecological Model of Communication on Figure 1
emphasizes the creators asthe sender of the messages
and consumers as the receivers of the messages.
Foulger (2004) highlights the significance of
creators—those who produce the communications,
not only convey them—and consumers—those who
carefully choose what they want to receive, rather
than the terms sender and recipient of the messages.
Consuming messages doesn't always equate to getting
messages, according to the Foulger model. Consumers
pay more attention when deciding what information
they want to take in. Both creators and consumers
have dual motivations. There are two ways for the
creators and consumers to communicate. The
message is first imagined and created by the creators
through language and media, and then it is observed,
attributed to, and interpreted by the consumers.
When the consumers offer comments and replies as
feedback and interact with the creators, they take on
the role of creators themselves. The second method
involves the creators using, inventing, and evolving
their message as the consumers interact and learn
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from the message they are consuming. The makers
and consumers create perceptions of and connections
with one another in this way.

2.2 New Media

The emergence of new media has broadened and
altered the range of  socio-technological
communication options. New media has the emphasis
on the ‘distribution’ rather than ‘production’ of
contents through computerization or digitalization.
Accordingl@aterials delivered on paper are not
considered new media, although texts distributed on
a computer (Web sites and electronic books) are
(Manovich, 2006).

The presence of internet has revolutionized the way of
human communication. The use of information and
communication technology  as a means
communication allows everyone to communicate with
other parties who connected to the internet even
though they live far apart. Indonesia's internet
industry is still expanding and becoming very large.
The youth-dominated Indonesian society has made it
easier for this technology to thrive and gain
popularity. In 2021, Indonesia had 201.37 million
internet users, more than 160 million of whom
regularly use social media (Nurhayati-Wolff, 2022). It
is clear that Indonesians have been embracing new
media as a communication and informational tool.
Online media, which includes social media such as
Facebook, Twitter, and Instagram, is a new media
type. People may chat, interact, share, and develop
networks online thanks to these new media forms.
New media is not only technological tool, but also
related to the communication system that emerged
following it and impact on pre-existing media directly
or indirectly (2011). The organization, institution, and
public sector can communicate with new media,
which often spreads information that is available to
the public. But occasionally, this communication is
also conducted in a small setting, such as a seminar
forum, a discussion, or a member gathering, leading
one to conclude that, when seen against the backdrop
of a constrained setting and circumstance, public
communication is also known as group
communication (Syaipudin, 2020).

The availability of new media is one of the quick
actions that can target different societal levels with
information regarding the COVID-19 pandemic.
Science, information requirements, and facilities or
infrastructure that support people's life can all benefit
from the growth of communication and information
technology in the modern day. Everybody requires
information since it allows them to understand and
acknowledge everything that occurs in the world.
Information can also be helpful in decision-making,
both for the now and the future. Society needs mass
media, including newspapers, television, radio, and
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online media, which of course give the necessary
information, to obtain this information.

Since the beginning of its emergence, technology and
the growth of new media have been inextricably
linked. This is true for both print media and media that
predate the birth of the printing press. Following the
development of radio and television, technology is
now rapidly advancing d to the presence of
broadcast media. However, there is information gap
by a person and information that should be owned by
that person to assist their everyday activities
(Suwanto & Sri, 1997). As a result, individuals want
information that can increase knowledge in order to
solve difficulties. The emergence of this gap drives
people to seek out information to meet their
information demands and to expand their knowledge
in ordertoachieve their life goals. Information needed
by human has various types and also adjust with their
background for example their occupation, age, status,
hobbies and many more (Dewi, Aulia, & Putut, 2015).

3. Methodology

This study employed qualitative method with case
study approach. This approach focuses on in-depth
interviews with two or more individuals through their
storing, reporting their experiences, and sorting their
meaning (Creswell, 2012). The in-depth interviews
were formulated through semi-structured, open-
ended questions. The informant selection was
conducted by purposive sampling based on their
participation, authorities, and expertise on the
activities. The interviews were conducted to four
participants: CIFOR's social media coordinator,
communications assistant, and senior researcher
officer. These three people acts as the initial creators
from CIFOR. And the last two persons are the
consumer (followers) of CIFOR who works at
academic  institution and non-profit non-
governmental organization. The table of informantsis
on Table 1.

Table 1. Informants List

No Name Position Gender
1 Leandra  Carolina Communications Female
Flor Consultant CIFOR
2 Angga Pratama Communications Male
Putra Assistant CIFOR
3 Bimo Dwisatrio Senior  Research Male
Officer CIFOR
4 Rizky Ramadhan Academics at Kyoto Male
University
5 Anissa Ratna Putri Senior officer at Female
Non-profit

organization
Source: researcher, 2023

This study also used participatory observation where
the researcher got involved in a series of activities in
CIFOR. Participatory observation is used to collect
field-based data from first-hand observations in an
environment that the researcher seeks to become
fully immersed in, such as interviews, journal entries,
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and even photography (Yin, 2016; Denzin & Lincoln,
2005).

After completing the interviews, the data gathe
were transferred into transcripts to be analysed. No
standardized method in qualitative data analysis, but
there are several suggested ways to reconstruct
meaning manually and with the help of technology
(Saldana, 2011). The transcripts are used in analysing
the data and then sort it to construct the meaning of
the information using NVivo to extract the key points.
Through data reduction, data analysis is conducted,
and therefore the conclusion is drawn. For the
validity, this study used data triangulation from
interview with different sources, and
direct/participatory observation.

4. Result and Discussion

4.1 Result

The utilization of New Media is taken very seriously
by CIFOR. To disseminate its research findings and
information, CIFOR has created many social media
profiles in addition to e-papers and websites. Social
media, according to CIFOR's Social Media Coordinator,
is a very strong tool for disseminating information and
research on forestry, environment, and related
themes. CIFOR has been reaching out to a wider
audience throughout the world using various social
media channels, including seven Facebook pages, ten
Twitter profiles, six Instagram accounts, and three
LinkedIn accounts. These accounts are written in a
variety of languages, including English, Spanish,
Bahasa Indonesia, and French. Top six of CIFOR's
social media channels is shown on Table21.

Table 2. CIFOR's social media per January 2023

No Social Year Followers/Subscribers
Media Joined

1 Twitter 2009 82.100

2 LinkedIn 2021 60.530

3 Facebook 2010 54.011

4 Instagram 2015 12.100

5 YouTube 2009 11.700

6 TikTok 2021 73

Source: researcher, 2023

According to Table 2, CIFOR has the fewest followers
on TikTok because they have difficulties utilizing the
platform's algorithms to interact with a younger
audience. Since it was one of the earliest social media
platforms, CIFOR has the most followers on Twitter,
where it also benefits from the way that the platform
condenses textual and visual content.

Every year, CIFOR releases more than 400
publications on topics such agroforestry, landscape
restoration, rights, forest policy, and forests and
climate change. Using an ecological model of the
communication process, it has been discovered that
CIFOR acts as the creator of messages connected to
forestry, the environment, and science
communication. CIFOR first imagines or plans the
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message they want to ultimately convey since they
conduct study on topics relating to forestry and the
environment. Then, using the results of their study,
they create the message. These messages are
translated into several languages and published in
various media, such as blog postings or e-papers, in
addition to English, Spanish, Bahasa Indonesia, and
French. Along with using various media, CIFOR also
creates local social media accounts in each of those
four languages to satisfy its consumers. In this setting,
CIFOR works on new media rather than traditional
media to spread its messages. CIFOR releases its
content in a variety of media, including publications,
presentations, photographs, datasets, podcasts,
videos, forest news, databases of past projects, and
features. In Ecological Model of Communication
Process, this process represents use, invent, and
evolve.

The messages thatare created by the creators utilizing
the languages of particular media are not then
transmitted straight to the consumers. Instead, the
messages are carefully chosen by the consumers in
this process, especially by people with an interest in
forestry, the environment, and science
communication. The consumers of CIFOR's messages
include researchers, college students, communities
living in forests, governmental organizations, and
non-governmental organizations. According to an
interview with a CIFOR follower, there are several
reasons to subscribe to their updates, including their
high-quality publications, community participation,
and credibility. The consumers first observe, attribute,
and interpret their interest with the messages from
the creators. After that, they learn and socialize within
the languages and media provided by the creators.

Consumers must respond or provide input in order to
become creators. This is evident in the feedback,
ideas, and focus group discussions from the CIFOR
webinar or YouTube live. Additionally, CIFOR can get
consumers’  viewpoints through social media
involvement with the community and relationship-
building with its clients. On the flip hand, clients like
academics or the community can also access CIFOR's
viewpoints and continue to interact with them.

The senior researcher at CIFOR also mentioned that
CIFOR has been urging its researchers to open public
social media accounts in order to engage with a bigger
audience. Social media use for environmental
communication is inextricably linked to institution
branding. When participating in social media as
institutional representation, there are also non-
negotiable points to bear in mind, such as
organizational branding, visions, missions, core
values, and key messaging. Itis true that forestry, such
as REDD+, has a broad area of understanding and
often is considered complex. As a result, persons who
are interested in these issues are highly fragmented.
CIFOR's Senior Researcher stated that one of the most
46

difficult challenges is attracting the younger
generation, who are unfamiliar with the subject, to
become involved and engaged in it. To prepare for
this, CIFOR started to expand its social media channels
to TikTok in 2021, which is more visually appealing
and engaging, and has a younger user base. TikTok
short videos are projected to encourage increased
youth participation by allowing them to share and
comment on short video content.

The audience in different regions has varied qualities,
according to CIFOR's Communications Assistant. For
an instance, several viewers complimented CIFOR on
using his office as his background as a good, cozy
environment during one YouTube livestream. CIFOR
has been trying to craftinteresting contents that cater
to their audience. Therefore their Indonesian Twitter
account (@CIFOR_hutan) uses a combination of
interesting words, emoticons, a brief video, hash tags,
and interesting graphics to engage with Indonesian
followers.

Through a limited context, such as a webinar, twitter
thread, or Instagram comments, the utilization of New
Media, such as Instagram, TikTok, YouTube, and
Twitter, illustrates the significance of public
engagement on the internet for environmental
communication. CIFOR has been establishing a setting
that permits private conversations and interactions
with public communications. However, this also poses
a problem because the forestry and environmental
issues are complex and call for face-to-face
communication. Through mediated communication,
new media can offer accessibility and adaptability, but
it can be challenging to employ for serious talks and
themes (Littlejohn, Fross, & Oetzel, 2017, p. 149).

4.2, New Media Use: Depth versus Breadth

In environmental communication, the shift from a
linear communication model that only allows one-way
information transfer to a dialogic approach creates a
new door for the public to participate with issues that
are happening around them. This dialogic approachin
environmental communication has been found to
have positive outcomes for organizations (Lee & Van
Dyke, 2015). Unlike traditional media, social media
allows people to connect and share information
instantly for a dynamic engagement inter-user and
between user and the issues resulting a dialogic
discourse (Kent, 2013; Bortree & Seltzer, 2009;
Sweetser & Lariscy , 2008). By offering engagement,
feedback, and inputs, CIFOR has been attempting to
develop a relationship with their audience as
consumers of their content. The ethical and
compliance reporting portal page on CIFOR's websites
also offers access to an anonymous reporting hotline.

However, when it comes to a complex subject with
limited space on social media, a few challenges
emerge. When discussing about forests and forest
land in Indonesia, for example, the dynamics of actors
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are complex because forest and forest land in
Indonesia are ones of the most contested resources in
the country (Dwisatrio, et al., 2016), especially when
it comes to dispossessed and marginalized indigenous
groups living in and around forests. According to
Indonesia's Forestry Law No.41 of 1999, a forest is
described as a cohesive ecosystem in a terrain
dominated by tree groups present in the natural
world. Forest land, on the other hand, is defined in
rigorous legal terms based on its ownerships, which
are divided into state forest and forest tenure on this
law. In Indonesia, only a small percentage of forest
lands are under private control, with private forest
land owners ranging from individuals to cooperatives
to corporations (CIFOR, 2015).

Because it has a limited amount of room for wordsand
most users spend less time on a given problem, social
media is an unsuitable medium for conveying a
complicated narrative (Groshek & Bronda, 2016;
Weng, Flammini, Vespignani, & Menczer , 2012). As a
result, controlling a complicated narrati is
challenging since facts and discussion might be lost in
the shuffle of competing information, limited
attention, or both, resulting in oversimplification
(Williams, 2017). Therefore, discussing a serious
matter like forest and forest lands on Twitter,
Instagram, or even TikTok tend to lead to
oversimplification. To tackle this challenge, CIFOR has
made various efforts to disseminate its findings,
publications, reports, and stakeholder dialogues on
social media which cater to different types of
audiences. For example, their YouTube channel has
videos ranging in length from less than three minutes
to more than three hours. They upload recordings of
researchers' presentations, high-level ministerial
dialogues, and webinars that provide strong material
and details on their YouTube account for the long
lengths. While on Instagram, they upload more visual
contents to engage with their followers.

Additionally, CIFOR's publications are gathered and
updated on their websites in the form of infobriefs,
infographics, working papers, and journals, which are
primarily accessible to the public. These publications
provide depth in terms of knowledge, data, and results
needed by segmented audience. CIFOR researchers
are also encouraged to use social media channels to
assist the organization better communicate with the
public. For example, on Twitter, researchers can
connect directly with audiences by responding to
their queries, explaining a topic, and even clarifying
information. They cater to a variety of demographics.
Their Instagram account, however, has a particular
role to play in reaching out to Indonesians. The
engagement on their Instagram is mostly from
Indonesian audience. By employing this strategy,
CIFOR is hopeful to cover both the depth of themes
and the breadth of audiences. However, it is inevitable
that CIFOR's utilization of new media, particularly its
dialogic approach and encouragement of its
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researchers to engage in social media interaction,
would have the potential to mix and blur the
boundaries between interpersonal communication
and mass media communication.

5. Conclusion

Since almost its commencement, CIFOR has utilized
the media to share its results and interact with its
audiences. The audience segmentation of traditional
media can be widened by switching to new media. For
the past ten years, CIFOR has developed a number of
new media platforms, including Instagram, YouTube,
LinkedIn, Twitter, and TikTok as their most recent
one. CIFOR's persistent attempts to interact with a
larger audience have cemented not only their statusas
creators but also as an organization that serves as a
conduit for consumers feedback. The relationship
between creators and consumers can be improved by
consumer feedback which follows Ecological Model of
Communication Process.

EX:FERENCES

Lindenfeld, L. A, Hall, D. M., McGreavy, B, Silka, L., & Hart, D.
(2012). Creating a Place for Environmental
Communication Sustainability
Science. Environmental Communication, 6(1), 23-

43.

Anderson, A. (2015). Reflections on Environmental
Communication and the Challenges of a New
Research Agenda. Environmental Communication,

9(3),379-383.

Arina, N. N. (2013). Effective Environmental
Communication: A Case Study of Environmental
Non-Government  Organization (ENGO) in
Malaysia. fournal of Social and Development

3 Sciences, 4(6), 242-248.

Bortree, D., & Seltzer, T. (2009). Dialogic strategies and
outcomes: An analysis of environmental advocacy
groups’ Facebook profiles. Public Relations Review
(35),317-319.

CIFOR. (2015, June 10). Diambil kembali dari Forest tenure
reform in Indonesia: https://www2.cifor.org/ges-
zlonure/research/research-sites/indonesia/

CIFOR. (2017). Indonesia’s Peatland Fires And Toxic Haze:
Media Discourses Across Scales of Governance.
Bogor: CIFOR.

CIFOR. (t.thn.). CIFOR - ABOUT. Dipetik 11 1, 2022, dari

37 https: / /www.cifor.org/our-work/about-cifor/

Cox, R. (2010). Environmental Communication and the Public
Sphere. C nia: SAGE Publications,Inc.

Creswell, . (2012). Qualitative Inquiry and Research Design
Choosing among Five Approaches (3rd Edition).
London: SAGE Publications, Inc.

Denzin, N. K., & Lincoln, Y. S. (2005). The Sage Handboolk of

Qualitative Research. New York: SAGE Publication.

Dewi, Aulia, P, & Putut, S. (2015). Analysis of Mobile Library
Services Central Java Province Archives and
Libraries In Fulfilling Information Needs For

Research in

47




Jumal Himu Lingkungan (2017), 15 (1): 42-48, ISSN 1829-8907

Santri at Islamic Foundation Boarding School
Hamdan Semarang.

Di Gregorio, M., Brockhaus, M., Cronin, T, Muharrom, E.,
Santoso, L., Mardiah, S., & Biidenbender, M. (2013).
Equity and REDD+ in the Media: a Comparative
Analysis of Policy. Ecology and Society 18(2): 39,

18(2)(39).

Dirgantara, P. (2021). Local Community Participation in the
Implementation of REDD+: The Case of Meru Betiri
National Park. furnal Hubungan Internasional,

p 112-127.

wisatrio, B., Said, Z, Permatasarfg/ll P, Maharani, C,
Moeliono, M., Wijaya, A., ... Thuy, P. T. (2016). The
Context of REDD+ in Indonesia: Drivers, agents and

institutions. Bogor: CIFOR.

Foulger, D. (2004). An ecological model of the
communication process. international
communication spring meeting. New York.

Groshek, |., &nda, S. (2016, June 30). Diambil kembali
dari How social media can distort and misinform

communicating
https://theconversation.com/how-social-media-
can-distort-and-misinform-when-
communicating-science-59044

Hansen, A. (2011). Communication, media and
environment: Towards reconnecting research on
the production, content and social implications of
environmental communication.
Co nication Gazette, 73(3), 7-25.

Jurin, R. R. (2010). Environmental Communication. Second
Edition: Skills and Principles for Natural Resource
Managers, Scientists, and Engineers. New York

Landon: Springer.

Kent, M. L. (2013). sing social media dialogically: Public
relations role in reviving democracy. Public

p Relations Review (39), 337-345.

ee,N. M., & Van Dyke, M. S. (2015]. Set It and Forget It: The
One-Way Use of Social Media by Government
Agencies Communicating Science.  Science

Communication Vol. 37(4), 533-541.

Littlejohn, S. W, Fross, K. A., & Oetzel, |. G. (2017). Theories
of Human Communication. Long Grove: Waveland
Press, Inc.

Manovich, L. (2006). What is new media? Dalam The New
Media Theory Reader (hal. 5-10). London: Open

22 University Press.

McQuail, D. (2011). Teori Komunikasi Massa. Jakarta:
Salemba Humanika.

Mulyana, D. (2010). llmu Komunikasi Suatu Pengantar.
Bandung: PT Remaj sdakarya.

Nurhayati-Wolff, H. (2022].&1&[‘ of internet users in
Indonesia from 2017 to 2020 with forecasts until
2026. Hamburg: Statista.co

Oepen, M., & Winfried Hamacher. (1999). Environmental
Communication for Sustainable Development.

E Eschborn: Deutsche Gesellscaft fur.

am, T., Di Gregorio, M., & Brockhaus, M. (2017). REDD+
politics in the media: a case study from Vietnam.
International Forestry Review Vol19 (51), 69-80.

when science:

International

48

12

%s, A. S, & Rivers, D. |. (2019). Internet Memes, Media
Frames, and the Conflicting Logics of Climate
Change Discourse. ENVIRONMENTAL

36 COMMUNICATION, 13(7),975-994 .

Saldafia, ]. (2011). Fundamentals of Qualitative Research.
New York: Oxford University Press.

Senecah , S. (2004). The Environmental Communication
Yearbook. London: Lawrence Ehlbaum Asociates
Publisher.

Suwanto, & Sri, A. (1997). Information Needs and
Information Search for Faculty of Medicine
Lecturers Diponegoro University and Islamic

16 University Sultan Agung Semarang.

Sweetser, K., & Lariscy , R. (2008). Candidates make good
friends: An analysis of candidates’ uses of
Facebook. International Journal of Strategic
Commmtfon (2),175-198.

Syaipudin, L. (2020). PERAN KOMUNIKASI MASSA DI
TENGAH PANDEMI COVID-19 (Studi Kasus di
Gugus Tugas Percepatan Penanganan Covid-19
Kabupaten Tulungagung). Kalijaga Vol 2, No 1, 14-
34.

Weng, L., Flammini, A, Vespignani, A, & Menczer, F. (2012).
Competition among memes in a world with limited
attention. Scientific Reports volume 2: 335 ,1-8.

Williams, B. (2017, August 23). Diambil kembali dari The
ger Of Oversimplification:
https://www.huffpost.com/entry/the-danger-of-
oversimplif_b_11650440

Yenrizal. (2017). LESTARIKAN BUMI DENGAN KOMUNIKASI

LINGKUNGAN. Yogyakarta: Deepublish.

Yin, R. K. (2016). Qualitative Research: from Start to Finish.
New York: The Guilford Press.

© 2017, Program Studi lImu Lingkungan Sekolah Pascasarjana UNDIP




New Media in Environmental Communication

ORIGINALITY REPORT

195

SIMILARITY INDEX

PRIMARY SOURCES

B B BB e

—_—
B B B B B

journal.yrpipku.com

Internet

core.ac.uk

Internet

www.tandfonline.com

Internet

repository.itny.ac.id

Internet

www.researchgate.net

Internet

eprints.whiterose.ac.uk

Internet

bircu-journal.com

Internet

mafiadoc.com

Internet

www.promotionalcommunications.org

Internet

eprints.upnyk.ac.id

Internet

121 words — 2%
105 words — 2%
53 words — 1 %
37 words — 1 %
34 words — 1 %
33 words — | %

28 words — 1 %

27 words — < 1 %

27 words — < 1 %



— — — — —
Ul N w N —_

26 words — < 1 %

Icr?ges”.weatmhinternationaI.com 26 words — < 1 %
Irnrt1e(r)nt(;tsmachines.github.io -5 words — < 1 0%
Stitni.cifor.org 24 words — < 1 %
www.cifor.org 24 words — < 1 06

Internet

Muhammac.i Syavyal Amran, Sarifah Nurhaqum 23 words — < 1 %
Syed Sahuri, Maziah Ahmad Marzuki. "Feeling

Uncertain During Lockdown: Exploring Emotional Experience

among Adolescents amidst Covid-19", Research Square

Platform LLC, 2023

Crossref Posted Content

Richard D WaFers, NaFalle T.J. Tindall, Tlmothy S. 23 words — < 1 %
Morton. "Media Catching and the Journalist-

Public Relations Practitioner Relationship: How Social Media are
Changing the Practice of Media Relations", Journal of Public

Relations Research, 2010

Crossref

. 0
academic.oup.com 23 words — < ] o

Internet

repo.ppb.ac.id 23 words — < 1 0%

Internet

. . . . H n 0
Hai Dinh Le, Ha Thi Hal Dfang, Steven Harrison. 21 words — < 1 /0
Key Factors Influencing Vietham REDD



N N
(@)

—_—

N

B B B B B

N

~

N N
(\©) (0/0]

W

o

Participation ", Journal of Sustainable Forestry, 2021

Crossref

sipeg.univpancasila.ac.id

Internet

digitalcommons.unl.edu

Internet

ejurnal.umri.ac.id

Internet

lizzymenzer.wordpress.com

Internet

curis.ku.dk

Internet

d-nb.info

Internet

de.scribd.com

Internet

repository.ung.ac.id

Internet

www.statista.com

Internet

21 words — < 1 %

19 words — < 1%
18 words — < 1%
18 words — < 1%
17 words — < 1%
16 words — < 1%
16 words — < 1%
16 words — < 1%

16 words — < 1%

. . . | 0
Lorraine Elliott, Abidah B. Setyowati. "TOWARD A 15 words — < ] 0

SOCIALLY JUST TRANSITION TO LOW CARBON

DEVELOPMENT: THE CASE OF INDONESIA", Asian Affairs, 2020

Crossref

dspacetest.cgiar.org

Internet

15 words — < 1%



34

W w W w
(0/0) ~ (o)) )

w
O

40

. . 0

I|:tr;rkn.e'fpr|nger.com 15 words — < 1 /0
0

I1nt§r?zglok.com 14 words — < 1 /0
- | 0

Ferry Duwi Kurniawan, Luluk Fauziah. 14 words — < 1 A)

"PEMBERDAYAAN USAHA MIKRO KECIL DAN

MENENGAH (UMKM) DALAM PENANGGULANGAN
KEMISKINAN", JKMP (Jurnal Kebijakan dan Manajemen Publik),
2014

Crossref

. . c 0
Nur Firdaus, Atika Zahra Rahmayanti. "Chapter 19, o < 1 )0
Should Climate Actions Stay Amidst the Covid-19
Pandemic? A Crisis Management Governance Perspective",
Springer Science and Business Media LLC, 2023

Crossref

. 0
J“iecnlfe\t/estal.wordpress.com 13 words — < 1 /0

. _ . 0
Irn?e|r2<e)t5|tory.stp bandung.ac.id 13words — < 1 )

- 0
www.diva-portal.se 12 words — < 1 )

Internet

. R . . . 0
Jo.sc.aph Dov'\'/nmg: Crltlcgl Security Stuqlles in the. 11 words — < 'I /0
Digital Age", Springer Science and Business Media
LLC, 2023

Crossref

toktopics.com 11 words — < 'I %

Internet

www.huffpost.com

Internet



karyailmiah.unisba.ac.id

Internet

ore.exeter.ac.uk

Internet

www.journal.uad.ac.id

Internet

OFF
OFF

11 words — < 1%
10 words — < 1%
10 words — < 1%

10 words — < 1%

OFF
<10 WORDS



