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“Faith ends where worry begins, 
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ABSTRAK 
Pengaruh Persepsi Khalayak Terhadap Pembentukan Citra Anak 

Perusahaan (Evaluasi Isu Negatif Lion Air di Media Online 

Terhadap Citra Batik Air) 
Oleh : Jesica Tifany 

 

Persaingan memerebutkan posisi strategis di benak khalayak menuntut 
perusahaan tidak hanya bertumbuh, melainkan berkembang, sehingga terlahir 
anak-anak perusahaan dalam industri yang sama. Lion Air sebagai maskapai 
penerbangan swasta terbesar di Indonesia mengembangkan perusahaannya dengan 
melahirkan anak perusahaan dalam satu grup, yakni Batik Air. Namun, sejak 
Januari 2013 hingga Januari 2015 terjadi banyak insiden yang menuntut Public 
Relations Lion Air Group melakukan manajemen isu. Ini merupakan tantangan 
besar bagi citra Batik Air apakah dapat dipengaruhi oleh isu-isu yang menimpa 
induk perusahaannya, Lion Air. 

Penelitian ini menggunakan Effects of The News Media on Public 
Opinion: Learning Theory untuk menguji apakah peliputan media online dapat 
memberikan pengaruh pada persepsi khalayak yang menuntut publik untuk 
membentuk opini mereka. Konsep yang dipakai antara lain isu, persepsi, dan citra 
anak perusahaan. Metodologi dari penelitian ini merupakan kuantitatif dengan 
sifat penelitian eksplanatif. Teknik pengumpulan data menggunakan kuisioner 
skala rating. Teknik penarikan sample menggunakan non-probabilitas purposive 
sampling dengan jumlah sample 100 responden. 

Penelitian yang telah melalui uji validitas dan reliabilitas pada butir-butir 
pertanyaannya dapat ditarik kesimpulan terdapat pengaruh persepsi khalayak 
terkait isu negatif Lion Air di media online terhadap pembentukan citra anak 
perusahaan Batik Air. Hubungan tersebut bersifat sangat lemah hanya sebesar 
3,8% dan linear negatif, artinya semakin tinggi persepsi khalayak terkait isu 
negatif Lion Air di media online, maka semakin rendah citra anak perusahaan 
Batik Air. Namun, pembentukan citra anak perusahaan Batik Air sebesar 96,2% 
(=100%-3,8%) sangat mungkin dipengaruhi oleh faktor-faktor lain selain persepsi 
yang tidak dipilih sebagai faktor di dalam penelitian ini. 

 

Kata Kunci : Isu, Persepsi, Citra Anak Perusahaan, Lion Air, Batik Air
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ABSTRACT 
The Effect of Publics’ Perception on The Image Establishment of The 

Company Subsidiaries (Evaluation on Lion Air’s Negative Issues in 

Online Media Against Batik Air’s Image) 
By: Jesica Tifany 

  

In today’s world, where competition is so fierce in every aspect of 
businesses, customers’ demands have push companies to not only grow, but also 
thrive. This issue also applies in the aviary industry, resulting subsidiary 
companies to be born in the same field of business. Lion Air as the biggest private 
aviary company in Indonesia has developed its company by establishing Batik 
Air, a subsidiary company focusing in the premium services. However, from 
January 2013 until January 2015, there were many incidents that require the 
Public Relation Department of Lion Air Group to manage these issues. A question 
then rose, does Batik Air’s image affected by its parent company, Lion Air? 

This research uses Effects of The News Media on Public Opinion: 
Learning Theory to test whether online media coverage can influence the public 
perception to form a strong opinion. While the concepts that used are issue, 
perception, and subsidiary’s image, the methodology of this research is a focusing 
in quantitative trait explanatory research. To gather the information, the rating 
scale questionnaire has been used with 100 sample respondents calculated from 
non-probability purposive sampling.  

As a conclusion of this research, after passing the validity and reliability 
test, it shows that there is an effect by the people’s perception of parent 
company’s negative issues in the online media against the image establishment of 
Batik Air as its subsidiary. However, the effect is very weak, only 3.8%, and it is 
linearly negative, it means that the higher negative issues of public perception 
shown in the online media, it will lower the image of Batik Air. However, 96.2% 
(= 100%-3.8%) of the image establishment of Batik Air, could have been 
influenced by factors other than the perception that is not selected as a factor in 
this study.  

 

Keywords: Issue, Perception, Subsidiary’s Image, Lion Air, Batik Air 
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