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Introduction

Covid-19 
Pandemic

• Global Crisis

• The Impact for all sector

Crisis 
Management

Program

• Create vaccine for stopping virus spreading, finding medicine for the patient

• Lockdown in some country

• Social distancing, like online work and school, for human crowded anticipation

Jogo Tonggo

• Local Wisdom

• Social Capital

• Social Network

• Social Media



Social Capital

• Putnam describes social capital as a sociological concept used in business, economics, organizational 
behavior, political science, public health and the social sciences in general, to refer to connections 
within and among social networks.

Social Network

• Social networks related to the creation and maintenance of social capital. Social capital has been 
addressed as trust in social relations (Fukuyama, 1995)

• The study of social capital is that of social network-based processes (Steven N. Durlauf. 2005.)

Social Media

• Flora Poecze and Christine Strauss (2020) said with the emergence of computer-mediated social 
networks, the discussion of the associations between social capital and individual tie strength research. 
This is crucial to grasp the context of this scale, which still has one of the most noted impacts in the 
present, empirical social capital research measured on social media. 

• Online Social Capital

Literature Review



This research used content 

analysis focus on quantitative 

approach. Data was collected 

from Twitter using Netlytic. 

Netlytic is a tool to find the social 

networking. In addition to its text 

analysis functions, Netlytic also 

provides users with network 

analysis and text capabilities. 

Data was collected using the 

Octoparse application with a 

collection period of 1 April – 31 

December 2020. In this period, 

there are 536 posts were obtained 

with the search keyword 

JogoTonggo. 

Methodology



Actor Relations

Result



  
Picture A Picture B 

 



Actors Who Most Frequently Mention #JogoTonggo



1. #JogoTonggo 337 posts

2. #JatengGayeng 121 posts

3. #BersamaLawanCorona 104 posts

4. @ganjarpranowo 95 posts

5. jogo 81 posts

6. tonggo 69 posts

7. covid 62 posts

8. Desa 55 posts

9. warga 45 posts

10. Selamat 40 posts 

Keywords Mention Most Frequently



Actor as a message in Social Network Structure



• The result shows that the actor who 
frequently sends the message of 
Jogo Tonggo is @provjateng as 
government. Other actor majority 
also done by some governments 
from whole sector in Central Java 
Province.

Actor

• Text result shows that #JogoTonggo is 
the keyword which mostly spread. This 
research finds interesting message. 
Whether the actor who send or receive 
the message they mostly mention 
@ganjarpranowo. That is why 
@ganjarpranowo becomes the biggest 
size of node in Netlytic. 

Message

This research concludes that 

Ganjar Pranowo as Governor has 

big power while spreading Jogo 

Tonggo campaign. Finally, this 

research describes that social 

capital, actor position and social 

media have important impact to 

solve pandemic crisis.

Conclusion
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ABSTRACT 

 

Major research when using social network for campaigning program in social media discussed 

about nationality and politic. This research needs to see the using of social network on social 

capital while using local wisdom to solving all sector crisis in Pandemic Covid-19 era. Jogo 

Tonggo, as problem solving program, is the application of Indonesia’s social capital which is 

Gotong Royong. As a cultural value, Gotong Royong places importance on doing hard work 

together, by showing their care towards each other as a way of supporting collectivism, 

collaboration and cooperation. This research focus on social network analysis to analyze the 

structure of actor and message relation. This research using Netlytic: a social media text and social 

networks analyzer. The result shows that the actor who frequently sends the message of Jogo 

Tonggo is @provjateng as government. Other actor majority also done by some governments from 

whole sector in Central Java Province. Text result shows that #JogoTonggo is the message which 

mostly spread. This research finds interesting message. Whether the actor who send or receive the 

message they mostly mention @ganjarpranowo. That is why @ganjarpranowo becomes the 

biggest size of node in Netlytic. This research concludes that Ganjar Pranowo as Governor and 

also as a conceptor has big power while spreading Jogo Tonggo campaign. Finally, this research 

describes that social capital, actor position and social media have important impact to solve 

pandemic crisis. 

Key words: #JogoTonggo, Social Capital, Social Network Analysis, Twitter  

 

Introduction 

The global COVID-19 pandemic is a concern that is being experienced by citizens of the 

world today. The spread is so rapid that more than 168 countries have confirmed the infection of 

this coronavirus. The number of positive patients infected with COVID-19 in Indonesia has also 

increased, although some have been declared cured. A total of 488 districts/cities in 34 provinces 

of Indonesia have even been declared exposed to COVID-19 (Kamil, 2020). On August 13, 2020, 

the official website of the Ministry of Health released several provinces with the newest cases of 

COVID-19, namely DKI Jakarta, East Java, Central Java, North Sulawesi, and West Java (Alam, 

2020). (Agus Naryoso, Arifa Rachma Febriyani, Rintulebda A. Kaloka; 2021) 

Pandemic Covid 19 still become attractive issue to discuss because it was the global crisis. 

As people know that Covid 19 influence all kind of sector. Therefore, there are so many mitigations 

program to solve the problem. All the country, all the government all the citizen cooperates to 



solve this problem. Indonesia also participates to always create effective solving program as long 

as pandemic era. In Indonesia weather the government and the citizen must care and pull together 

up to solve this situation. Social capital is onc  cccce of great expectation to quick solving model.  

The global response to COVID-19 has required decisiveness, resilience, and resolve from 

governments around the world. However, economic, legal, technological, geographic, and cultural 

barriers can limit the ability of a government to effectively respond to critical public health needs. 

The intricate network of stakeholders that operate within and interconnect with the public health 

space is an essential component of a health system’s response. In this context, considerations of 

social capital emerge as a powerful frame of reference for understanding how health interventions 

may be best implemented to effectively ensure an inclusive extension of health services for all 

members of society. It is patently clear that if a population group is excluded from accessing the 

health system and its attendant services and products, the efficacy of any pandemic response or 

recovery program may be severely undermined. (Wong and Kohler, 2020) 

Central Java is one of Indonesian province create Jogo Tonggo as problem solving for 

handling Covid-19 pandemic. Jogo Tonggo was declared and structured by Ganjar Pranowo as 

Governor of Central Java in 2020 as problem solving program 

(https://jatengprov.go.id/rilis/percepat-tangani-covid-19-dengan-jogo-tonggo-apa-itu/. 2020).  

 
Reference: https://jatengprov.go.id/rilis/percepat-tangani-covid-19-dengan-jogo-tonggo-apa-itu/ 

Nicholas Simarmata, Kwartarini Wahyu Yuniarti, Bagus Riyono and Bhina Patria (2019) 

describe Gotong Royong, as an Indonesian national identity, is not a new concept because it is a 

long-standing Indonesian cultural value. Indonesia is a country that consists of many islands with 

many ethnicities, commonly known for its diverse cultural values. One of those is the Gotong 

Royong cultural value, which becomes one of the identities of Indonesia. It is a value deeply rooted 

in the country's ideology, Pancasila, because it becomes the basis for Indonesian people's social 

solidarity. 

With all the variants above, Gotong Royong becomes an exalted noble value 

(Koentjaraningrat, 1985) for the human relationship with each other (Departemen Pendidikan dan 

Kebudayaan, 1997) because it emphasizes togetherness, tolerance, caring and high respect for each 

other (Rochmadi, 2012). This is especially advantageous when solving problems confronted in 

people’s daily lives which may influence Indonesia’s national identity (Barkin & Hildebrand, 

2014; Lembaga Ketahanan Nasional Republik Indonesia, 1995; Saraswati, 2011; Sood, Chandra, 

Palmer, & Molyneux, 2004; Zulkarnain, 2014). Gotong Royong as a noble cultural value, must 

remain and continue to be a part of life that upholds humanity because in Gotong Royong, each 

https://jatengprov.go.id/rilis/percepat-tangani-covid-19-dengan-jogo-tonggo-apa-itu/


work is carried out jointly regardless of one’s position and status, where the work involvement is 

seen as a process to be in accordance with the expectations of a group work (Newberry, 2007; 

Pasya, 1987). 

The cultural value of Gotong Royong contains four concepts, namely: (1) humans are part 

of a community, (2) humans depend on all aspects of their fellow human beings, (3) humans must 

continually maintain good relations with each other, and (4) humans must be fair to each other 

(Bintari & Darmawan, 2016). As a cultural value, Gotong Royong places importance on doing 

hard work together, by showing their care towards each other as a way of supporting collectivism, 

collaboration and cooperaton (Duwata, 2013). Gotong Royong as a cultural value, therefore, 

cannot be separated from the activities of the Indonesians’ daily lives (Effendi, 2013) because 

traditionally, most Indonesians depend highly on their neighbors and families. For this reason, 

most Indonesians rely on their extended families to live satisfactorily rather than relying just on 

their own nuclear family. 

Gotong royong activity is almost daily live Indonesian people activity. Especially in 

pandemic era, although PSBB is announced to minimalize face-to-face activity, but Indonesian 

people keep help each other when the family, friend or neighbor get Covid. Central Java is one of 

province which create program based on gotong royong value. The program called “Jogo Tonngo”. 

This program is also based on SDG’s program in specific area.  

 

 

 

 

 

 

 

 

 

 

 

Source: https://localisesdgs-indonesia.org/beranda/cs/program-jogo-tonggo 

The Jogo Tonggo program consists of several activities such as: Zero Hunger, Healthy and 

Prosperous Life, Reducing Inequalities, Sustainable Cities and Settlements, Partnerships to 

Achieve Goals. Although this program was created to reduce the spread of COVID-19, it also 

contributes to the achievement of the Sustainable Development Goals (SDGs). Directly, this 

program contributes to the achievement of SDGs 2 (No Hunger), 3 (Health). In addition, this 

program also indirectly contributes to the achievement of SDG 10, SDG 11 related to Sustainable 

Cities and Settlements (especially targets 11.3 and 11.5), and SDG 17 (especially with the high 

participation of various parties in efforts to prevent the spread of COVID-19). (https://localisesdgs-

indonesia.org/beranda/cs/program-jogo-tonggo). 

https://localisesdgs-indonesia.org/beranda/cs/program-jogo-tonggo
https://localisesdgs-indonesia.org/beranda/cs/program-jogo-tonggo


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: http://bappeda.jatengprov.go.id/wp-content/uploads/2020/07/SATGAS-Jogo-Tonggo-

2020.pdf 

Steven N. Durlauf and Marcel Fafchamps (2005) summarize the definition of social capital, 

they conclude that social capital is a type of positive group externality. Coleman’s definition 

suggests that the externality arises from social organization. Putnam’s definition emphasizes 

specific informal forms of social organization such as trust, norms and networks. In his definition 

of social capital, Fukuyama (1997) argues that only certain shared norms and values should be 

regarded as social capital. 

Social capital is defined by its function. It is not a single entity but a variety of different 

entities, with two elements in common: they all consist of some aspect of social structures, and 

they facilitate certain actions of actors-whether persons or corporate actors-within the structure. 

Like other forms of capital, social capital is productive, making possible the achievement of certain 

ends that in its absence would not be possible. Like physical capital and human capital, social 

capital is not completely fungible but may be specific to certain activities. A given form of social 

capital that is valuable in facilitating certain actions may be useless or even harmful for others. 

(Coleman, 1988).  

According to Putnam, social capital is social networks associated with the norms of 

reciprocity, indicating that the phenomenon itself jointly describes these networks and their effects 

on participating individuals. However, to offer a brief outlook regarding the up-to-date 

inconsistencies regarding social capital discussed in detail by Fine, the argument of social capital 

being the cause, the effect, or the process itself, is a matter of present scientific debates as well. 

(Flora Poecze and Christine Strauss. 2020) 

Because the socialization cannot spread offline actively, the central java government use 

social media to fragrance the information. The government create #jogotonggo as a campaign tool. 

There are more than 5000 posts which use hashtag #jogotonggo. This research focus on how the 

social capital pattern by using network analysis method in social media. This research aims to find 

the pattern of the campaign. Then, the result can be a reference for the evaluation or next campaign 

activity more effective.  

 

 

http://bappeda.jatengprov.go.id/wp-content/uploads/2020/07/SATGAS-Jogo-Tonggo-2020.pdf
http://bappeda.jatengprov.go.id/wp-content/uploads/2020/07/SATGAS-Jogo-Tonggo-2020.pdf


 

Social Capital 

Putnam describes social capital as a sociological concept used in business, economics, 

organisational behaviour, political science, public health and the social sciences in general, to refer 

to connections within and among social networks. The core idea is that social networks have value. 

Similar to physical and human capital, social contacts can increase the productivity of individuals 

and groups. (Social Capital, Human Capital and Health: What is the Evidence? – © OECD 2010) 

Kane X. Faucher (2018) mention that where does online social capital fit in a broader context of 

capitalism? At this point, a provisional working definition may serve as a bridge toward a much 

closer analysis: 1) At the user-end, online social capital is a product of online exchanges that in 

many cases can be expressed in some numeric form, which may or may not be correlated with a 

perception of an online user’s value in a digitally networked community. Online social capital 

becomes a kind of offering to the social marketplace when users attempt to leverage the 

quantifiable measures of friends, followers, views, and likes for some goal. 2) On the network 

owner’s end, online social capital is the labour of users that can be mined as a data commodity and 

converted into profit, while also existing as a strategy to keep a digitally networked community 

active in providing their unpaid labour. 

From these definitions, we can distinguish three main underlying ideas:  

(1) social capital generates positive externalities for members of a group;  

(2) these externalities are achieved through shared trust, norms, and values and their consequent 

effects on expectations and behavior;  

(3) shared trust, norms, and values arise from informal forms of organizations based on social 

networks and associations.  

The study of social capital is that of network-based processes that generate beneficial outcomes 

through norms and trust. (Steven N. Durlauf. 2005.) 

 

Social Network 

Riniati, dkk (2017) mention there are three common parameters of social capital: (1). Trust. 

Trust is a public expectation that grown based on regular behavior, honest, and cooperation on 

shared norms base. Social capital is a capability that grown from prevalent beliefs in a society 

(Fukuyama, 1995). A good trust characterized by a solid social institutions that gave birth to a 

harmonious life (Putnam, 1995); (2) Norms. Norms consists of understanding, values, expectations 

and goals which are believed jointly by a community. Norms evolve based on the history of 

cooperation and applied to support the climate of cooperation (Putnam, 1993; Fukuyama, 1995); 

(3). Network. The network facilitates communication which allows the growth of trust and 

strengthen cooperation. Closely social networks will strengthen cooperation among its members 

and provide benefits (Putnam, 1993). 

How are social networks related to the creation and maintenance of social capital? Social 

capital has been addressed as trust in social relations (Fukuyama, 1995), as civic engagement 

created through participation in voluntary associations (Putnam, 1995a, 1995b, 1995c), as a social 

fabric that creates a willingness to cooperate in the development of physical capital (Ostrom, 

1994), as an explanatory variable in the generation of human capital between generations 

(Teachman et al., 1997), and as an aspect of social structure that facilitates particular forms of 

action and cooperation (Coleman, 1987, 1988; Greeley, 1997). (Ronald La Due Lake and Robert 

Huckfeldt, 1998.) 

 



 

Social Campaign 

A starting point when conducting strategic public relations planning is to examine some of 

the definitions. According to the UK Chartered Institute of Public Relations (CIPR), which is 

Europe’s largest professional body in the field: Public relations is the discipline which looks after 

reputation, with the aim of earning understanding and support and influencing opinion and 

behaviour. 

It is the planned and sustained effort to establish and maintain goodwill and mutual 

understanding between an organization and its publics. (Anne Gregory. 2010) 

Broadly, the public relations practitioner needs to possess the following personality traits 

and attributes: 

● Ability to communicate. 

● Ability to organize. 

● Ability to get on with people. 

● Personal integrity. 

● Imagination. 

● Willingness to learn. (Paul Baines, John Egan, Frank Jefkins; 2004) 

Public relations practice is the art and social science of analysing trends, predicting their 

consequences, counselling organization leaders, and implementing planned programmes of action 

that will serve both the organization’s and the public interest (Jefkins, 1994) (Paul Baines, John 

Egan, Frank Jefkins; 2004) 

Social action campaigns are those that advocate a social issue or cause. They are similar to 

issue-oriented political campaigns and use many of the same techniques; the main difference is 

that they are generally long term in nature. For example, an issue-oriented campaign may be a 

short-term or closed-ended attempt to pass a specific gun control law, whereas a social action 

campaign would be a broader, open-ended campaign to continue the effort to pass additional gun 

control measures long after the initial victory was won (or lost). (Randy Robit and Ruth Sullivan, 

2014) 

 

Social Media 

Communications is undergoing a radical change. Every aspect of how we exchange 

information is feeling the impact of the technological revolution. Changes are taking place in the 

way we use the media channels that have been available to us for many years. Totally new 

communications channels are emerging. The PR practitioners of the 21st century must understand 

all of these and how they are controlled and influenced if they are going to adapt and survive in 

this new environment. (Rob Brown, 2009). 

Flora Poecze and Christine Strauss (2020) said with the emergence of computer-mediated 

social networks, the discussion of the associations between social capital and individual tie 

strength research, investigating both strong and weak ties in an online context based on 

Granovetter’s social tie theories, opened a new research field. The aim for the development of 

online social capital became one of the core aspects of empirical research, a milestone of which 

was the development and validation of the first comprehensive online social capital scale by 

Williams. To better understand the importance and details of this contribution, it is essential to 

discuss the most widely discussed, existing views of social capital theory. This is crucial to grasp 

the context of this scale, which still has one of the most noted impacts in the present, empirical 

social capital research measured on social media.  



In parallel to the previously described cultural view of social capital, and theorists of the 

structural view, the turn of the century marked Nahapiet and Goshal’s seminal work (1998). This 

work elaborated on the multidimensional view of social capital, segmenting it into structural (i.e., 

social interaction ties), relational (i.e., shared language, cultural understanding) and cognitive (i.e., 

trust, norms, obligations, identification) dimensions.  

Social capital has been put into relationship analyses with enormously diverse phenomena. 

Fine (2010) offered several curious examples (e.g., the prevention of deforestation, skin color as a 

factor in marriage prospects, or pets as social capital conduits. The most promising research 

platforms in social capital studies are social media platforms, building upon belongingness as a 

human drive, and social engagement. The shared question of such studies is, whether or not the 

use of social media affects the individual’s perception of the social capital of the self and the 

perceived social support (see the meta-analysis of Domahidi, 2018. As a result, the number of 

papers is growing rapidly, in which the perceived individual social capital is analyzed on social 

media platforms. 

Today, most NGOs agree on the importance of digital media for public relations activities, 

although they express concerns on that matter. Seo, Kim and Yang (2009) identified the following 

doubts: reliability, message control, and the scope of online audiences. Most of the studied NGOs 

claimed that getting stories into the mainstream media is still very important because of the 

reputational effect. The publics do not always think of new media channels as being as reliable as 

well-known media. Additionally, message control remains an issue, as receivers are also content 

producers. And, according to the same researchers, these concerns can stop some NGOs from 

“more actively engaging in new media-based public relation activities” (Seo et al., 2009, p. 125). 

(Emilia Smolak Lozano, Sara Balonas and Teresa Ruão. 2020) 

 

Methodology 

This research use content analysis focus on quantitative approach. Data were collected 

from Twitter using Netlytic. Netlytic is a tool to find the social networking. In addition to its text 

analysis functions, Netlytic also provides users with network analysis capabilities. At its most 

basic, network analysis involves building networks from members (‘network actors’) connected 

together based on some common form of interaction (‘ties’). When building networks from 

interaction data, however, there are a lot of different parameters and threshold choices to choose 

from. For example, one of the choices that is likely to influence network formation is how to 

discover ties between individuals. Netlytic approaches this task by building two types of social 

networks: (1) Name network and (2) Chain (reply-to) network. 

A name network is a social network built from mining personal names in the messages. To 

discover ties in Name networks, a user can choose from two primary options: “connect a sender to 

all names found in his/her messages” and/or “connect people whose names co-occur in the same 

messages”. 

Both of these options, along with some additional network parameters, can be adjusted by 

clicking on the “See more processing options” field at the bottom of the ‘Name Network’ pane. 

Then, once the user has decided how best to build his/her network, s/he need only click the 

“Analyze” button for Netlyic to automatically construct the network. Further, by clicking on the 

number of users listed next to “# of names found” in the Name Network pane, users can review 

all names found by Netlytic in the network and add or delete names as necessary. 

Next, regardless of whether the user chooses to focus on name or chain networks (or to 

analyse both), s/he can explore the dataset interactively through Netlytic’s visualization 



capabilities. By clicking on the “Visualize” button in the “Chain Network” or “Name Network” 

pane, the user can access the new, touch enabled, HTML5 Network Visualizer (See Figure 11). 

The HTML5 visualizer has customizable layout, node size, and cluster visibility features. Users 

can also label and export an image of the network. https://netlytic.org/home/?page_id=2  

Data was collected using the Octoparse application with a collection period of 1 April – 31 

December 2020. In this period, 536 posts were obtained with the search keyword JogoTonggo. 

 

Result and Discussion 

  

Actor Relations 

 Social campaign will happen efficiently if the communication component is complete. Two 

of the most important components are communicator and communicant. Social capital called 

communicator and communicant as actor. Weather the communicator or communicant create 

relation. The relation describe how the Jogo Tonggo are spread and pictured.  

 
That picture describes how the relation of the actor are connected each other when they mention 

#jogotonggo. How many nets which relate to each other show how the actor are connected to each 

other. The color of that net shows the cluster of the communication room.  

  
Picture A Picture B 

  

Those pictures show the detail of the cluster. Picture A shows the detail description of the actor 

and Picture B shows the detail of the name which appear as actor. They are the account who always 

mention #jogotonggo in Twitter. There are so many actors who active discuss about Jogo Tonggo. 

The use the #JogoTonggo in Twitter to influence and make aware other people. The researcher 

takes 10 the most actors who often mention #JogoTonggo by using Netlytic. They are @provjateng 

https://netlytic.org/home/?page_id=2


61 (33,7%), @kominfo_jtg 20 (11%), @bpsdmdjtg 20 (11%), @PMojowarno 14 (7,7%), 

@Sakamileniajtg 13 (7,2%), @biroapby_jtg 12 (6,6%), @disporaparjtg 11 (6,1%), @AjhaHuhu 

11 (6,1%), @DistanbunJateng 10 (5,5%), and @dad_somantri 9 (5%). From that data the 

researcher found that the account are some governments from whole sector in Central Java 

Province. The most active campaigning #JogoTonggo in Twitter is @provjateng 61 (33,7%). 

1. @provjateng 61 (33,7%) 

2. @kominfo_jtg 20 (11%) 

3. @bpsdmdjtg 20 (11%) 

4. @PMojowarno 14 (7,7%) 

5. @Sakamileniajtg 13 (7,2%) 

6. @biroapby_jtg 12 (6,6%) 

7. @disporaparjtg 11 (6,1%) 

8. @AjhaHuhu 11 (6,1%) 

9. @DistanbunJateng 10 (5,5%) 

10. @dad_somantri 9 (5%) 

 

Message Relation 

 The other component which also important in delivering campaign is message. The 

message is important. The campaign is created because there is something important as a message 

to be sent. Message relation is shown by the connected keyword. They describe the structure of 

the message. The connected key word became connector of the actor. Since Jogo Tonggo was 

publish as health crisis program in Jentral Java as long as pandemic era, the government has done 

the campaign with using some method and media. One of the methods is using #JogoTonggo to 

be spread in social media especially Twitter. The response of this program is spread quickly. It can 

be seen by Netlytic that there are many a part of a message to socializing the campaign. The data 

shows that there are 1009 net. They are #JogoTonggo 337 posts, #JatengGayeng 121 posts, 

#BersamaLawanCorona 104 posts, @ganjarpranowo 95 posts, jogo 81 posts, tonggo 69 posts, 

covid 62 posts, Desa 55 posts, warga 45 posts and Selamat 40 posts.  

1. #JogoTonggo 337 posts 

2. #JatengGayeng 121 posts 

3. #BersamaLawanCorona 104 posts 

4. @ganjarpranowo 95 posts 

5. jogo 81 posts 

6. tonggo 69 posts 

7. covid 62 posts 

8. Desa 55 posts 

9. warga 45 posts 

10. Selamat 40 posts  

 

Actor as a message in Social Network Structure  

Social Network was focus in the actor relation. The actor relation will produce the 

description of the actor structure. Then connected keyword became connector tool of the actor. 

From the actor, this research found that The Government around Central Java is the key actor who 



spread the #JogoTonggo campaign actively. #JogoTonggo as the keyword also showed how the 

structure of the message was described. #JogoTonggo, not only as the keyword but also as the 

message, is the most frequently message which is discussed by the actor. 

This research also found the interesting thing. While the actor connected each other when 

campaigning the #JogoTonggo as the keyword and the message an account @ganjarpranowo result 

the biggest node of this research. In the bellow picture showed how @ganjarpranowo Cluster 

which connect to the actor and message.  

 
From that Information, the researcher found that @ganjarpranowo had important role of 

the #JogoTonggo campaign. The owner of @ganjarpranowo account was Ganjar Pranowo. Ganjar 

Pranowo is the Central Java Governor. This campaign was success because Ganjar Pranowo got 

the reward from ministry.  

The Jogo Tonggo concept initiated by the Central Java Provincial Government became one 

of the winners in the Top Public Service Innovation, Covid-19 Handling Innovation and Best 

Complaint Handling 2020, category of Public Service Handling Covid-19, from the Ministry of 

Administrative Reform and Bureaucratic Reform (PANRB). (https://jatengprov.go.id/. 2020). 

 

 

Conclusion 

The result shows that the actor who frequently sends the message of Jogo Tonggo is 

@provjateng as government. Other actor majority also done by some governments from whole 

sector in Central Java Province. Text result shows that #JogoTonggo is the message which mostly 

spread. This research finds interesting message. Whether the actor who send or receive the message 

they mostly mention @ganjarpranowo. That is why @ganjarpranowo becomes the biggest size of 

node in Netlytic. This research concludes that Ganjar Pranowo as Governor has big power while 

spreading Jogo Tonggo campaign. Finally, this research describes that social capital, actor position 

and social media have important impact to solve pandemic crisis. 
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ABSTRACT 

 

Major research when using social network for campaigning program in social media discussed 

about nationality and politic. This research needs to see the using of social network on social 

capital while using local wisdom to solving all sector crisis in Pandemic Covid-19 era. Jogo 

Tonggo, as problem solving program, is the application of Indonesia’s social capital which is 

Gotong Royong. As a cultural value, Gotong Royong places importance on doing hard work 

together, by showing their care towards each other as a way of supporting collectivism, 

collaboration and cooperation. This research focus on social network analysis to analyze the 

structure of actor and message relation. This research using Netlytic: a social media text and social 

networks analyzer. The result shows that the actor who frequently sends the message of Jogo 

Tonggo is @provjateng as government. Other actor majority also done by some governments from 

whole sector in Central Java Province. Text result shows that #JogoTonggo is the message which 

mostly spread. This research finds interesting message. Whether the actor who send or receive the 

message they mostly mention @ganjarpranowo. That is why @ganjarpranowo becomes the 

biggest size of node in Netlytic. This research concludes that Ganjar Pranowo as Governor and 

also as a conceptor has big power while spreading Jogo Tonggo campaign. Finally, this research 

describes that social capital, actor position and social media have important impact to solve 

pandemic crisis. 

Key words: #JogoTonggo, Social Capital, Social Network Analysis, Twitter  

 

Introduction 

The global COVID-19 pandemic is a concern that is being experienced by citizens of the 

world today. The spread is so rapid that more than 168 countries have confirmed the infection of 

this coronavirus. The number of positive patients infected with COVID-19 in Indonesia has also 

increased, although some have been declared cured. A total of 488 districts/cities in 34 provinces 

of Indonesia have even been declared exposed to COVID-19 (Kamil, 2020). On August 13, 2020, 

the official website of the Ministry of Health released several provinces with the newest cases of 

COVID-19, namely DKI Jakarta, East Java, Central Java, North Sulawesi, and West Java (Alam, 

2020). (Agus Naryoso, Arifa Rachma Febriyani, Rintulebda A. Kaloka; 2021) 

Pandemic Covid 19 still become attractive issue to discuss because it was the global crisis. 

As people know that Covid 19 influence all kind of sector. Therefore, there are so many mitigations 

program to solve the problem. All the country, all the government all the citizen cooperates to 
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solve this problem. Indonesia also participates to always create effective solving program as long 

as pandemic era. In Indonesia weather the government and the citizen must care and pull together 

up to solve this situation. Social capital is onc  cccce of great expectation to quick solving model.  

The global response to COVID-19 has required decisiveness, resilience, and resolve from 

governments around the world. However, economic, legal, technological, geographic, and cultural 

barriers can limit the ability of a government to effectively respond to critical public health needs. 

The intricate network of stakeholders that operate within and interconnect with the public health 

space is an essential component of a health system’s response. In this context, considerations of 

social capital emerge as a powerful frame of reference for understanding how health interventions 

may be best implemented to effectively ensure an inclusive extension of health services for all 

members of society. It is patently clear that if a population group is excluded from accessing the 

health system and its attendant services and products, the efficacy of any pandemic response or 

recovery program may be severely undermined. (Wong and Kohler, 2020) 

Central Java is one of Indonesian province create Jogo Tonggo as problem solving for 

handling Covid-19 pandemic. Jogo Tonggo was declared and structured by Ganjar Pranowo as 

Governor of Central Java in 2020 as problem solving program 

(https://jatengprov.go.id/rilis/percepat-tangani-covid-19-dengan-jogo-tonggo-apa-itu/. 2020).  

 
Reference: https://jatengprov.go.id/rilis/percepat-tangani-covid-19-dengan-jogo-tonggo-apa-itu/ 

Nicholas Simarmata, Kwartarini Wahyu Yuniarti, Bagus Riyono and Bhina Patria (2019) 

describe Gotong Royong, as an Indonesian national identity, is not a new concept because it is a 

long-standing Indonesian cultural value. Indonesia is a country that consists of many islands with 

many ethnicities, commonly known for its diverse cultural values. One of those is the Gotong 

Royong cultural value, which becomes one of the identities of Indonesia. It is a value deeply rooted 

in the country's ideology, Pancasila, because it becomes the basis for Indonesian people's social 

solidarity. 

With all the variants above, Gotong Royong becomes an exalted noble value 

(Koentjaraningrat, 1985) for the human relationship with each other (Departemen Pendidikan dan 

Kebudayaan, 1997) because it emphasizes togetherness, tolerance, caring and high respect for each 

other (Rochmadi, 2012). This is especially advantageous when solving problems confronted in 

people’s daily lives which may influence Indonesia’s national identity (Barkin & Hildebrand, 

2014; Lembaga Ketahanan Nasional Republik Indonesia, 1995; Saraswati, 2011; Sood, Chandra, 

Palmer, & Molyneux, 2004; Zulkarnain, 2014). Gotong Royong as a noble cultural value, must 

remain and continue to be a part of life that upholds humanity because in Gotong Royong, each 
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work is carried out jointly regardless of one’s position and status, where the work involvement is 

seen as a process to be in accordance with the expectations of a group work (Newberry, 2007; 

Pasya, 1987). 

The cultural value of Gotong Royong contains four concepts, namely: (1) humans are part 

of a community, (2) humans depend on all aspects of their fellow human beings, (3) humans must 

continually maintain good relations with each other, and (4) humans must be fair to each other 

(Bintari & Darmawan, 2016). As a cultural value, Gotong Royong places importance on doing 

hard work together, by showing their care towards each other as a way of supporting collectivism, 

collaboration and cooperaton (Duwata, 2013). Gotong Royong as a cultural value, therefore, 

cannot be separated from the activities of the Indonesians’ daily lives (Effendi, 2013) because 

traditionally, most Indonesians depend highly on their neighbors and families. For this reason, 

most Indonesians rely on their extended families to live satisfactorily rather than relying just on 

their own nuclear family. 

Gotong royong activity is almost daily live Indonesian people activity. Especially in 

pandemic era, although PSBB is announced to minimalize face-to-face activity, but Indonesian 

people keep help each other when the family, friend or neighbor get Covid. Central Java is one of 

province which create program based on gotong royong value. The program called “Jogo Tonngo”. 

This program is also based on SDG’s program in specific area.  

 

 

 

 

 

 

 

 

 

 

 

Source: https://localisesdgs-indonesia.org/beranda/cs/program-jogo-tonggo 

The Jogo Tonggo program consists of several activities such as: Zero Hunger, Healthy and 

Prosperous Life, Reducing Inequalities, Sustainable Cities and Settlements, Partnerships to 

Achieve Goals. Although this program was created to reduce the spread of COVID-19, it also 

contributes to the achievement of the Sustainable Development Goals (SDGs). Directly, this 

program contributes to the achievement of SDGs 2 (No Hunger), 3 (Health). In addition, this 

program also indirectly contributes to the achievement of SDG 10, SDG 11 related to Sustainable 

Cities and Settlements (especially targets 11.3 and 11.5), and SDG 17 (especially with the high 

participation of various parties in efforts to prevent the spread of COVID-19). (https://localisesdgs-

indonesia.org/beranda/cs/program-jogo-tonggo). 
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Source: http://bappeda.jatengprov.go.id/wp-content/uploads/2020/07/SATGAS-Jogo-Tonggo-

2020.pdf 

Steven N. Durlauf and Marcel Fafchamps (2005) summarize the definition of social capital, 

they conclude that social capital is a type of positive group externality. Coleman’s definition 

suggests that the externality arises from social organization. Putnam’s definition emphasizes 

specific informal forms of social organization such as trust, norms and networks. In his definition 

of social capital, Fukuyama (1997) argues that only certain shared norms and values should be 

regarded as social capital. 

Social capital is defined by its function. It is not a single entity but a variety of different 

entities, with two elements in common: they all consist of some aspect of social structures, and 

they facilitate certain actions of actors-whether persons or corporate actors-within the structure. 

Like other forms of capital, social capital is productive, making possible the achievement of certain 

ends that in its absence would not be possible. Like physical capital and human capital, social 

capital is not completely fungible but may be specific to certain activities. A given form of social 

capital that is valuable in facilitating certain actions may be useless or even harmful for others. 

(Coleman, 1988).  

According to Putnam, social capital is social networks associated with the norms of 

reciprocity, indicating that the phenomenon itself jointly describes these networks and their effects 

on participating individuals. However, to offer a brief outlook regarding the up-to-date 

inconsistencies regarding social capital discussed in detail by Fine, the argument of social capital 

being the cause, the effect, or the process itself, is a matter of present scientific debates as well. 

(Flora Poecze and Christine Strauss. 2020) 

Because the socialization cannot spread offline actively, the central java government use 

social media to fragrance the information. The government create #jogotonggo as a campaign tool. 

There are more than 5000 posts which use hashtag #jogotonggo. This research focus on how the 

social capital pattern by using network analysis method in social media. This research aims to find 

the pattern of the campaign. Then, the result can be a reference for the evaluation or next campaign 

activity more effective.  
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Social Capital 

Putnam describes social capital as a sociological concept used in business, economics, 

organisational behaviour, political science, public health and the social sciences in general, to refer 

to connections within and among social networks. The core idea is that social networks have value. 

Similar to physical and human capital, social contacts can increase the productivity of individuals 

and groups. (Social Capital, Human Capital and Health: What is the Evidence? – © OECD 2010) 

Kane X. Faucher (2018) mention that where does online social capital fit in a broader context of 

capitalism? At this point, a provisional working definition may serve as a bridge toward a much 

closer analysis: 1) At the user-end, online social capital is a product of online exchanges that in 

many cases can be expressed in some numeric form, which may or may not be correlated with a 

perception of an online user’s value in a digitally networked community. Online social capital 

becomes a kind of offering to the social marketplace when users attempt to leverage the 

quantifiable measures of friends, followers, views, and likes for some goal. 2) On the network 

owner’s end, online social capital is the labour of users that can be mined as a data commodity and 

converted into profit, while also existing as a strategy to keep a digitally networked community 

active in providing their unpaid labour. 

From these definitions, we can distinguish three main underlying ideas:  

(1) social capital generates positive externalities for members of a group;  

(2) these externalities are achieved through shared trust, norms, and values and their consequent 

effects on expectations and behavior;  

(3) shared trust, norms, and values arise from informal forms of organizations based on social 

networks and associations.  

The study of social capital is that of network-based processes that generate beneficial outcomes 

through norms and trust. (Steven N. Durlauf. 2005.) 

 

Social Network 

Riniati, dkk (2017) mention there are three common parameters of social capital: (1). Trust. 

Trust is a public expectation that grown based on regular behavior, honest, and cooperation on 

shared norms base. Social capital is a capability that grown from prevalent beliefs in a society 

(Fukuyama, 1995). A good trust characterized by a solid social institutions that gave birth to a 

harmonious life (Putnam, 1995); (2) Norms. Norms consists of understanding, values, expectations 

and goals which are believed jointly by a community. Norms evolve based on the history of 

cooperation and applied to support the climate of cooperation (Putnam, 1993; Fukuyama, 1995); 

(3). Network. The network facilitates communication which allows the growth of trust and 

strengthen cooperation. Closely social networks will strengthen cooperation among its members 

and provide benefits (Putnam, 1993). 

How are social networks related to the creation and maintenance of social capital? Social 

capital has been addressed as trust in social relations (Fukuyama, 1995), as civic engagement 

created through participation in voluntary associations (Putnam, 1995a, 1995b, 1995c), as a social 

fabric that creates a willingness to cooperate in the development of physical capital (Ostrom, 

1994), as an explanatory variable in the generation of human capital between generations 

(Teachman et al., 1997), and as an aspect of social structure that facilitates particular forms of 

action and cooperation (Coleman, 1987, 1988; Greeley, 1997). (Ronald La Due Lake and Robert 

Huckfeldt, 1998.) 
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Social Campaign 

A starting point when conducting strategic public relations planning is to examine some of 

the definitions. According to the UK Chartered Institute of Public Relations (CIPR), which is 

Europe’s largest professional body in the field: Public relations is the discipline which looks after 

reputation, with the aim of earning understanding and support and influencing opinion and 

behaviour. 

It is the planned and sustained effort to establish and maintain goodwill and mutual 

understanding between an organization and its publics. (Anne Gregory. 2010) 

Broadly, the public relations practitioner needs to possess the following personality traits 

and attributes: 

● Ability to communicate. 

● Ability to organize. 

● Ability to get on with people. 

● Personal integrity. 

● Imagination. 

● Willingness to learn. (Paul Baines, John Egan, Frank Jefkins; 2004) 

Public relations practice is the art and social science of analysing trends, predicting their 

consequences, counselling organization leaders, and implementing planned programmes of action 

that will serve both the organization’s and the public interest (Jefkins, 1994) (Paul Baines, John 

Egan, Frank Jefkins; 2004) 

Social action campaigns are those that advocate a social issue or cause. They are similar to 

issue-oriented political campaigns and use many of the same techniques; the main difference is 

that they are generally long term in nature. For example, an issue-oriented campaign may be a 

short-term or closed-ended attempt to pass a specific gun control law, whereas a social action 

campaign would be a broader, open-ended campaign to continue the effort to pass additional gun 

control measures long after the initial victory was won (or lost). (Randy Robit and Ruth Sullivan, 

2014) 

 

Social Media 

Communications is undergoing a radical change. Every aspect of how we exchange 

information is feeling the impact of the technological revolution. Changes are taking place in the 

way we use the media channels that have been available to us for many years. Totally new 

communications channels are emerging. The PR practitioners of the 21st century must understand 

all of these and how they are controlled and influenced if they are going to adapt and survive in 

this new environment. (Rob Brown, 2009). 

Flora Poecze and Christine Strauss (2020) said with the emergence of computer-mediated 

social networks, the discussion of the associations between social capital and individual tie 

strength research, investigating both strong and weak ties in an online context based on 

Granovetter’s social tie theories, opened a new research field. The aim for the development of 

online social capital became one of the core aspects of empirical research, a milestone of which 

was the development and validation of the first comprehensive online social capital scale by 

Williams. To better understand the importance and details of this contribution, it is essential to 

discuss the most widely discussed, existing views of social capital theory. This is crucial to grasp 

the context of this scale, which still has one of the most noted impacts in the present, empirical 

social capital research measured on social media.  
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In parallel to the previously described cultural view of social capital, and theorists of the 

structural view, the turn of the century marked Nahapiet and Goshal’s seminal work (1998). This 

work elaborated on the multidimensional view of social capital, segmenting it into structural (i.e., 

social interaction ties), relational (i.e., shared language, cultural understanding) and cognitive (i.e., 

trust, norms, obligations, identification) dimensions.  

Social capital has been put into relationship analyses with enormously diverse phenomena. 

Fine (2010) offered several curious examples (e.g., the prevention of deforestation, skin color as a 

factor in marriage prospects, or pets as social capital conduits. The most promising research 

platforms in social capital studies are social media platforms, building upon belongingness as a 

human drive, and social engagement. The shared question of such studies is, whether or not the 

use of social media affects the individual’s perception of the social capital of the self and the 

perceived social support (see the meta-analysis of Domahidi, 2018. As a result, the number of 

papers is growing rapidly, in which the perceived individual social capital is analyzed on social 

media platforms. 

Today, most NGOs agree on the importance of digital media for public relations activities, 

although they express concerns on that matter. Seo, Kim and Yang (2009) identified the following 

doubts: reliability, message control, and the scope of online audiences. Most of the studied NGOs 

claimed that getting stories into the mainstream media is still very important because of the 

reputational effect. The publics do not always think of new media channels as being as reliable as 

well-known media. Additionally, message control remains an issue, as receivers are also content 

producers. And, according to the same researchers, these concerns can stop some NGOs from 

“more actively engaging in new media-based public relation activities” (Seo et al., 2009, p. 125). 

(Emilia Smolak Lozano, Sara Balonas and Teresa Ruão. 2020) 

 

Methodology 

This research use content analysis focus on quantitative approach. Data were collected 

from Twitter using Netlytic. Netlytic is a tool to find the social networking. In addition to its text 

analysis functions, Netlytic also provides users with network analysis capabilities. At its most 

basic, network analysis involves building networks from members (‘network actors’) connected 

together based on some common form of interaction (‘ties’). When building networks from 

interaction data, however, there are a lot of different parameters and threshold choices to choose 

from. For example, one of the choices that is likely to influence network formation is how to 

discover ties between individuals. Netlytic approaches this task by building two types of social 

networks: (1) Name network and (2) Chain (reply-to) network. 

A name network is a social network built from mining personal names in the messages. To 

discover ties in Name networks, a user can choose from two primary options: “connect a sender to 

all names found in his/her messages” and/or “connect people whose names co-occur in the same 

messages”. 

Both of these options, along with some additional network parameters, can be adjusted by 

clicking on the “See more processing options” field at the bottom of the ‘Name Network’ pane. 

Then, once the user has decided how best to build his/her network, s/he need only click the 

“Analyze” button for Netlyic to automatically construct the network. Further, by clicking on the 

number of users listed next to “# of names found” in the Name Network pane, users can review 

all names found by Netlytic in the network and add or delete names as necessary. 

Next, regardless of whether the user chooses to focus on name or chain networks (or to 

analyse both), s/he can explore the dataset interactively through Netlytic’s visualization 
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capabilities. By clicking on the “Visualize” button in the “Chain Network” or “Name Network” 

pane, the user can access the new, touch enabled, HTML5 Network Visualizer (See Figure 11). 

The HTML5 visualizer has customizable layout, node size, and cluster visibility features. Users 

can also label and export an image of the network. https://netlytic.org/home/?page_id=2  

Data was collected using the Octoparse application with a collection period of 1 April – 31 

December 2020. In this period, 536 posts were obtained with the search keyword JogoTonggo. 

 

Result and Discussion 

  

Actor Relations 

 Social campaign will happen efficiently if the communication component is complete. Two 

of the most important components are communicator and communicant. Social capital called 

communicator and communicant as actor. Weather the communicator or communicant create 

relation. The relation describe how the Jogo Tonggo are spread and pictured.  

 
That picture describes how the relation of the actor are connected each other when they mention 

#jogotonggo. How many nets which relate to each other show how the actor are connected to each 

other. The color of that net shows the cluster of the communication room.  

  
Picture A Picture B 

  

Those pictures show the detail of the cluster. Picture A shows the detail description of the actor 

and Picture B shows the detail of the name which appear as actor. They are the account who always 

mention #jogotonggo in Twitter. There are so many actors who active discuss about Jogo Tonggo. 

The use the #JogoTonggo in Twitter to influence and make aware other people. The researcher 

takes 10 the most actors who often mention #JogoTonggo by using Netlytic. They are @provjateng 

https://netlytic.org/home/?page_id=2


61 (33,7%), @kominfo_jtg 20 (11%), @bpsdmdjtg 20 (11%), @PMojowarno 14 (7,7%), 

@Sakamileniajtg 13 (7,2%), @biroapby_jtg 12 (6,6%), @disporaparjtg 11 (6,1%), @AjhaHuhu 

11 (6,1%), @DistanbunJateng 10 (5,5%), and @dad_somantri 9 (5%). From that data the 

researcher found that the account are some governments from whole sector in Central Java 

Province. The most active campaigning #JogoTonggo in Twitter is @provjateng 61 (33,7%). 

1. @provjateng 61 (33,7%) 

2. @kominfo_jtg 20 (11%) 

3. @bpsdmdjtg 20 (11%) 

4. @PMojowarno 14 (7,7%) 

5. @Sakamileniajtg 13 (7,2%) 

6. @biroapby_jtg 12 (6,6%) 

7. @disporaparjtg 11 (6,1%) 

8. @AjhaHuhu 11 (6,1%) 

9. @DistanbunJateng 10 (5,5%) 

10. @dad_somantri 9 (5%) 

 

Message Relation 

 The other component which also important in delivering campaign is message. The 

message is important. The campaign is created because there is something important as a message 

to be sent. Message relation is shown by the connected keyword. They describe the structure of 

the message. The connected key word became connector of the actor. Since Jogo Tonggo was 

publish as health crisis program in Jentral Java as long as pandemic era, the government has done 

the campaign with using some method and media. One of the methods is using #JogoTonggo to 

be spread in social media especially Twitter. The response of this program is spread quickly. It can 

be seen by Netlytic that there are many a part of a message to socializing the campaign. The data 

shows that there are 1009 net. They are #JogoTonggo 337 posts, #JatengGayeng 121 posts, 

#BersamaLawanCorona 104 posts, @ganjarpranowo 95 posts, jogo 81 posts, tonggo 69 posts, 

covid 62 posts, Desa 55 posts, warga 45 posts and Selamat 40 posts.  

1. #JogoTonggo 337 posts 

2. #JatengGayeng 121 posts 

3. #BersamaLawanCorona 104 posts 

4. @ganjarpranowo 95 posts 

5. jogo 81 posts 

6. tonggo 69 posts 

7. covid 62 posts 

8. Desa 55 posts 

9. warga 45 posts 

10. Selamat 40 posts  

 

Actor as a message in Social Network Structure  

Social Network was focus in the actor relation. The actor relation will produce the 

description of the actor structure. Then connected keyword became connector tool of the actor. 

From the actor, this research found that The Government around Central Java is the key actor who 



spread the #JogoTonggo campaign actively. #JogoTonggo as the keyword also showed how the 

structure of the message was described. #JogoTonggo, not only as the keyword but also as the 

message, is the most frequently message which is discussed by the actor. 

This research also found the interesting thing. While the actor connected each other when 

campaigning the #JogoTonggo as the keyword and the message an account @ganjarpranowo result 

the biggest node of this research. In the bellow picture showed how @ganjarpranowo Cluster 

which connect to the actor and message.  

 
From that Information, the researcher found that @ganjarpranowo had important role of 

the #JogoTonggo campaign. The owner of @ganjarpranowo account was Ganjar Pranowo. Ganjar 

Pranowo is the Central Java Governor. This campaign was success because Ganjar Pranowo got 

the reward from ministry.  

The Jogo Tonggo concept initiated by the Central Java Provincial Government became one 

of the winners in the Top Public Service Innovation, Covid-19 Handling Innovation and Best 

Complaint Handling 2020, category of Public Service Handling Covid-19, from the Ministry of 

Administrative Reform and Bureaucratic Reform (PANRB). (https://jatengprov.go.id/. 2020). 

 

 

Conclusion 

The result shows that the actor who frequently sends the message of Jogo Tonggo is 

@provjateng as government. Other actor majority also done by some governments from whole 

sector in Central Java Province. Text result shows that #JogoTonggo is the message which mostly 

spread. This research finds interesting message. Whether the actor who send or receive the message 

they mostly mention @ganjarpranowo. That is why @ganjarpranowo becomes the biggest size of 

node in Netlytic. This research concludes that Ganjar Pranowo as Governor has big power while 

spreading Jogo Tonggo campaign. Finally, this research describes that social capital, actor position 

and social media have important impact to solve pandemic crisis. 
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