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ABSTRACT

War flaming constitutes one of the perilous practices prevalent on social media
platforms. This might result in discomfort associated with social media usage,
leading to melancholy, anxiety, excessive worry, and disturbances in mental
health. War Flaming has become a prominent issue that necessitates enhancing
digital literacy on social media platforms. This study employed a qualitative
methodology, with data collected through observation, in-depth interviews, and
Focus Group Discussions (FGD). Informants were selected using standard case
sampling. The selected informants include the Directorate of IKP from the
Ministry of Communication and Information of the Republic of Indonesia,
SiBerkreasi, digital technology and culture experts, and specialists in social
campaigns. The findings indicated that digital literacy building aimed at mitigating
war flaming on social media involved creating innovative social campaigns
through pertinent language and a human-centric literacy approach. This strategy
seeks to engage Generation Z, empowering youth communities as proactive
advocates against hoax narratives on social media. It emphasizes collaboration
among governmental entities, community leaders, and journalists within the anti-
war flaming educational initiative, alongside the optimization of TikTok and
Instagram for disseminating positive content, and partnerships with young
influencers to promote the significance of digital reputation. Creative digital
literacy, facilitated by social campaigns and multisectoral cooperation, effectively
mitigates war flaming on social media, enhances Gen Z awareness, and promotes
mental health through affirmative material.
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INTRODUCTION

The dynamics of social media usage have garnered significant interest from
various stakeholders. Social media, on one side, offers numerous advantages for
enjoyment, information retrieval, and virtual relationship building. Conversely,
numerous social issues stem from the detrimental utilization of social media. The
myriad issues encompass the persistent dissemination of false information,
concerning cyberbullying conduct, and challenges related to digital security and
online gambling (Nugraha et al., 2024). This study examines the societal issue of
cyberbullying behavior. This cyberbullying activity is deemed detrimental,
particularly for the victims (Darawsheh, 2023). Research indicates that
cyberbullying is a perilous form of bullying in cyberspace, resulting in adverse
experiences for both victims and perpetrators (Alomar & Alabady 2023).

The advancement of communication technology has significantly
transformed the potential for cyberbullying among social media users. This is
turther intensified by many possibilities on social media, including the simplicity
of creating secondary accounts, the convenience of sharing content or
information, and the straightforwardness of commenting and uploading any
material (Saidah & Trianutami, 2022). The attributes of social media may lead to
the emergence of cyberbullying. Data indicates that 61.8% of social media users
have encountered cyberbullying (Arafa, A., & Senosy, S, 2017). Cyberbullying
frequently transpires on numerous social media sites, including Instagram,
Facebook, and Twitter (Hannako et al., 2024).

Numerous forms of cyberbullying are readily observable on social media,
including harassment, flame, exclusion, denigration, outing, stalking, and
masquerade. Data indicates that 44% of all cyberbullying incidents on social media
constitute flaming behavior (Mahasneh et al.,, 2024). War flaming constitutes
blasphemy, characterized by mutual insults and conflicts on social media
platforms. Flaming is a form of cyberbullying characterized by the transmission
of hostile communications including abusive and disrespectful language,
sometimes employing animal analogies, directed at individuals or groups, either
individually or within online communities (Martutik et al., 2024). Hostilities are
frequently observed in the comment sections of social media platforms. Flaming
is deemed harmful, not only to the victim but also to other social media users who
encounter the comment. The frequent occurrence of war flame can be detrimental
to the victim, perhaps leading to mental health disturbances and severe
depression. Moreover, it can lead to emotional distress stemming from feelings of
blasphemy, along with heightened anxiety and terror (Arisanty & Wiradharma,
2022). The phenomenon of war flame has not been extensively examined by
scholars in the domain of digital literacy. Simultaneously, incendiary discourse is a
perilous  conduct  that  adversely  affects social —media  users.
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Research on flame is rather scarce; prior studies have focused on cyberbullying
within social media platforms. Numerous researchers, like Andersen (2021),
elaborate on the definition and depiction of flaming in social media. The
subsequent researchers, Ardi et al. (2020) examine flaming by categorizing its
forms and providing examples within social media contexts. Additionally, Lee and
Jin (2019) exclusively examine the sub-factors of self-concept related to flaming
behavior on social media. Further, Bansal & Sharma (2011) examine the literature
on flaming, particularly the classification of war flaming in mediated
communication inside digital media.

The previous studies examine the manifestations of flame behavior and its
representations. Research is required to address the prevention of flame behavior
dissemination on social media. This study seeks to determine the most effective
digital literacy strategy for mitigating the prevalence of war-related flaming on
social media by developing a suitable social campaign, particularly targeting
Generation Z. The primary factor for the segmentation of social advertising is
Generation Z, as evidenced by a poll conducted with 200 respondents identified
as flaming perpetrators, revealing that 71.9% fall within the age range of 13 to 22
years, categorizing them as part of Generation Z. This project aims to enhance
digital literacy for Generation Z, as this cohort was born and nurtured during the
digital era amidst major technical advancements (Kominfo, 2021).

This research concentrates on digital ethics, a component of digital literacy,
in the development of a digital literacy design. Digital ethics is commonly referred
to as netiquette. It encompasses four primary areas: 1) digital ethics for internet
users, 2) awareness and comprehension of diverse information, including hoaxes,
hate speech, pornography, cyberbullying, and negative content, 3) knowledge and
understanding of appropriate interaction, participation, and collaboration on
digital media in alignment with established rules and ethical standards, and 4)
foundational knowledge and understanding of interactions governed by digital
ethics regulations (Kusumastuti et al., 2021).

This research identifies and designs digital literacy, particularly in the
context of social campaigns regarding netiquette on social media. Further, it
recommends creative strategies to address the issue of online flaming, specifically
for Generation Z.

This study employed a qualitative research approach with a case study
research strategy. A case study was grounded in the distinctiveness of the selected
cases in this study, which were deemed exceptional with diverse data collection
techniques to achieve a more thorough research outcome. The research data
collection technique involved conducting in-depth interviews, observations, and
focus group discussions with several expert practitioners.

The informants in this study were selected through purposive sampling,
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ensuring that informants were chosen based on their relevance to the specific case
being examined. The researchers identified informants using the principle of
typical case sampling, which involved selecting samples that aligned with the
requirements of a given case. The chosen samples were relevant and might even
have participated in the phenomenon or case under investigation. The participants
in this study included representatives from the Directorate of IKP at the Ministry
of Communication and Information of the Republic of Indonesia, members of
SiBerkreasi comprising academics and practitioners, digital technology and culture
experts, and specialists in social campaigns.

The data collection process for this research commenced with developing
instruments in qualitative research. The development of research instruments was
structured according to the research objectives, followed by the organization of
keywords into a composition of questions aligned with the relevant concepts and
subconcepts. Furthermore, once the instrument was prepared, the researchers
conducted in-depth interviews and FGD with all selected informants. The
interview and FGD results were subsequently transcribed, followed by the coding
process in the next phase. The coding process was comprised of three distinct
stages: open, axial, and selective coding. Following the coding phase, the
subsequent step involved analysis and discussion. Ultimately, through the analysis
and discussion, digital ethics for the prevention of war flaming was established.

Conducting
indepth
Interview and

FGD

Designing digital
ethics on war
flaming

Performing
analysis and
discussion

Coding (Open,
Axial, Selective
Coding)

Developing research
instrument

Figure 1. Stages of Digital Literacy Design for War Flaming Prevention

Source: Researchers’ personal preparation

RESULTS AND DISCUSSION

Flaming is a form of cyberbullying or bullying on social media. This phenomenon
occurs following the development of digital technology which makes it easier for
us to obtain information and respond to everything freely. This freedom seems
to be everyone's fortress to protect themselves. In the era of democracy, everyone
is entitled to freedom of expression. This makes them forget their limits, and even
cannot control their behavors in using social media until flaming behavior,
behavior that can be categorized as violent and detrimental to others, occurs.
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Flaming is a form of online communication on social media, which is hate
speech, comments, or tweets that evoke an atmosphere of heated emotions for
the person reading it. Often this online communication rarely considers people's
feelings face-to-face, provoking a hot atmosphere (Mardianto, 2019). Provided
left unattended and ignored, flaming can become more prevalent among social
media users. It requires contributions from many parties to deal with these
problems. Don't let such a thing become normalized by the community because
norms and ethics are extremely deviated.

The rise of flaming on social media has become an urgency for the
government. The community demands the role of the government to increase
digital literacy as a preventive measure to prevent flaming and create peaceful
social media activities. This is a challenge for the government to reduce flaming
on social media.

Designing creative social campaigns

Generation Z, the largest generation using social media, is a group that typically
performs war flaming. They need to be given digital literacy awareness to reduce
war flaming on social media. The rapid dissemination of information through
social media can be used as a forum to run creative social campaigns friendly to
Generation Z. In approaching Generation Z, it is necessary to have a simple way
and language relevant to them. Generation Z is also critical in receiving
information with a high sense of curiosity, but they do not like heavy language.

Designing a creative social campaign can begin with casual education using
simple languages relevant to Generation Z. Although it sounds conventional,
everywhere and anytime, education is a common thing that should be the best
solution. In education, it is also possible to collaborate between parties who
understand the problem of flaming on social media. Often what develops in
Indonesian society, education is always considered mandatory. The informant said
that since childhood, we have always been taught to get good grades, be smart in
class, and excel. But we are not taught how to achieve self-pride. Nor is it taught
to pursue something to be able to achieve it. Therefore, when we grow up, seeing
how life goes is frustrating.

This is relevant to the previous research that in making social campaigns,
especially on social media, it is necessary to start with education to increase
awareness and knowledge of the importance of digital literacy to Generation Z.
This education is expected to lead Generation Z to be more intelligent in social
media and participate in spreading the education to others. The education is in the
form of relevant social campaigns using social media such as Instagram,
considering that Instagram is a media that is still popular among the public
(Eugenia, 2022).

Therefore, education is important considering the literacy level of the
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Indonesian people which is still relatively low. Previous research related to the
implementation of digital literacy policies in the prevention of cyberbullying,
policy implementation is an implementation process that starts from abstract
conditions and questions about implementation requirements so that the
implemented policies are successful. In making policies, the government needs to
review policies to see the impact on the community when the policy is
implemented.

Previous research suggested that there is a common thread with findings in
the field that this education can start from building light and creative dialogues
with Generation Z. The problem is that the government feels that they have done
a lot but people feel that what the government is doing is not meeting their
expectations. Therefore, there is no common thread because of the absence of
dialogue. An example that is growing in society is the government's discourse to
oversee Netflix. For the community, this should not be the priority. It is a good
idea for the government to pay full attention to conventional media that is starting
to collapse due to the presence of social media. From the flaming cases happening
today, there is still a gap in the focus between the government and the community.
Therefore, it is important to equalize goals and perceptions, so that we can support
each other in each program. Misperception should not happen between the
parties, and collaboration should be the priority to achieve the same goal.

Susanti (2021) emphasized that there are five qualities of campaign messages
that can be attractive to Generation Z: credibility, message style and ideas, material
selection, interpretation, and message motivation. Algifari (2021) also supports the
need for creative social campaign strategies called 'what to say' and 'how to say'.
Therefore, verbal content or messages are not enough; they must be translated
visually or non-verbally. Compared to heavy news, this campaign can run in
creative ways such as education through humanists to humorous short videos that
are more attractive to Generation Z. We can choose topics friendly to young
people and urgent for them. News that is too serious will not get attention from
Generation Z. Therefore, there needs to be a more creative pattern.

Empowering Young Communities in Digital Literacy Campaigns

In response to flaming and various social issues, especially in digital media, which
is a serious case, the government has a strategy to build a community whose
members consist of the younger generation and involve them to synergize
together. Digital literacy targeting Generation Z does require creativity from
young people. Therefore, this community consists of young people who are the
main targets of social media, seeing the potential of young people who are still
high in spirit and always thirsty for new things, which necessitates the government
to embrace them to become agents of change in spreading digital literacy
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awareness today. This community is called the SohiB Community which is part
of @indonesiabaik.id

The government, especially the Ministry of Communication and
Information Technology (Kominfo), calls it Sobat Hebat Indonesia Baik whose
followers are young people or Gen Z. Young people are considered a generation
that is active in social media, and they understand how social media works.
Kominfo invites young people who are members of the SohiB Community to
jointly use social media wisely by diligently creating, posting, and sharing positive
content. This is vital to maintain balance in social media.

In addition to these young communities, based on interviews with other
informants, there are several agencies that also empower a group of creative young
people and can be categorized as a young community with criteria such as, they
have a wide network that makes it easy to collect crucial information, in this case
a large number of followers are part of the character of the wide network they
have. Members of the youth community can have conversations with audiences
on social media to make the message conveyed persuasive and personable. The
ability of buzzers to produce content such as journalistic knowledge and
information framing/selection (Sistrilnardi, 2023). The dominant buzzer is
synonymous with a negative meaning, but in response to negative comments, it
turns out that this buzzer can play a role in neutralizing an issue. This is called a
positive buzzer. Although it is always associated with a negative perception, the
role of buzzers in the youth community is not so. The community is formed on
the basis of a common focus on digital literacy without provocation and still
prioritized journalistic principles.

According to Juditha (2019), even though buzzers work behind the scenes,
their role and performance cannot be arbitrary. They work in total to guard issues
on social media for 24 hours. Their task is to develop social media strategies and
implementation, design socialization designs based on goals, and measure the
effectiveness of messages. They also have content writers, who will create
narratives to post on social media accounts. There are also those tasked with
overseeing issues and sharpening these issues. They are also the ones who monitor
if there is an attack from the opponent. The buzzers will map their targets. These
methods have recently been maximized by creating blog services, link sharing,
virtual communities, and others to make it easier for social media users to collect
information. The goal is rasing the issues to be trending topics. There is another
study that the role of buzzers on social media in shaping public opinion in the
2024 election is very significant. They play the role of marketing that introduces
the brand or the issue raised (Nainggolan, 2024). However, the presence of
buzzers often considered negative needs to be the attention of all parties so that
they are not ambiguous which can become a boomerang in itself.
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One of the works of this young community is that when the issue of Mr.
Jokowi is hot, flaming occurs on almost all social media which is felt to be very
excessive. This community seeks to neutralize through comments. They comment
or reply to the flaming with a discussion that has a more positive connotation,
reminds the good side, provides evidence of real work, and so on to neutralize the
existing tension.

Although all the collaborations between organizations/agencies and the
community are strategic designs to neutralize issues with positive facts, the course
of collaboration with the young community must still look as natural as possible.
That way, the comments coming from this community look simple and easy to
understand. Their presence in the midst of the controversial issue is only as a
neutralizer by presenting appropriate facts, not leading to praise or provoking.

Collaboration of the Government, Community Leaders, and Journalists in
the Anti-War Flaming Education Program

Technological developments allow parties concerned about certain issues to
convey their message to the audience easily. The number of young people who
have begun to voice their attention to the concerning issues shows that an
initiative to voice them has become a positive trend. That way, it is necessary to
maximize social media as an available channel so that the message conveyed can
be more accepted by the audience (Rachmawati, 2023).

One of the benefits of social media is collaboration. Through social media,
collaborations can be formed effectively. The speed of social media in
disseminating information can be a helpful feature in this collaboration process.
With social media that allows many people to gather at a distance, a collaboration
between various parties can run. This collaboration is considered to be a very
important strategy because the government cannot stand and run alone without
the help of other parties.

Referring to research that states that there is interactivity in the use of social
media, it is considered necessary to be equipped with an understanding related to
collaboration with the public on social media. Collaboration is a cooperation
between an account and its users on social media to make good things more
effective and efficient (Husna, 2021). Moreover, the purpose of the program is
education. It requires collaboration from many parties who can reach Generation
Z on social media. Generation Z has role models that they follow on social media.
Such important figures can be invited to collaborate so that all messages can be
well received.

Several informants agree to prevent flaming behavior. One of the
prevention strategies is collaboration. This behavior is not only the responsibility
of the government. The government also has limitations and cannot control so
many social media users, especially since new technologies are always emerging.

8 Communicatus: Journal of Communication Sciences 8(2) (2024) 1-20



Creative Digital Literacy in Reducing War Flaming on Social Media

Therefore, it is necessary to adapt quickly to keep up with technological
developments.

Inviting people who understand the social media and the way to use it
according to their needs. The government requires collaboration to acknowledge
the purpose of using social media and its implications. Social media is a
communication facility. Communication is irreversible, something that is said to
be irrevocable. Therefore, whatever posted on social media, even if it is deleted, it
will not change anything.

Wijayanto et al. (2019) stated that the competence to participate and
collaborate is a unique and distinctive competency formulated by Japelidi and is
closely related to the social consequences of digital literacy. This competency is
useful for not only individuals but also a group. In this case, it cannot overcome
the flaming problem on its own. Collaboration from many parties - the
government, educational institutions, the community, and competent journalists -
in terms of digital literacy is required.

Most of the informants consume news through online media portals. What
is known to the public is that currently, conventional media is also starting to
develop on social media. Therefore, the receipt of information becomes faster.
This is a good point. Therefore, it is important for the flaming prevention
strategies. We know that media has a wide exposure, reaching a wide audience.
With the hope, these online media can create intelligent news framing. Media also
has a responsibility in this regard, making news that follows journalistic rules, and
spreading information neutrally. Furthermore, media is responsible for making
news without any provocation or intimidation of certain parties. Because the
sensitive things that are provoked will explode on their own. Many users will be
provoked, so that flaming occurs with various motives.

Seeing the big role of the media, the government involves the media in this
flaming prevention strategy. The information conveyed by this media must be
proven true and can be accounted for. Being part of the media, journalists or news
writers also have an equally important role. Serving in the field to find news, collect
information from sources, then disseminate it to a wide audience.

Kominfo explained that they also formed a kind of special division whose
focus is improving people's understanding and intelligence, called Indonesia Baik
and SiBerkreasi. Indonesia Baik and SiBerkreasi consist of competent people who
have broad insights in terms of digital literacy. The combination of academics,
practitioners, and journalists has made Indonesia Baik stronger and more
strategic. Indonesia Baik can also be a forum for those who want to share
experiences and insights, especially about digital literacy or social media itself.
Having the same goal, both academics and journalists seem to be guerrillas on
social media to spread correct information without bias and without provoking.
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Their task revolves around digital literacy education so that people are more aware
of the importance of social media literacy, and flaming can be reduced.

Optimization of TikTok and Instagram social media in viralizing positive
content

Continuous technological developments can be directed to positive things. There
are innovations that follow these developments. Recently, there are a lot of
innovations happening on social media, such as the phenomenon of online shops.
A lot of people use social media to make a living, even social media has been
considered a productive office for some people. This is what is meant by the
importance of knowing the purpose of using social media.

The informant also shared information about a video showing the figure of
women exporting banana leaves through social media. This is a positive action.
Helping the economy of small communities that continue to want to develop.
Then, the rise of TikTok Shop can also be used as an example. An application that
was initially blasphemed has developed like a super app that presents many
features.

Firamadhina (2021) emphasized that TikTok presents an informal
education with general or specific knowledge depending on what content is
presented by a creator. One example of education and activism on TikTok is the
use of hashtags to carry out a campaign. TikTok users are also dominated by
generation Z, so the content is relevant for Generation Z. TikTok indirectly
groups education into several categories, such as academic education, cooking
education, and general education which includes social insights. Some also educate
about digital literacy. Generation Z is an active generation. They want to
contribute with campaigns relevant to daily life. Therefore, it is necessary to design
a campaign that raises simple issues in daily life from a group of Generation Z.

TikTok is currently a social media widely used for promotion. Optimizing
TikTok as a means of promotion also needs a strategy, such as identifying the
target audience to be targeted, planning content creation, creating creative content
and attracting audiences, optimizing the features contained in TikTok, consistency
and frequency in uploading content, interacting with audiences who respond to
content, integrating TikTok promotions with other promotions, and evaluating
the results obtained from content (Denada, 2024). Therefore, many features are
used in creative campaign content. Creativity that involves Generation Z must be
developed and optimized to be more effective and efficient.

Not all social media users in Indonesia are bad. Because right and wrong
and good and bad depend on us. Some users use social media to support their
creativity. This is an interesting finding that the trends that are developing on
social media also show that Indonesian people are innovating, and trends like
these should be multiplied and can be a strategy in preventing flaming or
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cyberbullying behavior.

The rapid development of trends on social media gives an idea that all forms
of flaming or cyberbullying can also pass quickly alternating with the next trends.
Therefore, this can be used as a strategy in preventing or reducing flaming.
Positive content from the public on social media needs to be encouraged to enter
the trending algorithm so that the negative things that heat up can be subdued or
reduced. This also invites many parties to synergize together in creating more
massive creative content. There are potential creators who can be supported by
either the government or other parties. This will be a very positive program if
there is a contribution from the community. There needs to be a desire to move
forward and stop spreading hate speech. There is a term "Don't give a stage" for
people who perform flaming. Therefore, to increase public awareness, it is
necessary to remind one another and share positive information.

Collaboration with Young Influencers in Campaigning the Importance of
Digital Reputation

Kholik (2023) explained that collaboration with influencers is a strategy that
involves cooperation between brands or companies with individuals who have
large and influential followers on social media or online platforms to increase
brand awareness. Collaboration with influencers is an effective way to reach hard-
to-reach audiences through conventional marketing methods and build stronger
brand awareness. Collaboration with influencers can not only help brands reach
relevant audiences in a more personal and convincing way but also help create
consumer trust through recommendations from individuals respected by their
followers. With careful planning and the right selection of influencers, this
collaboration can be an important element in a brand's marketing strategy to
increase awareness and achieve success in the competitive digital era.

Generation Z who are active on social media have role models within their
daily scrolls. The power of influencers is really influential in shaping their mindset.
Having a large number of followers certainly gives more responsibility for an
influencer. All trends spread by influencers can be emulated by Generation Z.
Therefore, influencers are the parties that need to be invited to collaborate with
the government.

Correspondingly, Sono (2024) emphasizes that the influence of content
relevance on Generation Z behavior emphasizes personalized and contextual
content created by influencers. Strategic collaborations with influencers who can
align their content with the values and interests of Gen Z audiences are essential.
This collaboration can foster deeper relationships and positively influence
Generation Z's behavior. Additionally, understanding Generation Z's mindset and
preferences is essential for developing effective strategies. Key strategies to
influence Generation Z through content include authenticity, transparency,
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storytelling, emotional appeal, user-generated content, co-creation, partnerships
with influencers, collaboration, personalization, and interactivity. Collaboration
with experienced and trusted influencers can provide interesting content and
increase credibility. In addition, Generation Z is also more likely to use social
media to get information and is influenced by different factors compared to
previous generations.

Cooperation with young influencers has begun to be explored by the
government. Inviting well-known influencers to promote the real work of the
current government, such as Mr. Jokowi who invited Atta Halilintar and Raffi
Ahmad to explore the IKN ahead of Indonesia's 79th Independence Day. Atta
Halilintar and Raffi Ahmad shared the excitement of exploring the IKIN with Mr.
Jokowi. This can give an idea to young people that the progress of IKN
Development has been successful and worthy of being used as the next capital
city.

Besides, the government also invites young influencers to promote
Indonesian tourist destinations, especially after the pandemic. This is the
government's effort to revive the tourism sector which has declined after the
pandemic. A few young influencers contribute to the government's campaign to
shape a digital reputation with a humanist approach and relevant to Generation
Z. It is common for the government to invite young influencers to government
activities. To show his followers that the current government is quite transparent,
disseminating information that may not be easily accepted by Generation Z if the
information is conveyed by the government. In this case, influencers become a
bridge between the government and the community.

Supported by a statement from an informant that beginner creators also
need to be supported to to produce positive content. They can also be embraced
in government programs. Therefore, the dissemination of information through
positive content is even more widespread and can cover diverse circles. The
informant sees that there is a lot of potential that young people have in this
sophisticated era. On TikTok, there are a lot of young people who are positive,
educating, and creative.

Persuasive and Creative Messages for Generation Z

In designing social campaign content that appeals to Generation Z, it is important
to understand their characteristics and preferences. Generation Z is known as a
very active and technologically connected generation. They are quite concerned
about social issues developing on social media and want authenticity and honesty
from a social movement. The elements that can make social campaigns effective
for Generation Z include authentic and transparent messages or content.
Generation Z values honesty and openness, especially for sensitive social issues.
Messages that feel manipulative or not genuine tend to be ignored. Social
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campaigns must show originality and not use excessive imagery. Generation Z is
very sensitive to imagery and tends to perceive it as a negative thing.

Generation Z is also concerned about social justice and mental health issues.
Social campaigns that are attractive to Generation Z are those that are relevant to
their daily lives. Packaged as simply as possible, it is a special attraction for them.
Besides, Generation Z is more interested in audiovisuals that are to the point.
They quickly get bored of reading or processing information for a long time. For
example: TikTok videos that combine short narratives with dynamic graphics
about the importance of social action or Instagram videos with engaging
infographics about gender equality.

Further, Generation Z grew up in the era of fast information and did not
like long writing. They tend to be to the point. Therefore, the campaign message
must be conveyed clearly and concisely, whether through text, video, or image.
We should avoid long narratives that don't get to the heart of the matter, for
example, short taglines such as "Reduce Plastic, Save the Future" or "Self-care is
Strong".

The fact that Generation Z loves challenges should also be on concern. We
should give them concrete steps to get involved, such as signing petitions, taking
part in social challenges, spreading awareness through hashtags, or donating a
small amount of money to a social cause. For example: "Challenge your friend for
a plastic-free day!" or "Help spread this positive message with a repost.”

Also, Generation Z is often inspired by public figures or influencers they
consider authentic. Including people they know and admire in a campaign can
make the message more engaging. Government should collaborate with TikTok
or Instagram content creators who are known to be vocal about environmental or
mental health issues.

The other strategy is involving audience participation (user-generated
content). Generation Z loves to participate and be part of the movement. We can
create a space for them to share stories, experiences, or ideas through social media.
For example: A campaign where the audience is asked to share stories or tips on
how they take care of their mental health or contribute to environmental
sustainability. The use of humor and memes is also vital. Gen Z loves content that
is entertaining, humorous, and witty, and often conveys serious messages through
humor or memes. It helps the message feel lighter but still effective. For example:
A mental health campaign that uses funny memes to show the importance of
talking about feelings.

Additionally, Generation Z values diversity. Make sure the campaign
reflects inclusivity in terms of gender, race, ethnicity, and cultural background. For
example: Campaigns that feature diverse individuals from different backgrounds
united for a single cause, such as fighting climate change or advocating for gender
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equality. By understanding the values and preferences of Generation Z, social
campaigns can be more effective in conveying their message and encouraging their
active participation in various important issues.

According to Weniggalih (2023), the identification of issues relevant to
Generation Z can be done by conducting comprehensive research on social trends
and issues, involving influencers in the process of communication and messaging,
and using relevant languages and media. Currently, information technology often
uses social media platforms to achieve the goal of persuasive communication to
Generation Z. Biba (2023) proves that the most important thing in influencing
the perception of Generation Z is whether the information is logical (50.44%).
Furthermore, the subject explained that in times of uncertainty, the subject needs
to be rational, real (not a hoax), and can be scientifically proven. The second is the
credibility of the communicator or the person who conveys the information
(38.64%). The subject explained that credible people who can explain current
conditions and make the public believe are needed in a wilderness of information
that is sometimes confusing. The last is the ability to touch the heart (10.91%).
The reason is that emotional touch is necessary to influence others

Based on the presentations from Weninggalih and Biba, Generation Z
prefers interesting, creative, and relevant content to the platform they use, using
interactive features on social media platforms such as polls, quizzes, or questions
and answers, and identifying relevant and popular hashtags related to the issues
they want to convey. This is also relevant to the characteristics of Generation Z
which is to the point in certain contexts. Therefore, in designing social campaigns,
it is necessary to adjust to the character and preferences of Generation Z so that
all messages conveyed can be well received.

Table 1. Social Campaign "Prevention of War Flaming"

No. Content Pillar Example

1. Key Messages "Don't be hot, stay cool!"
It can be a simple tagline that reminds them not to get carried
away quickly when surfing social media. Visuals: Use
interesting graphics, such as fire slowly turning into ice,
symbolizing how controlling emotions can cool a situation.
2. The Importance of "Think first, comment latet"

Self-Control Invite Generation Z to think twice before sending comments
that may hurt others. Visual: A GIF or short video depicting
someone almost writing a bad comment, then a reminder like,

"Is this necessary?"

Sources: Processed from various sources
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Table 1. Social Campaign "Prevention of War Flaming"

No. Content Pillar Example

3. Hashtag Campaigns Hashtag: Create a social media challenge with hashtags like
#SpeakKindly, which encourages people to share experiences

about how they positively handled negative comments. User

Participation: Challenge them to post positive responses or

motivational words in situations where people usually react

negatively.
4. Collaboration with "Influence with Kindness".
Influencers Collaboration: Invite influencers who are known among

Generation Z to talk about their experiences facing war flaming
and how they maintain digital ethics. Videos or Reels: Influencers
can create content about how they keep online interactions
positive and address hate comments in a relaxed way.
5. Infographic "Healthy Ways to Discuss in the Digital World"
Visual tip: Create infographics that show healthy ways to debate
or discuss in the digital world, such as: - "Make room for
different opinions" - "Avoid personal attacks" - "If you don't like
it, it's better to scroll"
Distribution: Post this infographic on platforms like Instagram
and Twitter, with a modern design and vibrant colors to grab the
attention of Generation Z.
6. Meme "Don't Be a Keyboard Warrior"
Humor memes: Use popular memes that Gen Z love to satitize
the behavior of "keyboatrd watriors" (people who only dare to
attack others behind a computer screen). This meme can be a
mild but effective way to remind them of the importance of
being kind. Message: "Be brave in cyberspace, but can you say
the same thing in the real world?"
7. Video Challenge "Flaming to Calming"
TikTok or Instagram Challenge: Create a challenge where users
share how they turn a comment or discussion that almost
became a war flaming into a more productive conversation. For
example, users could post videos about how they turned negative
comments into positive or understanding replies. Hashtag:
#FlamingToCalming or #CoolDownChallenge.
8. Educational Content "What is War Flaming & its impact?"
Animated videos: Create short animated videos that explain what
war flaming is and how it affects others, both emotionally and
mentally.
Data and Facts: Include statistics on the negative impact of hate
comments and war flaming on mental health, such as increased
cases of depression or anxiety among adolescents.
Call-to-Action: An invitation to stop participating in flame wars
and start contributing to more productive and positive
conversations.

Sources: Processed from various sources
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Table 1. Social Campaign "Prevention of War Flaming"

No. Content Pillar

Example
9 Social Media Filters

"Positive Vibes Only"

Instagram or TikTok filters: Create custom filters that remind users
to spread positive comments, with on-screen text like "Positive
Vibes Only" or "Only Good Comments Here."
Supporting Messages: Below the filter, add a short message like
"Being nice online is just as important as being in the real world."

10. Emotional Videos "Words have an impact”

Strong narrative: Create a short video that tells the story of someone
who has been a victim of hate comments and war flaming. This
video can end with the message that negative comments are not only
hurtful in cyberspace, but can also have an impact in the real world.
Message: "What you type, can hurt others. Use your words wisely."

11. Emphasis on

"You Don't Know What Other People Are Experiencing”
Empathy

Message: This campaign can raise the importance of empathy, by
highlighting that everyone is going through something we don't
know. The message is to always be kind because we don't know
what the other person is going through behind the scenes.
Visuals: Videos with illustrations or animations about how negative
comments can worsen the situation of someone who is already
experiencing personal problems.

12. Storytelling "Experience of Facing Negative Comments"

Story-Sharing Content: Encourage users to share their experiences
overcoming negative or hate comments, as well as how they
managed to maintain a positive attitude.

Hashtag: #FightWithKindness or #PositiveEnergy.

13. Collaboration with
Schools or
Communities

Webinars or workshops: Teach digital ethics through webinars or
online classes, involving schools, youth communities, and public
figures. Focus on the importance of maintaining healthy and
respectful conversations online.

Message: "Being nice online also shows the quality of yourself in the
real world." By using a combination of educated, creative, and user
participation-based content, these campaigns can be more effective
in reaching Generation Z. It's also important to include a clear call-
to-action (CTA) so that they feel they have an active role in creating
a healthier digital environment.

Sources: Processed from various sources
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CONCLUSION

This research suggested that a creative and relevant social campaign approach is
essential for reducing war flaming on social media, particularly among Gen Z.
This generation appears more readily swayed by a humanistic and humorous
perspective. It is essential to design a campaign that emphasizes clear, creative
dialogue and employs simple language. An approach to human literacy that
prioritizes interaction in the digital realm may assist Gen Z in understanding the
significance of upholding communication ethics on social media. Informing
individuals that their counterparts in digital media are human beings deserving of
respect can diminish the likelihood of online conflict and hostility. Such
campaigns can enhance digital awareness and foster a more positive atmosphere
on social media.

Emerging communities engaged on social media and knowledgeable about
platform dynamics can serve as catalysts for change, promoting digital literacy and
addressing contentious issues effectively. Involving individuals in digital literacy
initiatives can enhance awareness regarding the prudent use of social media and
contribute to minimizing the dissemination of misinformation and harmful
content. With the backing of the Ministry of Communication and Information,
young individuals within this community can become constructive influencers
who can mitigate polarization in the digital realm and uphold balanced discussions
on social media.

The collaboration among government entities, community leaders, and
journalists is crucial to the effectiveness of the anti-war education program.
Initiatives like Indonesia Baik and SiBerkreasi, which engage academics,
practitioners, and journalists, facilitate the broader dissemination of digital literacy
programs. This partnership enhances initiatives to share precise and non-
inflammatory information. Furthermore, optimizing social media platforms like
TikTok and Instagram to disseminate positive content, along with engaging young
influencers, is anticipated to foster the creation of more educational material and
promote behavioral changes among social media users towards a positive and
healthy approach.
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