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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi komunikasi yang digunakan 

Venom Indonesia dalam menghadapi komentar negatif saat live streaming TikTok. 

Karakter komunikasi digital yang bersifat real-time dan terbuka menjadikan live 

streaming sebagai ruang interaksi yang memungkinkan munculnya komentar 

negatif secara spontan dan berpotensi memengaruhi citra merek. Penelitian ini 

menggunakan Teori Image Restoration, penelitian ini menggunakan pendekatan 

kualitatif dengan metode deskriptif. Data diperoleh melalui wawancara mendalam, 

observasi aktivitas live streaming TikTok Venom Indonesia, serta dokumentasi. 

Analisis data dilakukan melalui tahapan reduksi data, penyajian data, dan penarikan 

kesimpulan. Hasil penelitian menunjukkan bahwa dalam kerangka Image 

Restoration Theory, Venom Indonesia menerapkan tiga strategi utama dalam 

merespon komentar negatif, yaitu reducing offensiveness, corrective action, dan 

mortification. Strategi reducing offensiveness dilakukan melalui klarifikasi faktual 

dan penekanan pada keunggulan produk, corrective action diwujudkan melalui 

pemberian solusi konkret seperti klaim garansi dan penggantian produk, sedangkan 

mortification diterapkan melalui penyampaian permintaan maaf ketika kesalahan 

berasal dari pihak internal. Sementara itu, strategi denial dan evasion of 

responsibility tidak digunakan secara dominan karena dinilai berpotensi 

menimbulkan persepsi negatif di ruang publik digital. Strategi komunikasi yang 

adaptif tersebut berkontribusi dalam menjaga stabilitas citra merek Venom 

Indonesia di tengah dinamika komunikasi media sosial yang cepat dan terbuka. 

Kata kunci: strategi komunikasi, komentar negatif, TikTok Live, Image 

Restoration Theory. 
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ABSTRACT 

This study aims to analyze the communication strategies used by Venom Indonesia 

in responding to negative comments during TikTok live streaming sessions. The 

real-time and open nature of digital communication makes live streaming an 

interactive space where spontaneous negative comments may arise and potentially 

affect brand image. This research applies Image Restoration Theory and employs 

a qualitative approach with a descriptive method. Data were collected through in-

depth interviews, observation of Venom Indonesia’s TikTok live streaming activities, 

and documentation. Data analysis was conducted through the stages of data 

reduction, data display, and conclusion drawing. The findings indicate that within 

the framework of Image Restoration Theory, Venom Indonesia implements three 

main strategies in responding to negative comments: reducing offensiveness, 

corrective action, and mortification. The reducing offensiveness strategy is carried 

out through factual clarification and emphasizing product advantages; corrective 

action is implemented by providing concrete solutions such as warranty claims and 

product replacement; while mortification is expressed through apologies when the 

error originates from internal factors. Meanwhile, denial and evasion of 

responsibility are not dominantly applied, as they are considered to potentially 

create negative perceptions in the digital public sphere. These adaptive 

communication strategies contribute to maintaining the stability of Venom 

Indonesia’s brand image amid the fast-paced and open dynamics of social media 

communication. 

Keywords: communication strategy, negative comments, TikTok Live, Image 

Restoration Theory 
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