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Abstract

The implementation of elections is a forum for democracy that requires community participation.
Community involvement in the election is motivated by the political campaign strategy implemented by
the candidates. In the 2024 election, three candidates with their uniqueness will compete in the
presidential election. The purpose of this research is to find out the political campaign strategy of each
candidate through the perspective of political product delivery in the 2024 presidential election. The data
collection technique was carried out using mass media, which was determined by the purposive sampling
technique using three main criteria so that as many as 60 news articles were obtained. The data analysis
technique uses an interactive model with the stages of data reduction, data presentation, verification, and
conclusion drawn. The results of the study show that each candidate uses the same strategy in conducting
political campaigns. The three candidates used to push marketing, pull marketing, and pass marketing
strategies in political campaigns. However, each candidate uses a different dominant strategy in
conveying his political products. The delivery of political products by each candidate also has different
activities in their strategy to attract the attention of the public so that they can vote for a certain candidate.
This research is limited to the use of data only in the form of online mass media and scientific articles.
Further research can use primary data by developing new research in the form of the role of political
product delivery and the number of votes obtained in the presidential election.
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Abstrak

Pelaksanaan pemilu merupakan wadah demokrasi yang membutuhkan peran serta masyarakat.
Keterlibatan masyarakat dalam pemilu dilatarbelakangi oleh strategi kampanye politik yang
diterapkan oleh para kandidat. Pada pemilu 2024, tiga kandidat dengan keunikannya masing-masing
akan bersaing dalam pemilihan presiden. Tujuan penelitian ini adalah untuk mengetahui strategi
kampanye politik masing-masing kandidat melalui perspektif penyampaian produk politik pada
pemilihan presiden 2024. Teknik pengumpulan data dilakukan dengan menggunakan media massa
yang ditentukan dengan teknik purposive sampling dengan menggunakan tiga kriteria utama
sehingga diperoleh sebanyak 60 artikel berita. Teknik analisis data menggunakan model interaktif
dengan tahapan reduksi data, penyajian data, verifikasi, dan penarikan kesimpulan. Hasil penelitian
menunjukkan bahwa masing-masing kandidat menggunakan strategi yang sama dalam melakukan
kampanye politik. Ketiga kandidat menggunakan strategi push marketing, pull marketing, dan pass
marketing dalam kampanye politik. Akan tetapi, masing-masing kandidat menggunakan strategi
dominan yang berbeda dalam menyampaikan produk politiknya. Penyampaian produk politik yang
dilakukan masing-masing kandidat juga memiliki kegiatan yang berbeda dalam strateginya untuk
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Introduction

The implementation of elections in Indonesia is a forum for democracy to increase
public participation. Elections in Indonesia have experienced developments in their
implementation that make people have to be wise in voting. One of them is the
contestation of the Presidential Election which in the era before the reform of the
election of the president and his deputies were elected by the People's Consultative
Assembly (MPR) (Pratama, 2023). However, in 2004, there was a transition to a
presidential election system that used a direct election system elected by the people
(Sugitanata & Majid, 2021). The direct election system is a system to elect a
candidate for power or leader, and voters give their voting rights directly to a
candidate they want to be elected (Lubis et al., 2023). In the 2004 presidential
election, it started to use radio and television advertising media even though there
was a tendency to do black campaigns (disgrace the other party), block campaigns
(maintain self-opinion), blank campaigns (making empty promises), and blame
campaign (blame the other party). The use of the internet and mass media in the
2014 presidential election has become a new color for the implementation of the
presidential election to disseminate political information and messages through
various platforms such as Twitter, YouTube, Facebook, and blogs (Firmansyah et al.,
2017).

The increasingly widespread use of social media in the implementation of
political campaigns has given rise to a movement on online media to disseminate
information and promote a candidate. Buzzer can be understood as an individual or
group that is paid to carry out the task of promoting ideology or disseminating
information through electronic media in order to get significant attention from the
public (Dewantara et al., 2022). The use of buzzers in the implementation of the
presidential election began to run rampant in 2019, and they tended to spread hoax
news that triggered disputes. Social media as a voice booster that can significantly
shape public opinion as a tool to support the 2019 presidential election campaign;
social media such as Facebook, Twitter, and YouTube are used, although the use of
conventional media such as television and newspapers is still used (Mujahid et al.,
2024).

The development of political campaigns in Indonesia during the implementation
of the presidential election is inseparable from voters and the development of the
times. Political campaigns require adaptation to voters and the times in order to
determine an appropriate campaign strategy to support an increase in votes cast for
a candidate (Stier et al., 2018). The development of this political campaign is also in
line with the development of democracy in Indonesia, which requires skill in
influencing the public to improve their understanding and handling of critical issues.
Along with the development of the times and voters, every candidate or supporter
needs creative and innovative work in delivering political campaigns to attract the
attention of the public. This is in line with research from Alhadar et al. (2024)
currently, a political campaign is required not only to be effective in conveying the
message but also to increase the understanding and involvement of the community
itself creatively and innovatively.

The phenomenon of the development of political campaigns in Indonesia has not
only changed the way presidential candidates convey political messages but also
enriched the interaction between candidates and voters. In this information age,
voters are increasingly critical and have more comprehensive access to information.
Innovative and effective campaign strategies are essential elements in determining
the success of a presidential candidate. The 2024 Presidential Election in Indonesia
marks a fierce competition between three leading candidates, each with a unique
approach to their campaigns. These three candidates utilize various communication
channels and political marketing techniques to reach multiple segments of voters.
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Political communication itself is a form of conveying messages, especially those that
contain political information, from one source to many recipients (Tinov &
Wicaksono, 2015). Political campaigns are said to be important in the political
system and the democratic process that runs because they encourage the
participation of citizens in a democracy by giving them the right to vote and be
elected (Rosdiana & Suryaningtyas, 2024). In addition, campaigns are a means for
voters to select various information, candidates, political parties, policies, and so on
(Kartini, 2017). Each candidate must provide programs that have a positive impact
and attract voters’ sympathy (Marasabessy et al., 2021).

The 2024 presidential election campaign has used a digital campaign strategy,
one of the most influential instruments in shaping public opinion. Digital campaigns
are carried out by optimizing the candidate's official website, and using digital
advertising plays a role in influencing the candidate's electability. A number of
political parties realize that the party's electability has increased with the role of
social media, therefore open campaigns are no longer the primary choice (Cobis &
Rusadi, 2023). In addition to using digital campaign strategies, the phenomenon of
creating programs that provide opportunities for the public to meet and discuss
public issues is in demand with the aim of increasing political awareness and the
involvement of the younger generation (Wahyudi & Firdaus, 2024). By
implementing communication strategies with the aim of influencing public political
knowledge, trust, and actions so that campaign linkages are considered objects that
are part of emphasizing political communication.
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Figure 1. Results of

VOSviewer Analysis With
the Keyword ‘Political idedgey
Communication’

Based on the results of researcher analysis of 379 articles conducted bibliometric
analysis using VOSviewer, it was found that previous research focused on political
communication, especially in the context of campaigns as one of the primary forms
of political communication. Previous research tends to focus on the role of social
media as the primary tool in political communication. The lack of research that
discusses political campaigns from the perspective of political product delivery
makes this study to be studied comprehensively. Therefore, the novelty of this study
is the analysis of political campaigns from the perspective of political product
delivery by using three main variables, namely push, pull, and pass marketing in
analyzing the strategy of delivering political products.

In the modern world of politics, the concept of delivering political products is
increasingly relevant as a political campaign strategy. This is Because the success of
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Table 1. Data Source by
Online News

political practice is highly dependent on the effectiveness of both verbal and
nonverbal interactions that are harmoniously intertwined (Ridwan, 2013). The
concept of delivering political products is used as a strategy for a presidential
candidate in packaging and offering his political products to voters and involves self-
image and personal character that he wants to show to the public (Susila et al.,
2020). In the midst of increasingly complex competition, the ability to effectively
convey political messages is critical in attracting voters' sympathy. In this context,
the strategy of delivering political products of presidential candidates plays a vital
role in shaping public perception and influencing voter decisions. Therefore, this
study will analyze how the Political Product Delivery strategy used by the three
presidential candidates is critical to uncovering patterns that may affect the final
outcome of the election. This research aims to understand each candidate
developing and implementing their campaign strategy, as well as the extent to which
the strategy successfully achieves the desired goal. This research uses the theory of
Adman Nursal To analyze the political product delivery strategy carried out by each
presidential candidate in the implementation of the 2024 Presidential Election. This
research not only contributes to political literature but also has the potential to be an
essential reference for political practitioners in designing more effective campaigns
in the future. This study is expected to provide in-depth and scientific insights into
the practice of political campaigns in Indonesia, as well as its implications for
democracy in this country.

Methods

This study uses a qualitative approach with a case study method. A qualitative
approach is used to understand phenomena holistically by describing them in the
form of words and utilizing various methods of interpretation (Moleong, 2006). A
case study method to investigate and understand an event or problem that has
occurred by collecting various kinds of information that is then processed to get a
solution so that the problem revealed can be solved (Yin, 2009). The use of this
method is to conduct an in-depth analysis and provide a complete picture
systematically, factually, and accurately regarding the strategy of delivering political
products of presidential candidates in the 2024 presidential election contest. The
data sources used are in the form of mass media, which are determined based on
three criteria: the period from 2023 to 2024, curated and verified mass media, and
mass media that discusses candidate pairs in the 2024 presidential election. Based
on the determination of the three criteria, as many as 60 news stories were used with
the following details.

Online Mass Media Intensity
Antara News 19 News
CNN Indonesia 12 News
Detik.com 12 News
Compass 11 News

IDN Times 6 News

Source: Data collected through online newspaper (2024)

An interactive model carried out the data analysis technique in this study from
Miles et al. (2018). It consists of four stages, namely, data collection, data reduction,
data display, verification, and conclusion. Data analysis was carried out with
Qualitative Data Analysis Software (QDAS) in the form of NVivo 14 software. First,
data is collected from various mass media that have been obtained. Then, at the data
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Figure 2. WordCloud
Analysis Related to the
Presidential Candidate
Campaign Strategy in the
2024 Presidential Election

reduction stage, simplification and focusing are carried out by making
categorizations from existing data to be more specific and in accordance with the
focus of the research. Data reduction is carried out by determining keywords from
the data obtained with the assistance of NVivo 14. Furthermore, data is presented by
compiling data and information that has been received in descriptive form. Finally,
conclusions are drawn and verified from the data that has been given by
triangulating data sources (scientific articles, photos, videos, and social media) and
theories used to improve the accuracy and credibility of the results.

Results and Discussion

In the implementation of the 2024 presidential election, each candidate applies their
own campaign strategy to attract the attention of voters. The implementation of
elections requires a political campaign carried out by candidate pairs in order to
convey their political products to the public (Octovina et al., 2022). This campaign
strategy can be done through various methods, both online and offline. In
determining the serial number of the candidate in the plenary session of the General
Election Commission (KPU), it was determined that candidate pair one (Anies
Baswedan-Muhaimin Iskandar), candidate pair 2 (Prabowo Subianto-Gibran
Rakabuming Raka), candidate pair 3 (Ganjar Pranowo-Mahfud MD). The
candidates offer programs that are relevant to the actual issues and needs of the
constituents. This campaign activity aims to give a specific political meaning and
direct voters to choose a particular candidate pair.
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Source: Processed by researchers using NVivo 14 (2024)

Based on Figure 2, the dominant words seen in news processing through NVivo
are campaign, young voters, politics, media, and elections. In this case, the
Campaign refers to public communication activities that are planned with the aim of
mobilizing and involving voters to disseminate information through written media
or directly to the public (Damayanti & Hamzah, 2017). Some of the young voters are
first-time voters, who are citizens aged 17-21 and are participating in the election for
the first time (Yuliahsaridwi, 2015). Politics itself is a process and method to make
decisions that govern a community or country. Elections are a process in which
citizens can elect their representatives or make decisions related to specific issues
through a voting mechanism. This campaign serves as a means of education and
political marketing for the candidate partner to attract young voters. Voters from the
millennial generation and Generation Z dominate the total number of voters in the
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Figure 3. Analysis of
Political Push Marketing in
the Presidential Election

3.1.

2024 election (Muhamad, 2023). Therefore, it is necessary to have a massive
campaign strategy that will increase public participation (Pulungan et al., 2020).

Political Push Marketing

Push marketing is a form of strategy that involves directly delivering political
products to voters. This strategy can be realized through various campaign activities,
such as face-to-face meetings between candidate partners and potential voters.
Political marketing by taking a direct and personal approach can be effective in
influencing voters’ emotions directly (Bintang, 2020). This activity involves a large
number of participants, including large campaigns, public hearings, blusukan, and
the like. The use of political push marketing is used to analyze how the three
presidential candidates convey their political agenda directly to voters, which is a
crucial element of their campaign strategy in the 2024 presidential election.

Political Push Marketing in Pilpres 2024
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Source: Processed by researchers using NVivo 14 with Crosstab Feature

Based on the analysis using political push marketing analysis of direct delivery of
political products, a public hearing is the media with the highest percentage among
the direct delivery of political products. This can be seen from the number one
candidate pair who made two agendas, namely “Desak Anies” and “Slepet Imin”,
where this agenda, as referred to by the number one pair in the implementation of
the 2024 Presidential Election, does not make social media the primary
intermediary in delivering political products. This is due to limited budget or
campaign funds in using social media as a campaign tool (Hakim, 2023).
Meanwhile, the 2nd candidate pair has a “Gibran Mendengar” agenda, which its
National Campaign Team assists in carrying out this program which is carried out by
greeting and listening to the aspirations of the community (Susilo, 2023). Not only
that, the number three candidate pair has a “Tabrak, Prof” agenda, where the
number three candidate pair discuss political issues in a more relaxed atmosphere
(Nastitie, 2024). With increased public participation accompanied by critical
thinking, it can maximize the election (Muhaling, 2014).

According to the data shown in Figure 3, the Grand Campaign is the second most
frequently carried out direct campaign activity. The strategy of getting closer to the
community by meeting face-to-face can increase self-acceptance and increase the
voice of political parties (Zulham & Syaputra, 2023). Participating in the campaign
directly is a form of right for every citizen, in addition to being elected and voting,
and participating in political organizations (Bawamenewi, 2019). Each of the three
candidates held a grand campaign; Candidate One chose Jakarta International
Stadium (JIS) as the central location of their campaign, Candidate Two chose Gelora
Bung Karno (GBK), while Candidate Three held a campaign in two places, namely
Solo and Semarang. This is because the political image that has been formed can be



Figure 4. Political Pull
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3.2.

built and attract support for candidate pairs by focusing on targeted campaign media
(Susanto et al., 2018).

Debate is an integral part of the KPU's campaign strategy. There were five debate
sessions held during the campaign period, involving presidential candidates and
vice-presidential candidates. According to the data listed in Figure 3, debate
occupies the third place in a live campaign. The debate session is one part of the
candidates' branding efforts. The pair of candidates two and one attracted much
public attention both pro and con assessments, during the debate session, while
three candidates received minimal public attention compared to the other two
candidates, even though the 3rd candidate pair did not object when they did not
receive attention during the debate (Ramadhan & Krisiandi, 2023). However,
personal branding in campaigns can provide advantages in attracting voters’ votes
(Sulastri & Khoirotunnisa, 2023).

The candidates carried out the blusukan campaign activities by going directly to
the community to listen to their complaints and aspirations to make policies based
on existing problems. However, a policy must reflect the concrete actions taken
rather than just a plan (Febrina & Isril, 2018). Conventional styles such as blusukan
in conveying political messages are still relevant to positive public sentiment
(Anggalia & Efriza, 2020). However, based on the data depicted in Figure 3,
blusukan is an activity that is rarely carried out compared to other direct campaign
activities. Candidate Three ranks top in the frequency of blusukan, followed by
Candidate One, while Candidate Two conducts a minimal number of blusukan.
Conducting a direct campaign is helpful in political imagery with the aim of
convincing the public (Saputra, 2015).

Political Pull Marketing

Political Pull Marketing is a strategy for delivering political products using various
media. The development of information and communication technology has
changed the use of media, not only limited to conventional media but also through
digital technology. Political candidates focus on gaining support from the public
through the media by presenting exciting and relevant content. The use of particular
terms in supporting media can reinforce the message conveyed and influence voter
perception. Through the application of Political Pull Marketing, an analysis was
carried out on three pairs of candidates in their campaign efforts using social media
and distinctive terms that aim to attract interest slowly or naturally.

Political Pull Marketing in Pilpres 2024
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Source: Processed by researchers using NVivo 14 with Crosstab Feature

In Figure 4, the researcher found that the implementation of the candidate
campaign tended to use social media as a critical indicator in increasing the political
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Figure 5. AMIN National
Team Instagram Account
and Anies Baswedan Live
TikTok

3.3.

participation of the public at large (Sari & Hadi, 2023). The emergence of social
media changes perspective and attracts the attention of the masses in order to
influence voters (Alfiyani, 2018). Social media is the primary intermediary in
delivering political products. The 1st candidate pair uses personal social media in the
form of Instagram from @aniesbaswedan and @cakiminow accounts, in addition to
that, the mass media of MetroTV television displays various activities, visions and
missions, work programs, and even propaganda agitation due to the support of the
Nasdem Party, especially Surya Paloh as the owner of MetroTV.
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Source: @timnasamin Instagram account (2024) and Meliana (2023)

Candidate number one also tried a new breakthrough by going live on TikTok
social media as an effort to attract young voters, with a discussion approach method
to greet the public and provide education. It is not uncommon for Anies Baswedan
to answer questions outside politics by giving advice or advice. This is what earned
him the nickname “Abah Online”. TikTok is a new platform that can significantly
reach young voters who are very active using TikTok.

Use Creative campaign transformation needs to be carried out to create a more
attractive campaign strategy (Arianto, 2015). Candidate 1 tends to use Jargon
change, which is in line with initiating changes to address public disillusionment and
boredom with corrupt and manipulative political parties (Barokah et al., 2022).
Meanwhile, Candidate Two has a variety of jargon used by their supporters, such as
gemoy, which was popular during the campaign period and came from the
nicknames of supporters and Jargon Advanced Indonesia. Candidate Two received
the most attention compared to other candidates because of the amount of Jargon
they used. On the other hand, Candidate Three uses jargon Lightning-iron which
symbolizes speed, but receives less attention compared to other candidates.

Political Pass Marketing

Political Pass Marketing is a strategy for delivering political products by using third
parties who are able to influence voters, including community leaders or other
influential figures. Figures who are considered influential in society have significant
value and are able to influence public opinion, so they can be a channel to convey
political messages such as policies or programs. Political communication actors
influence public participation in determining the importance of public involvement
in the election itself and provide stimulus for voters to exercise their rights
(Hasanuddin et al., 2021). This is because marketing communication is a crucial
aspect of a marketing mission that determines success, as it facilitates the
relationship between candidates and constituents that is difficult to predict
(Hasanuddin & Syamsuadi, 2013). Through the application of Political Pass
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Marketing, an analysis was carried out on three pairs of candidates to see which
third party was more dominating in influencing public opinion.

Political Pass Marketing in Pilpres 2024
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Figure 6. Political Push
Marketing Analysis
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Source: Processed by researchers using NVivo 14 with Crosstab Feature

Figure 6 shows that in the implementation of the 2024 presidential election
campaign that uses third parties in political marketing, the role of influencers and
artists is dominated. Meanwhile, comics are the least used party during the
campaign period. Third parties also become a medium for conveying information
and attracting a solid mass base. Other actors who are close to the community can
help in attracting voters’ votes (Putra, 2022). With an intense marketing strategy
through various media, political promotion will be more effective (Rinova, 2018).
The 2024 election campaign shows that the three candidates use influencers as the
third parties who help the most in influencing public opinion. This is because
political communicators affect public participation in elections, as well as the quality
of the candidates themselves.
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Source: Instagram Social Media 2024

Figure 7 shows the number of third parties who assisted Candidate one in
carrying out the campaign. Influencers such as Hasan Abdillah, Fadil Jaidi, Clara
Shinta, and other influencers, dominant third parties also support the number one
candidate. In addition, artists such as Ramzi and comic David Nurbianto also
support Candidate one in the 2024 election. The presenter, known as Abi Ramzi, is
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Figure 8. Instagram Social
Media Posts

a NasDem cadre who, at the same time, in 2024, will advance as a candidate for
legislative member of the West Java 5 constituency. In the same year, the NasDem
Party formed a coalition with Candidate one in the 2024 presidential election, which
could also result in Ramzi supporting Candidate one. Coalitions can be formed
because there are similarities in the ideology of the parties that form the coalition
(Khodijah & Subekti, 2020). By using the coalition system, the party's behavior is
due to the purpose of increasing the chances of getting a position (Romli, 2017).
Therefore, Abi Ramzi's existence in the 1st candidate camp is due to political
interests.

raffinagital717 & .
J3 Arizal Zulfikhar * Indonesia Pusaka (Instru... :

Source: Instagram raffinagita1717

Figure 8 shows an Instagram post by artists Raffi Ahmad and Nagita Slavina, who
uploaded posters of artists, influencers, and comics supporting candidate two.
Unlike Candidate One, Candidate Two is dominated by artists, comics, and several
famous influencers. The figure of Prabowo, with a military background and political
experience, brings the impression of a firm figure and is considered capable of
bringing stability and change to the country. Some artists feel connected to their
vision and mission. Artists with popularity and a large number of fans can expand
the reach of the audience. The phenomenon of participation by celebrities or artists
in the Indonesia political arena is considered an inevitable part of the ever-changing
dynamics of politics (Ritonga & Harahap, 2023). This is acceptable because, as a
citizen, you get the same rights and opportunities as others in a democracy.

Based on Figure 9, there are influencers, comics, and artists who support the 3rd
candidate. The jam is a portrait of Young Lex with an influencer, Mutiara Adiguna,
as part of the Young Volunteers of Uncontrollable Bullets conducting a campaign
organized by candidate 3. The supporters of candidate three are dominated by
influencers; this is in line with the program carried out by candidate 3, which will
provide free internet. The influencers support the candidate 3 programs related to
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Figure 9. Instagram Social
Media Posts
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free internet because they see it as a progressive step that can increase the
accessibility of information and education for the wider community. This program
can reduce the digital divide, especially in remote and underprivileged areas, so that
more people can connect with the digital world and benefit from technological
developments. Influencers, who often rely on digital platforms to create and
communicate with their followers, understand the importance of equitable internet
access. The success or failure of a campaign is determined by its political
communication channel (Jaya et al., 2015). Therefore, supporters of candidate 3 are
dominated by influencers to support the program.

Political marketing is a planned activity with long and short terms in order to
spread specific political meanings to voters (Kustiawan et al., 2022). Elaborating the
strategy by meeting directly with the community, the use of social media, and
receiving support from various parties can maximize the campaign strategy
(Diniyanto & Sutrisno, 2022). Planning a political marketing strategy needs to be
carried out in order to form public opinion. In short, marketing is selling or
promoting a political product (Baihaqi et al., 2022). By using the right political
marketing concept with minimal material resources, it can produce maximum
results with the support of a structured, creative, and innovative strategy (Handika
& Al Rafni, 2022). With the help of political marketing that runs appropriately,
campaign strategies can persuade people's thinking.

Conclusion

Based on the research that has been conducted, it can be concluded that in the 2024
presidential election campaign strategy using the perspective of Political Product
Delivery, the three candidates have their strategies. Where the three candidates have
used push, pull, and pass marketing. However, the difference is the activities chosen
by each candidate to attract the voice of the community. The strategy used by the
number one pair is to build a two-way discussion between the number one pair and
the community, as evidenced by the fact that both of them have a discussion event.
Meanwhile, the strategy of Candidate Two promotes the use of digitalization, as
evidenced by a large number of social media users and the embracing of many
influential figures in society. Candidate three does not have a strong enough strategy
from the other two candidates, where based on push, pull, and pass marketing, no
one is too representative of this candidate. This is also a weakness for Candidate
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Three to be able to gain many votes. This study only focuses on discussing the
political product delivery strategy as a forum to see how dominant each candidate
pair is in promoting themselves. In addition, the method used only uses secondary
data in the form of online mass media and scientific articles. From these limitations,
it can be developed into new research by linking Political Product Delivery with the
number of votes and electability. In addition, the author recommends adding
primary data in the form of in-depth interviews or questionnaires.
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