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Abstract— Voters’ characteristic in an election is important to
manage the campaign strategy. Instagram as one of the social
media today is considered to be able to boost the political
campaign and build the image of the candidate by using its
features. But the personality of the candidate itself would
emphasize the success of the campaign program. The intensity of
interaction in between voters and candidate through Instagram is
one of the factor to measure the enthusiasm of the public to the
candidate.
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I. INTRODUCTION

The emergence of the term 'jaman now' is closely related to
the development of media and internet. Internet is not only
enjoyed by a small number of people, but the internet today has
been accessible to everyone in this world. The rapid
development of media has influenced human life, the
emergence of social media has now become an alternative in
communicating and disseminating information easily and
cheaply. Such a developed communication medium was later
known as the ‘new media’ [1].

In an attempt to gain public’s support in to win a
gubernatorial elections, each pair of candidates is given equal
rights to do political campaign. Similarly, conducted by
Khofifah Indar Parawansa and Emil Elestianto Dardak as the
candidate of governor and deputy governor, both strive to
attract the attention of the public in East Java through political
campaign action and directly come to visit them. The pattern of
campaigns in the current era has been progressing, persuasive
and informative communication patterns are still a mainstay by
utilizing digital media.

This phenomenon reminds us of the emergence of political
advertising in the presidential election in 2004 which was later

Muhammad Fadeli
Department of Communication
Bhayangkara University of Surabaya
Surabaya, Indonesia
fadeli@ubhara.ac.id

Eko Pamuiji
Department of Communication
Dr Soetomo University
Surabaya, Indonesia
eko.pamuji@unitomo.ac.id

regarded as the "American style of elections". Many political
parties are beginning to take advantage of advertising in digital
media to campaign and have proven to have a major impact on
winning the contest. However, it also impacts on the increase
in the funds needed to cover the cost of advertising.

The program, vision and mission that will be run when later
elected as governor and deputy governor has been delivered to
public in the East Java both in oration and through the media. It
is also published to the public through social media instagram
and facebook. According to Christine B. Williams in her
journal, the U.S. presidential election 2016 shows that
Facebook, Twitter and Instagram have created a new ways
tomarket political campaigns and it's the new channels for
candidates and voters to interact [2]. A survey conducted by the
Pew Research Center shows that 44% of adults in the United
States get information about presidential election from social
media.

This paper focuses on reviewing campaign messages in
candidate’s (Khofifah and Emil) instagram, described as
follows: (1) how is the characteristics of campaign messages
published through the instagram of the candidate Khofifah and
Emil Dardak? (2) how does the pair candidate of governor and
vice governor use instagram features to support their campaign
activity?

Il. METHODOLOGY

This study is using a qualitative descriptive approach by
analyzing the data sourced on text as well as images (still
images and moving images). The data obtained through the
document technique that comes from social media instagram
@khofifahemil, as well as personal instagram account
Khofifah Indar Parawansa @khofifah.ip and Emil Elestianto
Dardak @emildardak. Then the data will be analyzed
descriptively and perspectively by using the effectiveness
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parameter of social media utilization to support electoral
campaign: the characteristics of target audience (voters);
campaign messages; publication coverage; and the engagement
of campaign messages.

I1l. RESULTS AND DISCUSSION

A. The Characteristics of Target Audience (Voters)

Globalization has really affected Indonesia as one of
the democratic countries with diverse backgrounds of its
people. The easy access to information has had an effect on the
psychological aspects of society, so the changes of mindset and
behavior depends entirely on the information they received and
their interpretation. (Kompasiana)

In a democratic country, people have the full right to
decide their choice in elections, and their political participation
is seen as controlling a government. The use of these rights
cannot be separated from the various factors that can influence
people's decisions. The voters with rational characteristics will
not be easily influenced by various issues, they determine to
choose the candidate because they knew and followed the
correct track record of the candidate. Then voters with
psychological characteristics, people vote on the basis of
personality of candidates that they see good, courteous,
assertive, and so on. Third, sociologically characteristics,
people give their vote because of the background similarity
with the candidate [3].

B. Campaign Messages

True campaigns are activities undertaken in political
contestation using effective marketing (advertising) principles
in an attempt to inform, persuade and remind voters) [4]. The
pair of governor and deputy governor candidates is carrying 9
programs to build a prosperous East Java known as "Nawa
Bhakti Satya Khofifah-Emil* which includes: (1) Jatim
Sejahtera - Eradicate poverty for justice and social welfare, (2)
Jatim Kerja - Focused on providing job training, vocational
education, assisting business startup, helping to promote young
entrepreneurs, assisting in financing at the early stage of the
business (Millenial Job Center), (3) Java Smart and Healthy -
Education and health free and quality, (4) Jatim Access -
Development of infrastructure within the framework of
integrated regional development, and equity of access for
coastal communities and outermost villages, (5) Jatim Berkah -
Providing prize honor for imam of the mosque in the villages,
coastal and outer islands. As well as the expansion of honor
benefits for hafidz and hafidzoh. Strengthening the role of
boarding school in encouraging school participation and
teacher scholarship diniyah up to master level, generating
social solidarity, heroism and pioneer. (6) Jatim Agro - Aims to
promote agriculture, livestock, terrestrial and marine fisheries,
forestry, plantations to realize the welfare of farmers and
fishermen, (7) Jatim Berdaya - Strengthening the populist
economy with UMKM-based, cooperative, and encouraging
the empowerment of village government, (8) Jatim Amanah -
Organizing a clean, effective and anti-corruption government,
(9) Jatim Harmoni - Aims to maintain social and natural
harmony by preserving culture and the environment
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Based on data analysis obtained from Instagram account of
@khofifahemil there are four campaign messages in the form
of picture design representing 4 of 9 Nawa Bhakti Satya.

TABLE I. CAMPAIGN MESSAGES
Campaign Messages Date of Publication '”Asctggl:ﬁ?
JatiEnhglgjt;#tera April, 14th 2018
JaZiEEE:eEj . hott R @khofifahemil
Jatim Cerdas & Sehat April, 17th 2018
Jaﬁrr;algi(ges April, 20th 2018
Jati?]? EIlBke}:Jaya March, 13th 2018 @khofifah.ip
Jatiihglgjt;;tera May, 1st 2018 @emildardak

ws=" khofifahernil == khofifahemil

SEJAHTERA KERJA

 JOB CENTER E

WA RAAET) SATHL F
|

Liked by harianbhirawa and 148 others 150 kes
Knofifahemil Salah satu visi kany @kioffah.ip Gem
adalah terciptanya ki

dengan memerhatika

khafifahernil Salah satu visi kami adnlah mewgudian rkyat
Jawa Timur adil dan sejahlera melalul kemudahan akses
terhadap
Iapangan pekerjaan dan
keterhubungan wilaysh. fwiswayashe skhofifabemil

aitisatya #khofifahindarparawonsa
awatimur #jatimsejahtera #belancva
jatim

SEE TRAKSLATION

Fig. 1. Bakti 1 - Jatim
Sejahtera uploaded by the
instagram account
@khofifiahemil on April, 14th
2018.

Fig. 2. Bakti 2 — Jatim Kerja
uploaded by the instagram
account @khofifiahemil on
April, 15th 2018.

383



£

ATLANTIS
PRESS
s el
omm JATIM S
CERDAS & SEHAT
TiS n...n—nT X EE;T:-«':
"Wh.::"::;l:.:: ¥ EEans

Qv [

Liked by emildardak and 138 others
khofifahemil Program kami berikutya adalah Jatim Cerdas dan
Sehal. Program Pendidikan dan kesshatan grats dan
berkualitas untuk semua.

#ichafifiahernil #pil 018

satya
#jatimsatu #awatimur Fikijatim

‘annasfauzi9s @ihofifahemi Min beleh tau jadwal kampanye
khofifahemnil nggak?saya pengen ngebiput ingin tau lebih dekat
dengan visiSmisinya

khofitahemil fannasfauziss jadwal kampanye tidak utk
dipublikasikan mas hehe

SEF TRANSLATION

Fig. 3. Bakti 3 — Jatim Sehat
& Cerdas uploaded by the
instagram account
@khofifiahemil on April, 17th
2018.

';@' Khofifahp

caQav A

5,153 views
khofifahip Mursghin ands belum lahu. Babi perhahas o
nurna kita dipeoduksi aloh LIKM dengan cam yang unik

Industri rumiashan kit masih banyak yang manual dan
tradisionil. Seperti industri cetakan kue di Mojokerta ini

Industni iré sudah berdil sejak 1945 dan bertehan hingga
sekarang. Antinga, usaha ini sudah Benumor sepent negas kita
Sudah menjodi warisan tredisi turun bemurun

Tiddak banyak yang bahu bermpat sepert i, Tentu Industi
runahan seperti i hanus d1opang dengan kebijsican sekaligus
pemberdayaan tentang kerungkinan akses pasar baru dan
Lol

UKM sepserti ini juga merupakan pencpang ekanomi kila
WMember dampak ekcnami langsung kepaca kisa, Banyak
smessparakal terlibat st industri numshan seperti pabeik
cetakan kue di Mojokerto iné

Mari majukan usaha berbasis masyaeakat, jaga radisi
sekaligus majukan desa

#herjabersam timsejatiera Sptimsejanen
08 satyn
#pilgubjatim Sjatmberdaya Smojokento

shofdah.ip Ays kembangkan skm indust rumahan
kina....selalu padat karya, membuka lapangan keria

Fig. 5. Bakti 7 — Jatim Berdaya
uploaded by personal
instagram account of Khofifah
Indar Parawansa @khofifiah.ip
on March, 13th 2018.

== ihofifahemil

Qv H

Liked by harianbhirawa and 131 athers

oQv R

Liked by harlanbhirzwa and 131 others

khofitahemil Kemudahan akses bagi masyarakat jatim adalah
priceitas kami. Pasangan @khofifahemil telah merangkum
beberapa perscalan skses di jatim bezerta solusinya dalam
peogram Jatem Akses.

#wiswayahe Skhofifahemil dpilgubjatima018
#navabhaktisatya skhoffahindarparewansa Semildardak
Hatimegat Hawatimr Sikijatim

SEE TRANSLATION

Fig. 4. Bakti 4 — Jatim Akses
uploaded by the instagram
account @khofifiahemil on
April, 20th 2018.

n:‘ emildardak

¥ sclounat
A fHavi Buruh

o1 Mei 201

mampu memerikan dampai posit,
teutarma bagi kesejshberasn dan kehdupan lebh bk bust
a0 kellarganys

axgar Khottah-Emil bisi
Thai e seplers

#herEdar

Fig. 6. Bakti 1 — Jatim
Sejahtera uploaded by
personal instagram account of
Emil Elestianto Dardak
@emildardak on May, 1st
2018.
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The design in this campaign message is quite interesting.
The use of interactive fonts coupled with epic packed
messages, simple yet fairly representative of communication
messages. Coupled with a not so long caption makes this
design visualization comes alive. In the picture shown the
focus of the message Nawa Bhakti Satya Khofifah-Emil is then
translated into several simple explanations, making this picture
as an informative communication model of programs designed
to welfare the target audience when they are later elected.

East Java governor candidate Khofifah Indar Parawansa
uploaded a video of her visit in Mojokerto district. Khofifah
explained that SMEs such as cake molding industry in
Mojokerto are economic supporters of East Java, because they
involve the public, so policy is needed to empower the industry
to enter new market and product innovation. She also did not
forget to invite 'netizen' to promote community-based efforts,
while keeping the tradition and advancing the village.

The campaign Bhakti 1 (Jatim Sejahtera) was also
published through personal instagram account Emil Elestianto
Dardak on May 1, 2018 to coincide with the commemoration
of Labor Day. Emil added a caption at the post that labors play
a role in the success of the economic chain with its activities in
a company. At the same time, labors are the motor and the
spearhead of an economy wheel. Nawa Bhakti, the program
designed by Khofifah-Emil prioritizes the welfare agenda of
the workers, especially in Bhakti Jatim Sejahtera. Kofifah and
Emil are grateful for their dedication. Emil also uploaded a
picture of himself who was helping a worker to lift a sack
containing food.

C. Publication Coverage

Looking at the target of voters in the election contest of
governor and deputy, then the entire community of East Java in
the age range of voters are audience target. Based on the data
from the Central Bureau of Statistics, it is known that the
population of East Java in 2017 is at 39,293,000 people with a
ratio of 77% or about 30 million people are at voting age [5].
While on the official instagram account belonging to the pair
candidate of governor and deputy governor Khofifah & Emil
Dardak @khofifahemil as of June 20, 2018 there are 9,200
followers. It shows that the run of instagram publication
reaches only 0.03% of the total campaign target.

& khofifahemil
82 9201 21

Message =

Ak Bipteni Khef4uh-Emil
Kisfa Bersama ueiuk Jatim Seiahter
Flamishoffahemil fwiswayahe

Khafitahernil 4/
emsldarisn

@ o

JememBans  Kara Beessma

Fig. 7. The official instagram account of East Java governor and deputy
governor candidates, Khofifah Indar Parawansa and Emil Elestianto Dardak
@khofifahemil.
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€ khofifah.ip : € emildardak
636 83.4k 2 ﬁli 353 74k 19
@ Message 2 - Y Message 2 -
[+) s

khofifah indar parnvansa & Emil Elestianto Dardak

Calon Gubernur Jawa Tirmue 2018
Ketum PP Muslimat Nahdlatul Bama

Happy member of a small family (Arumi, Lakeisha &
Algesnan) En f the wanderfid Trenggabek.
Dielala oleh mil Dardak
wnw facebor estiantodardak
Pendapa, Trenggalek

messctmewsroom, sumilazazulioll ipetans - 6 mare

youtu be/KIGO T JovKed
dewlyulofficial ulum donjuan metrotmewsroom - T more

i

L
Ty

Fig. 8. Personal Instagram
account Khofifah Indar
Parawansa @khofifah.ip.

Fig. 9. Personal Instagram
account Emil Elestianto dardak
@emildardak.

Khofifah’s Instagram account has 83,400 followers, and
Emil Dardak Instagram account has been followed by 73.900
Instagram users. As a public figure, the number of the personal
Instagram account followers of both candidate show a fairly
high number. Both have a good credibility and prominence to
be easily trusted by the public and it can increase the number of
public participation to choose them in the election. Khofifah
and Emil with their capability and power legitimation, where
Khofifah was the 27th Indonesian social minister who had
served since October 24, 2014 until January 17, 2018 and Emil
Dardak who is also a political elite by serving as the 16th
Regent of Trenggalek since 17 February 2016. These make
them to be public figures with strong appeals that will be easily
recognized by the public and make them easy to receive
campaign messages.

D. The Engagement of Campaign Messages

TABLE II. THE ENGAGEMENT OF CAMPAIGN MESSAGES
Campai
gn Date of Instagram . View | Comm
Likes
Message Publ. Account S
s
Bhakti 1 .
. April, 14th
Jatim 149 - 2
. 2018
Sejahtera
Bhakti 2
. April, 15th
Jatim 150 - 8
. 2018
Kerja @khofifahemil
Bhakti 3
Jatim April, 17th
139 - 5
Cerdas 2018
& Sehat
Bhakti 4 | April, 20th 132 - 1
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Jatim 2018

Akses
Bhakti 7

March, o 5.14
Jatim @khofifah.ip 748 17
13th 2018 9
Berdaya
Bhakti 1 .
. Mei, 1st .
Jatim @emildardak 2012 - 8
2018

Sejahtera

The engagement of campaign messages identifies and
measures the interaction intensity of Instagram user
interactions to social media campaign accounts and campaign
messages. Thus the researcher compares the engagement of
campaign messages with the amount of the followers.

TABLE III.
Date Cam

C'\jrsnp. of InAsCt?gJﬁ:n Likes Views Crzm p.

g Publ. ' Msg.
Bhakti 1 | April,

Jtim | 14th ve2w | - | %%
Sejahtera | 2018 0
Bhakti 2 | April,

Jatim | 15th veaw | - | %%

Kerja | 2018 °

@khofifah
Bhakti 3 | emil 9.201

Jatim | APriL 0,05

17th 1,51% - :

Cerdas 2018 %
& Sehat
Bhakti 4 | April, 001

Jatim 20th 1,43% - (’]/

Akses | 2018 0

TABLE IV.
Date Cam
Cﬁ?p' of InAsgggl:iT Likes | Views anc; p.
9 Publ. " | Msg.
Bhakti 7 | March,

Jatim | 13th | @khofifahip | 83.400 | 0,90% 6;,/17 0;,32
Berdaya 2018 ° 0
Bhakti 1 Mei, 001

Jatim 1st @emildardak | 73.900 | 2,72% - %
Sejahtera | 2018
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IV. CONCLUSION AND SUGGESTIONS
The three Instagram  accounts (@khofifahemil,

@khofifah.ip, @emildardak) have switched to instagram for
business mode. This means that various ad features can be
performed independently by the account administrator. But it
seems that this has not been maximally utilized by Khofifah &
Emil, it can be seen from the intensity of user interaction
towards campaign publications is still low. The message that is
visualized in the form of image design is good enough in
delivering campaign messages to the public. The comparison
of voter targets with the number of followers of Khofifah and
Emil Dardak Instagram accounts is still very small, though not
the only parameter to determine the success of the campaign.

Personal characteristics of Khofifah & Emil's are also take
part in determining the success of the campaign. The
understanding of voter’s characteristics in  political
contestations is very important to determine campaign strategy,
so that the message can be easily accepted and interpreted to be
expected from the outset. By utilizing standalone ads through
instagram accounts, users can expand the reach of publications
to simplify and support the campaign program.
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