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ABSTRAK  

Tsanaa Shofiyyah Az-Zahra, 2025. Strategi Marketing Politik Partai Gerindra 
dalam Meningkatkan Perolehan Suara pada Pemilu Legislatif 2024 di Provinsi 
Jawa Timur. Skripsi Program Studi Ilmu Politik Fakultas Ilmu Sosial dan Ilmu 
Politik Universitas Islam Negeri Sunan Ampel Surabaya. 

Kata Kunci : Strategi Marketing Politik, Partai Gerindra, Pemilu Legislatif 2024, 
Political Market Oriented Approach, Patronase dan Klientelisme. 

Penelitian ini berawal dari fenomena peningkatan signifikan perolehan 
kursi Partai Gerindra di DPRD Provinsi Jawa Timur dari 15 kursi pada 2019 
menjadi 21 kursi pada 2024, meningkat sekitar 40 persen di tengah stagnasi dan 
gradasi partai lain. Keberhasilan Partai Gerindra dalam meningkatkan perolehan 
kursi secara substansial menjadi menarik untuk dikaji mengingat dinamika politik 
elektoral yang semakin kompetitif. Adapun rumusan masalah dari penelitian ini 
adalah bagaimana strategi marketing politik yang diterapkan Partai Gerindra 
dalam meningkatkan perolehan kursi serta tantangan apa saja yang dihadapi 
dalam penerapan strategi tersebut pada Pemilu Legislatif 2024 di Provinsi Jawa 
Timur. Untuk menjawab permasalahan ini, peneliti menggunakan metode 
penelitian kualitatif dengan pendekatan studi kasus melalui teknik pengumpulan 
data berupa wawancara mendalam, observasi, dan dokumentasi dengan 
menggunakan teori utama Political Market Oriented Approach dari Jennifer Lees-
Marshment yang dilengkapi dengan teori pendukung Patronase dan Klientelisme.  

Hasil penelitian menunjukkan Partai Gerindra Jawa Timur menerapkan 
delapan tahapan strategi marketing politik yang memadukan pendekatan modern 
dengan patronase-klientelisme meliputi riset pasar, desain produk, penyesuaian 
wilayah, implementasi, komunikasi, kampanye, pelaksanaan, dan penyerahan 
janji. DPD mengelola total anggaran 45 miliar rupiah yang terdiri dari 25 miliar 
rupiah dana kampanye dan 20 miliar rupiah untuk kompensasi 100.000 saksi, 
serta bantuan politik 17 miliar rupiah per tahun. Anggaran kampanye calon 
legislatif bervariasi 1-6 miliar rupiah tergantung luas wilayah. Praktik patronase 
berupa bantuan finansial dan infrastruktur, serta klientelisme melalui uang 
transport 100 ribu rupiah, dan kompensasi saksi 200 ribu rupiah. Pemilih 
merespons positif dengan menilai Gerindra adaptif di media sosial, mobilisasi 
tokoh agama efektif dengan pengaruh kiai 75 persen, dan pendekatan personal 
membangun kedekatan emosional. Strategi ini menghasilkan peningkatan kursi 40 
persen dan kemenangan Prabowo 65 persen untuk pertama kalinya di Jawa Timur. 
Tantangan yang dihadapi meliputi ketidakpatuhan DPC, keterbatasan dana, 
pergeseran perilaku pemilih pragmatis, keragaman sub-kultur, pemilih muda 
kritis, inkonsistensi regulasi, dan politik uang masif yang diatasi melalui strategi 
berbasis riset, koordinasi kuat, dan fleksibilitas lokal sesuai konteks budaya. 
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ABSTRACT 

Tsanaa Shofiyyah Az-Zahra, 2025. Political Marketing Strategy of Gerindra 
Party in Increasing Vote Acquisition in the 2024 Legislative Election in East Java 
Province. Thesis, Political Science Study Program, Faculty of Social and Political 
Sciences, State Islamic University Sunan Ampel Surabaya. 

Keywords: Political Marketing Strategy, Gerindra Party, 2024 Legislative 
Election, Political Market Oriented Approach, Patronage and Clientelism. 

This research stems from the phenomenon of a significant increase in Partai 
Gerindra’s seats in the East Java Provincial Parliament (DPRD) from 15 seats in 
2019 to 21 seats in 2024, rising approximately 40 percent amid the stagnation and 
decline of other parties. Partai Gerindra’s success in substantially increasing its 
seat acquisition is interesting to examine given the increasingly competitive 
electoral political dynamics. The research problems are how the political 
marketing strategy was implemented by Partai Gerindra to increase seat 
acquisition and what challenges were faced in implementing this strategy in the 
2024 Legislative Election in East Java Province. To answer these questions, the 
researcher used qualitative research methods with a case study approach through 
data collection techniques including in-depth interviews, observation, and 
documentation using the main theory of Political Market Oriented Approach from 
Jennifer Lees-Marshment complemented by the supporting theories of Patronage 
and Clientelism.  

The research findings show that Gerindra Party of East Java implemented 
eight stages of political marketing strategy that integrated modern approaches 
with patronage-clientelism, including market research, product design, regional 
adjustment, implementation, communication, campaigning, execution, and 
promise delivery. The Provincial Board managed a total budget of 45 billion 
rupiah consisting of 25 billion rupiah for campaign funds and 20 billion rupiah for 
compensation of 100,000 witnesses, as well as 17 billion rupiah per year for 
political assistance. Legislative candidate campaign budgets varied from 1-6 
billion rupiah depending on constituency size. Patronage practices included 
financial and infrastructure assistance, while clientelism involved transportation 
money of 100 thousand rupiah and witness compensation of 200 thousand rupiah. 
Voters responded positively by perceiving Gerindra as adaptive on social media, 
effective religious leader mobilization with 75 percent kiai influence, and personal 
approaches building emotional connections. This strategy resulted in a 40 percent 
seat increase and Prabowo’s 65 percent victory for the first time in East Java. 
Challenges faced included DPC non-compliance, budget limitations, pragmatic 
voter behavior shifts, sub-cultural diversity, critical young voters, regulatory 
inconsistency, and massive money politics, which were addressed through 
research-based strategies, strong coordination, and local flexibility according to 
cultural contexts. 
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