
i 
 

ANALISIS STRATEGI KAMPANYE POLITIK PRABOWO-

GIBRAN DI MEDIA SOSIAL TIKTOK PADA PILPRES 2024 

DIKALANGAN GEN Z 

SKRIPSI 

 

Diajukan Kepada Universitas Islam Negeri Sunan Ampel Surabaya Untuk 

Memenuhi Salah Satu Persyaratan Memperoleh Gelar Sarjana Ilmu Sosial (S.Sos) 

Dalam Bidang Ilmu Politik 

 

 

Disusun Oleh: 

Putri Ferlita Karunia Ekananda (10040121102) 

 

PROGRAM STUDI ILMU POLITIK 

FAKULTAS ILMU SOSIAL DAN ILMU POLITIK 

UNIVERSITAS ISLAM NEGERI SUNAN AMPEL SURABAYA 

2025 











 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  
vi 

 

ABSTRACT 

 

Putri Ferlita Karunia Ekananda: This study aims to analyze the political 

campaign strategies employed by the presidential and vice-presidential candidates 

Prabowo Subianto and Gibran Rakabuming Raka in utilizing digital media to gain 

support from Generation Z voters in the 2024 Indonesian Presidential Election.  

In the digital era marked by rapid advancements in information technology, social 

media has become the primary and effective means of political communication, 

especially in reaching the younger generation who are active and dominant in the 

digital space. This research uses a qualitative method with a case study approach, 

in which data were collected through social media content observation, in-depth 

interviews, and document analysis from relevant digital sources. The analysis is 

also based on Harold Lasswell’s Communication Theory, which outlines the 

communication process with the guiding question: Who says what in which channel 

to whom with what effect? The campaign strategy of Prabowo-Gibran can be 

interpreted through this framework, where Prabowo-Gibran (who) deliver 

campaign messages crafted to be creative and emotionally engaging (says what), 

through social media platforms such as TikTok, Instagram, and YouTube (in which 

channel), targeting Generation Z voters (to whom), resulting in increased emotional 

connection, political participation, and electoral support (with what effect). The 

findings indicate that Prabowo-Gibran employed a strong political marketing 

strategy through positive personal branding, the use of creative and viral content, 

and active interaction on digital platforms. The political branding of Prabowo as 

“gemoy” (adorable) successfully attracted the sympathy of Gen Z, fostered 

emotional closeness, and significantly boosted their political engagement. In 

conclusion, the success of this digital campaign strategy was a crucial factor in 

increasing Prabowo-Gibran's electability among young voters in the 2024 

presidential election.  

Keywords: Political Campaign Strategy, Social Media, Generation Z, Prabowo-

Gibran, 2024 Presidential Election. 
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ABSTRAK 

 

Putri Ferlita Karunia Ekananda: Penelitian ini bertujuan untuk Analisis Strategi 

Kampanye Politik Prabowo di Era Digital Pada Pilpres 2024 Dikalangan Gen Z. 

 Dalam era digital yang ditandai dengan pesatnya perkembangan teknologi 

informasi, media sosial menjadi sarana utama komunikasi politik yang efektif, 

khususnya dalam menjangkau generasi muda yang aktif dan dominan di dunia 

digital. Penelitian ini menggunakan metode kualitatif dengan pendekatan studi 

kasus, di mana data diperoleh melalui observasi konten media sosial, kajian 

dokumentasi dari sumber digital yang relevan. Analisis dalam penelitian ini juga 

mengacu pada Teori Komunikasi Harold Lasswell yang merumuskan elemen 

komunikasi dengan pertanyaan dasar: Who says what in which channel to whom 

with what effect? r kampanye Prabowo-Gibran dapat dijelaskan melalui kerangka 

ini, di mana Prabowo-Gibran (who) menyampaikan pesan kampanye yang dikemas 

secara kreatif dan emosional (says what), melalui media sosial seperti TikTok, 

Instagram, dan YouTube (in which channel), kepada pemilih Gen Z (to whom), yang 

menghasilkan efek berupa peningkatan kedekatan emosional, partisipasi politik, 

dan dukungan elektoral (with what effect). Hasil penelitian menunjukkan bahwa 

Prabowo-Gibran menerapkan strategi pemasaran politik yang kuat melalui 

pencitraan personal yang positif, penggunaan konten kreatif dan viral, serta 

interaksi aktif di platform digital. Branding politik dengan karakter “gemoy” 

Prabowo terbukti berhasil menarik simpati Gen Z, menciptakan kedekatan 

emosional, serta meningkatkan partisipasi politik mereka secara signifikan. 

Kesimpulannya, keberhasilan strategi kampanye digital ini menjadi salah satu 

faktor penting dalam mendongkrak elektabilitas Prabowo-Gibran di kalangan 

pemilih muda pada Pilpres 2024.  

Kata Kunci: Strategi Kampanye Politik, Media Sosial, Gen Z, Prabowo-Gibran, 

Pilpres 2024 
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