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1. Introduction 

The internet's inspiring growth has paved the way for politicians to use social media strategy. 
Politicians and political parties are turning to social media for a new way to engage with voters due to 
the changes brought on by social media [1]. Before the existence of the internet, political campaigns 
were carried out through broadcasting through advertisements on television, radio, magazines, and 
newspapers. In contrast to pre-internet methods such as television, social media use in political 
campaigns has risen considerably. However, this does not imply that traditional media should be 
abandoned immediately, such as television or radio. The internet has developed communication 
networks that play an essential role in the flow of information, and social media can transform not just 
the message but also the nature of ideals and conflict dynamics of politics. To win the election, they 
must implement creative campaign communication strategies aimed toward supporters and recognize 
how this can be accomplished by implementing messaging strategies to promote the candidate and 
their political ideals [2]. 

Social media has become essential for many people. In less than two decades, social media can 
affect many aspects of life. The emergence of social media platforms such as Facebook, Twitter, and 
Instagram makes it easier to exchange information. Social media is increasingly recognized as an 
essential source of information about a wide range of issues. Not all information from social media is 
correct. This time the information is often met with false and misleading information. This false 
information has different purposes, shapes, and targets. Among the strategic tools used by perpetrators 
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are fake news, propaganda, hateful speech, astroturfing, colluding users (e.g., paid trolls), and 
automation [3].  

 In terms of politics, social media can help the campaign or interact between candidates, political 
parties, and users. Many advantages of doing campaigns on social media, for example, less money 
spent and increasing popularity. In campaigning, candidates or political parties must determine targets 
so that the campaign runs efficiently. Each social media platform has different characteristics. 
Facebook is probably the biggest social media platform, with monthly active users up to 2.7 billion. 
Facebook users can share personal information, join groups and establish connections with friends or 
acquaintances. Twitter is a social media microblogging platform that allows users to send and receive 
text-based messages of 280 characters. Twitter users can also define the kind of information and topic 
that will be received [4]. Twitter also provides a trending topic feature. Instagram is a social media 
that uses images as its main content, provides a feature so that the user profile looks like a gallery. 
Instagram users have to post images or videos if they want to post, which does not allow them to post 
without pictures or videos. 

Social media is now crucial for election campaigns as more and more people use social media in 
their daily lives. Social media such as Facebook, Twitter, and Instagram are widely used social media 
platforms for political campaigns. The purpose of this paper is to discuss the use of social media in 
electoral campaigns. This paper explains how social media will influence and alter the political 
process and campaign. The advantages and disadvantages of using social media in political campaigns 
and how politicians can use social media during elections will be discussed. 

2. Theoretical Framework 

2.1. Election Campaign Before the Internet 

Before the existence of the internet, political campaigns were carried out using broadcasting 
through advertisements on television, radio, magazines, and newspapers. If we see, there were lots of 
advertisements on television. Television advertising campaigns had the most significant influence on 
the selection of candidates [5]. Television had an impact on how politicians communicate with voters. 
Such as Dwight D. Eisenhower, who used television as his political advertisement in the United States 
to reach the broader community at a low cost [6].  

To this day, social media has become a new method of political campaigning. Compared to pre-
internet methods such as using television, social media is considered more effective because currently, 
more and more people are using social media in their daily lives. However, that does not mean that 
old media such as television is immediately abandoned. According to Voolvert & Noort, social media 
can complement campaigns because television cannot be abandoned [7]. 

2.2. International Modern Campaign Activities Stories 

Before campaigning is the most critical process in the general election. In a campaign, a party or 
candidate announces his vision and mission to the public. Currently, campaigns can be carried out 
using internet facilities. Social media such as Facebook, Twitter, and Instagram are widely used 
platforms for campaign implementation. By utilizing social media, candidates can interact directly 
with the community. The existence of social media will undoubtedly increase the closeness between 
candidates and the public. This closeness will attract the hearts of the public so that people will support 
the candidate. 

The modern campaign was first used in the United States in 2000 by AI Gore and George W. They 
created a personal website containing their biographies. In 2008, Barack Obama linked his campaign 
site with his Facebook account. This was done to increase his online presence [8]. Obama's opponent, 
John McClain regularly releases his television ads on YouTube and his personal web campaigns [9]. 
Obama's success in the 2008 election led to social media being used again in 2012. Obama and 
Romney used social media and expanded their platforms. The use of social media aims to attract 
teenagers. In 2016, Donald Trump made headlines on social media, especially Twitter. Trump uses 
social media to provoke his opponents and criticize his challengers [8]. This makes Trump's popularity 
even higher. Trump's opponent, Hillary Clinton also used social media for her campaign but not as 
well as Trump. Trump with his sensationalist style won the election. 
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In Nigeria, Goodluck Jonathan is seen by the public as an enemy of democracy because he 
suppresses the circulation of newspapers [10]. Due to the limited circulation of newspapers, the 
opposing camp took advantage of the existing loopholes. Muhammadu Buhari uses social media as a 
campaign tool. The use of social media was effective, leading Buhari to victory. In 2016, two 
candidates from the Ghana election also used social media. John Mahama took advantage of social 
media by uploading videos of the infrastructure development [11]. Nana Akufo-Addo hired a grub 
who had won candidates in Nigeria before [11]. His strategy, making Nana Akufo-Addo won the 
election of Ghana. 

2.3. Case Studies 

In the U.S, more than 5 million campaign advertisements appeared on television in 2020, more 
than double as many as in 2016. Nearly $8 billion is spent on broadcast and digital advertisements 
[12]. All candidates widely used social media during the 2020 Presidential Election. On Twitter, 
almost 87 million people follow Donald Trump, while 11 million people follow Vice President Joe 
Biden. Despite the large distance between the two, Biden's top tweets outperformed Donald Trump's 
top tweets by almost a factor of two [13]. The Pew Research Center finds that almost one-fourth of 
all Americans learn something about the candidates from an internet outlet such as Facebook [14]. 
During the campaigning season, the youth's participation on social media often sparks rallies and 
movement [15]. Despite the rise of the internet as a source of campaign news, television remains the 
public's primary source. However, television is not as dominant as at once was [14]. 

The Central Election Commission (CEC) defined a schedule for allocating airtime for Russian 
presidential candidates on February 14 2018. Debates were broadcast on five federal television 
channels and three radio stations [16]. For campaigning, each candidate has to do a collection of 
signatures. Candidates nominated by political parties with factions in the State Duma are exempt from 
collecting signatures [17]. In Russia, traditional media are widely controlled by the state. However, 
the internet still offers the possibility of free speech [18]. There has been a rise in social media use for 
politics and campaigning in Russia in the last few years. YouTube has established itself as an 
alternative to state television in Russia, with a high degree of political content within trending videos 
[19]. Media company RBC states that the primary focus of Vladimir Putin’s presidential campaign of 
2018 was on his promotion in social media [20]. Despite the growth of using social media for politics 
and campaigning, there is also a trend of tightening internet control in Russia in recent years [21]. 
Because of that, the primary tool for campaigning in Russia right now is traditional mass media such 
as TV and radio. 

The last official campaign in Indonesia lasted about six months, beginning on September 23, 2018 
and ending on April 13, 2019 [22]. Both parties sent their campaign teams to the KPU prior to the 
launch of the campaign. The KPU planned five debates for 2019, the same number as in 2014 [23]. 
With millennials responsible for about two-fifths of Indonesia's population, both parties made 
substantial attempts to cater to the age demographic. One significant social media-centered initiative, 
called #2019GantiPresiden, was launched by PKS politician Mardani Ali Sera. It involved organising 
rallies in many cities until they were prohibited due to clashes with Jokowi supporters [24]. Before 
the campaign started, it had been anticipated that there would be a flood of hoaxes and false news on 
social media and WhatsApp. However, one observer mentioned that the government's influence in 
dealing with the issue was minimal because it could be framed as favoring the incumbent [25]. To 
counterattack issues regarding false news on social media, both sides formed dedicated anti-hoax 
organizations [26], [27], with the Indonesian government hosting weekly false news briefings [28]. 

Compared to the hugely costly, multi-channel extravaganza that voters in other advanced 
democracies are exposed to, Japan's regulated and very conservative elections seem to originate from 
another age altogether. Japan's election laws have been interpreted to ban online advertising and to 
limit online voter participation during the official campaign time before an election [29]. Japan's 
Public Offices Election Law (POEL) strictly limits candidates' paid television advertisements and 
radio spots. While political parties are free to purchase television or newspaper advertisements, 
politicians are not entitled to purchase personal television or radio time [30]. During the official 
campaign time, candidates are permitted to produce a certain number of pamphlets and leaflets [31]. 
Strict campaigning laws make politicians go out and visit the voters they are meant to represent. That 
kind of direct interaction with people, albeit fleeting and brief, is something that many countries' 
political campaigns have missed. The election rules were amended in 2013 to allow social media 
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campaigning, but political parties are resistant to change [32]. Table 1 compares the countries 
mentioned above in terms of the main campaigning media and campaign time before election.  

Table.1 Comparison Among Country 

Difference 
Country 

U. S. Russia Indonesia Japan 

Main Campaigning 
Stye/Media 

Television, Digital 
Advertising & Social 

Media 

 Traditional Mass 
Media (TV/Radio) 

 

Television Debate & 
Social Media 

 

Old Media (Print 
Media) & On-site 

In Person Visit 

           

Campaigning Time 

Period Before 

Election 

Different for each 
candidate. The U.S. 

doesn't have laws 

dictating how long a 

campaign period is.  

Around 2 months 
   

February 2018 - 

March 2018 

Around 7 months  
 

23 September 2018 - 

13 April 2019 

12 Days - Lower 
House Election 

17 Days - Upper 

House Election  

 

2.4. Political Advertising for Multi-Purpose 

In an open and accountable modern political competition, candidates need a mechanism for 
distributing political goods to the electorate, such as innovative approaches, problems, party ideology, 
policies, and leadership styles. To win the election, they must adopt innovative campaign 
communication strategies geared toward supporters and realize how this can be done by introducing 
messaging strategies to support the individual and their political ideals. The new democratic age has 
brought about significant changes in the political world, especially in political communication 
practices. There has been a significant shift in how candidates plan and devise political advertising 
strategies to gain popular trust in electoral campaigns. As a result, many political players, including 
the government, parties, politicians, and interest groups, adopted and regularly used political 
marketing in their political campaigning [2]. Political marketing and political communication are the 
most important aspects of producing effective political advertisements. 

Political marketing is a relatively recent area of research within political science and 
communication that investigates the application of marketing methods in the political process. The 
use of targeting, tactics, and approaches in the political sphere is referred to as campaign marketing. 
It represents marketing's invasion of the political space as an enterprise and tool. Political 
advertisements, celebrity endorsements, specialist marketers and campaign management, internet 
campaigning, cell phone canvassing, segmentation, and micro-targeting are all common approaches 
of political marketing [2]. The information revolution and globalization have played critical roles in 
transforming conventional election campaigning into the most professional and sophisticated targeting 
techniques [33]. Before that, political marketing was presumed to have a unique role in achieving the 
goal of political activities by strategic planning, preparation, design, and packaging of political topics, 
which is the dissemination of political knowledge focused on audience segmentation. The ultimate 
aim is to establish an equally satisfying and harmonious state with political parties and voters [2]. 

Political communication is related to spreading and impacting information in politics, politicians, 
media, and people. The media plays a strategic role in promoting and introducing modern political 
relations strategies such as political advertising. This is because advertisement is the most powerful 
method of constructing and producing an image. It is effective because of the structure, which 
encourages political actors to deliver their messages directly to the public, without the need for 
journalists to mediate. Political messaging is used in various ways, including television, radio, 
newspapers, banners, and cinemas [34]. Furthermore, in an ideal democratic society, the media should 
play a variety of roles, including providing information, educating people, serving as a forum for 
national political debate, providing publicity to the government as the society's watchdog, and serving 
as a channel for the advocacy of political views [35]. 

3. Political Factors Used in Social Media 

The use of online social media platforms in political systems and activities is called social media 
use in politics. Facebook, YouTube, Instagram, WeChat, Weibo, Twitter, Tumblr, LINE, Snapchat, 
and Pinterest are social media platforms. The internet has developed communication networks that 
play an essential role in the flow of information, and social media can transform the message and the 
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nature of political corruption, ideals, and conflict dynamics of politics. Diplomacy around the globe 
has become less private and more susceptible to public opinion due to the use of social media in 
election systems, global strife, and radical politics [36]. There are seven factors available in social 
media that can influence the political process and campaign. 

The first factor is social media as a news source. Adults in the United States with internet access 
rapidly obtain political news and information from social media platforms. In 2019, the Pew Research 
Center discovered that more than half of Americans received their news from social media, with 
Facebook being the most prominent social media source where American adults got their news [37]. 
So social media platforms are central to campaigns’ communicative strategies. Unlike in the days 
before the internet, where people had to wait for the next newspaper or TV news show to get the latest 
stuff, online news in social media is available at every moment. Even though news can be found on 
many websites, most people devote more time to social media platforms such as Facebook and Twitter 
than to relevant news or political websites [38]. 

Secondly is the poll’s influence in social media. Political surveys are an essential component of 
any campaign. Like most forms of political coverage, the internet and social media have massively 
expanded the number of poll results we see each day. Opinion polls are an essential source of 
information for voters and candidates, providing the latter with data that can be used to guide strategic 
communication. Furthermore, it has been discovered that the specific wording of a published poll and 
the corresponding report on it by a specific news or media source may impact the outlet's audience 
perceptions about two running presidential candidates and affect how people vote [39]. 

 The next factor is demographics and targeting. Social media platforms enable campaigns with 
new and creative opportunities to reach out to the public, craft the best message, and target specific 
audiences. Candidates can now adapt their messages to meet the needs of women, college students, 
retirees, or any other group of voters. Each social media platform caters to different demographics and 
has unique affordances [40]. Candidates can tailor their strategies to the platforms that they use. 
During the U.S. 2016 presidential elections, social media was critical in helping candidates to target 
their audiences [41]. 

Direct interaction is the next factor available in social media. Previously, if we were to see a 
politician or a candidate, we had to go to a live show. Now it is possible to attend virtual gatherings 
where we can partake in live streaming events and connect with politicians and candidates. 
Presidential political campaigns now regularly and actively use social media to reach, engage, and 
mobilize voters. According to some scholars, social media is a game-changer for politicians in 
informing, recruiting, and interacting with citizens [42]. 

The next factor is fake news and rumors in social media. There is an increasing divergence of 
opinion that social media platforms like Facebook and Twitter play a role in spreading misinformation 
during election campaigns [43]. It is becoming more difficult to distinguish between real and fake 
news on the internet. This distinction is particularly perplexing in the age of social media. Though 
false news has some value for users, such as confirming far-right views and distributing propaganda 
to support a presidential candidate, it also has private and social costs. One social cost to users, for 
example, is the distribution of disinformation, which can make it more difficult for people to seek the 
reality and, in the case of the 2016 U.S. election, to select an electoral candidate [44]. 

Confirmation bias is one of the unseen factors that work on social media. Individuals form opinions 
over various economic, political, and social issues based on information they get from both media and 
acquaintances [45]. Most people will have the same outlook with their majority of friends and 
followers on social media. An experiment involving 60 million Facebook users before the 2010 US 
elections showed that they could generate 340,000 additional votes using a social message that 
informed a user about friends that had voted, compared to an informational message without social 
network information [46]. Social media may reinforce our opinions and make it more difficult to 
entertain alternative points of view. In politics, confirmation bias can help to make people more 
opinionated and less tolerant of others. On the other hand, if we make an effort to connect with an 
assortment of people with diverse viewpoints, we can overcome confirmation bias and use social 
media to make us more open-minded. 

The last factor is the attention economy. Social media contributes to the concept of the attention 
economy. The attention economy concept emphasizes that content that garners more attention is more 
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likely to be viewed, shared, and circulated than news content that does not garner as much attention 
or interest from the general public [47]. Because of the multitude of concepts, feelings, and viewpoints 
flowing via the social media platform, it often works to alter or sway opinions regarding political 
beliefs. It has been discovered that news consumption contributes to political persuasion; therefore, 
the more people use social media platforms for news sources, the more their political views will be 
influenced [48]. The use of “news” leads to political persuasion. The more people use social media 
platforms as their primary source of news, the more social media acts as the primary catalyst in shaping 
their political opinions, and the more this "attention economy" will be able to harbored, manipulated, 
and often shaped. 

4. Strength and Weakness Factors in the Use of Social Media in Electoral Campaigns 

4.1. Strength Factors 

Using social media for electoral campaigns has its strong and weak factors. The substantial factor 
in using social media for campaigning is that disseminating information from the candidates who will 
be elected can reach the wider community, unlike in the past, which only reached a few areas because 
there are many people. By using social media, voters can find out the views of the candidates to be 
elected. In terms of impact on political engagement, the findings reinforce the idea that increased use 
of new media contributes to increased political engagement among the general population. Along with 
political engagement and previous offline activity, one of the best predictors of involvement was using 
social media for political purposes. 

Another supporting factor is that the costs incurred can be kept to a minimum so as not to incur 
large campaign advertising costs, such as in the USA in 2020, which spent nearly $ 8 billion with a 
total cost of up to $ 14 billion [12]. In the USA 2016 election, both Clinton and Trump have said that 
there are factors of using social media in campaigning that were instrumental in the 2016 election 
outcome, as has Barack Obama [49]. As Trump's new media chief at the time, Brad Parscale, put it 
that Facebook and Twitter were the reason we won this thing. Mr. Trump's platform is Twitter, and 
his fundraising platform is Facebook [50]. 

Because of their massive user bases, social media platforms such as Facebook, Twitter, and 
Instagram can also be used as advertising media. Facebook is the most popular social media website; 
the number of daily active users has surpassed 2.7 billion [51]. Facebook can also share content, 
communicate with others, and join communities to engage with others. This is where Facebook can 
be valid as a marketing tool. Twitter, on the other hand, is a popular social media website with a large 
user base. Messaging on Twitter should be handled in the same way as reading or posting messages 
is done. Twitter can also decide trends using hashtags; if many more people use the hashtag, trending 
topics will appear; but, if there are other hashtags with many people, the trending subject will shift. 

In comparison, Instagram is a social media platform whose primary content is photographs and 
videos. It can also be used as a campaign platform for posted photos and videos. Based on the 
comparisons made, it can be inferred that Facebook is now the most powerful social media platform 
for campaigning. 

4.2. Weakness Factors 

Controversies have dominated much of the current public conversation over the position of social 
media sites. There is an increasing concern that social media platforms play in spreading 
misinformation during election campaigns. This is concerning because online media networks have 
increasingly spread political misinformation, both about candidates and essential campaign issues 
[52]. Exposure to partisan online news, which is widely spread through social media, has also led to 
misperceptions [53].  

There is no doubt that a vast amount of falsehoods were spread during the previous two U.S. 
Presidential elections and that millions of Americans were exposed to inaccurate messages via social 
media. However, panel results obtained during the 2012 and 2016 U.S. Presidential elections show 
that, considering the prevalence of falsehoods on these networks, their effect on voters' beliefs remains 
reasonably minor. These findings show that social media may influence citizens' ability to accept 
falsehoods during elections, although the results are primarily minor [43]. 
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5. A Roadmap For The Successful Use of Social Media in Electoral Campaigns 

There are three things that politicians need to do to use social media in electoral campaigns 
successfully. In using social media, politicians must show their true personalities. Like Trump, he uses 
his social media to criticize his political opponents and challengers [8], is following his personality, 
so that Trump's social media shows his behavior in the real world. The result is that Trump is superior 
to his opponent, Hillary Clinton. Clinton's social media did not show her character. She is too 
meticulous in using his social media. Clinton tends to post messages that will please everyone [8]. 
Because of his behavior, the public began to doubt the real character of Clinton. In other words, to 
successfully use social media in electoral campaigns, politicians must show their true selves.  

The following important part of campaigning is how candidates talk to the voters. More frequent 
interactions with supporters and challengers on social media will increase closeness and the chances 
of winning the election. Use polite and straightforward language so social media users can understand 
easily. If a politician is positively perceived on social media, more people will write a complementary 
post about them. So during campaigning, the next thing that candidates need to do is be friendly when 
using their social media. 

To attract the attention of teenagers, politicians can use chat forums [54]. Politicians can use it for 
political discussion. In the EU27 in 2010, people aged 16-24 used the internet to post messages on 
chat sites, social networking sites, and blogs. This amount is as much as 80%. While the age 25-45 as 
much as 42% and the age 55-74 as much as 18% [55]. In addition, politicians can make news online. 
Political participation among adolescents is positively related to their consumption of online news 
[56]. Next, listen to what the teenagers think. Teenagers often feel that their opinions are not heard, 
so they are no longer interested in elections. Do not compare teenagers to parents because teens do 
not like being compared. 

Offline participation increases with age, the tendency to choose traditional media is increasing. 
The use of social media to attract parents' attention is not following their characteristics. A more 
effective way to get their attention is to use traditional media such as television, newspapers, and radio. 
Males have more political efficacy, that is, political awareness, than females [57]. In order to attract 
women's attention, candidates should give their views on specific topics about women, such as 
women's rights. Educational background influences the 2016 United States presidential election. 
White non-college voters chose more Trump [58]. It shows that Trump's strategies and ideologies 
primarily work on white non-college voters. Trump's ideology and strategy are considered immature 
for some white college voters. Lastly, to successfully use social media for campaigns, politicians must 
first know their target audience and then use it to their advantage. 

6. Conclusion 

There are some factors as to why social media plays such an important part in political campaigns. 
Social media is used as a news outlet and a means for candidates to communicate with voters directly. 
However, there is a chance that the news on social media is inaccurate. Polls on social media can also 
support candidates by providing data that can be used to direct strategic communication. 
Demographics in social media will also assist politicians in crafting their best message and targeting 
their audiences. There are also unseen factors such as confirmation bias and the attention economy 
that operates on social media influence political campaigning. 

Due to their vast user bases, social media platforms such as Facebook, Twitter, and Instagram can 
also be used as advertising media to spread campaign information; this is a substantial factor in social 
media usage for political campaigns. The weakness of using social media for campaigning is that there 
is a possibility that social media platforms like Facebook and Twitter play in spreading misinformation 
during election campaigns. However, there is no problem using social media for political campaigns 
unless it is appropriately used. There are several strategies for the use of social media in the election 
campaign. These strategies include being yourself, being friendly to anyone and knowing who the 
campaign target is. Campaign targets can be seen based on age, gender, and educational background. 
Different targets mean different social media usage. 

 

 



ISSN 2614-0047 Bulletin of Social Informatics Theory and Application 35 
 Vol. 5, No. 1, March 2021, pp. 28-37 

 Pratama et.al (A roadmap for the successful use of social media in electoral campaigns)  

References 

[1] K. A. Kumara and S. Natarajan, “Role of Social Media in Political Campaigning and its Evaluation 

Methodology: A Review,” Sona Glob. Manag. Rev., vol. 10, 2016. 

[2] I. Sofyan, “Political Marketing and Its Impact on Democracy,” Commun. Sph., vol. 1, no. 1, 2015. 

[3] L. Nizzoli, S. Tardelli, M. Avvenuti, S. Cresci, and M. Tesconi, “Coordinated Behavior on Social Media 

in 2019 UK General Election,” in Proc. AAAI Intl. Conference on Web and Social Media, 2020. 

[4] M. T. Nuseir, “Is advertising on social media effective An empirical study on the growth of advertisements 

on the Big Four (Facebook, Twitter, Instagram, WhatsApp),” Int. J. Procure. Manag., vol. 13, no. 1, p. 

134, 2020. 

[5] M. J. Alsamydai and R. O. Yousif, “The Impact of Advertising Campaigns on the Selection of Candidates 

for Election,” Int. Rev. Manag. Bus. Res., vol. 7, no. 2, pp. 542–555, Jun. 2018. 

[6] J. L. Spenkuch and D. Toniatti, “Political Advertising and Election Results,” Q. J. Econ., vol. 133, no. 4, 

pp. 1981–2036, Nov. 2018. 

[7] H. A. M. Voorveld and G. van Noort, “Social Media in Advertising Campaigns,” J. Creat. Commun., vol. 

9, no. 3, pp. 253–268, Nov. 2014. 

[8] A. S. Hwang, “Social Media and the Future of U.S. Presidential Campaigning,” Claremont McKenna 

College, 2016. 

[9] Wattal, Schuff, Mandviwalla, and Williams, “Web 2.0 and Politics: The 2008 U.S. Presidential Election 

and an E-Politics Research Agenda,” MIS Q., vol. 34, no. 4, p. 669, 2010. 

[10] O. Olowojolu, “Role of Media in 2015 Presidential Election in Nigeria,” Int. J. Polit. Good Gov., vol. 7, 

no. 1, 2017. 

[11] R. Kasenally and D. Awatar, “Social Media, Elections and Political Engagement: The 2014 General 

Elections in Mauritius,” J. African elections, vol. 16, no. 2, pp. 47–70, Oct. 2017. 

[12] D. McManus, “Column: This year’s political ads: The good, the bad and the deceptive,” Los Angeles 

Times, 2020. [Online]. Available: https://www.latimes.com/politics/story/2020-10-25/doyle-column-

political-ads-2020-biden-trump. [Accessed: 14-Dec-2021]. 

[13] P. Suciu, “Social Media Could Determine The Outcome Of The 2020 Election,” Forbes, 2020. [Online]. 

Available: https://www.forbes.com/sites/petersuciu/2020/10/26/social-media-could-determine-the-

outcome-of-the-2020-election/?sh=489fd18426f6. [Accessed: 14-Jan-2021]. 

[14] A. Kohut, “The Internet Gains in Politics,” Pew Research Center, 2008. [Online]. Available: 

https://www.pewresearch.org/internet/2008/01/11/the-internet-gains-in-politics/. [Accessed: 20-Dec-

2020]. 

[15] M. Baker, “The Impact of Social Networking Sites on Politics,” Rev. A J. Undergrad. Student Res., vol. 

10, no. 1, pp. 72–74, 2009. 

[16] N. Voroshilov, “CEC Allocated Time for Media Debates,” Kommersant, 2018. [Online]. Available: 

https://www.kommersant.ru/doc/3548494. [Accessed: 19-Oct-2020]. 

[17] President of Russia, “Law freeing political parties from collecting signatures in order to take part in 

election,” News, 2012. [Online]. Available: http://en.kremlin.ru/events/president/news/15187. [Accessed: 

16-May-2020]. 

[18] A. Litvinenko, “YouTube as Alternative Television in Russia: Political Videos During the Presidential 

Election Campaign 2018,” Soc. Media + Soc., vol. 7, no. 1, p. 205630512098445, Jan. 2021. 

[19] S. Goncharov, “‘TV of the Future’: How Video Bloggers Are Changing the Media Landscape,” Levada 

Center, 2017. [Online]. Available: https://www.levada.ru/2017/07/17/televizor-budushhego-kak-

videoblogery-menyayut-medialandshaft/. [Accessed: 23-Sep-2020]. 

[20] N. Galimova, A. Balashova, M. Kolomychenko, E. Kuznetsovka, and I. Lee, “Creative competition: why 

does the Kremlin need a strategy for Internet promotion of elections,” rbc.ru. [Online]. Available: 

https://www.rbc.ru/politics/09/08/2017/5983410f9a79472cdd85ff2a. [Accessed: 27-Sep-2020]. 



36 Bulletin of Social Informatics Theory and Application   ISSN 2614-0047 

 Vol. 5, No. 1, March 2021, pp. 28-37 

 Pratama et.al (A roadmap for the successful use of social media in electoral campaigns)  

[21] C. Vendil Pallin, “Internet control through ownership: the case of Russia,” Post-Soviet Aff., vol. 33, no. 1, 

pp. 16–33, Jan. 2017. 

[22] G. M. Ibrahim, “Dimulai 23 September, Kampanye Pilpres Berakhir 13 April 2019,” Detik News, 2018. 

[Online]. Available: https://news.detik.com/berita/d-4221870/dimulai-23-september-kampanye-pilpres-

berakhir-13-april-2019. [Accessed: 23-Dec-2020]. 

[23] F. C. Farisa, “Ini Jadwal Debat Pilpres 2019, dari Tanggal Hingga Tema,” Kompas.com, 2018. [Online]. 

Available: https://nasional.kompas.com/read/2018/12/19/17590871/ini-jadwal-debat-pilpres-2019-dari-

tanggal-hingga-tema. [Accessed: 18-Dec-2020]. 

[24] M. Walden, “Indonesian Opposition Movement Accuses President of Authoritarianism,” VoA, 2018. 

[Online]. Available: https://www.voanews.com/a/indonesian-opposition-movement-accuses-president-

of-authoritarianism/4581207.html. [Accessed: 18-Dec-2020]. 

[25] M. Walden, “Ahead of 2019 Election, Indonesia, Media Battle Fake News,” VoA, 2018. [Online]. 

Available: https://www.voanews.com/a/ahead-of-2019-election-indonesia-and-its-media-battle-fake-

news/4628680.html. [Accessed: 18-Dec-2020]. 

[26] I. Budilaksono, “Prabowo to Set Up Anti-hoax Team During Election Campaign,” Tempo, 2018. [Online]. 

Available: https://en.tempo.co/read/921895/prabowo-to-set-up-anti-hoax-team-during-election-

campaign. [Accessed: 18-Dec-2020]. 

[27] Z. Putri, “Tangkal Hoax, Timses Jokowi Bentuk Tim Siber Hadapi Isu di Medsos,” Detik News, 2018. 

[Online]. Available: https://news.detik.com/berita/d-4164269/tangkal-hoax-timses-jokowi-bentuk-tim-

siber-hadapi-isu-di-medsos. [Accessed: 18-Dec-2020]. 

[28] L. Handley, “Indonesia’s government is to hold public fake news briefings every week,” cnbc, 2018. 

[Online]. Available: https://www.cnbc.com/2018/09/27/indonesias-government-is-to-hold-public-fake-

news-briefings-each-week.html. [Accessed: 18-Dec-2020]. 

[29] T. Ohta, “Fairness versus Freedom: Constitutional Implications of Internet Electioneering for Japan,” Soc. 

Sci. Japan J., vol. 11, no. 1, pp. 99–115, Jun. 2008. 

[30] M. J. Wilson, “E-Elections: Time for Japan to embrace online Campaigning,” Stan. Tech. L. Rev., vol. 4, 

2011. 

[31] A. Williamson, L. Miller, and F. Fallon, Behind The Digital Campaign. London: Hansard Society, 2010. 

[32] R. Mealey, “Japan election campaigns ‘a little bit old-fashioned’ with strict laws and billboard bans,” 

abc.net.au, 2017. [Online]. Available: https://www.abc.net.au/news/2017-10-14/election-campaigns-in-

japan-an-old-fashioned-affair/9040624. [Accessed: 18-Dec-2020]. 

[33] J. Lees-Marshment, “Political Marketing Theory and Practice: A Reply to Ormrod’s Critique of the Lees-

Marshment Market-Oriented Party Model,” Politics, vol. 26, no. 2, pp. 119–125, May 2006. 

[34] G. Craig, The media, politics and public life. Sydney: Allen & Unwin, 2004. 

[35] B. McNair, An Introduction to Political Communication. New York: Routledge, 2003. 

[36] P. Singer and E. Brooking, Likewar: The Weaponization of Social Media. Boston: Houghton Mifflin 

Harcourt, 2018. 

[37] E. Shearer and E. Grieco, “Americans Are Wary of the Role Social Media Sites Play in Delivering the 

News,” Pew Research Center, 2019. [Online]. Available: 

https://www.pewresearch.org/journalism/2019/10/02/americans-are-wary-of-the-role-social-media-sites-

play-in-delivering-the-news/. [Accessed: 18-Dec-2020]. 

[38] H. Satterfield, “How Social Media Affects Politics,” Meltwater, 2020. [Online]. Available: 

https://www.meltwater.com/en/blog/social-media-affects-politics. [Accessed: 18-Dec-2020]. 

[39] B. W. Hardy, “Can a Poll Affect Perception of Candidate Traits?,” Public Opin. Q., vol. 69, no. 5, pp. 

725–743, Jan. 2005. 

[40] M. Bossetta, “The Digital Architectures of Social Media: Comparing Political Campaigning on Facebook, 

Twitter, Instagram, and Snapchat in the 2016 U.S. Election,” Journal. Mass Commun. Q., vol. 95, no. 2, 

pp. 471–496, Jun. 2018. 



ISSN 2614-0047 Bulletin of Social Informatics Theory and Application 37 
 Vol. 5, No. 1, March 2021, pp. 28-37 

 Pratama et.al (A roadmap for the successful use of social media in electoral campaigns)  

[41] D. Kreiss and S. C. McGregor, “Technology Firms Shape Political Communication: The Work of 

Microsoft, Facebook, Twitter, and Google With Campaigns During the 2016 U.S. Presidential Cycle,” 

Polit. Commun., vol. 35, no. 2, pp. 155–177, Apr. 2018. 

[42] T. Graham, M. Broersma, K. Hazelhoff, and G. van ’t Haar, “BETWEEN BROADCASTING POLITICAL 

MESSAGES AND INTERACTING WITH VOTERS,” Information, Commun. Soc., vol. 16, no. 5, pp. 

692–716, Jun. 2013. 

[43] R. K. Garrett, “Social media’s contribution to political misperceptions in U.S. Presidential elections,” 

PLoS One, vol. 14, no. 3, p. e0213500, Mar. 2019. 

[44] H. Allcott and M. Gentzkow, “Social Media and Fake News in the 2016 Election,” J. Econ. Perspect., vol. 

31, no. 2, pp. 211–236, May 2017. 

[45] M. Fernandes, “Confirmation Bias in Social Networks,” SSRN Electron. J., 2019. 

[46] R. M. Bond et al., “A 61-million-person experiment in social influence and political mobilization,” Nature, 

vol. 489, no. 7415, pp. 295–298, Sep. 2012. 

[47] L. Kane, “The Attention Economy,” Human Computer Interaction, Psychology and UX, 2019. [Online]. 

Available: https://www.nngroup.com/articles/attention-economy/. [Accessed: 18-Dec-2020]. 

[48] P. Moy and D. A. Scheufele, “Media Effects on Political and Social Trust,” Journal. Mass Commun. Q., 

vol. 77, no. 4, pp. 744–759, Dec. 2000. 

[49] D. Remnick, “Obama Reckons with a Trump Presidency,” The Political Scene, 2016. [Online]. Available: 

https://www.newyorker.com/magazine/2016/11/28/obama-reckons-with-a-trump-presidency. [Accessed: 

18-Dec-2020]. 

[50] I. Lapowsky, “Here’s How Facebook Actually Won Trump the Presidency,” Wired, 2016. [Online]. 

Available: https://www.wired.com/2016/11/facebook-won-trump-election-not-just-fake-news/. 

[Accessed: 18-Dec-2020]. 

[51] Statista Research Department, “Number of monthly active Facebook users worldwide as of 2nd quarter 

2021,” statista, 2021. [Online]. Available: https://www.statista.com/statistics/264810/number-of-

monthly-active-facebook-users-worldwide/. [Accessed: 14-Sep-2021]. 

[52] J. Shin, L. Jian, K. Driscoll, and F. Bar, “Political rumoring on Twitter during the 2012 US presidential 

election: Rumor diffusion and correction,” New Media Soc., vol. 19, no. 8, pp. 1214–1235, Aug. 2017. 

[53] R. K. Garrett, B. E. Weeks, and R. L. Neo, “Driving a Wedge Between Evidence and Beliefs: How Online 

Ideological News Exposure Promotes Political Misperceptions,” J. Comput. Commun., vol. 21, no. 5, pp. 

331–348, Sep. 2016. 

[54] J. Bartlett, A. Krasodomski-Jones, N. Daniel, A. Fisher, and S. Jesperson, “Social media for election 

communication and monitoring in Nigeria,” London, 2015. 

[55] Eurostat, “80% of young internet users in the EU27 active on social media,” 2010. 

[56] T. P. Bakker and C. H. de Vreese, “Good News for the Future? Young People, Internet Use, and Political 

Participation,” Communic. Res., vol. 38, no. 4, pp. 451–470, Aug. 2011. 

[57] S. Tufail, U. Baneen, B. Akram, and R. Sajid, “Impact of Social Media on Political Efficacy and Vote 

Intention: A Case of Educated Youth,” J. Indep. Stud. Res. Manag. Soc. Sci. Econ., vol. 13, no. 1, 2015. 

[58] R. Teixeira and J. Halpin, “The Path to 270 in 2020,” Center of American Progress, 2019. [Online]. 

Available:https://www.americanprogress.org/issues/politics-and-

elections/reports/2019/10/24/476315/path-270-2020/. [Accessed: 18-Dec-2020]. 

 

 


