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Abstract 
This research aims to analyze public responses through political conversations 
regarding the 2024 Indonesian presidential election process. Anies-Muhaimin, 
Prabowo-Gibran, and Ganjar Mahfud attended the presidential Election in In-
donesia. This research analyzes public responses through virtual sphere theory, 
which originates from the public sphere. This research uses the Social Network 
Analysis (SNA) method to identify information from each candidate pair; the 
data collection process uses Drone Emprit data analysis, and data mining by 
Dore Emprit is filtered to display findings that are in accordance with the data 
needs in the research. The context in this analysis is the presidential-vice pres-
idential Election in Indonesia by taking information in December-January. The 
results highlight that the virtual sphere was built through voluntary move-
ments owned by the Anies-Muhaimin candidate pair to promote ideas about 
change and Anies-Muhaimin’s experience in leading. Another couple used mi-
cro-influencers to shape opinions about Prabowo-Gibran and created a signif-
icant association despite a high negative sentiment. Ganjar-Mahfud is a presi-
dential and vice-presidential candidate who promotes the public sphere through 
active use of Twitter social media by creating active communication with other 
users, thus becoming the main contributor to building an issue on social media 
Twitter. 
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1. Introduction 

The idea of the public sphere promoted by Jürgen Habermas has been widely 
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described by looking at how the public sphere is an “intersubjectively shared 
space” that produces ideas (Dahlberg, 2005); the public sphere is related to delib-
erative democracy, which provides space for the community to participate 
(Ackerly, 2006). Dahlberg (2005) states that in Hebermas’ view, the public sphere 
emphasizes the importance of citizen debate, which can strengthen democracy. 
The public sphere proposed by Habermas is still relevant to current political is-
sues. Therefore, Papacharissi (2002) calls it the virtual sphere, a transition that 
explains the form of physical space in the last few decades and becomes digital or 
virtual space. So, how does the virtual sphere intersect with Habermas’ public 
sphere? According to Papacharissi (2002), The public sphere can now be con-
nected through technological media so that the essence of the public, which is 
referred to as physical and real space, shifts into virtual or digital space.  

However, the nature of public space has not moved, so it is called a new public 
space; Loader & Mercea (2011) state that there are transitions and changes regard-
ing the public sphere, initially known as the space of human life, where public 
opinion can be formed directly (Habermas, 2010) but is turned into a virtual 
space. Changes in public space are not much different from Habermas’ concept; 
some intermediaries create new public spaces through technology, and this space 
is called the virtual sphere (Papacharissi, 2020). Technological advances and the 
development of social theory encourage new views of the public sphere concep-
tion, according to Dahlberg (2005). There is a structural transformation of public 
space, which was initially dominated by a class system through ownership rights, 
now becoming a classless space (Gestrich, 2006). A classless space provides the 
opportunity for anyone to build public opinion, so technological advances have 
influenced the development of Habermas’s theory. 

Democratic countries build these two concepts: the public sphere and the vir-
tual sphere. In the modern era, people actively interact through the virtual sphere. 
Theoretically, Habermas considers it as part of building public opinion; in the 
view of Dahlberg (2005), strong democracy is accompanied by public participa-
tion through the creation of public opinion. In the view of sociologists such as 
John Stuart Mill and James Madison, changes in the public sphere created the lib-
eral public sphere (Rowland, 2006); this assumption arises from the perspective of 
US liberal theory regarding current political representation. However, this view is 
not directly proportional to countries like Indonesia. Indonesia’s representation 
system is not a majority, so there is no primary actor who represents a particular 
group but rather the whole. 

In the last three decades, after developing countries used the internet, new ways 
have been created for countries to interact through more open and deliberative 
democracy (Dahlgren, 2005). The study of social media and its functions has been 
popularized as a political process and new democratic space (Gilardi et al., 2022; 
Kruse et al., 2018; Price, 2013), creating a new political culture through uncer-
tainty through information on social media (Shao & Wang, 2017), as a medium 
for political participation (Boulianne, 2015). Meanwhile, in terms of the idea of a 
public sphere, this study has not looked at how social media functions as a new 
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public sphere; several scholars have proposed this idea, but it is still not clear about 
it, such as social media as a public sphere (Mazali, 2011), or simply as a means of 
political communication (Cela, 2017). We want to draw a study position to discuss 
the virtual sphere idea proposed by (Milovanovic, 2021; Papacharissi, 2020) with 
social media functions by capturing interactions that occur on social media in the 
2024 election. 

However, we see that there is a tendency to capture digital democracy from 
countries with a dual-party system so that issues that develop in the virtual sphere 
go in two directions; apart from that, other countries in Asia tend to implement a 
semi-democratic system where the presidential election process is not wholly 
handed over to the people to choose. Therefore, this research proposes a different 
research object to capture how political conversations in Indonesia are using the 
virtual sphere and digital democracy approaches. We understand that there are 
extensive limitations in understanding political phenomena, especially when cap-
turing democratic countries like Indonesia with a multi-party system and presi-
dential system. 

As a democratic country with a presidential system where the president is 
elected through an open general election system supported by political parties, the 
electoral system in Indonesia, which provides thresholds for presidential candi-
dacy, requires political parties to collaborate in order to nominate a presidential-
vice presidential candidate pair. Political parties have the right to nominate can-
didates for president and vice president in Indonesia’s open election system. Ac-
cording to the election system, a pair of presidential and vice-presidential candi-
dates must receive 20% of the political vote, or a 21% threshold, to be elected. 
Therefore, Three pairs, Anies Baswedan-Muhaiman Iskandar, Prabowo Subianto-
Gibran Rakabuming, and Ganjar Pranowo-Mafhud MD, will participate in the 
2024 presidential election. The three pairs of candidates were officially appointed 
as presidential-vice presidential candidates by the general election commission. 
After being determined by the general election commission as a presidential-vice 
presidential candidate pair, the campaign period will be held from November 28, 
2023-February 10, 2024. Through the campaign, the candidate pair promotes 
ideas for leading the country for the next five years; the way the campaign is car-
ried out is quite innovative depending on the character of the presidential candi-
date-vice president as well as the work programs put forward by the three pairs of 
candidates. 

At the same time as the election period, Indonesia has a reasonably high popu-
lation bonus, where the population lives in cyberspace; this factor is what drives 
presidential and vice presidential campaigns not only face-to-face but also online, 
through social media, YouTube and online media (Irawan, Loilatu, Akbar, & 
Reynaldi, 2022). The three pairs of candidates utilized the media they had to ob-
tain as many votes as possible by creating information and video content that was 
able to influence voters with videos that were considered up-to-date and answered 
voters’ needs. Based on the APJII report, Indonesia, the country with the highest 
population of social media users in the world, has 167 million people accessing 
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social and online media to get information and entertainment. Understanding 
this, the three presidential and vice presidential candidates use social media for 
branding. Based on the description above, this research aims to capture political 
conversations during the presidential and vice presidential elections in Indonesia. 
In more detail, this research proposes a virtual sphere approach as a public sphere 
idea, which is referred to as a virtual sphere in several pieces of literature. We 
assume that not many election cases in Indonesia are presented using this ap-
proach. Therefore, the research provides novelty to the development of political 
science studies and the use of ICT in it through virtual sphere theory. 

2. Literature Review 
2.1. Public Sphere and Virtual Sphere 

The public sphere is a dialectical relationship between the public sphere and pol-
itics through a specific mechanism called a political actor; in another definition, 
the public sphere is a dialectical process built by political actors through norms, 
social structures and political action (Adut, 2012). Wright & Street (2007) state 
that the public sphere, with community involvement, has created a strong democ-
racy; therefore, Habermas (2010) states that the public sphere is a bridging me-
dium for society and the state or political actors. Long before this concept was 
conveyed, it would transform (Gestrich, 2006), and the public space could change 
into anything depending on the conditions that occurred at that time (Gestrich, 
2006). The public sphere functions as a form of power-sharing carried out through 
open mechanisms (Dahlberg, 2005); this method is considered as a transfor-
mation of the public sphere by Habermas where ideas can grow and develop with 
different backgrounds (Gestrich, 2006); therefore, the public sphere becomes a 
public space that is open for different views to be discussed and becomes a public 
discourse formed by the state, political actors or other organizations. 

A country with a sound democratic system combined with public participation 
can build opinions about a developing issue (Dahlberg, 2005); in Adut’s view 
(Adut, 2012), The public sphere is a space where norms are not visible, meaning 
that political actors can talk about an issue but it is outside their character as social 
beings. Both arguments understand that there is human behaviour that does not 
appear to be political beings. According to Mazali (2008), there is a new public 
sphere that provides space for humans to interact and build public opinion that 
intersects with each other; this intersection occurs in any space where technology 
can create that space (Loader & Mercea, 2011). 

The public sphere does not only take physical form but also takes other forms; 
Papacharissi (2002) called it a virtual sphere. The virtual sphere is considered a 
new medium for promoting ideas through news media, social media or websites 
(Papacharissi, 2020); through new media, public space can be filled through open-
access digital channels with very open information (Milovanovic, 2021). In Maz-
ali’s view (Mazali, 2011), new media allows anyone to create a new community 
with different issues or ideas; through new communities built with social media 
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(Wahyudi & Loilatu, 2023), they can provide information freely and can be dis-
cussed by members of the community. From the descriptions above, Papacharissi 
(2002) concluded that the public sphere, in its transition to a virtual sphere, was 
created by using ICT functions as a tool to build a virtual sphere. 

2.2. Social Media and Digital Democracy 

Social media is an interaction platform for millions of people on strategic issues 
(Kruse et al., 2018); social media drives major transformations for humans through 
online platforms that connect each other quickly (Price, 2013); social media func-
tions as a platform that can create new social movements. Several literatures have 
identified a model of using social media as a forum for democracy, Hacker & van 
Dijk (2014) calling it part of digital democracy. Through digital democracy, users 
can build networks with users and become facilitators for the community to get 
involved in election activities and other democratic processes (Loader & Mercea, 
2011). Social media, with its strong communication network, encourages the pub-
lic to get involved in the issue by providing the same or different arguments 
(Khan, 2017); according to Lee & Hong (2016), This type of participation model 
forms a positive association towards a developing issue and is also able to create 
inclusive democracy with participation through public opinion and public ser-
vices (Iosifidis, 2011). 

Congge et al. (2023) to build digital democracy, we need to pay attention to ICT 
infrastructure as the central part to connect users; ICT is the primary tool that 
supports the realization of the democratic process because it creates space to con-
nect to it through ICT infrastructure. The view of Wiklund (2005) is that the func-
tion of ICT in democracy is to improve communication patterns between society 
and government or build a more extensive communication network (Hacker & 
van Dijk, 2014). Apart from this, the development of concepts such as digital de-
mocracy has provided a new way of viewing the public sphere, which has been 
defined as a virtual space with a small audience that a digital public sphere can 
replace through digital democracy mechanisms (Akbar et al., 2021), where infor-
mation becomes an important part and can be transferred quickly to the public, 
strengthens the position of government institutions in responding (Coleman et 
al., 1999). The function of social media as a platform for digital democracy has 
been well supported through network infrastructure. On the other hand, the high 
number of social media users is the main factor in the public sphere experiencing 
a shift into a virtual space. 

3. Methodology 
3.1. Methods and Data Sources 

Social media provides a tremendous amount of diverse sources of information; 
these data sources can be accessed openly through analytical tools (Levin et al., 
2017). Huang & Wong (2016), by using analytical tools, you can map all conver-
sations on social media by capturing all information. Generally, this data can be 
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analyzed using the Social Network Analysis approach to understand the charac-
teristics of the information (Zheng et al., 2016) via social media data (Toivonen et 
al., 2019). SNA, through the data mining process, functions to identify the char-
acter of information from social media through keywords and sentiments that oc-
cur in it (Barbier, 2011). According to Tam & Kim (2019), SNA using Social Media 
Analysis (SMA) with the tools in this research provides access to open infor-
mation so that the analysis becomes in-depth. SNA, according to Williamson & 
Ruming (2016), is a method for case study so that the findings in the research can 
be displayed through network visualization or images of the cases being analyzed 
(Saqr et al., 2018). 

To cover the data in the Indonesia election 2024, this research uses secondary 
data sourced from Drone Emprit. We classify data sources to explain the types of 
phenomena that occur each month and understand what topics arise during that 
period. Data were taken from December 2023-January 2024, According to Wal-
den-Schreiner et al. (2018) to cover data, and information is obtained through 
digital platforms that are used and accessed from anywhere, in the same view as 
Huang & Wong (2016) Judging by social media data, we can obtain real-time in-
formation regarding events that occur, in this case, the Indonesian election. 
Therefore, the data source in this research comes from Dore Emprit, referring to 
views (Huang & Wong, 2016) as an example of the primary data in a study. Data 
is categorised according to the standards of the research; we use Microsoft Excel 
to enter secondary data from Drone Emprit to determine the data requirements; 
the output of the data input will be shown as word clouds, graphs, and sentiment. 
With the help of this function, data will be grouped more clearly; therefore, the 
objective and research questions will be more precise in determining the data 
structure. 

3.2. Context Cases 

We analyzed the presidential election in Indonesia from December to January. 
This case was chosen by looking at the interaction patterns that occurred on social 
media during the campaign period and the presidential-vice presidential candi-
date debate. Research context to specify the data taken, processed and analyzed. 
The reason for choosing this case is because the number of social media users will 
increase, and interactions during that time will be very high. We understand that 
Indonesia is a country with a high number of social media users, so the presiden-
tial election is high, and the benefits of social media as a promotional medium for 
presidential and vice presidential candidates are enormous. 

4. Finding and Discussion 

The election for the president and vice president of Indonesia will be held on Feb-
ruary 14, 2024, two months before the voting; the presidential and vice presiden-
tial candidates will be given time to campaign for a vision and mission to lead Indo-
nesia. During the campaign period, the Indonesian General Election Commission 
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also held debate sessions for presidential-vice presidential candidates to explain 
and test the vision and mission of each candidate pair to determine which was 
best for the Indonesian people. The presidential-vice presidential election was at-
tended by Anies Baswedan-Muhaimin Iskandar (Anies-Muhaimin), Prabowo 
Subianto-Gibran Rakabuming Raka (Prabowo-Gibran) and Ganjar Pranowo-
Mahfud MD (Ganjar-Mahfud) (Figure 1). 

 

 

Figure 1. Presidential-Vice presidential candidates. 
 

As a democratic process, the election of the Indonesian president and vice pres-
ident provides a public space for the public to be involved in it, both directly and 
indirectly. This form of direct involvement can be done through virtual participa-
tion through the use of social media. These three pairs have a solid mass base, 
whether based on regional distribution or based on the distribution of social me-
dia users. Indonesia’s increasingly developing democratic and electoral processes 
can be seen from the form of participation in other developing countries such as 
the Philippines, where social media made a significant contribution to the victory 
of Ferdinand Marcos Jr. and Sara Duterte-Carpio, that means that social media 
functions to create a construction for the presidential-vice presidential candidate 
pair. 

4.1. Mentions on Social Media and Online News 

The virtual sphere is considered a new medium for promoting ideas through news 
media, social media or websites (Papacharissi, 2020); with this tool, public space 
can be filled through open-access digital channels with very open information 
(Milovanovic, 2021). In the view of Mazali (2011), with new media, anyone can 
create a new community to build community participation with issues or ideas 
that are currently developing. Through new communities built with social media, 
information can be provided freely and discussed by members of the community. 
Papacharissi (2002) said that the public sphere, in its transition to a virtual sphere, 
was created by using ICT functions as a tool to build a virtual sphere. The three 
pairs of candidates used social media to gain support from a base they could not 
reach. This method was also used in the 2016 presidential election in the United 
States by Clinton and Trump, where the public could access information from 
both of them through their campaign methods (Davis, 2017). 

The very high number of Indonesian social media users creates a new interaction 
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space that anyone at any given time can access. Indonesian social media users will 
reach 137 million in 2023, which will make a significant contribution to penetra-
tion and interaction on social media. This can be shown through several trending 
topics during the 2024 presidential-vice presidential debate. Apart from the very 
high number of social media users, Indonesia is also one of the countries with 
active social media users, so much time is spent accessing social media. In several 
studies, social media has provided benefits for political activities, one of which is 
through political branding, which is carried out to promote candidates, policy 
ideas, and winning strategies. According to Lewis (2020), High interaction on so-
cial media is driven by central actors who participate in promoting one of the 
candidates through mainstream media (Lewis, 2020) so that unlimited time mi-
cro-influencers can provide information to get support (Lewis, 2020; Park et al., 
2021; Stieglitz & Dang-Xuan, 2012). General elections in Indonesia have a char-
acter when seen from the use of social media users, where social media functions 
to attack opponents and compare political candidates (Irawanto, 2019). 

This research shows that the number of interactions that occurred in the period 
from December to January shows that interaction patterns accumulate in different 
numbers based on the issues raised during the debate. See Figure 2, the number 
of mentions in the debate session held by the general election commission. Anies-
Muhaimin received mentions reaching (62,878) in the first debate on 12/12/2023, 
while in the second debate, the total mentions reached (50,705) with mentions on 
social media Twitter (46,368) and online news (4337). The third debate, 07/01/2024, 
had total mentions (442,382) with mentions on Twitter (429,301) and online news 
(13,093). In the fourth debate, the total mentions were (32,594) with mentions on 
social media, Twitter (31,101) and online media (1493). 

 

 

Figure 2. Mentions on social media and online news. 
 

The public response to the Prabowo-Gibran pair was higher than the Anies-
Muhaimin and Ganjar-Mahfud pairs, although in the first debate it was somewhat 
lower, only getting mentions (42,791) public responses, while in the next debate 
Prabowo-Gibran got as many mentions as (114,465) with the number of mentions 
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on social media as many as (104,771) and online media 9694). In the third debate, 
07/01/2024, the number of mentions increased to (409,472) with mentions of so-
cial media Twitter (396,649) and online news (15,034). In the third debate 
01/21/2024 the number of mentions of this pair decreased, but compared to other 
pairs, the total mentions of Prabowo-Gibran were higher, the total mentions of 
Prabowo-Gibran (65,197) on social media Twitter (59,703) and online news 
(5494). 

Compared to the other two pairs, the public response to Ganjar-Mahfud was 
lower; in the four debates held, Ganjar-Mahfud was the pair with the least number 
of mentions on Twitter; in the first debate, 12/12/2023, Ganjar-Mahfud received 
a total of responses (44,674 ) with reactions from social media Twitter (42,969) 
and mentions of online news (1706), in the second debate 12/22/2023 total men-
tions (31,766) with mentions from social media Twitter (28,247) and online news 
(3521). In the third debate 01/07/2024 total mentions (341,603) with the number 
of social media mentions (329,390) and online news (12,211), and in the third 
debate the total mentions of the Ganjar-Mahfud pair (54,411) with social media 
mentions (49,236) and online news mentions (5205). 

4.2. Sentiment Analysis  

Look at the picture above; sentiment towards each pair of candidates shows dif-
ferent responses to each pair of presidential-vice presidential candidates. This re-
sponse is related to the debate that was held at that time. In the first debate, the 
sentiment was positive for Anies-Muhaimin (64%) and negative (52%) for 
Prabowo-Gibran, so in the initial discussion on 12/12/2023 positive sentiment was 
obtained by Anies-Muhaimin and Negative Prabowo-Gibran. In the second de-
bate on 12/22/2023, the sentiment was positive (70%) for Prabowo-Gibran, and 
the sentiment was negative (40%) for Anies-Muhaimin. In the two debates held 
in December, the Ganjar-Mahfud pair was the pair that received the number two 
positive and number two negative responses, meaning that this pair, in facing the 
debate, took a neutral position to answer, respond and provide views on the de-
bate theme. 

Meanwhile, in the third debate on 01/07/2024, Anies-Muhaimin received posi-
tive sentiment (76%), as did Ganjar-Mahfud (72%). In comparison, Prabowo-Gi-
bran received negative sentiment (54%); Prabowo’s ability caused negative senti-
ment towards Prabowo. To answer his duties and functions as Minister of Defense 
for the last five years, Prabowo’s ability to deliver strategic issues regarding defence 
was assessed by social media users in the valley, thereby further highlighting 
Prabowo’s inability to address this theme. At the same time, many users expect that 
Prabowo can answer and potentially dominate debates about national defence and 
security. In the fourth debate related to natural resource management, two pairs 
received positive sentiment from social media users (80%) for Anies-Muhaimin, 
(79%) for Ganjar-Pranowo and (33%) positive sentiment for Prabowo-Gibran, 
meaning Gibran received higher negative sentiment than the two pairs. The 
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analysis results showed that Prabowo-Gibran received a negative response of 
(60%); Figure 3 was the highest number of public responses in the debate. 

 

 

Figure 3. Sentiment towards presidential-vice presidential candidates. 
 
This negative response was caused by behaviour in participating in the debate, 

as well as several strategic issues that were deemed unable to be answered well by 
the Prabowo-Gibran pair in the fourth debate. Another factor is the control of the 
stage, which is considered to be dominated by Ganjar-Mahfud and Anies-
Muhaimian in the debate session 01/21/2024. From the results of the debate, the 
public (users) are involved in providing assessments of the candidate pairs and 
can convey ideas; public responses can be shown by mentions and categories of 
tweets sent via social media to respond to the issues being debated. Alamanda et 
al. (2019) state that sentiment in social media shows likes and dislikes towards a 
problem so that it can influence a person’s perception of the product (politics) 
being conveyed. The findings of this research indicate that the Prabowo-Gibran 
couple has a higher negative sentiment than Anies-Muhaimin and Ganjar-Mah-
fud. For the democratic process, positive and negative sentiments have subjective 
meanings (Congge et al., 2023) based on support groups (clusters) on social me-
dia. Generally, negative responses in general elections are associated with political 
party groups that create issues on social media (Stieglitz & Dang-Xuan, 2012). 
However, in the Indonesian presidential-vice presidential election, this cluster was 
created by fan groups and the influencer base. Abbiyyu & Nindyaswari (2022) re-
ferred to as political buzzers, a group of social media users who were active on 
social media to compare Jokowi in 2014. 

4.3. The Most Popular Topic on Political Conversation 

These findings show that the content conveyed via social media as a public re-
sponse and assessment of each candidate pair carries messages and emotions that 
touch the public. The findings of this research show that the form of messages that 
are emotional or feeling can be displayed using the word cloud in Figure 4. The 
findings in the study show that the issues debated on social media during the 
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presidential and vice presidential candidate debates. For the Anies-Muhaimin 
couple, several topics such as: “Greetings of Change”, “Team Amin”, “Tom Lem-
bong”, “Humanities”, “Slepet Imin”, “Desak Anies”, “Humanities”, “Anies Bub-
ble”, or “Muhaimin Iskandar” which became a popular topic on Twitter social 
media. These topics are considered keywords to show the character and ideas con-
veyed by the Anies-Muhaimin couple. Some words that have a high frequency of 
attacking other partners include “Constitutional Court”, “Comeback”, “Receh”, 
and “Pak Tom”. 

 

 

Figure 4. Word cloud of presidential-vice presidential candidates. Source: Drone Emprit 
2024. 

 
Yue et al. (2019) state that sentiment on social media makes the issue more 

commercial, thereby enabling the identification of the supporting characters of 
each candidate, according to Belcastro et al. (2022). These characters help identify 
the biases of social media users. From Drone Emprit’s report, supporters’ align-
ment with each candidate was influenced by the attitude of the three candidates. 
On several occasions, the three of them gave each other responses to the programs 
being offered; these responses encouraged supporters on social media to provide 
support for the program. Sabalboro Ampon & Salathong (2023) referred to as po-
litical massage, which aims to influence other candidate pairs, 

Figure 4 in the second sequence, word cloud analysis of the Prabowo-Girban 
pair promoting the idea of government sustainability (Jokowi), the pair’s vision 
and mission focuses on utilizing natural resources through down streaming, 
young leaders, a free lunch program, and promoting a round of presidential elec-
tions. Supporters of the Prabowo-Gibran pair consistently use issues that are rel-
evant to their work program so that they are easy to remember. This kind of model 
targets first-time voters who have not yet made a choice. However, several words 
have content that shows the Prabowo-Gibran pair as candidates who have no 
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ethics in violating the constitution and have no understanding of issues of security 
and the digital economy. Another harmful content from Figure 4 describes the 
Prabowo-Gibran pair, which shows negative behaviour when arguing with Anies-
Muhaimin and Ganjar-Mahfud. 

Furthermore, the content in Figure 4 also explains the issues and conversations 
on social media during the debate period for the Ganjar-Mahfud pair. The word 
cloud content in Figure 4, the third row, contains several categories such as pro-
fessor, academic, small change, vice presidential debate, Coordinating Minister 
for Political, Legal and Security Affairs, Mahfud, Koten. This shows Ganjar-Mah-
fud’s ability as a presidential-vice presidential candidate with experience and 
knowledge. On the other hand, the content explains the position of Prabowo-Gi-
bran, who attacked the Ganjat-Mahfud pair through gestures and tricky questions 
so that high-frequency words such as “trap” appear “gimmick”, “snobbish”, and 
“arrogant”. The content in the third row of images also shows the solid position 
of the party supporting Ganjar-Mahfud on certain bases, especially Java, so that 
they can influence the voting public. The personification of the Ganjar-Mahfud 
pair as presidential and vice presidential candidates who are close to the people 
and understand the problems that exist with the people. This method was used to 
imitate Joko Widodo in the 2014 and 2019 presidential elections, who was per-
sonified as a president who was close and born to the people. 

The use of social media helps presidential and vice presidential candidates to 
reach voters and connect through political narratives of change and sustainability 
with the people. The three pairs of candidates create public opinion to show which 
pair is better and has a dominant power base. The findings in this study answered 
that the Ganjar-Mahfud candidate pair had fewer contributors in creating issues 
on social media, so several trending topics during the campaign period for this 
pair tended to be lower. We assume that from this research analysis, the ability of 
the Ganjar-Mahfud pair to construct public opinion on social media is not that 
massive, so the role of social media users is needed to enter and discuss positive 
issues regarding the Ganjar-Mahfud pair. Conceptually, public space is defined as 
a liberal space. Democracy (Adut, 2012), where there is a shift in the physical space 
of democracy. Therefore, Yang et al. (2017) assume that social media is not the 
primary tool in the democratization process for society. 

However, in its function, social media has been utilized well by several support-
ers to promote the ideas of presidential candidates. This can be shown by the na-
ture of the information created by the mass base of supporters on social media. 
(Kruse et al., 2018). Twitter social media users promote presidential and vice pres-
idential candidates through several hashtags, which function to create framing for 
the candidate pair. Social media consistently promotes issues regarding political 
candidates but does not consistently promote political ideas (Kubin & von Sikor-
ski, 2021), thus creating online discourse (Pal & Gonawela, 2017); in mature de-
mocracies, the function of online discourse is to refine political ideas that the pres-
idential and vice presidential candidate pairs have not explained. In this case, the 
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role of micro-influencers is to persuasively deliver programs for candidate pairs 
(Pal & Gonawela, 2017). 

Online discourse created by social media users towards Anies-Muhaimin iden-
tified them as a group of k-poppers who voluntarily provided support for Anies-
Muhaimain through the volunteer movement by creating a website, video throne, 
campaign props and several direct campaign activities; therefore, “Anies Bubble” 
is a group that consistently supports Anies-Muhaimain, this group comes from a 
non-political party movement to create democracy through Anies-Muhaimin’s 
views. In several trends on Twitter social media, this group can be identified 
through hashtags such as #AniesBubble, #Abah, #HaveAniesDay, #SobatAbahA-
nies, #NazarPemilu, #ChaIwin. Several other trending topics, such as #Pen-
dukung01, #AminAjaDulu, #AminkanIndonesia, or #JISvsGBK, are trending 
topic categories that occur at any time outside of ongoing debate activities. See 
Figure 5. 

 

 

Figure 5. Popular hashtags for presidential-vice presidential candidates. 
 

In the previous explanation, negative sentiment towards the Prabowo-Gibran 
couple also had an impact on popular topics on social media, from the highest 
hashtags to several issues such as #Samsul, #BlimbingSayur, #Savage, #Songong, 
#Omon-omon and #OriginalNotPrabowo showed that the trending topic was to-
wards This pair is opposing. However, other popular hashtags have had an impact 
on this couple on social media, such as #BansosJokowi, #ElChef, #Kampanye02, 
and #PindahKe02. That means that not all trending topics on social media have 
negative sentiments (Dahlgren, 2005). It is defined as a form of deliberative 
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politics that provides a virtual space for social media users to campaign 
Furthermore, the findings in this research show that the types of supporters of 

the Anies-Muhaimin and Ganjar-Mahfud pairs have the same intersection when 
campaigning for their candidates; apart from that, these two groups have the same 
dear enemy, namely Prabowo-Gibran with the power of shadow power (Jokowi). 
The hashtag category for the Ganjar-Mahfud pair consists of #GanjarMahfud, 
#Ganjar-Mahfud2024, #Salam4Jari, #KitaAdalah3, #NowGanjar, #GanjarPresi-
denRakyat, #Poblos3, these hashtags contributed positively to Ganjar-Mahfud 
during the debate period. Other hashtags such as #MovingKampus, #PetisiBulak-
sumur, #Salam4Jari, and #AfterUGM are trending topics that show the strength 
of civil society, which is involved in the Ganjar-Mahfud axis in the presidential 
and vice-presidential elections. This topic also has a positive effect on the Anies-
Muhaimin couple, who are pushing for change that is not supported by govern-
ment power (Jokowi). The hashtag use category indirectly creates offence for 
other supporters of the couple. According to Mazali (2008), in new media, where 
users are more anonymous, information can attack each other, meaning that so-
cial media functions well for candidate pairs to create essential issues (Loader & 
Mercea, 2011). 

From the findings of Figure 5 according to Enli & Skogerbø (2013), to increase 
popularity, it is necessary to personalize the presidential and vice presidential can-
didates. Through the hashtag, the presidential and vice presidential candidates 
highlight their characters with information and hashtags. The presidential-vice 
presidential candidate pair is highlighted as a way of communication (Bracciale & 
Martella, 2017); the three candidate pairs have communication characteristics of 
three: the Anies-Muhaimin pair communicate openly by answering mentions 
from users, while the Prabowo-Gibran is passive in using social media, both of 
them only have micro-influencers. (Lewis, 2020; Pal & Gonawela, 2017). Mean-
while, the Ganjar-Mahfud pair is active in providing information and answering 
mentions from social media users. Therefore, the three candidate pairs, Anies-
Muhaimin and Ganjar-Mahfud, have a style of communicating on social media 
(Bracciale & Martella, 2017). 

4.4. Social Network Analysis 

Figure 6, social network analysis, shows user engagement in creating issues dur-
ing the debate period; SNA explains support for candidate pairs. The results of the 
Drone Emprit analysis report in December 2023 and January 2024 in two presi-
dential (left) and vice presidential (right) debates show social network analysis. 
Each point (node) represents an individual or Twitter account, and each line 
(edge) represents an interaction. From the visualization, Anies Baswedan has a 
very active and extensive retweet network of 57,186 retweets, marked by dense 
dots and has a high level of connectedness among his supporters. Prabowo 
Subianto also has a significant retweet network of 36,776 retweets, with clusters in 
several areas indicating the existence of a highly connected supporter group. Gan-
jar Pranowo has 26,342 retweets, with several clusters indicating a concentration 
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of supporters, although apparently not as intensely as Anies Baswedan or Prabowo 
Subianto. While the SNA on the right shows interactions with the vice presidential 
pair, the Drone Emprit report of the pro-Gibran cluster is separate from each 
other, but it discusses support for Gibran and is quite solid. The Pro Mahfud clus-
ter is more centralized and not spread out. 

 

 

Figure 6. Social Network Analysis of presidential-vice presidential candidates. Source: Drone Emprit 2024. 
 

Meanwhile, the Pro Muhaimin cluster is relatively medium in size compared to 
the two clusters. The cluster relationship at each node shows support through in-
formation exchange, which is demonstrated through retweets. Centrality can be 
seen in the thickness and density of the network from the two SNA images. There-
fore, each supporter of the pair created a cluster as a form of support during the 
Prisedin-Vice President debate. 

See Figure 6; interactions with candidate pairs can be formed into several issues 
through social media, and these issues can be formed to support framing (Kruse 
et al., 2018). Issues such as change, sustainability and improvement conveyed by 
the three pairs of candidates connect networks and network patterns within them. 
Therefore, in the same view, Price (2013) states that social media is appropriate, 
as it supports digital democracy (Hacker & van Dijk, 2014; Papacharissi, 2020; 
Wright & Street, 2007). This research highlights the function of social media in 
creating digital democracy through the concept of the virtual sphere, where con-
flicts and debates transition to the digital space (Rosecrance, 1996). Thus, it can 
be understood that political participation on social media is short-term based on 
momentum but can increase at any time with a larger scale of issues. 

Through digital democracy, users can build networks with users and become 
facilitators for the community to get involved in election activities and other dem-
ocratic processes (Loader & Mercea, 2011). Social media creates strong networks 
and encourages the public to get involved in issues by providing the same or dif-
ferent arguments (Khan, 2017). According to Lee & Hong (2016), This participation 
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model forms a positive association towards a developing issue and is also able to 
create inclusive democracy by encouraging high participation through public 
opinion and public services. (Iosifidis, 2011). Understanding the balanced func-
tion of social media and public space, the use of ICT as a technological tool be-
comes an integral part of ensuring participation in the virtual sphere. According 
to Congge et al. (2023), to guarantee massive participation, ICT infrastructure is 
the most essential part. 

5. Conclusion 

This research concludes that the virtual sphere functions functionally as a medium 
for creating interaction on Twitter social media by each supporter (users); the idea 
of a virtual sphere proposed in this research answers that Indonesian social media 
users have character when seen from each of them. Supporters on social media. 
The Anies-Muhaimin pair is a candidate who is able to attract people well by get-
ting high and positive engagement. In terms of sentiment, this pair received a pos-
itive response and, even though in terms of total mentions, it was less than Prabowo- 
Gibran, from the ideas and position of Anies-Muhamin promoting #Change as 
the tagline in the campaign. For the Prabowo-Gibran pair, candidates with high 
associations in the number of mentions 442,382 on online media and social media, 
even though they received the highest mentions on social media, Prabowo-Gi-
bran’s sentiment tended to be negative, this sentiment was caused by the person-
ification and response of both of them to the two presidential-vice presidential 
candidate pairs Anies-Muhaimin and Ganjar-Mahfud. The ability of the Prabowo-
Gibran pair to associate themselves with (Jokowi) provides enormous advantages 
for engagement from public figures and the government. Compared to others, 
Ganjar-Mahfud is a pair with a lower number of mentions; this pair has a low 
association with social media users, even though they are considered active in 
seeking interaction with social media users. In the sentiment analysis, Ganjar-
Mahfud was the pair that received better positive sentiment than Prabowo-Gi-
bran, but in the two presidential-vice presidential debates, the positive sentiment 
towards Ganjar-Mahfud was higher. 

The results of the analysis underline that the virtual sphere was built through 
voluntary movements owned by the Anies-Muhaimin candidate pair to promote 
ideas about change and Anies-Muhaimin’s experience in leading. Another pair 
used micro-influencers to make opinions about Prabowo-Gibran and create an 
extensive association with (Jokowi) even though they had negative sentiments. 
Ganjar-Mahfud is a presidential and vice presidential candidate who promotes the 
public sphere through active use of Twitter social media by creating active com-
munication with other users, thus becoming the main contributor in building an 
issue on Twitter social media. 

Acknowledgements 

Thanks to Drone Emprit, it provided open-source data. 

https://doi.org/10.4236/jss.2024.129009


Wahyudi et al. 
 

 

DOI: 10.4236/jss.2024.129009 179 Open Journal of Social Sciences 
 

Conflicts of Interest 

The authors declare no conflicts of interest regarding the publication of this paper. 

References 
Abbiyyu, M. D., & Nindyaswari, D. A. (2022). Penggunaan Buzzer dalam Hegemoni 

Pemerintahan Joko Widodo. Langgas: Jurnal Studi Pembangunan, 1, 70-81.  
https://doi.org/10.32734/ljsp.v1i2.9136 

Ackerly, B. A. (2006). Deliberative Democratic Theory for Building Global Civil Society: 
Designing a Virtual Community of Activists. Contemporary Political Theory, 5, 113-
141. https://doi.org/10.1057/palgrave.cpt.9300181 

Adut, A. (2012). A Theory of the Public Sphere. Sociological Theory, 30, 238-262.  
https://doi.org/10.1177/0735275112467012 

Akbar, P., Loilatu, M. J., Pribadi, U., & Sudiar, S. (2021). Implementation of Artificial In-
telligence by the General Elections Commission in Creating a Credible Voter List. IOP 
Conference Series: Earth and Environmental Science, 717, Article ID: 012017.  
https://doi.org/10.1088/1755-1315/717/1/012017 

Alamanda, D. T., Ramdhani, A., Kania, I., Susilawati, W., & Hadi, E. S. (2019). Sentiment 
Analysis Using Text Mining of Indonesia Tourism Reviews via Social Media. Interna-
tional Journal of Humanities, Arts and Social Sciences, 5, 72-82.  
https://doi.org/10.20469/ijhss.5.10004-2 

Barbier, G. (2011). Social Network Data Analytics (pp. 1-2). Springer.  
https://doi.org/10.1007/978-1-4419-8462-3 

Belcastro, L., Branda, F., Cantini, R., Marozzo, F., Talia, D., & Trunfio, P. (2022). Analyzing 
Voter Behavior on Social Media during the 2020 US Presidential Election Campaign. 
Social Network Analysis and Mining, 12, Article No. 83.  
https://doi.org/10.1007/s13278-022-00913-9 

Boulianne, S. (2015). Social Media Use and Participation: A Meta-Analysis of Current Re-
search. Information, Communication & Society, 18, 524-538.  
https://doi.org/10.1080/1369118x.2015.1008542 

Bracciale, R., & Martella, A. (2017). Define the Populist Political Communication Style: 
The Case of Italian Political Leaders on Twitter. Information, Communication & Society, 
20, 1310-1329. https://doi.org/10.1080/1369118x.2017.1328522 

Çela, E. (2017). Social Media as a New Form of Public Sphere. European Journal of Social 
Sciences Education and Research, 4, 195-200.  
https://doi.org/10.26417/ejser.v4i1.p195-200 

Coleman, S., Taylor, J. A., & Van de Donk, W. (1999). Parliament in the Age of the Internet. 
Parliamentary Affairs, 52, 365-370. https://doi.org/10.1093/pa/52.3.365 

Congge, U., Guillamón, M., Nurmandi, A., Salahudin, & Sihidi, I. T. (2023). Digital De-
mocracy: A Systematic Literature Review. Frontiers in Political Science, 5, Article ID: 
972802. https://doi.org/10.3389/fpos.2023.972802 

Dahlberg, L. (2005). The Habermasian Public Sphere: Taking Difference Seriously? Theory 
and Society, 34, 111-136. https://doi.org/10.1007/s11186-005-0155-z 

Dahlgren, P. (2005). The Internet, Public Spheres, and Political Communication: Disper-
sion and Deliberation. Political Communication, 22, 147-162.  
https://doi.org/10.1080/10584600590933160 

Davis, J. (2017). Presidential Campaigns and Social Networks: How Clinton and Trump 
Used Facebook and Twitter during the 2016 Election (p. 5). Dominican University of 
California. 

Enli, G. S., & Skogerbø, E. (2013). Personalized Campaigns in Party-Centred Politics: Twit-
ter and Facebook as Arenas for Political Communication. Information, Communication 
& Society, 16, 757-774. https://doi.org/10.1080/1369118x.2013.782330 

https://doi.org/10.4236/jss.2024.129009
https://doi.org/10.32734/ljsp.v1i2.9136
https://doi.org/10.1057/palgrave.cpt.9300181
https://doi.org/10.1177/0735275112467012
https://doi.org/10.1088/1755-1315/717/1/012017
https://doi.org/10.20469/ijhss.5.10004-2
https://doi.org/10.1007/978-1-4419-8462-3
https://doi.org/10.1007/s13278-022-00913-9
https://doi.org/10.1080/1369118x.2015.1008542
https://doi.org/10.1080/1369118x.2017.1328522
https://doi.org/10.26417/ejser.v4i1.p195-200
https://doi.org/10.1093/pa/52.3.365
https://doi.org/10.3389/fpos.2023.972802
https://doi.org/10.1007/s11186-005-0155-z
https://doi.org/10.1080/10584600590933160
https://doi.org/10.1080/1369118x.2013.782330


Wahyudi et al. 
 

 

DOI: 10.4236/jss.2024.129009 180 Open Journal of Social Sciences 
 

Gestrich, A. (2006). The Public Sphere and the Habermas Debate. German History, 24, 
413-430. https://doi.org/10.1191/0266355406gh381oa 

Gilardi, F., Gessler, T., Kubli, M., & Müller, S. (2022). Social Media and Political Agenda 
Setting. Political Communication, 39, 39-60.  
https://doi.org/10.1080/10584609.2021.1910390 

Habermas, J. (2010). The Public Sphere: An Encyclopedia Article (1974). In C. Greer (Ed.), 
Crime and Media (pp. 11-19). Routledge. https://doi.org/10.4324/9780367809195-3 

Hacker, K., & van Dijk, J. (2014). Digital Democracy: Issues of Theory and Practice. Sage.  
https://doi.org/10.4135/9781446218891 

Huang, Q., & Wong, D. W. S. (2016). Activity Patterns, Socioeconomic Status and Urban 
Spatial Structure: What Can Social Media Data Tell Us? International Journal of Geo-
graphical Information Science, 30, 1873-1898.  
https://doi.org/10.1080/13658816.2016.1145225 

Iosifidis, P. (2011). The Public Sphere, Social Networks and Public Service Media. Infor-
mation, Communication & Society, 14, 619-637.  
https://doi.org/10.1080/1369118x.2010.514356 

Irawan, B., Jafar Loilatu, M., Akbar, P., & Reynaldi, R. (2022). An Exploration Respond of 
COVID-19 Policy through Social Media in Indonesia. Policy & Governance Review, 6, 
229-246. https://doi.org/10.30589/pgr.v6i3.596 

Irawanto, B. (2019). 2019/28 “Making It Personal: The Campaign Battle on Social Media in 
Indonesia’s 2019 Presidential Election” by Budi Irawanto.  
https://www.iseas.edu.sg/articles-commentaries/iseas-perspective/2019-no-28-making-
it-personal-the-campaign-battle-on-social-media-in-indonesias-2019-presidential-elec-
tion-by-budi-irawanto/ 

Khan, M. L. (2017). Social Media Engagement: What Motivates User Participation and 
Consumption on Youtube? Computers in Human Behavior, 66, 236-247.  
https://doi.org/10.1016/j.chb.2016.09.024 

Kruse, L. M., Norris, D. R., & Flinchum, J. R. (2018). Social Media as a Public Sphere? 
Politics on Social Media. The Sociological Quarterly, 59, 62-84.  
https://doi.org/10.1080/00380253.2017.1383143 

Kubin, E., & von Sikorski, C. (2021). The Role of (Social) Media in Political Polarization: 
A Systematic Review. Annals of the International Communication Association, 45, 188-
206. https://doi.org/10.1080/23808985.2021.1976070 

Lee, J., & Hong, I. B. (2016). Predicting Positive User Responses to Social Media Advertis-
ing: The Roles of Emotional Appeal, Informativeness, and Creativity. International Jour-
nal of Information Management, 36, 360-373.  
https://doi.org/10.1016/j.ijinfomgt.2016.01.001 

Levin, N., Lechner, A. M., & Brown, G. (2017). An Evaluation of Crowdsourced Infor-
mation for Assessing the Visitation and Perceived Importance of Protected Areas. Ap-
plied Geography, 79, 115-126. https://doi.org/10.1016/j.apgeog.2016.12.009 

Lewis, R. (2020). “This Is What the News Won’t Show You”: Youtube Creators and the 
Reactionary Politics of Micro-Celebrity. Television & New Media, 21, 201-217.  
https://doi.org/10.1177/1527476419879919 

Loader, B. D., & Mercea, D. (2011). Introduction Networking Democracy? Social Media 
Innovations and Participatory Politics. Information, Communication & Society, 14, 757-
769. https://doi.org/10.1080/1369118x.2011.592648 

Mazali, T. (2008). Social Media as a News Public Sphere. Transactions, 44, 12-14.  
Mazali, T. (2011). Social Media as a New Public Sphere. Leonardo, 44, 290-291.  

https://doi.org/10.1162/leon_a_00195 
Milovanovic, D. (2021). Virtual Democracy: Online Ballet and Contemporary Dance Clas-

ses during the Covid-19 Crisis. The International Journal of Screendance, 12, 129-149.  
https://doi.org/10.18061/ijsd.v12i0.7927 

Pal, J., & Gonawela, A. (2017). Studying Political Communication on Twitter: The Case for 

https://doi.org/10.4236/jss.2024.129009
https://doi.org/10.1191/0266355406gh381oa
https://doi.org/10.1080/10584609.2021.1910390
https://doi.org/10.4324/9780367809195-3
https://doi.org/10.4135/9781446218891
https://doi.org/10.1080/13658816.2016.1145225
https://doi.org/10.1080/1369118x.2010.514356
https://doi.org/10.30589/pgr.v6i3.596
https://www.iseas.edu.sg/articles-commentaries/iseas-perspective/2019-no-28-making-it-personal-the-campaign-battle-on-social-media-in-indonesias-2019-presidential-election-by-budi-irawanto/
https://www.iseas.edu.sg/articles-commentaries/iseas-perspective/2019-no-28-making-it-personal-the-campaign-battle-on-social-media-in-indonesias-2019-presidential-election-by-budi-irawanto/
https://www.iseas.edu.sg/articles-commentaries/iseas-perspective/2019-no-28-making-it-personal-the-campaign-battle-on-social-media-in-indonesias-2019-presidential-election-by-budi-irawanto/
https://doi.org/10.1016/j.chb.2016.09.024
https://doi.org/10.1080/00380253.2017.1383143
https://doi.org/10.1080/23808985.2021.1976070
https://doi.org/10.1016/j.ijinfomgt.2016.01.001
https://doi.org/10.1016/j.apgeog.2016.12.009
https://doi.org/10.1177/1527476419879919
https://doi.org/10.1080/1369118x.2011.592648
https://doi.org/10.1162/leon_a_00195
https://doi.org/10.18061/ijsd.v12i0.7927


Wahyudi et al. 
 

 

DOI: 10.4236/jss.2024.129009 181 Open Journal of Social Sciences 
 

Small Data. Current Opinion in Behavioral Sciences, 18, 97-102.  
https://doi.org/10.1016/j.cobeha.2017.09.009 

Papacharissi, Z. (2002). The Virtual Sphere: The Internet as a Public Sphere. New Media & 
Society, 4, 9-27. https://doi.org/10.1177/14614440222226244 

Papacharissi, Z. (2020). The Virtual Sphere. In E. Karvonen, et al. (Eds.), The Information 
Society Reader (pp. 379-392). Routledge. https://doi.org/10.4324/9780203622278-36 

Park, J., Lee, J. M., Xiong, V. Y., Septianto, F., & Seo, Y. (2021). David and Goliath: When 
and Why Micro-Influencers Are More Persuasive than Mega-Influencers. Journal of Ad-
vertising, 50, 584-602. https://doi.org/10.1080/00913367.2021.1980470 

Price, E. (2013). Social Media and Democracy. Australian Journal of Political Science, 48, 
519-527. https://doi.org/10.1080/10361146.2013.846296 

Rosecrance, R. (1996). The Rise of the Virtual State. Foreign Affairs, 75, 45-61.  
https://doi.org/10.2307/20047658 

Rowland, R. C. (2006). Campaign Argument and the Liberal Public Sphere: A Case Study 
of the Process of Developing Messages in a Congressional Campaign. Argumentation 
and Advocacy, 42, 206-215. https://doi.org/10.1080/00028533.2006.11821655 

Sabalboro Ampon, R. K., & Salathong, J. (2023). “Battleground of Philippine Elections”: 
Political Message Strategies of Bongbong Marcos and Leni Robredo on Social Media. 
International Journal of Social Science and Human Research, 6, 4121-4125.  
https://doi.org/10.47191/ijsshr/v6-i7-32 

Saqr, M., Fors, U., & Nouri, J. (2018). Using Social Network Analysis to Understand Online 
Problem-Based Learning and Predict Performance. PLOS ONE, 13, e0203590.  
https://doi.org/10.1371/journal.pone.0203590 

Shao, P., & Wang, Y. (2017). How Does Social Media Change Chinese Political Culture? 
The Formation of Fragmentized Public Sphere. Telematics and Informatics, 34, 694-704.  
https://doi.org/10.1016/j.tele.2016.05.018 

Stieglitz, S., & Dang-Xuan, L. (2012). Political Communication and Influence through Mi-
croblogging—An Empirical Analysis of Sentiment in Twitter Messages and Retweet Be-
havior. In 2012 45th Hawaii International Conference on System Sciences (pp. 3500-
3509). IEEE. https://doi.org/10.1109/hicss.2012.476 

Tam, L., & Kim, J. (2019). Social Media Analytics: How They Support Company Public 
Relations. Journal of Business Strategy, 40, 28-34.  
https://doi.org/10.1108/jbs-06-2017-0078 

Toivonen, T., Heikinheimo, V., Fink, C., Hausmann, A., Hiippala, T., Järv, O. et al. (2019). 
Social Media Data for Conservation Science: A Methodological Overview. Biological 
Conservation, 233, 298-315. https://doi.org/10.1016/j.biocon.2019.01.023 

Wahyudi, W., & Loilatu, M. J. (2023). Analisis Perilaku Politik Generasi Milenial dan Z 
Indonesia Dalam Virtual Sphere. Sosio Edukasi Jurnal Studi Masyarakat dan Pendidi-
kan, 6, 110-125. https://doi.org/10.29408/sosedu.v6i2.22783 

Walden-Schreiner, C., Leung, Y., & Tateosian, L. (2018). Digital Footprints: Incorporating 
Crowdsourced Geographic Information for Protected Area Management. Applied Ge-
ography, 90, 44-54. https://doi.org/10.1016/j.apgeog.2017.11.004 

Wiklund, H. (2005). A Habermasian Analysis of the Deliberative Democratic Potential of 
ICT-Enabled Services in Swedish Municipalities. New Media & Society, 7, 247-270.  
https://doi.org/10.1177/1461444805050764 

Williamson, W., & Ruming, K. (2016). Using Social Network Analysis to Visualize the So-
cial-Media Networks of Community Groups: Two Case Studies from Sydney. Journal of 
Urban Technology, 23, 69-89. https://doi.org/10.1080/10630732.2016.1197490 

Wright, S., & Street, J. (2007). Democracy, Deliberation and Design: The Case of Online 
Discussion Forums. New Media & Society, 9, 849-869.  
https://doi.org/10.1177/1461444807081230 

Yang, S., Quan-Haase, A., & Rannenberg, K. (2017). The Changing Public Sphere on Twit-
ter: Network Structure, Elites and Topics of the #righttobeforgotten. New Media & 

https://doi.org/10.4236/jss.2024.129009
https://doi.org/10.1016/j.cobeha.2017.09.009
https://doi.org/10.1177/14614440222226244
https://doi.org/10.4324/9780203622278-36
https://doi.org/10.1080/00913367.2021.1980470
https://doi.org/10.1080/10361146.2013.846296
https://doi.org/10.2307/20047658
https://doi.org/10.1080/00028533.2006.11821655
https://doi.org/10.47191/ijsshr/v6-i7-32
https://doi.org/10.1371/journal.pone.0203590
https://doi.org/10.1016/j.tele.2016.05.018
https://doi.org/10.1109/hicss.2012.476
https://doi.org/10.1108/jbs-06-2017-0078
https://doi.org/10.1016/j.biocon.2019.01.023
https://doi.org/10.29408/sosedu.v6i2.22783
https://doi.org/10.1016/j.apgeog.2017.11.004
https://doi.org/10.1177/1461444805050764
https://doi.org/10.1080/10630732.2016.1197490
https://doi.org/10.1177/1461444807081230


Wahyudi et al. 
 

 

DOI: 10.4236/jss.2024.129009 182 Open Journal of Social Sciences 
 

Society, 19, 1983-2002. https://doi.org/10.1177/1461444816651409 
Yue, L., Chen, W., Li, X., Zuo, W., & Yin, M. (2019). A Survey of Sentiment Analysis in 

Social Media. Knowledge and Information Systems, 60, 617-663.  
https://doi.org/10.1007/s10115-018-1236-4 

Zheng, X., Le, Y., Chan, A. P. C., Hu, Y., & Li, Y. (2016). Review of the Application of Social 
Network Analysis (SNA) in Construction Project Management Research. International 
Journal of Project Management, 34, 1214-1225.  
https://doi.org/10.1016/j.ijproman.2016.06.005 

https://doi.org/10.4236/jss.2024.129009
https://doi.org/10.1177/1461444816651409
https://doi.org/10.1007/s10115-018-1236-4
https://doi.org/10.1016/j.ijproman.2016.06.005

	Capturing Political Conversation: An Analysis of Public Response on Social Media during Indonesian Election
	Abstract
	Keywords
	1. Introduction
	2. Literature Review
	2.1. Public Sphere and Virtual Sphere
	2.2. Social Media and Digital Democracy

	3. Methodology
	3.1. Methods and Data Sources
	3.2. Context Cases

	4. Finding and Discussion
	4.1. Mentions on Social Media and Online News
	4.2. Sentiment Analysis 
	4.3. The Most Popular Topic on Political Conversation
	4.4. Social Network Analysis

	5. Conclusion
	Acknowledgements
	Conflicts of Interest
	References

