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Framing the 2014 Indonesian Presidential Candidates  

in Newspapers and on Twitter 

 

Abstract 

The 2014 Indonesian presidential election was the first election in the world’s largest 

Muslim democracy where social media played an important role. Social media outlets, 

such as Facebook and Twitter, became a public forum where Indonesians debated about 

and framed the presidential candidates—Prabowo Subianto and Joko Widodo—in what 

was said to be the closest and most polarizing election in the nation’s history. A content 

analysis of two partisan newspapers, two independent newspapers, and tweets showed 

that both legacy media and social media focused on the personality frame when 

describing the candidates. In legacy media the second most prevalent frame was 

experience, while on Twitter it was integrity. Religion remained an important factor in 

the election, as reflected in both media platforms, while ethnicity was considered less 

important. Social media became an integral part of Indonesia’s nascent democracy, with 

the public examining the candidates’ leadership qualities and integrity on Twitter. The 

independent newspapers were not neutral in covering the candidates, thus making social 

media even more relevant as a relatively free and impartial marketplace of ideas during 

the election. This study discusses how legacy media—both partisan and independent—

and social media portrayed the candidates, where and why these platforms differed, and 

what it means for the future of journalism in Indonesia.  

Keywords: 2014 presidential election, content analysis, framing, Indonesia, Joko 

Widodo, newspapers, Prabowo Subianto, social media, Twitter 
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Introduction 

On July 9, 2014, Indonesia peacefully held its third direct presidential election, 

cementing its reputation as an “unlikely role model for democracy” for its Southeast 

Asian neighbors (Cochrane, 2014, headline). The election was notable for several 

reasons. First, it was the first to see extensive use of social media for campaigning. Many 

observers dubbed this presidential race a social media election as it was “the first in 

which the internet, mobile technology and social media play an important role” 

(“Chasing the first-voter,” 2014, para. 3). The two candidates—Joko “Jokowi” Widodo 

and Prabowo Subianto—fiercely battled in the digital sphere. The rise of social media has 

taken a toll on legacy media, which suffer from declining readership and revenue. In 

2015, a year after the presidential election, two of Indonesia’s national newspapers 

folded. Second, the election was held at a time when the mainstream Indonesian media 

had turned brazenly partisan (Bayuni, 2014). Media owners, most of who are also heads 

or senior members of political parties, openly endorsed certain candidates and 

presumably used their media arms as propaganda tools. Third, the election was the most 

polarizing since the country held its first direct election in 2004 (Jong, 2014; Kwok, 

2014; Otto, 2014). Both candidates were widely seen as “a study in contrasts” (Connelly, 

2014, para. 4). Jokowi had been an obscure politician in a small city in central Java 

before his meteoric rise to political prominence. On the other hand, Prabowo was a 

former military general and former son-in-law of Suharto, who served as Indonesia’s 

second president for 31 years.  

The election garnered a huge amount of public and media attention. This study 

examines how the partisan news media, non-partisan news media, and social media 
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framed the two candidates during the month-long campaign period. A number of studies 

have analyzed how the news media covered presidential elections in other countries, 

particularly the United States (e.g., D’Angelo, Calderone, & Territola, 2005; Graber, 

1987; O’Gara, 2009; O’Malley, Bradenburg, Flynn, McMenamin, & Rafter, 2012). A 

similar study of presidential candidates in Indonesia is important for two reasons. First, 

Indonesia is a nascent democracy. Eighteen years after the downfall of Suharto’s 

totalitarian regime, the country is still facing calls for a return to authoritarianism. 

Second, Indonesia is the largest Muslim democracy in the world. Although the Arab 

Spring paints a gloomy outlook for a democratic transition in the Arab or even Islamic 

world, Indonesia has shown that Islam is not entirely incompatible with democracy and 

that democratization in a Muslim country would not always lead to the rise of political 

Islam or, worse, religious extremism. This study attempts to provide a clear depiction of 

how the partisan media, non-partisan media, and social media in a fledgling Muslim 

democracy framed the presidential candidates in the age of social media. This study could 

be used as a reference to compare the future role of social media in a country like 

Tunisia, where social media played a crucial role during the 2010-2011 uprising and 

where—unlike in Egypt, Libya, and Syria—the transition to democracy has been hailed 

as successful.  

 

Literature Review 

Democracy and the press in Indonesia 

Indonesia made great strides in its transition to democracy following the downfall 

of former president Suharto’s authoritarian regime in 1998 (Bourchier & Hadiz, 2003; 
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Ghoshal, 2004). The Indonesian press has enjoyed greater freedom in the post-Suharto 

Reform Era (Sen & Hill, 2007, 2011; Yin, 2008). During Suharto’s regime the 

government imposed strict control on all types of news media, particularly magazines and 

newspapers (Lim, 2011; Sen & Hill, 2007). The regime had the power to revoke the 

publishing permits, known as Surat Izin Usaha Penerbitan Pers (SIUPP), of media 

companies on the pretext of maintaining national stability. The Suharto government 

suspended or closed down at least 24 publications (Kakiailatu, 2007). In 1994, four years 

before his resignation, Suharto cancelled the permits of three major publications—

Tempo, Detik, and Editor—for writing about friction within his Cabinet over the 

controversial purchase of 39 German warships (Neumann, 1998). The move prompted 

the establishment of the Alliance of Independent Journalists (AJI), which defiantly and 

repeatedly called for greater press freedom. Its activists faced persecution and 

prosecution for their actions.  

Before Suharto, Indonesia did not recognize the notion of the press as the Fourth 

Estate or a non-partisan critic of the establishment (Sen & Hill, 2007). In colonial times, 

Indonesia had only pers perjuangan, or the “press for political struggle,” which served 

mostly as an attack dog against the Dutch colonial government and a propaganda tool to 

promote independence (Kakiailatu, 2007). After Indonesia gained independence in 1945, 

the new government required all the news media to be affiliated with the political parties, 

which represented the competing ideologies at the time: nationalism, Islam, and 

communism. Indonesia’s first president, Sukarno, regarded the press as an anti-

imperialist weapon and wanted the news media to maintain the balance of ideological 
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powers represented by nasionalisme, Islam, and komunisme, which he called Nasakom 

(Surjomihardjo, 2002).  

Suharto, who took over national leadership from Sukarno after an alleged coup 

attempt by the Communist Party of Indonesia (PKI) in 1965, ended his predecessor’s 

Nasakom policy by purging all leftist publications and turning the press “from ideological 

tools into an industry producing goods for the market” (Sen & Hill, 2007, p. 56). 

Suharto’s decision, perhaps inadvertently, led to the rise of non-partisan press 

conglomerates. In order to survive, they had to cater to the demands of their critical and 

transparency-seeking middle-class audience. In other words, Sen and Hill (2007) argue, 

Suharto helped create the news media as the Fourth Estate, and his hostility toward them 

in his last years in office reflected the growing demand for a free press. 

The reformasi movement that toppled Suharto ended the government’s 

stranglehold on the press. The reforming regulations of his successor, B. J. Habibie, were 

deemed conducive to press freedom. Information Minister Muhammad Yunus Yosfiah 

rescinded a 1984 regulation that had enabled the Suharto regime to revoke publishing 

permits and issued a new regulation that a publication breaching permit regulations, such 

as by publishing indecent material, should be taken to court (Sen & Hill, 2007). However, 

the new freedom was not without its challenges. The inevitable deregulation of media 

after Suharto “brought its own problems and contradictions” (Haryanto, 2011, p. 105). 

Among the challenges was providing balanced news reports on sensitive issues, such as 

sectarian conflicts and separatist movements. Journalists also faced increasing pressure 

from media owners, who often interfered with editorial policy to further their political 

and business interests (Haryanto, 2011). With greater media freedom and a budding 
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economy that led to the corporatization of the media, the Indonesian press became 

increasingly partisan, with just a handful of media groups considered independent. Only 

12 media groups controlled all of Indonesia’s TV stations, its top five newspapers, the 

Jakarta-based radio networks, and the four most popular online news portals (Lim, 2011). 

Because of this domination of the media by a few large corporations, “the Indonesian 

public does not receive an adequate quality of news and is only exposed to the viewpoints 

and opinions of a few. This concentration of ownership also leads to a disproportional 

political control” (Lim, 2011, p. 10).  

The problem is exacerbated by the fact that media owners are active in politics. 

During the legislative election in April 2014, three of Indonesia’s media moguls led 

political parties. During the presidential election in July 2014, one of them, Hary 

Tanoesudibjo, left his post as deputy chairman of the Hanura Party after it endorsed 

Jokowi, not Prabowo, as he wanted it to. Although he quit the party, he did not quit 

politics. During the campaign a producer at the Seputar Indonesia news program 

broadcast by RCTI, which is owned by Hary, claimed he was pressured to run a poorly 

sourced story damaging to Jokowi (Hasits, 2014). The Indonesian Press Council ruled 

that the news program breached the journalistic code of ethics by repeatedly running a 

rumor-based story to discredit Jokowi (“Dewan Pers,” 2014). 

Wahyu Dhyatmika (2014), a Nieman Fellow from Indonesia, wrote that media 

ownership in Indonesia “intertwines with politics in ways that make for a difficult and 

often hostile environment for independent journalism” (p. 16). To show how dire the 

situation was for journalists during the election, Dhyatmika told a story of how one of the 

sons of Aburizal Bakrie, who led the Golkar Party and was then still running for 
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president, asked his staffers at the online news portal VIVAnews to resign after they 

posted a news item about Jokowi, who was Bakrie’s strongest rival. Bakrie owns 

VIVAnews and two TV stations, TVOne and ANTEVE. The scandal was revealed by an 

anonymous blogger at Kompasiana.com, who uploaded the threatening email sent by 

Bakrie’s son, Ardiyansyah Bakrie, to a VIVAnews staffer. The revelation spurred the 

political conversation on social media (“Ardi Bakrie murka,” 2014). 

The Internet and politics in Indonesia 

One of the main characteristics of Indonesia’s democratic transition is the 

growing importance of the Internet in the nation’s political life (Lim, 2002, 2003, 2005; 

Sen & Hill, 2007). Indonesia held its first “online election” in 1999 (Hill, 2011, p. 525), 

when politicians used the Internet for “campaigning and organizing” and the public 

turned to it for “scrutinizing election results” (p. 526). The Internet had yet to play a 

major role in stirring political conversations or boosting voter turnout, but it was 

instrumental in ensuring that the election was transparent and credible (Hill, 2011). Under 

the Suharto regime, election results were predictable. The government, which controlled 

vital communication infrastructures such as the radio network through which information 

about the vote tally was transmitted, was not only able to predict the victor, which was 

none other than the ruling party, but it could also even decide the exact percentage of 

votes it would collect to beat the opposition (Hill, 2011). 

Today, the Internet plays a bigger role in Indonesian politics than it did during the 

Suharto era. According to the Association of Indonesian Internet Providers (APJII), more 

than 70 million Indonesians used the Internet in 2013, or about 28 percent of the 

population (“Number of RI,” 2014). Indonesia was estimated to have the world’s fastest 
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growth of Twitter users in 2014, up 76.3 percent from 9.3 million the previous year, as 

compared to a 68.8 percent increase in India and a 30 percent increase in the United 

States (“Asia Pacific grabs,” 2014; “Emerging markets drive,” 2014). Indonesia was 

forecast to have 15 million Twitter users by 2014, which would make it the third largest 

market in Asia Pacific after Japan and India (“Asia Pacific grabs,” 2014). In June 2014, 

Facebook announced that it had 69 million users in Indonesia, reportedly the fourth 

largest number in the world after the United States, India, and Brazil (Purnell, 2014). The 

social media site, which has a representative in Jakarta, predicts that figure will increase 

because many Indonesians are still living without the Internet (Purnell, 2014).  

Indonesians are vigorous social media users. A survey by marketing research firm 

Millward Brown showed that Indonesians spent about nine hours (540 minutes) a day 

staring at their smartphones—the most among 30 countries surveyed (Epstein, 2014). 

Indonesians surpassed other social media users in the Philippines (531 minutes), China 

(480 minutes), and the United States (444 minutes) (Amin, 2014).  

These developments pave the way for greater civic engagement in politics. Under 

certain conditions, social media movements in Indonesia can bring about change (Lim, 

2013). By analyzing two of the most successful collective online movements in Indonesia 

—the Gecko versus Crocodile case and the Coin for Prita case—Lim (2013) concluded 

that social media movements are likely to succeed if they are “of simple or simplified 

narratives that impersonate popular culture, associated with low risk activism, not 

incongruent with dominant ideological narratives, and uncontested by powerful 

alternative framing in mainstream media” (p. 640). Social media activism in Indonesia is 

still part of “a larger media system” (p. 651). Users often become “the echo chamber of 
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traditional mainstream media” as “commercial national television channels played 

significant roles in amplifying, curtailing and intervening issues in social media activism” 

(p. 651) While acknowledging the role of social media users in framing issues for their 

causes, Lim (2013) downplayed their ability to counter or even set the media agenda. 

While it is valid to question whether online social movements can lead to real social and 

political change, it is premature to conclude that social media users are still heavily 

dependent on mainstream media narratives. 

During the 2014 presidential election the Indonesian news media and social 

media, at least in hindsight, framed the candidates differently. This is not an exclusively 

Indonesian trend. Nisbet (2010) argued that digital media have shifted “the focus away 

from a transmission model of traditional news framing effects to a more interactive, 

social constructivist, and ‘bottom up’ model of framing” (p. 75). In social media, Nisbet 

continued, “lay citizens become active contributors, creators, commentators, sorters, and 

archivers of digital news content” (p. 75). 

Framing presidential candidates 

Framing theory provides a systematic way to analyze how both traditional media 

and social media framed the candidates in the 2014 Indonesian presidential election. 

According to Entman (1993), framing is “to select some aspects of a perceived reality 

and make them more salient in a communicating text, in such a way to promote a 

particular problem definition, causal interpretation, moral evaluation, and/or treatment 

recommendation” (p. 52). In his attempt to clarify and systematize this analytical tool, 

Entman argued that frames “define problems,” “diagnose causes,” “make moral 

judgments,” and “suggest remedies” (p. 52). Framing as an approach to political 
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communication is based on the belief that “how an issue is characterized in news reports 

can have an influence on how it is understood by audiences” (Scheufele & Tewksbury, 

2007, p. 11). Frames render “what would otherwise be a meaningless aspect of the scene 

into something that is meaningful” (Goffman, 1986, p. 21). In other words, we use frames 

to make sense of our surroundings or events. 

In general, media framing of election coverage falls into two types: (1) issues and 

policies or (2) strategy and the game of politics (e.g., D’Angelo & Kuypers, 2010; 

Kerbel, Apee, & Ross, 2000; O’Malley et al., 2012). O’Malley et al. (2012) noted that the 

media often frame presidential elections as a horse race by focusing on candidates’ 

electability. The researchers found that electability was the most dominant frame in 

election coverage in Europe and North America, as this frame is more interesting than 

substantive issues. The horse-race (strategy) frame also dominated election coverage by 

both the non-profit news organization PBS and the commercial network ABC during the 

1996 U.S. presidential campaign (Kerbel et al., 2000).  

D’Angelo et al. (2005) went beyond dividing the media framing of election 

coverage into the issue and strategy dichotomy by identifying eight campaign topics: 

electioneering/campaigning, voters/public opinion, electoral/political system, issue/plans, 

prospective/retrospective evaluation, ideology/political worldview, personal character, 

and nonissues, such as character issues. The researchers then grouped these topics into 

three categories: policy issues, process and politics, and personality.  

The contrasting candidates in Indonesia’s presidential election provide an 

opportunity to examine the framing of their personalities (Connelly, 2014). Jokowi, an 

entrepreneur, was often portrayed as soft spoken and down to earth, while Prabowo, a 
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former general, was depicted as articulate and assertive. A number of studies have 

assessed the personalities of presidential candidates and how they affected voters’ 

decisions (e.g., Hacker, Zakahi, Giles, & McQuitty, 2004; Immelman, 1998; Philport & 

Balon, 1975). Immelman (1998), for example, analyzed news articles, biographies, and 

scholarly articles about the 1996 U.S. presidential candidates: President Bill Clinton and 

Senator Bob Dole. Using Theodore Millon’s model of personality, Immelman 

characterized Clinton as “asserting/self-promoting and outgoing/gregarious,” while Dole 

was seen as “controlling/dominant and conforming/dutiful” (p. 335). 

Framing events in social media 

 Following Nisbet’s (2010) call for a “bottom up” framing analysis in the digital 

world, a number of studies have analyzed how social media frame major events that have 

traditionally been reported only by the mainstream media. Hamdy and Gomaa (2012), for 

example, examined how online activists framed the launch of the Egyptian uprising on 

January 25, 2011, on Twitter and Facebook as well as in blog posts. The researchers then 

compared this social media coverage with news reports by both partisan and independent 

mainstream media. The authors found that social media and mainstream media framed 

the uprising differently. For social media users, protests were “a revolution for freedom,” 

while the state-controlled news media tended to frame them as “a conspiracy against the 

Egyptian state” (p. 195). Qin (2015) used semantic network analysis to understand how 

social media and legacy news framed former National Security Agency employee 

Edward Snowden. The author found that Snowden was portrayed as a “hero” on Twitter 

and as a “traitor” on legacy news (p. 166). Hawthorne, Houston, and McKinney (2013) 

examined whether Twitter users, both the public and the media and political elite, 
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contributed to the narrative of a 2012 Republican primary debate. Although the elite 

users’ views were broader than those of the public users, the researchers found few 

differences between the two. Groshek and Al-Rawi (2013) analyzed more than 1.42 

million tweets and Facebook posts during the 2012 U.S. presidential election. 

Surprisingly, the researchers found that neither President Barack Obama nor Governor 

Mitt Romney “was framed in an overly critical manner” on social media (p. 563). 

In the field of sports journalism, Burch, Frederick, and Pegoraro (2015) examined 

how Internet users portrayed the 2011 Vancouver riot after the humiliating defeat of the 

Vancouver Canucks by the Boston Bruins in the Stanley Cup finals. Five frames emerged 

from an analysis of tweets about the riot: fandom, riot propagation, global perspectives, 

shame on Vancouver, and real fans versus idiots. These frames, the authors argued, 

“illustrated Twitter’s role as a source of news and information, and an outlet for shaping 

public opinion and cultural perception” (p. 399). These recent studies reveal the growing 

clout of social media users, particularly elite users (Hawthorne et al., 2013), in shaping 

the public conversation about important events, especially elections. In 2012 the U.S. 

presidential election was the most talked-about topic on Facebook (Fitzpatrick, 2012), 

while President Obama’s re-election was “the largest election-related Twitter 

conversation” (Rawashdeh, 2012, para. 1).  

In Indonesia, Twitter announced that a tweet by a political analyst about Jokowi’s 

election was retweeted 1.01 million times, making it the second most retweeted tweet in 

the world in 2014 (Schonhardt, 2014). Shortly thereafter, the micro-blogging site reported 

that the former Surakarta mayor was also the winner of the “Twitter election” (“Jokowi 

also wins,” 2014, para. 1). He was mentioned in 22 percent of 97 million election-related 
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tweets published between January 1, 2014, and Election Day on July 9, 2014 (“Jokowi 

also wins,” 2014). Hawthorne et al. (2013) observed that the act of retweeting 

corresponds to Entman’s (2003) concept of magnitude (in terms of repetition), and 

candidate mentions to Entman’s concept of culturally resonant terms that are “highly 

salient in the culture” (p. 417). Candidate mentions in tweets could be considered 

culturally resonant, as “(m)ore mentions of a candidate may make that candidate more 

salient in the minds of the audience” (p. 554).  

Religion and ethnicity in Indonesian politics 

Islam plays a central role in Indonesian politics (Hadiz & Teik, 2011; 

Tanuwidjaja, 2010). Even though the Islamic parties have never won a legislative 

election and many observers predict the demise of political Islam in Indonesia, the issue 

of faith remains a crucial factor during elections in this Muslim country (Hasan, 2014; 

Riddel, 2002; “Sharia used as,” 2015; Tanuwidjaja, 2010). According to Tanuwidjaja 

(2010), “Islam has penetrated the dominant nationalist, secular and Pancasila based 

political parties and has made them stronger in their contest against Islamic parties, which 

are no longer the lone channel for Islamic aspiration” (p. 29). In the 2009 election, for 

example, President Susilo Bambang Yudhoyono, chairman of the nationalist Democratic 

Party, picked Bank of Indonesia governor Boediono as his running mate. The Prosperous 

Justice Party (PKS), then the nation’s largest Islamic party, questioned Boediono’s 

religiosity, saying he was not “Muslim enough” to lead the country (“PKS questions,” 

2009). During the 2014 presidential election, rumors that Jokowi was a Christian of 

Chinese descent forced him to make formal announcements that he was a Muslim and 

show pictures of himself conducting the hajj pilgrimage to Mecca (Moestafa, 2014). The 
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accusation that Jokowi was covering up his Chinese identity is also said to have hurt his 

popularity with Muslim voters. Most of them were suspicious of the minority Chinese 

community, which was blamed for the alleged 1965 coup attempt by the China-backed 

Indonesian Communist Party (PKI) against Sukarno (Roosa, 2006; Sulistyo, 1997).  

That religion is a major factor in elections is not a uniquely Indonesian 

phenomenon. In Australia religious sentiment contributed to the recent victory of Prime 

Minister Tony Abbott (Donovan, 2014). In the U.S. the issues of religion as well as race 

were raised when Barack Obama ran for president in 2008 (Adjei & Gill, 2013).  

In a diverse country like Indonesia, ethnicity is also a factor during elections, 

particularly in the regions (Nasution, 2014; Prasetyawan, 2014). Conventional wisdom 

holds that constituents will vote for a candidate from the same ethnic background. In 

local elections, “native” candidates, or putra daerah, often exploit the issue of ethnic 

identity to gain votes. In the 2012 gubernatorial election in Jakarta, for example, the issue 

of ethnicity was used to dent the surging popularity of Jokowi and his running mate, 

Basuki Tjahaha Purnama (Prasetyawan, 2014). Jokowi is Javanese, while Basuki is 

Chinese. Meanwhile, their rivals, incumbent Fauzi Bowo and his running mate, Nachrowi 

Ramli, are both native Jakartans or Betawi.  

Playing the ethnicity card does not guarantee victory. Although ethnicity played a 

role during the Jakarta gubernatorial election, voters also weighed more pressing issues, 

such as traffic jams and flooding (Prasetyawan, 2014). Prasetyawan (2014) argued that 

Jokowi won because the voters believed that he was more capable than the incumbent to 

address the city’s woes. Although Indonesia does not have “strong ethnic politics,” 

according to Aspinall (2011), “ethnicity still counts in arenas such as local elections,” 
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which he describes as a “soft form of ethnic politics” (p. 289). Ethnicity is also politically 

important in other Southeast Asian countries, such as Malaysia, Singapore, and Burma 

(Tong, 2010; Williams, 2011). 

 

Research Questions 

Based on the above review of the literature, this study aims to answer the 

following questions about the coverage of the 2014 Indonesian presidential candidates in 

two partisan newspapers, two non-partisan newspapers, and on Twitter. 

§ RQ1: How were the presidential candidates framed in terms of their 

electability, experience, integrity, and personality? 

§ RQ2: How frequently and in what context was religion used to describe the 

presidential candidates or assess their suitability for office?  

§ RQ3: How frequently and in what context was ethnicity used to describe the 

presidential candidates or assess their suitability for office? 

 

Method 

Selecting the newspaper sample 

To understand how newspapers framed the 2014 Indonesian presidential 

candidates, it is important to differentiate between the nation’s independent and partisan 

media. Independent media do not have any formal ties with political parties, while 

partisan media are fully or partly owned by political leaders (Jamieson & Cappella, 2010; 

Levendusky, 2013). Independent media prize “balance, fairness and objectivity,” while 
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partisan media “not only report the news but offer a distinct point of view as well” 

(Levendusky, 2013, p. 612).  

The two independent newspapers selected for study were Kompas and Koran 

Tempo. Kompas is Indonesia’s largest newspaper, with a daily circulation of about 

700,000 (WAN-IFRA, 2009). It belongs to the Kompas Gramedia Group, which also 

owns the nation’s largest publisher, Gramedia. The second newspaper, Koran Tempo, is a 

fairly new player in the newspaper business, yet it is also considered influential (Sen & 

Hill, 2011). Its daily circulation of 200,000 makes it the fifth largest newspaper in the 

country (WAN-IFRA, 2007). It is owned by PT Tempo Inti Media, the publisher of 

Indonesia’s largest and most influential magazine, Tempo.  

The two partisan newspapers selected for study were Media Indonesia and Koran 

Sindo. Media Indonesia is a partisan newspaper owned by media mogul Surya Paloh, 

who chairs the Nasdem Party, a major supporter of Joko Widodo. In terms of circulation, 

Media is on a par with Koran Tempo (WAN-IFRA, 2007), making it arguably the biggest 

partisan newspaper. Koran Sindo is the only major newspaper whose owner openly 

endorsed Prabowo Subianto. It is owned by Hary Tanoesudibjo, a media mogul who led 

the Hanura Party during the legislative election. He left Hanura after it endorsed Jokowi. 

Tanoesudibjo then backed Prabowo, and his media empire soon became the propaganda 

machine of Prabowo’s campaign. Koran Sindo’s circulation is unknown, although it has 

been one of the best funded newspapers since its launch in 2005 (Cahyafitri, 2014).  

Since this study explored how the media framed the candidates, only articles that 

featured the candidates were coded. Articles that focused on logistics, issues, and policies 
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were not included. A total of 362 candidate-focused articles were analyzed during the 

official campaign period (June 4, 2014, to July 4, 2014).  

Selecting the social media sample 

Except for Hamdy and Gomaa (2012), who did a purposive sampling by manually 

collecting tweets, Facebook posts, and blog posts, studies of social media have used 

software such as Searchtastic and DiscoverText to digitally scrape and analyze a huge 

amount of data from social networking sites (e.g., Groshek & Al-Rawi, 2013; Hawthorne 

et al., 2013). For the current study the Web-based coding application DiscoverText was 

used to retrieve about 100,000 tweets posted during the study period. The keywords used 

to select the tweets were Jokowi, #jokowi, Joko, Prabowo, #prabowosubianto and 

pilpres, capres, pemilu, pilpres2014, and #pilpres2014 and presiden. Using the “rule 

text” (Jokowi OR #jokowi, Joko OR Prabowo OR #prabowosubianto AND pilpres OR 

capres OR pemilu OR pilpres2014 OR #pilpres2014 OR presiden) ensured that each 

tweet contained the assigned keywords referring to the candidates’ names and the 

assigned keywords referring to the election. The search strings were also used to narrow 

down the number of retrieved tweets. A search using only the candidates’ names 

produced more than 12 million tweets, while another search using only keywords 

referring to the election yielded more than 15 million tweets. It would be difficult to 

process that amount of data.  

The author narrowed the search to the election conversations of Twitter users with 

more than 600 followers. He did this for two reasons. First, his DiscoverText subscription 

allowed him to process only 100,000 social media units (tweets or Facebook comments). 

By limiting the search to Twitter users with more than 600 followers, the search strings 
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produced 101,174 candidate-focused tweets. Second, a Twitter user with a large number 

of followers has more exposure and, therefore, could have more influence than the 

average Twitter user. The average number of followers a Twitter user has worldwide is 

208 (Ahmad, 2015). Using the same keywords, a series of automated searches and 

manual filtering of the tweets with the application DiscoverText produced 8,934 relevant 

tweets for coding. Retweets of legacy media’s Twitter posts were excluded.  

Unit of analysis 

For newspapers, the unit of analysis was the entire news article, including the 

headline and deck. Editorials, opinion pieces, photos, and cutlines were not included. For 

Twitter, the unit of analysis was the tweet. Tweets with links were excluded because most 

of them only contained links to news articles from legacy media, which would make a 

comparison between social media and legacy media problematic.  

Coding the newspaper articles and tweets 

The author and two trained coders scanned each newspaper article for relevant 

keywords. For Twitter, the three coders used DiscoverText to produce a list of words that 

most frequently emerged in Twitter conversations. They then conducted manual and 

automated searches to create clusters of tweets according to their framing categories. 

They read all the tweets, including the metadata, to understand their context.  

The format of the coding protocol was modeled after a codebook developed by 

Wessler, Lück, and Wozniak (2015) for a media content analysis of climate change. (See 

Appendix A.) 
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To ascertain how the mainstream media and Twitter users framed the candidates 

(RQ1), the articles and tweets were coded for (1) electability, (2) experience, (3) 

integrity, and (4) personality.  

• Electability refers to the candidates’ chance of winning the election, which is 

usually measured by poll standings. Electability was a staple in the 2014 election 

coverage, with pollsters releasing surveys every week. This definition was 

operationalized by coding keywords such as elektabilititas/electability, 

keterpilihan/electability, popularitas/popularity, survey/survey or poll, survei 

opini/opinion poll, and lembaga survey/polling organization.  

• Experience refers to the candidates’ political and non-political careers, 

achievements, and failings, usually mentioned to gauge suitability and capability. 

Experience was a major issue during the 2014 election, with some observers 

questioning the suitability of Jokowi for the nation’s top job, as he had been a 

Jakarta governor for only a year after leaving office as the mayor of a small town 

in central Java (“Debat Capres,” 2014). This definition was operationalized by 

coding keywords such as pengalaman/experience, karir politik/political career, 

kompeten/competent, mampu/able, kapabilitas/capable, pencapaian/achievement, 

and muda/young.  

• Integrity refers to the candidates’ moral uprightness, usually mentioned with 

reference to alleged involvement in graft or human rights abuses, lying, or broken 

promises. Integrity is an important factor in Indonesian elections, as the country 

has been struggling to rout corruption and deal with cases of past human rights 

abuses. This definition was operationalized by coding keywords such as 
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bersih/clean, pelanggaran HAM/human rights violation, reformis/reformist, and 

terlibat korupsi/involved in corruption.  

• Personality refers to the candidates’ appearance (hair, dress, facial features), traits 

(temperament, emotional state), leadership style (firm and decisive, weak and 

indecisive), and speaking style (articulate or inarticulate). This definition was 

operationalized by coding keywords such as plin plan/wishy-washy, 

tegas/assertive, berwibawa/charismatic, layak menjadi presiden/presidential, 

percaya diri/confident, kaku/stiff, kikuk/awkward, tersenyum/smiling, 

marah/angry, memeluk/hug, merakyat/down to earth, and elitis/elitist. 

The coders determined if the words describing the candidates’ personality were 

used positively or negatively. Plin plan/wishy-washy and kaku/awkward are negative, 

while tegas/assertive and percaya diri/confident are positive. The coders identified 

whether the news articles and tweets consider the politicians’ gestures genuine. An article 

or tweet describing sympathetic gestures, such as chatting with street vendors or traders 

in a traditional market, were coded as positive. A disingenuous pencitraan/publicity stunt 

was coded as negative.  

To address the role of religion (RQ2), the coders scanned for keywords such as 

agama/religion, Muslim, Islam, Kristen/Christianity or Christian, Katolik/Catholic or 

Catholicism, sholat/pray, berdoa/pray, and masjid/mosque. The coders identified the 

context and whether the mention of faith or religious conduct affected the candidates’ 

electability. For instance, this sentence indicates that religion is a salient aspect of the 

election: “Allegations that Jokowi is non-Muslim will hurt his electability among the 

largely Muslim voters.”  
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To see if each candidate’s ethnic background was perceived as an important 

aspect of his electability (RQ3), the coders looked for keywords such as pribumi/native, 

warga kenegaraan/nationality, keturunan/descent, Jawa/Javanese, and Cina/Chinese. For 

instance, this sentence indicates that ethnicity is considered important: “Prabowo, who is 

half Manado, will likely garner major votes in North Sulawesi.” 

Intercoder reliability 

After conducting a pre-test to make sure the codebook was comprehensive, the 

author and two trained coders coded all the newspaper articles and tweets. After the 

coding was done, a fourth trained coder coded a 10 percent random sub-sample of the 

362 newspaper articles, and the three coders coded a 10 percent random sub-sample of 

the 8,934 tweets they had not originally coded. Holsti’s method yielded an acceptable 

intercoder reliability of .917 for newspaper articles and .908 for tweets (Lacy, Watson, 

Riffe, & Lovejoy, 2015). Cohen’s kappa was in the substantial range of agreement for 

both newspaper articles (.792) and tweets (.823) (McHugh, 2012).  

 

Findings 

Of the 362 newspaper articles analyzed, 70 were from Kompas, 80 from Koran 

Tempo, 110 from Media Indonesia, and 102 from Koran Sindo.  

This study found that each candidate was mentioned more frequently in the 

partisan media than in the independent media. In Koran Sindo, whose owner endorsed 

Prabowo, Prabowo was mentioned in 90 articles (88%), while Jokowi was mentioned in 

77 articles (75%). In Media Indonesia, whose owner endorsed Jokowi, Jokowi was 

mentioned in 79 articles (72%), while Prabowo was mentioned in 67 articles (61%).  
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In independent news outlets the candidates received relatively equal coverage. In 

Kompas, Jokowi and Prabowo were mentioned in 53 (76%) and 57 (81%) articles, 

respectively. In Koran Tempo, Jokowi and Prabowo were mentioned in 69 (86%) and 72 

(90%) articles, respectively. On Twitter, Prabowo received more mentions (5,369 tweets, 

or 60%) than Jokowi did (4,832 tweets, or 54%).  

Framing the presidential candidates  

RQ1 asked how Indonesian newspapers and social media portrayed the 

presidential candidates. The findings revealed that the personality frame was dominant in 

all legacy news outlets and on Twitter. Kompas as well as Twitter focused more on the 

candidates’ personality than the other outlets. Keywords associated with the personality 

frame appeared in 47 Kompas articles (39%) and 4,943 tweets (54%), respectively. (See 

Table 1.) Prabowo was often described as tegas/assertive and Jokowi as sederhana/ 

modest and merakyat/down to earth. Pro-Prabowo Koran Sindo used the word tegas to 

portray Prabowo in 16 articles, while pro-Jokowi Media Indonesia used the word 

sederhana and merakyat to describe Jokowi in 10 articles. On Twitter the word tegas was 

used in reference to Prabowo in 1,186 tweets (49%) and sederhana in reference to 

Jokowi in 400 tweets (16%). 
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Table 1 
Frames by newspapers and Twitter during the 2014 Indonesian election  
(N = 485 for newspaper articles; N = 9222 for tweets)* 

Frame 
Kompas 
n = 121 

(70) 

Koran 
Tempo 
n = 128 

(80) 

Media 
Indonesia 

n = 112 
(110) 

Koran 
Sindo 

n = 124 
(102) 

Total 
Legacy 
Media 

N = 485 
(362) 

Twitter 
N = 9222 

(8934) 

Personality 47 (39%) 30 (23%) 35 (31%) 46 (37%) 158 (33%) 4943 (54%) 

Experience 19 (16%) 13 (10%) 18 (16%) 36 (29%)   86 (18%)  432 (5%) 

Integrity 13 (11%) 25 (20%) 26 (23%)    11 (9%)   75 (15%) 2440 (26%) 

Electability 6 (5%) 28 (22%) 15 (13%)  22 (18%)   71 (15%)  605 (7%) 

Religion 29 (24%) 22 (17%) 12 (11%)  7 (6%)   70 (14%)  784 (9%) 

Ethnicity 7 (6%)   10 (8%) 6 (5%)  2 (2%) 25 (5%)    18 (<1%) 

* Although 362 articles and 8,934 tweets were coded, N = 485 for newspapers and N = 9222 for 

tweets because an article or a tweet could be coded into two or more categories.  

 

However, not all references were positive. Prabowo was portrayed as 

emosional/short-tempered in the independent Koran Tempo and the pro-Jokowi Media 

Indonesia, while Jokowi was often described as a weak candidate in the pro-Prabowo 

Koran Sindo and on Twitter. The term capres boneka/puppet presidential candidate, for 

instance, was used to discredit Jokowi in 1,163 tweets (47%). This term was also 

discussed in mainstream media, particularly Media Indonesia and Koran Tempo, as part 

of a systematic smear campaign against Jokowi that the newspapers said should be 

investigated by the election supervisory board (Bawaslu) and the police. 

The experience frame was the second most prevalent in legacy media (86 articles, 

or 18%). Koran Sindo (36 articles, or 29%) used the frame most frequently to describe 

the candidates, followed by Kompas (19 articles, or 16%), Media Indonesia (18 articles, 
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or 16%), and Koran Tempo (13 articles, or 10%). This frame was less prevalent on 

Twitter, with only 432 tweets (5%) mentioning the candidates’ failures and successes. 

The integrity frame was the third most prevalent in legacy media, with Media 

Indonesia (26 articles, or 23%) and Koran Tempo (25 articles, or 20%) giving the most 

attention to the scandals plaguing the candidates. Most of these articles, as well as tweets 

(2,440, or 26%), focused on human rights abuses committed by Prabowo during the last 

ruling days of former president Suharto, who was then his father-in-law. The phrase 

pelanggaran HAM/human rights violation was associated with Prabowo in 1,706 tweets, 

or 70% of those that fell in the integrity frame. In legacy media the issue was mentioned 

in 24 Media Indonesia articles (92% of those that fell in the integrity frame), 21 Koran 

Tempo articles (84%), 10 Koran Sindo articles (91%), and 9 Kompas articles (69%). 

Jokowi was depicted in a negative light mainly for his alleged involvement in a 

corruption case involving the purchase of Transjakarta buses while serving as the 

governor of Jakarta. But this scandal was not as widely talked about as Prabowo’s human 

rights violations. Jokowi’s alleged wrongdoings were mentioned in only 5 articles in 

Koran Tempo (20% of those in the integrity frame), 3 articles in Kompas (23%), 3 

articles in Media Indonesia (12%), 2 articles in Koran Sindo (18%), and 152 tweets (6%).  

The electability frame was surprisingly not as dominant as scholars have found in 

other countries (O’Gara, 2009; O’Malley et al., 2012), with Kompas mentioning the 

candidates’ electability in only 6 articles (5%). Koran Tempo gave the most attention to 

electability, with 28 articles (22%), followed by Koran Sindo with 22 articles (18%), and 

Media Indonesia with 15 articles (13%). Twitter users were less interested in electability, 

with only 605 tweets (7%) focusing on the issue.  
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Koran Sindo portrayed Prabowo as presidential material in order to boost his 

electability, which was way below that of Jokowi before the campaign began (Widhiarto, 

2014). The newspaper never used negative words to describe the former general, who 

was depicted as emosional/emotional and otoriter/authoritarian in at least one article in 

the other three newspapers. Instead, the word tegas/assertive appeared in 16 articles 

(30%) in Koran Sindo, followed by berani/brave (5 articles, 9%), cerdas/bright (3 

articles, 6%), and berwibawa/charismatic (3 articles, 6%). Although Koran Sindo referred 

to Jokowi as sederhana/modest (5 articles, 16%) and merakyat/down to earth (4 articles, 

13%), it also described the rival candidate as kaku/awkward (2 articles, 6%), otokratis/ 

autocratic (1 article, 3%), kurang kreatif/uncreative (1 article, 3%), and tidak artikulatif/ 

inarticulate (1 article, 3%). Only Media Indonesia did not portray Prabowo as 

tegas/assertive, using the word in only 1 article (10%). On Twitter, however, the term 

was popular, with 49% of the total number of words used to depict the candidate 

describing him as tegas/assertive.  

Legacy media and Twitter framed Jokowi differently. Both the partisan and 

independent press frequently depicted him as merakyat/down to earth (23 articles, or 

15%) and sederhana/modest (12 articles, or 8%). (See Table 2 and Illustration 1.) Twitter 

users, however, more frequently referred to him as a capres boneka/puppet presidential 

candidate, with 1,163 tweets (47%). Jokowi was said to be sederhana/modest and 

merakyat/down to earth only 16% and 4% of the time, respectively. (See Table 3 and 

Illustration 2.)  
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Table 2 
Number of articles and tweets containing words that describe Jokowi’s personality  
(N =149 for newspaper articles; N = 2467 for tweets) 

 Words Newspapers  Twitter 

Merakyat/Down to earth   23 (15%)  101 (4%)  

Sederhana/Modest 12 (8%)   400 (16%) 

Boneka/Puppet  10 (7%) 1163 (47%) 

Jujur/Honest 11 (7%) 181 (7%)  

Sabar/Patient   4 (3%)     0 (0%) 

Other  89 (60%)  622 (25%) 

Total  149 (100%)  2467 (100%) 
 
 
Illustration 1 
Words that describe Jokowi’s personality in newspapers 
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Table 3 
Number of articles and tweets containing words that describe Prabowo’s personality  
(N = 134 for news articles; N = 2415 for tweets) 

Words Newspapers Twitter 
Tegas/Assertive 27 (20%) 1186 (49%) 
Berwibawa/Charismatic  6 (4%) 134 (6%) 
Cerdas/Bright  5 (4%)   391 (16%) 
Berani/Brave  5 (4%) 212 (9%) 
Temperamen/Temperamental  3 (2%)     0 (0%) 
Other 88 (66%)   492 (20%) 
Total 134 (100%)   2415 (100%) 
 
 
Illustration 2 
Words that describe Prabowo’s personality in newspapers 
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Table 4 
Words describing the candidates in the independent Kompas  
Jokowi (N = 47) Prabowo (N = 30) 
Merakyat/Down to earth   8 (17%) Tegas/Assertive   6 (20%) 
Jujur/Honest 4 (9%) Amanah/Trustworthy   3 (10%) 
Tegas/Assertive 2 (4%) Orator/Orator 1 (3%) 
Boneka/Puppet 2 (4%) Mengamuk/Going berserk 1 (3%) 
Kurus/Skinny 2 (4%) Psikopat/Psychopath 1 (3%) 
Sabar/Patient 2 (4%) Berwibawa/Charismatic 1 (3%) 
Konsisten/Consistent 1 (2%) Baju koko/Muslim attire 1 (3%) 
Sederhana/Modest 1 (2%) Celana putih/White trousers 1 (3%) 

Peduli/Caring 1 (2%) 
Celana coklat susu/Brown 
trousers 1 (3%) 

Mencla Mencle/Wishy-washy 1 (2%) Cerdas/Smart 1 (3%) 
Matanya tidak lurus/Not focused 1 (2%) Kemeja putih/White shirt 1 (3%) 
Wajah ndeso/Rural face 1 (2%) Peci hitam/Black fez 1 (3%) 
Lemah/Weak 1 (2%) Cepat naik pitam/Ill-tempered 1 (3%) 

Mudah disuruh-suruh/Pushover 1 (2%) 
Tidak hormat atasan/ 
Disrespectful to his superiors 1 (3%) 

Kacung bangsa lain/Other 
nations’ lackey 1 (2%) 

Suka berpetualang/ 
Adventurous 1 (3%) 

Kacung neo-lib/Neo-liberal 
lackey 1 (2%) Suka pesta/Likes to party 1 (3%) 
Kampungan/Hillbilly 1 (2%) Merakyat/Down to earth 1 (3%) 
Tulus/Sincere 1 (2%) Demokrat/Democrat 1 (3%) 
Apa adanya/Not pretentious 1 (2%) Tidak totaliter/Not totalitarian 1 (3%) 
Eksekutor/Executor 1 (2%) Temperamental/Temperamental 1 (3%) 

Tidak artikulatif/Inarticulate 1 (2%) 
Gemar bercanda/Likes making 
jokes 1 (3%) 

Rendah hati/Humble 1 (2%) Senyum/Smile 1 (3%) 

Mengayomi/Nurturing 1 (2%) 
Patuh pada konstitusi/Abiding 
by constitution 1 (3%) 

Pekerja keras/Hard worker 1 (2%) 
  Mengutamakan dialog/ 

Conciliatory 1 (2%) 
  Kurang tegas/Not assertive 1 (2%) 
  Bersahaja/Graceful 1 (2%) 
  Mengenakan kopiah 

hitam/Wearing a black fez 1 (2%) 
  Kemeja batik/Batik shirt 1 (2%) 
  Menyalami Prabowo/Shaking 

Prabowo’s hand 1 (2%) 
  Senyum/Smile 1 (2%) 
  Bergandengan erat/Holding 

hands tightly 1 (2%) 
  Baju kotak-kotak/Checkered 

shirt 1 (2%) 
  Total 47 (100%) Total 30 (100%) 
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Table 5 
Words describing the candidates in the independent Koran Tempo  

Jokowi (N = 29) Prabowo (N = 41) 
Merakyat/Down to earth   4 (14%) Tegas/Assertive   4 (10%) 
Sistematis/Systematic 2 (7%) Emosional/Emotional 3 (7%) 
Capres boneka/Puppet 
presidential candidate 2 (7%) 

Menjawab dengan nada tinggi/ 
Answers in a high voice 2 (5%) 

Sabar/Patient 2 (7%) Tak reformis/Not a reformist 1 (2%) 
Jujur/Honest 2 (7%) Tak punya prinsip/Lacks principles 1 (2%) 
Bersih/Clean 1 (3%) Anak berbakti/A devoted son 1 (2%) 
Bebas korupsi/Corruption free 1 (3%) Sumringah/Delighted 1 (2%) 
Terbantu Kalla/Helped by his 
running mate Kalla 1 (3%) 

Tidak bertanggungjawab/ 
Irresponsible 1 (2%) 

Bohong/Lying 1 (3%) Komunikatif/Communicative 1 (2%) 
Implementatif/Man of action 1 (3%) Temperamental 1 (2%) 
Boneka/Puppet 1 (3%) Retoris/Rhetorical 1 (2%) 
Pencitraan/Publicity stunt 1 (3%) Menguasai persoalan/Informed 1 (2%) 
Teknis/Technical 1 (3%) Tersinggung/Offended 1 (2%) 
Pragmatis/Pragmatic 1 (3%) Tidak santai/Not relaxed 1 (2%) 
Jengkel/Irritated 1 (3%) Keras/Harsh 1 (2%) 
Marah/Angry 1 (3%) Ganteng/Handsome 1 (2%) 
Wajah baru/New face 1 (3%) Tidak profesional/Unprofessional 1 (2%) 
Sederhana/Modest 1 (3%) Senyum/Smile 1 (2%) 
Demokratis/Democratic 1 (3%) Tidak etis/Unethical 1 (2%) 
Tenang/Calm 1 (3%) Tidak peduli/Not caring 1 (2%) 
Bersahaja/Graceful 1 (3%) Kaku/Awkward 1 (2%) 
Muka keruh/Tired face 1 (3%) Santai/Relaxed 1 (2%) 

  
Konseptual/Conceptualizer 1 (2%) 

  

Menyapa pedagang/Interacting with 
sellers 1 (2%) 

  
Merakyat/Down to earth 1 (2%) 

  
Klasik/Classic 1 (2%) 

  
Evasif/Evasive 1 (2%) 

  
Cerdas/Smart 1 (2%) 

  
Berwibawa/Charismatic 1 (2%) 

  
Bicara meledak-ledak/Speaks loud 1 (2%) 

  
Berjarak/Distant 1 (2%) 

  
Otoriter/Authoritarian 1 (2%) 

  
Tak stabil/Unstable 1 (2%) 

  
Demokrat/Democrat 1 (2%) 

  
Grandiose 1 (2%) 

Total 29 (100%) Total 41 (100%) 
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Table 6 
Words describing the candidates in the partisan Media Indonesia 
Jokowi (N = 42) Prabowo (N = 10) 
Merakyat/Down to earth   7 (17%) Tidak konsisten/Inconsistent 2 (20%) 
Capres boneka/Puppet presidential 
candidate   5 (12%) 

Pandai mencairkan suasana/ 
Easygoing 1 (10%) 

Sederhana/Modest   5 (12%) Tidak apa adanya/Pretentious 1 (10%) 
Lugas/Articulate 3 (7%) Berkomitmen/Committed 1 (10%) 

Jujur/Honest 3 (7%) 
Kurang implementatif/Not a 
man of action 1 (10%) 

Bersahaja/Graceful 2 (5%) Progresif/Progressive 1 (10%) 
Konkrit/Concrete 2 (5%) Temperamen/Temperamental 1 (10%) 
Tidak sombong/Not arrogant 2 (5%) Berwibawa/Charismatic 1 (10%) 
Apa adanya/Unpretentious 1 (2%) Tegas/Assertive 1 (10%) 
Amanah/Trustworthy 1 (2%) 

  Kuat/Strong 1 (2%) 
  Karismatik/Charismatic 1 (2%) 
  Demokratis/Democratic 1 (2%) 
  Kreatif/Creative 1 (2%) 
  Terus terang/Frank 1 (2%) 
  Tegas/Assertive 1 (2%) 
  Realistis/Realistic 1 (2%) 
  Solutif/Solution-oriented 1 (2%) 
  Artikulatif/Articulate 1 (2%) 
  Mengayomi/Nurturing 1 (2%) 
  Gigih/Persistent 1 (2%) 
  Total 42 (100%) Total 10 (100%) 
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Table 7 
Words describing the candidates in the partisan Koran Sindo 

Jokowi (N = 31) Prabowo (N = 53) 
Sederhana/Modest 5 (16%) Tegas/Assertive 16 (30%) 
Merakyat/Down to earth 4 (13%) Berani/Brave 5 (9%) 
Kaku/Awkward 2 (6%) Berwibawa/Charismatic 3 (6%) 
Tegas/Assertive 2 (6%) Cerdas/Bright 3 (6%) 

Jujur/Honest 2 (6%) 
Cinta rakyat/Love the 
people 2 (4%) 

Otokratis/Autocratic 2 (6%) Konsisten/Consistent 2 (4%) 
Pekerja keras/Hard worker 1 (3%) Visioner/Visionary 2 (4%) 
Boneka/Puppet 1 (3%) Kuat/Strong 2 (4%) 
Kurang kreatif/Uncreative 1 (3%) Komunikatif/Communicative 1 (2%) 
Kurang retorika/Lacking rhetoric 1 (3%) Egaliter/Egalitarian 1 (2%) 
Tidak artikulatif/Inarticulate 1 (3%) Patriotik/Patriotic 1 (2%) 
Bijaksana/Wise 1 (3%) Elegan/Elegant 1 (2%) 
Rendah hati/Humble 1 (3%) Berhati lembut/Kind-hearted 1 (2%) 
Percaya diri/Confident 1 (3%) Jujur/Honest 1 (2%) 
Berjiwa kepemimpinan/Has 
leadership quality 1 (3%) Lugas/Articulate 1 (2%) 
Sportif/Sportive 1 (3%) Pekerja keras/Hard worker 1 (2%) 
Mengutamakan kerja/Work-
oriented 1 (3%) Artikulatif/Articulate 1 (2%) 
Prinsipil/Principled 1 (3%) Asertif/Assertive 1 (2%) 
Kurang memilliki etika/Unethical 1 (3%) Berkomitmen/Committed 1 (2%) 
Berkomitmen/Committed 1 (3%) Solutif/Solution oriented 1 (2%) 

  
Berintegratif/Integrated 1 (2%) 

  
Berjiwa besar/Big-hearted 1 (2%) 

  
Tepat/Right 1 (2%) 

  
Sederhana/Modest 1 (2%) 

  
Santun/Polite 1 (2%) 

  
Demokratis/Democratic 1 (2%) 

Total 31 (100%) Total 53 (100%) 
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Table 8 
Words describing the candidates on Twitter  

Jokowi (N = 2467) Prabowo (N = 2415) 
Capres boneka/Puppet 
presidential candidate 1163 (47%) Tegas/Assertive 1186 (49%) 
Sederhana/Modest 400 (16%) Cerdas/Bright 391 (16%) 
Tegas/Assertive 206 (8%) Pantas/Presidential 237 (10%) 
Lemah/Weak 200 (8%) Berani/Brave 212 (9%) 
Jujur/Honest 181 (7%) Berwibawa/Charismatic 134 (6%) 
Merakyat/Down to earth 101 (4%) Jujur/Honest 105 (4%) 
Jongos/Slave 45 (2%) Ambisius/Ambitious 39 (2%) 
Kaku/Awkward 40 (2%) Arogan/Arrogant 27 (1%) 
Ambisius/Ambitious 35 (1%) Otoriter/Authoritarian 26 (1%) 
Konsisten/Consistent 27 (1%) Pemarah/Irritable 18 (1%) 
Bodoh/Stupid 21 (1%) Emosional/Emotional 18 (1%) 
Rendah hati/Humble 19 (1%) Sombong/Arrogant 17 (1%) 
Amanah/Trustworthy 16 (1%) Angkuh/Arrogant 4 (0%) 
Bersahaja/Graceful 8 (0%) Lugas/Articulate 1 (0%) 
Bijaksana/Wise 4 (0%) 

  Kuat/Strong 1 (0%) 
  Total 2467 (100%) Total 2415 (100%) 

 

Role of religion 

RQ2 asked how frequently and in what context religion was used to describe the 

presidential candidates or assess their suitability for office. Of the two candidates, 

Jokowi’s religion was mentioned more often than Prabowo’s. Kompas wrote 29 articles 

(24%) about the importance of Islamic organizations’ support for the candidates during 

the election and the criminal investigation into the publication of a mysterious tabloid 

accusing Jokowi of being a non-Muslim and of Chinese descent. Koran Tempo followed 

Kompas with 22 articles (17%). Despite repeated attacks on Jokowi’s religiosity, pro-

Jokowi Media Indonesia only mentioned the issue of religion in 12 articles (11%), 

followed by Koran Sindo with 7 articles (6%). On Twitter, just 784 tweets (9%) 

discussed the candidates’ religion. 
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Role of ethnicity 

RQ3 asked how frequently and in what context ethnicity was used to describe the 

presidential candidates or assess their suitability for office. The ethnicity issue appeared 

even less often than religion, with legacy media and Twitter mentioning the issue in only 

25 articles (5%) and 18 tweets (<1%), respectively.  

 

Discussion 

This study examined how two partisan newspapers, two independent newspapers, 

and the micro-blogging site Twitter framed the 2014 Indonesian presidential candidates 

and described them in terms of religion and ethnicity.  

Framing the candidates 

Personality frame: Assertive, charismatic leader versus down-to-earth, humble 

leader. Legacy media framed the election as a fight between an assertive, charismatic 

leader and a down-to-earth, humble leader. Tegas/assertive and berwibawa/charismatic 

were expectedly the dominant adjectives describing Prabowo in all the media outlets 

except Media Indonesia, which was against him. (See Tables 4–7.) As a former military 

general, Prabowo capitalized on assertiveness as his biggest selling point. By framing 

him as assertive, the Prabowo campaign wanted to contrast its candidate with Jokowi and 

the incumbent, President Susilo Bambang Yudhoyono. As a businessman, Jokowi was 

regarded as a conciliatory leader who prioritized dialog or negotiation in solving 

problems, a trait that could also be perceived as lacking assertiveness. Although 

Yudhoyono also came from the military, he was considered indecisive and lacking a 

strong will.  
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Merakyat/down to earth and sederhana/humble were the most prevalent adjectives 

depicting Jokowi in all legacy media except Koran Sindo, which opposed him. Jokowi 

was a phenomenal Indonesian politician. (See Tables 4–7.) While serving as Surakarta 

mayor, he grabbed media attention for his frequent impromptu visits, known as blusukan, 

to the wet market and slum areas to talk with ordinary people. Jokowi also often made 

surprise visits to government offices and caught lazy civil servants off guard. The press 

commended him for having a dialog with illegal street vendors who refused to be 

relocated, a rare approach in Indonesia, where regional leaders often quickly resort to 

eviction. His leadership style and the fact that he was outside the political establishment 

earned him a reputation as a down-to-earth leader. He was largely considered the 

people’s candidate The Jokowi campaign was smart enough to foster that image during 

the campaign period even though, at this point, Jokowi was backed by six political parties 

and a number of influential former military generals, such as Luhut Binsar Panjaitan and 

A. M. Hendropriyono, and powerful businessmen, including his running mate, Jusuf 

Kalla. As this study showed, Jokowi’s image as merakyat/down to earth continued in 

mainstream media, probably because Jokowi had been a media darling and described as 

down to earth before he came to the capital to run for governor and then president.  

On Twitter, however, the case was different for Jokowi. Twitter did not frame the 

election as a race between an assertive leader and a down-to-earth leader but rather as a 

battle between an assertive leader and a puppet presidential candidate controlled by the 

powerful elites. (See Tables 3 and 8.) As in legacy media, Prabowo was depicted as 

assertive on Twitter, with 1,186 tweets (49%). The positive framing of Jokowi’s 

personality, however, was overshadowed by the number of tweets depicting him as a 
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puppet presidential candidate. The words merakyat/down to earth and sederhana/humble 

appeared only 4% and 16% of the time, respectively, while the term capres 

boneka/puppet presidential candidate appeared in 1,163 tweets (47%).  

This finding is not entirely surprising. Framing Jokowi as a capres boneka is 

inescapable in the Indonesian context for three reasons. First, Jokowi was the first 

presidential candidate after the downfall of Suharto who did not head a political party. 

Second, the Indonesian Democratic Party of Struggle (PDI-P), of which Jokowi was a 

member, was initially reluctant to nominate him because its chairman, Megawati, was 

then thinking of running for the third time. A few days after Jokowi’s nomination, 

Megawati told the party’s rank and file that Jokowi was only a petugas partai/party 

officer assigned by the party to lead the nation. This statement, which made headlines the 

next day, fueled the rumors that Jokowi was nothing but a puppet of his party or, worse, 

of Megawati. Third, Jokowi was an outsider who suddenly emerged on the nation’s 

political stage. Some people questioned how he managed to rise so rapidly without the 

support of the powerful elite. The “puppet” label was so damaging that it stuck with 

Jokowi until election day and was believed to have dented his popularity. 

But why was the capres boneka label more dominant on Twitter than in legacy 

media? The difference likely resulted from the fact that the traditional gatekeeping found 

in mainstream media, where journalists sort between facts and non-facts, did not exist on 

Twitter. On Twitter anti-Jokowi users did not have to support their claims with evidence, 

as legacy media do. One of the reasons that Twitter users could write anything, including 

baseless accusations without fear of defamation charges, is that Twitter allows 

anonymity. This study found that 596 tweets of the 1,911 tweets framing Jokowi in a 
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negative light, including accusing him of being a puppet, came from a user with the 

handle @Triomacan2000. It was not clear who was behind @Triomacan2000, which now 

has more than 200,000 followers. The fact that Twitter users can retweet a tweet over and 

over also contributed to the magnification of certain frames. The descriptors “assertive” 

for Prabowo and “puppet presidential candidate” for Jokowi accounted for nearly half the 

tweets describing the personality of the two candidates. Therefore, the sub-frames within 

the personality frame were less diverse on Twitter than in legacy media. In legacy media 

tegas/assertive, the dominant label for Prabowo, appeared in only 27 articles (20%) and 

merakyat/down to earth for Jokowi in 23 articles (15%). In legacy media a journalist 

cannot repeat the same story over and over.  

It is not surprising that both the independent and partisan news media focused on 

personality, which many readers might find more interesting and easier to comprehend 

than policies and issues. Emphasizing personality could be considered a positive sign, as 

such a frame might indicate the leadership qualities of presidential candidates. 

Assertiveness and humility, for instance, are both considered leadership qualities. A 

leader with too little or too much assertiveness is often appraised as ineffective (Ames & 

Flynn, 2007; Santora, 2007). In the context of the Indonesian election, assertiveness was 

important, as it was perceived as being absent in the nation’s leaders after Suharto.  

But framing the Indonesian presidential candidates in terms of personality has its 

downsides. Politicians might do anything to appear presidential. They might appear more 

assertive or humble than they really are, and the media could fall for the tricks of political 

consultants. In short, focusing on personality could trivialize election reporting. 

Scrutinizing politicians’ track records to find out if they have committed serious 
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wrongdoings or why they have failed or succeeded in their career could be more useful to 

voters in deciding whether or not a candidate is fit as president. That said, it is more 

meaningful to describe candidates in terms of integrity and experience than personality.  

Experience frame: Good/bad soldier versus good/bad governor. Both legacy 

media and Twitter framed Prabowo as a good or bad soldier and Jokowi as a good or bad 

governor by highlighting their achievements or failures. Prabowo had been an army 

general with a stellar career before the popular uprising that toppled his then father-in-

law, Suharto. Jokowi had been mayor of Surakarta, a small city in central Java. He won 

the hearts of Jakarta residents and then became leader of the capital city two years before 

the presidential election.  

The partisan newspapers used the experience frame to improve their candidate’s 

viability or undermine their rival’s chances. Koran Sindo highlighted Prabowo’s 

experience and achievements as a military commander, describing him as a once-young 

soldier with a stellar career. Of the 27 articles in Koran Sindo that highlighted Prabowo’s 

experience, 93% pointed to his achievements. Only 7 percent talked about his failures. 

Media Indonesia and Koran Tempo, on the other hand, often described Prabowo as a bad 

or failed soldier who was fired for insubordination and lack of discipline. Both 

newspapers quoted a number of Prabowo’s superiors in the army as saying he had risen 

to military leadership very quickly because he was then the son-in-law of former 

president Suharto. Although Koran Tempo had no political ties with Jokowi, it 

underscored Prabowo’s failures, with 90 percent of the articles that mentioned his 

experience focusing on his mistakes as Kopassus commander in 1998.  

A number of factors account for Koran Tempo’s anti-Prabowo stand. First, Koran 
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Tempo’s sister company, Tempo magazine, is known for its pro-human rights stance. A 

year before the election, the magazine received the Gwangzu Prize for Human Rights. 

Prabowo’s human rights records would, therefore, also be a concern for Koran Tempo’s 

editors. Second, Tempo magazine was shut down in 1994 by Suharto, Prabowo’s father-

in-law, along with other two publications, Editor and Detik. Tempo became an icon of 

daring, independent journalism in Indonesia. Third, Prabowo was seen as the symbol of 

Suharto’s New Order. He exploited images of Suharto and people’s nostalgia for the 

glory days of economic boom and political stability under the former dictator before the 

1997 Asian financial crisis led to his downfall. When Tempo was accused of bias against 

Prabowo, the magazine’s founder, Goenawan Mohamad, responded by saying the press 

did not have to be neutral; what mattered was that the media did not slander (Riza, 2014).  

Despite its endorsement of Jokowi, Media Indonesia was less aggressive than 

Koran Tempo in attacking Prabowo’s experience, describing his failures as a military 

commander in only three articles (50%). The newspaper was more interested in depicting 

Prabowo in the integrity frame as a human rights violator unfit to become president.  

All four newspapers also mentioned Jokowi’s experience but not as frequently as 

Prabowo’s. Media Indonesia, which backed Jokowi, portrayed him as a successful 

governor by outlining his achievements in all 13 articles (100%) that mentioned his 

experience, even though he had served as Jakarta governor for only two years when he 

decided to run for president. Koran Sindo unexpectedly highlighted his achievements in 9 

articles (69%), his failures in 3 (23%), and both his achievements and failures in only 1 

(8%), but compared with other newspapers, it was still the most hostile to Jokowi. On 

June 5, a day after the official campaign period kicked off, Koran Sindo ran the headline 
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“Jokowi Kehilangan Pamor di Jakarta” (“Jokowi Loses Dignity in Jakarta”). The article 

quoted a political analyst from the Indonesian Survey Circle (LSI), who said the rise of 

Prabowo’s electability in Jakarta was largely caused by voters’ disappointment in 

Jokowi’s decision to run for president because he had not delivered many of his 

campaign promises as governor of Jakarta.  

The independent newspapers, particularly Kompas, supported Jokowi in terms of 

experience. Kompas published 8 articles (73%) on his achievements as Jakarta governor 

and Surakarta mayor, while 3 articles (27%), categorized as neutral, mentioned both his 

achievements and failures. Of the 9 articles mentioning Prabowo’s experience, 7 (78%) 

were about his failures, 1 (11%) described his achievements, and 1 (11%) was 

categorized as neutral. Like Media Indonesia and Koran Tempo, Kompas was likely more 

concerned with the moral hazard of electing a former military general regarded by his 

superiors as reckless and unstable. Koran Tempo published only 2 articles on Jokowi’s 

experience—1 (50%) about his achievements and 1 (50%) about his failures.  

Given Jokowi’s favorable coverage, critics accused the independent media of 

unfairly reporting about the presidential candidates. Like President Obama, Jokowi was 

then considered a media darling. The favorable framing of Jokowi’s experience also 

occurred on Twitter, where Prabowo faced more criticism than Jokowi did. Of the 244 

tweets about Jokowi’s experience, 118 (48%) mentioned his achievements, 79 (32%) 

discussed his failures, and 47 (19%) included both. Of the 201 tweets about Prabowo’s 

experience, 136 (68%) mentioned his failures, 40 (20%) discussed his achievements, and 

25 (12%) included both. As a former mayor and governor of Jakarta, Jokowi appeared to 

have more experience than Prabowo, who had never held office and whose military 
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career practically ended when his former father-in-law was ousted in 1998. 

Integrity frame: Kidnapper versus liar. The integrity frame was the second 

most prevalent frame in the pro-Jokowi Media Indonesia and on Twitter. Prabowo was 

depicted as a kidnapper for his alleged involvement in the 1998 kidnapping of pro-

democracy activists, many of who are still missing. Jokowi was described as a liar for not 

completing his terms as Surakarta mayor and Jakarta governor. 

Media Indonesia published 24 articles (92% of all those that mentioned integrity) 

on the human rights allegations against Prabowo. The resurfacing of this scandal, 

regardless of whether it was factual or not, was politically motivated. Prabowo was never 

brought to trial, and there was no public outcry over the issue when he was running for 

vice president as the running mate of Megawati Soekarnoputri in the 2004 presidential 

election. Megawati, the daughter of Indonesia’s first president, Sukarno, is chairman of 

the Indonesian Democratic Party of Struggle (PDI-P), which nominated Jokowi. The 

scandal blew up in the media during the 2014 presidential election after Wiranto, a 

former Indonesian military chief who headed the pro-Jokowi Hanura Party, accused 

Prabowo of complicity in the kidnapping of activists. According to Wiranto, Prabowo 

was dismissed from the Indonesian Military (TNI) after being found guilty of complicity 

in the kidnapping by the TNI’s Officers Ethics Council, which was chaired by Wiranto 

himself (Aritonang, 2014). Media Indonesia used this revelation to attack Prabowo, at 

times placing articles on this issue on the front page.  

The independent Koran Tempo also followed up on Wiranto’s statements, writing 

21 articles (81% of those in the integrity frame) that questioned Prabowo’s suitability as a 

presidential candidate, given his checkered past as commander of Kopassus, the 
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Indonesian Army’s Special Forces Command. Koran Sindo countered with 10 articles 

refuting the allegations against Prabowo, slightly more than the 9 articles published by 

Kompas. That Koran Sindo, a pro-Prabowo newspaper, had to publish stories about 

Prabowo’s alleged rights abuses showed that the framing of the former general as a 

pelanggar HAM/human rights violator was dominant during the election. 

Even though Prabowo has never been convicted for his alleged crimes, his 

notoriety as a pelanggar HAM/human rights violator persisted for several reasons. In 

democratic Indonesia, human rights activists are louder than ever in voicing their demand 

that the government resolve past human rights abuses, of which Prabowo was alleged to 

be one of the perpetrators. On the international level the U.S. government once imposed a 

ban of more than a decade on military contact with Kopassus, once headed by Prabowo, 

for the many human rights abuses it committed in Papua and East Timor before East 

Timor’s secession from Indonesia in 1999. This embargo was not lifted until July 2010. 

The U.S. government still bars Prabowo from entering the United States because of his 

links to rights abuse cases.  

 The issue had more salience on Twitter, where Prabowo was associated with the 

phrase pelanggaran HAM/human rights abuse in 1,706 tweets (or 70% of the tweets in 

the integrity frame). One of Prabowo’s biggest supporters, Dhani Ahmad Prasetyo, a 

popular Indonesian rock star-turned-politician who has 1.7 million followers, tweeted in 

defense of Prabowo. If the former general were guilty of human rights abuses, Prasetyo 

tweeted, he would not have been chosen as Megawati’s running mate in the 2004 

election. His tweet, posted on June 22, 2014, was retweeted 1,952 times.  

On the other hand, Prabowo’s detractors on Twitter often described him as a 
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penculik/kidnapper. The word was associated with Prabowo in 115 tweets. One possible 

reason that labeling Prabowo as a penculik/kidnapper was rampant on Twitter is that 

many young, urban Indonesian members of the middle class had Internet access and were 

vocal in voicing their concerns about Prabowo’s past.  

Jokowi’s detractors accused him of being a liar because he ran for president after 

promising to complete his term as Jakarta governor. Many of his supporters were also 

upset by his decision. Jokowi was expected to finish his term because he had already left 

his post as Surakarta mayor a year after his 2011 re-election to run for Jakarta governor. 

Initially, he kept denying his intention to run for Jakarta governor and president before he 

actually did. For that reason, he was labeled as a pembohong/liar. But this attack did not 

really work, nor did the accusation that he was involved in a Transjakarta graft case. In 

all four newspapers Jokowi was mentioned in the integrity frame only 13 times (17% of 

the articles). On Twitter he was mentioned in the integrity frame in just 152 tweets (6%).  

Electability frame: Who is more electable? Koran Tempo used the electability 

frame more frequently than the other newspapers did. It is likely that the paper 

considered Prabowo’s growing popularity newsworthy as the campaign progressed. Six 

months before the presidential election, Jokowi led the polls by a wide margin, with 

Prabowo and other presidential hopefuls trailing behind him. In January 2014 a Kompas 

survey revealed that 43 percent of its respondents would vote for Jokowi if the election 

were held at the time, while only 11 percent said they would vote for Prabowo 

(Widhiarto, 2014). At the time, Jokowi was arguably the most popular politician in 

Indonesia, a media darling envied by other politicians who were largely perceived by the 

public as corrupt and untrustworthy. On July 1, 2014, after a month of intensive 
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campaigning, the Australian-based market research company Roy Morgan Research 

released a survey revealing that Prabowo’s electability had risen to 48 percent, while 

Jokowi’s had only increased to 52 percent (Farid, 2014). Other credible polling 

organizations also reported that the election was too close to call.  

Prabowo’s growing popularity might also have driven Koran Sindo to focus on 

the electability frame, which showed the public that its candidate was becoming more 

viable. However, unlike Koran Tempo, Koran Sindo based many of its electability stories 

on obscure polling organizations. This study found that 93 percent of the agencies quoted 

by Koran Tempo were reputable, while only 41 percent of those cited by Koran Sindo 

were credible. The author determined the reputability of a polling organization by the 

number of surveys it had conducted, the reliability of the results, and the transparency of 

its funding. As Jokowi’s supporter, Media Indonesia was likely reluctant to write about 

Prabowo’s surge in the polls. It devoted only 14 percent of its coverage (15 articles) to 

the electability frame. Many of these stories described the negative impact of slander 

against Jokowi (that he was a puppet presidential candidate and not a Muslim) on his 

electability. Kompas showed the least interest in the electability frame, probably because 

it conducted its own polls. It still reported the findings of other polling organizations but 

not as frequently as Koran Tempo did. Also, Kompas released its own surveys not as 

news articles but as analysis by its research department. 

In other countries, particularly the United States (O’Gara, 2009; O’Malley et al., 

2012), a close race in a presidential election usually generates many stories, but that does 

not seem to be the case in Indonesia. Even on Twitter, only 605 tweets (7% of the total) 

framed the candidates according to their poll standings. The 2014 Indonesian presidential 



	FRAMING INDONESIAN PRESIDENTIAL CANDIDATES		
	

51	

election was the closest and most polarized ever, yet the electability frame was not as 

dominant as in other countries (O’Gara, 2009; O’Malley et al., 2012). This is probably 

because Indonesia is a new democracy, and the use of polling during elections was only 

introduced during the first direct presidential election in 2004. Before that, members of 

the House of Representatives elected the Indonesian president. Even today, only a few 

media outlets conduct their own polling. As Indonesia’s democracy progresses, the 

electability frame could become more prevalent in the media. 

Role of religion and ethnicity  

Religion plays an important role in Indonesian elections, but it may not be the 

leading factor unless one of the candidates is not Muslim. Despite touting itself as a semi-

secular country, Indonesia still faces the problem of sectarianism in politics. The majority 

of Muslim voters in Indonesia, who account for more than 80 percent of the electorate, 

are still reluctant to back a non-Muslim candidate. Jakarta, Indonesia’s capital, is now led 

by a Christian, but he moved up into that position from vice governor after Jokowi left 

the governorship to become president.  

In the 2014 election, both candidates were Muslims, and they made various 

attempts to woo Muslim voters. Prabowo had the upper hand in the race for Muslim 

support. He was backed by an alliance of Islamic/Islamic-leaning political parties, giving 

him legitimacy as the representative of the Muslim community. Jokowi’s political 

alliance, on the other hand, was largely composed of secular parties with the exception of 

the National Awakening Party (PKB), which was established by the late former president 

Abdurrahman Wahid, a revered cleric among traditional Indonesian Muslims. PKB’s 

political support, however, was not enough to improve Jokowi’s image as a candidate 
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whom Muslims should vote for. For Prabowo, the newspaper articles that mentioned 

religion mostly revolved around the declaration of support from Islamic organizations 

and top Muslim clerics for him. These articles indicated the importance of having the 

support of Muslim voters. The candidate was mentioned in the religion frame in 24 

legacy media articles—14 (58) in Kompas, 7 (29%) in Koran Tempo, 2 (8%) in Koran 

Sindo, and 1 (4%) in Media Indonesia.  

Jokowi’s case was different. Months before the election campaign began, rumors 

circulated in the regions that Jokowi was a Christian and of Chinese descent. He was said 

to have been born Herbertus Joko Widodo or Oey Hong Liong to a Catholic family. The 

rumors were spread by a mysterious tabloid called Obor Rakyat, which was later 

discovered to be published by a staffer at the State Palace. Most of the newspaper articles 

that mentioned Jokowi in the religion frame (16 in Kompas, 20 in Koran Tempo, and 13 

in Media Indonesia) described how he tried to reach out to Muslim voters and dispel 

rumors of not being Muslim enough, or they discussed the need for the authorities to take 

action against Obor Rakyat’s publisher for spreading the accusation that he was not 

Muslim. The articles quoted analysts who said the allegation significantly dented 

Jokowi’s popularity among Muslim voters.  

Jokowi also faced an accusation that he was of Chinese descent, but Prabowo did 

not. Many Indonesians are suspicious of the Chinese, who are still considered non-natives 

and were blamed for the 1965 uprising (Roosa, 2006; Sulistyo, 1997). This allegation was 

absurd, as there was so little evidence that he was. The newspapers only mentioned the 

issue as a follow-up to the police investigation into the Obor Rakyat case. In legacy 

media, ethnicity appeared in only 25 articles (7%), which was way less than religion at 70 
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articles (19%). This finding was not surprising, as journalists base their reporting on facts 

rather than rumors. The pro-Prabowo newspaper Koran Sindo did not capitalize on the 

ethnicity or religion issue. The paper mentioned Jokowi’s religion in only 5 articles. 

Harry Tanoesudibyo, Koran Sindo’s owner, is a Christian of Chinese descent. Prabowo’s 

late mother was a Christian, and his brother, who helped him with his presidential bid, is 

also a Christian. The Prabowo campaign denounced political attacks based on religion 

and ethnicity, repeatedly reiterating its commitment to the national ideology of Pancasila, 

which values diversity.  

Surprisingly, this study found that the issues of religion and ethnicity were not 

rampant on social media either. Although rumors that Jokowi was born Catholic were 

widespread on Twitter (“Jokowi-JK lebih,” 2014), this study found only 18 tweets 

claiming that Jokowi was of Chinese descent. (Although many tweets accused Jokowi of 

being a puppet presidential candidate for the Chinese elite in Indonesia, these tweets were 

put in the personality frame rather than the ethnicity frame.) Tweets about religion were 

more common (784 tweets, or 9%), although most focused on fears that Jokowi was 

supported by the Christians and Chinese and that he would undermine Islam if elected.  

Several reasons might explain the small number of tweets in this study 

questioning Jokowi’s religion and ethnicity. The rumors about his being a non-Muslim 

and Chinese were circulated long before the campaign began. It is possible that when the 

election approached, Twitter users already knew the rumors were a hoax and had moved 

on. Therefore, this study, which analyzed tweets posted during the campaign period, 

found only a few such tweets. It is also possible that active Twitter users with more than 

600 followers did not easily succumb to such rumors. Or the anti-Jokowi camp on 
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Twitter may have decided to attack him on other issues, such as being a capres 

boneka/puppet presidential candidate. In addition, it is likely that the issues of ethnicity 

and religion were more dominant in other social media outlets, such as Facebook, Path, 

WhatsApp, and Blackberry Messenger, which this study did not explore.  

Independent newspapers versus partisan newspapers  

As one might expect, the partisan newspapers favored their respective candidates 

by devoting more coverage to them, but their framing strategies differed. Koran Sindo 

framed Prabowo as presidential, while Media Indonesia focused more on attacking 

Prabowo, dedicating 24 percent of its coverage to the human rights abuses he allegedly 

committed. The personality frame was more prevalent in Koran Sindo (45%) than in 

Media Indonesia (32%), while the integrity frame was more frequently used in Media 

Indonesia (24%) than in Koran Sindo (11%). The difference is likely because Media 

Indonesia thought that Jokowi remained the frontrunner during the campaign period and, 

therefore, its top priority was to stop Prabowo from approaching Jokowi’s popularity. 

Highlighting Prabowo’s human rights scandal could easily be interpreted as the paper’s 

attempt to undermine his electability. Meanwhile, Koran Sindo thought that promoting 

Prabowo in terms of personality was a more effective strategy than relentlessly attacking 

Jokowi, who was struggling with the slander charges thrown at him (that he was a puppet 

presidential candidate and not a Muslim) by Obor Rakyat and Twitter users.  

The independent media were not neutral in their coverage of the presidential 

candidates either. Both Kompas and Koran Tempo gave more favorable coverage to 

Jokowi, particularly in terms of experience and integrity. As explained above, both 

newspapers were critical of Prabowo’s checkered past in the military, dedicating more 
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than half of the articles that fell into the experience and integrity frames to the 

candidate’s mistakes and wrongdoings in the military. Less than 30 percent of the articles 

in both newspapers pointed to Jokowi’s failures or his alleged wrongdoings in the past.  

In Indonesia it is not common for newspapers to openly endorse a presidential 

candidate, as is done in the United States. Even the partisan newspapers did not write 

editorials endorsing their favored candidate. The Jakarta Post was the first newspaper 

after the Reform era to write an editorial endorsing a presidential candidate (Jokowi). The 

paper argued that it was morally right to endorse Jokowi as he “offers a break from the 

past,” while Prabowo “romanticizes Suharto era” (“Editorial: Endorsing,” 2014, para. 

16). Kompas and Koran Tempo might have shared the same hope for Jokowi and the 

same concern about Prabowo. Even though these newspapers did not write editorials 

endorsing Jokowi, this study showed they were not neutral in covering the election. 

Analyzing frames in legacy media and on Twitter 

 Comparing frames in legacy media and on Twitter remains problematic, as they 

have starkly different features. Twitter does not have the framing devices that newspapers 

have, such as headlines, decks, and leads. Other than keywords and hashtags, the only 

framing device is the number of retweets. A retweet, however, does not always mean an 

endorsement. In addition, Twitter’s 140-character limit makes it hard for Twitter users to 

write much background information, except for those who write a series of related tweets, 

known as kultwit in Indonesian. 

Comparing keywords has its own problems, as a tweet does not have the same 

structure as a news article. A tweet can be ambiguous, especially if it is not written with 

clear syntax. Twitter users can retweet a tweet only to refute it, sometimes with sarcastic 
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remarks that automated coding could not easily detect. This is why automated coding 

alone does not produce reliable results. Therefore, a hybrid approach involving both 

computer coding and human coding in content analysis of social media is key to 

understanding the meaning and context of individual tweets.  

This study did not explore the connection between traditional media and social 

media, but they are likely interconnected. More and more news media are going digital 

and closing their print division as journalists and readers alike spend more time online. 

This study does not claim that the news media influenced the political conversation on 

Twitter or vice versa, but it did find that the dominant framing of the 2014 Indonesian 

presidential candidates overlapped in news media and social media. Both used the 

personality frame more frequently than the other frames. The candidates’ characters, 

personality, and leadership quality were important for journalists and Twitter users alike.  

Nonetheless, the news media and social media are different creatures. The news 

media base their reporting on facts and journalistic principles, while social media are an 

aggregate of public opinions that are not always based on facts. Mainstream media use 

Twitter to distribute news, but they are not the only news sources for social media, nor 

are they as influential as they once were, given the large number of social media users.  

The gatekeeping role traditionally played by legacy media is absent from social 

media. Rumors and misinformation spread like wildfire on Twitter, which is a public 

forum with no gatekeepers. One anonymous Twitter user with the handle 

@TrioMacan2000 claimed that Jokowi’s rise on the national political stage was 

orchestrated by former military generals who disliked Prabowo and were supported by 

local Chinese moguls. Journalists would consider such a claim as absurd, but many 
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people on Twitter bought the assertion and retweeted it.  

In addition to reporting and framing the news, Twitter shaped the public image of 

the candidates during the presidential election. But the lack of traditional gatekeeping in 

social media can easily render Twitter into a mere tool of propaganda by politicians or 

even terrorists. In the case of Indonesia, politicians and businessmen with a stake in the 

election used social media for campaigning. Both campaigns also had teams that 

promoted and defended their candidates on social media (Bollier, 2014). 

The nature of Twitter, therefore, could pose a challenge for today’s journalists, 

who are expected to work faster and still produce quality pieces. Online media outlets are 

competing with each other as well as with social media users and citizen journalists to be 

the first to break news. This race to be first has caused some journalists to disregard 

accuracy, particularly when writing a news story using social media sources. An 

international survey by the Dutch firm ING on the impact of social media on news 

concluded that “Publish first, correct later if necessary is the order of the day” for 

journalists (Kirkland, 2014). In other words, journalists are now doing more crowd-

checking and less fact-checking. This slogan—“Publish first, correct later”—could render 

the news media into a mere longer version of Twitter.  

 
Limitations and suggestions for future studies 

This study did not analyze other social media outlets, which have different 

characteristics and demographics and thus might have yielded different results. This 

study only analyzed tweets posted by users with more than 600 followers that contained 

the names of the presidential candidates and phrases referring to the presidential election. 

Most Twitter users in Indonesia have an average of 200 followers, and not all of them 
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included the word “election” or even the names of the candidates in their tweets when 

they talked about the candidates. Some Twitter users only mentioned the candidate’s 

election ticket number, such as kandidat nomor satu/candidate number one or just nomor 

satu/number one. A search using only the names of the candidates as keywords would 

yield more than 12 million tweets, which would be impossible to process without 

advanced and thus expensive automated or computer coding. The applications to retrieve 

and process that amount of data are relatively costly. The most expensive DiscoverText 

subscription ($3,000 per month for businesses, $1,500 for academics, and $750 for 

students), for instance, allows the user to process only 1,000,000 tweets. This study used 

the DiscoverText subscription for 100,000 tweets. Purchasing millions of historical 

tweets from Gnip might cost thousands of dollars. Gnip is a social media API 

(application programming interface) aggregation company owned by Twitter.  

Future studies should include a greater variety of social media outlets based on 

their popularity in a given society. In Indonesia, for example, Facebook, Path, WhatsApp, 

and Blackberry Messenger are extremely popular. It would be interesting to compare 

political conversations during a presidential campaign across different social media 

outlets. Many Twitter users keep their account open as they strive to gain followers. On 

Facebook or Path people can be more private and selective when approving their friends. 

The content, therefore, might be more personal than on Twitter. Mobile-based messaging 

applications like WhatsApp and Blackberry Messenger allow users to create groups 

where they talk and share information about public issues, including elections. As these 

social media outlets are generally more private than Twitter, it would be a challenge to 

retrieve the data because of the privacy concerns of their users.  
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Conclusion 

This study showed that Twitter users who engaged in conversations about the 

2014 Indonesian election offered their own framing of the presidential candidates, which 

was not always the same as that of legacy media. Although the personality frame was the 

most prevalent in legacy media and on Twitter, the second most dominant frame differed. 

In legacy media it was the experience frame, while on Twitter it was the integrity frame. 

For social media users, the candidates’ integrity appeared to be more important than their 

experience. This finding indicates a growing awareness among Indonesians, particularly 

young urban dwellers with Internet access, of decades of human rights abuses committed 

by the state, including the massacre of thousands of communists. By focusing on 

integrity, particularly the issues of human rights and corruption, social media users took 

part in the efforts to safeguard Indonesian democracy by blocking the election of a human 

rights abuser.  

Religion played a significant role in the presidential election, with legacy media 

focusing on the candidates’ efforts to woo Muslim voters. On Twitter, however, the focus 

was on the allegation that Jokowi was non-Muslim. Jokowi, who was accused of being 

Chinese, was more frequently discussed in the ethnicity frame. In both legacy media and 

social media, ethnicity was discussed far less frequently than religion.  

Twitter’s rise as part of Indonesia’s democratic process came at a critical moment 

in Indonesian journalism, when the mainstream media became brazenly partisan as a 

result of the deregulation of the press after Suharto’s downfall. Twitter provided a free 

platform for the public to discuss election issues at a time when both partisan and 

independent media offered different frames or takes on the election. This study found that 
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independent media were not impartial because the stakes were high, including the 

possible election of a candidate with a strong link to Suharto. The fact that the issue of 

integrity, particularly regarding Prabowo’s past, was widely discussed on Twitter 

indicates that a large number of social media users had similar attitudes regarding the 

suitability of Prabowo as a presidential candidate. Twitter was not free of political 

propaganda, with politicians using the new platform to advance their interests, but on 

social media the public had a say in determining what they should talk about during the 

campaign. It is safe to say that social media, as this study showed, empowered the public 

to set its own agendas.  

This study could provide insights into how social media works in other emerging 

democracies. In Indonesia, as one of the few Muslim democracies in the world where 

freedom of speech is largely upheld, Twitter and other forms of social media are working 

simultaneously as both a public forum and a marketplace of ideas. This study indicated 

that social media, despite its shortcomings, could become a significant part of the 

democratic process after the downfall of an authoritarian regime. The use of social media 

in Indonesia in 2014—16 years after its transition to democracy—might reflect a trend 

seen in other nascent democracies. Myanmar, the newest democracy in Southeast Asia, 

could see its first “online election” in the coming years and, with bigger public 

engagement, social media might change the country’s political landscape. Social media is 

becoming more popular in Myanmar, with politicians using the platform to disseminate 

information (Wong, 2015). Tunisia, the only Arab-speaking country that did not descend 

into chaos or return to authoritarianism after the Arab uprisings, could look to Indonesia 

as an example of how the public’s use of social media can smooth the transition to 
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democracy. By focusing on the issue of integrity, social media users in Indonesia became 

a powerful force in promoting democratic values and preventing a return to 

authoritarianism. In other words, social media can be more than just a political tool to 

organize rallies, as was the case in some Middle Eastern countries during the Arab 

uprisings. Social media can also play an important part in sustaining democracy.  
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Appendix A 

Coding Protocol for the 2014 Indonesian Presidential Candidates 

Coding procedure 

This study examines how selected Indonesian newspapers and social media 

framed the 2014 Indonesian presidential candidates in terms of their electability, 

experience, integrity, and personality. It also looks into how the news articles and tweets 

portrayed the candidates in terms of religion and ethnicity.  

To ensure correct coding, please do the following: 

• Read and code the headline, deck, and entire text of each story. 

• Read and code the metadata and content of each tweet. 

• If a news article or tweet is ambiguous, discuss it with the team.  

• If a variable is not applicable to a news article or tweet, code it 999.  

 

1. Formal variables 

V01 Coder’s initials [CODER] 

V02 Date [DATE] 

V03 Media outlet [OUTLET] 

1. Kompas 
2. Koran Tempo 
3. Media Indonesia 
4. Seputar Indonesia 
5. Twitter  

 

V04 Twitter users [USERS] 

 If the outlet is Twitter, identify the users as elite or not elite. Elite users are members of 

political parties or campaign teams, journalists, or political pundits.  
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1. Elite 
2. Not elite 

 

V05 Prominence [PROM] 

1. Page 1  
2. Page 2 or 3 (headline pages) 
3. Other page  
4. Retweeted more than 10 times 
5. Retweeted more than 100 times 
6. Retweeted more than 1,000 times 
 

2. Content variables 

V06 Joko Widodo mentioned [JOK]  

0. No 
1. Yes 

 

V07 Prabowo Subianto mentioned [PRA] 

0. No 
1. Yes 

 

V08 Electability [CANELEC] 

Please code references to the candidates’ chance of winning the election, which is usually 

measured by poll standings. Keywords include the following: elektabilititas/electability, 

keterpilihan/electability, popularitas/popularity/approval rating, survei/survey/poll, 

poling/survey/poll, survei opini/opinion poll, lembaga survei/polling organization, lebih 

disukai/likability, lembaga survei bodong/partisan polling organizations, perang 

survey/survey war, and the names of poling agencies, such as Lembaga Survei Indonesia, 

CSIS, Polltracking, Indo Barometer, SMRC, and LP3ES. 

0. Not present 
1. Present 
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V09 Poll [CANPOLL] 

If electability is mentioned, who conducted the poll or survey cited? 

1. Reputable polling organization (LSI, CSIS, Polltracking, Indo Barometer, SMRC, 
and LP3ES) 

2. Obscure polling organization  
3. Newspaper survey 
4. Political party survey 
5. University survey 
6. Other (online poll, social media poll, etc.) 

 

V10 Experience [CANEXP] 

Please code references to the candidates’ political and non-political careers, 

achievements, and failings, usually mentioned to gauge their suitability and capability. 

Keywords include the following: karir politik/political career, karir militer/military 

career, pengalaman/experience, berpengalaman/experienced, tidak berpengalaman/ 

inexperienced, kompeten/competent, mampu/able, kapabilitas/capable, 

pencapaian/achievement, muda/young, pencapaian sebagai walikota Surakarta/ 

achievements as Surakarta mayor, kegagalan sebagai walikota Surakarta/failures as 

Surakarta mayor, pencapaian sebagai gubernur Jakarta/achievements as Jakarta 

governor, kegagalan sebagai gubernur Jakarta/failures as Jakarta governor, karir 

usaha/business career, pengusaha kayu/entrepreneur, kandidat walikota terbaik di 

dunia/candidate for world’s best mayor, prestasi militer/achievements in military, 

pencapaian sebagai komandan koman pasukan khusus/achievements as commander of 

army’s special forces, ketua HKTI/head of HKTI, mengatasi masalah nasional/dealing 

with national problems, and hanya kepala daerah/only a regional head/mayor/governor. 

0. Not present 
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1. Present 
 

V11 Jokowi’s experience [CANEXPJOK] 

If experience is mentioned, are Jokowi’s failures or achievements referenced, usually 

with reference to his term as Surakarta mayor, Jakarta governor, or an entrepreneur? 

0. Failures 
1. Achievements 
 

V12 Prabowo’s experience [CANEXPPRA] 

If experience is mentioned, are Prabowo’s failures or achievements referenced, usually 

with reference to his time in the military and as head of the Indonesian Farmers 

Association (HKTI)? 

0. Failures 
1. Achievements 

 

V13 Integrity [CANINT] 

Please code references to the candidates’ integrity (moral uprightness), usually mentioned 

with reference to alleged involvement in graft or human rights abuses, lying, or broken 

promises. Keywords include the following: Pelanggaran hak asasi manusia or 

HAM/human rights violation, membela HAM/defending human rights, tuduhan 

pelanggaran HAM/human rights abuse allegations, pelanggaran HAM masa lalu/past 

human rights abuses, penculikan aktivis 1998/kidnapping of activists in 1998, 

pembantaian di Kraras or Timor Leste/massacre in Kraras, East Timor, kasus/misteri 

pembunuhan Munir/Munir murder case/mystery, pembentukan pengadilan HAM/creation 

of a human rights tribunal, bersih/clean, reformis/reformist, terlibat korupsi/involved in 
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corruption, kasus korupsi Transjakarta/Transjakarta corruption case, and kasus 

BLBI/BLBI case/Bank of Indonesia liquidity support case. 

0. Not present 
1. Present 

 

V14 Jokowi’s integrity [CANINTJOK] 

If integrity is mentioned, are Jokowi’s confirmed/alleged misconducts referenced, such as 

alleged corruption within the Surakarta and/or Jakarta administration under his 

leadership?  

0. No 
1. Yes 

 

V15 Prabowo’s integrity [CANINTPRA] 

If integrity is mentioned, are Prabowo’s confirmed/alleged misconducts mentioned, such 

as his involvement in the kidnapping of political activists in the final days of Suharto’s 

presidency? 

0. No 
1. Yes 

 

V16 Personality [CANPER] 

Please code references to the candidate’s personality, which includes appearance (hair, 

dress, facial features), traits (temperament, emotional state), leadership style (firm and 

decisive, weak and indecisive), and speaking style (articulate or inarticulate). Keywords 

include the following: plin plan/wishy-washy, konsisten/consistent, tidak konsisten/ 

inconsistent, peragu/indecisive, tegas/assertive, tidak tegas/weak, asertif/assertive, 

artikulatif/articulate, tidak artikulatif/inarticulate, cerdas/smart, rendah hati/humble, 
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sombong/arrogant, berwibawa/charismatic, karismatik/charismatic, tidak karismatik/not 

charismatic, rapih/neat, tidak rapih/berantakan/sloppy, emosional/emotional, layak 

menjadi presiden/presidential, percaya diri/confident, kaku/stiff, kikuk/awkward, 

tersenyum/smiling, flamboyan/flamboyant, gagah/tall or knightly, marah/angry, 

sedih/sad, merakyat/down to earth, and elitis/elitist. 

0. Not present 
1. Present 

 

V17 Jokowi’s personality [CANPERJOK] 

If Jokowi’s personality is mentioned, list the keywords used: ______________________ 

 

V18 Jokowi tone [CANPERJOKTONE] 

If Jokowi’s personality is mentioned, are the words positive, negative, or neutral?  

1. Positive: Code 1 as positive if any of the following words are used (except when 

the article or the tweet calls his action or appearance a pencitraan/publicity stunt): 

tegas/assertive, asertif/assertive, konsisten/consistent, artikulatif/articulate, 

cerdas/smart, rendah hati/humble, berwibawa/charismatic, karismatik/ 

charismatic, layak menjadi presiden/presidential, percaya diri/confident, 

tersenyum/smiling, flamboyan/flamboyant, gagah/tall or knightly, marah/angry, 

sedih/sad, merakyat/down to earth, or persuasif/persuasive.  

2. Negative. Code 2 as negative if any of the following words are used: plin 

plan/wishy-washy, tidak konsisten/inconsistent, peragu/indecisive, tidak 

tegas/weak, tidak artikulatif/inarticulate, sombong/arrogant, tidak berwibawa/not 

charismatic, tidak karismatik/not charismatic, emosional/emotional, tidak layak 
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menjadi presiden/unpresidential, tidak percaya diri/not confident, kaku/stiff, 

kikuk/awkward, berjarak/distant, or elitis/elitist. 

3. Neutral. Code 3 as neutral if the keywords do not belong to either of the above 

categories. 

 

V19 Jokowi’s family [CANPERJOKFAM] 

Is Jokowi’s family mentioned? 

0. No 
1. Yes  

 

V20 Jokowi’s interactions with ordinary people [CANPERJOKINT] 

If Jokowi’s interactions with ordinary people are mentioned, are they described as 

genuine? 

0. No 
1. Yes  

 

V21 Prabowo’s personality [CANPERPRA] 

If Prabowo’s personality is mentioned, list the keywords used: ________________ 

 

V22 Prabowo tone [CANPERPRATONE] 

If Prabowo’s personality is mentioned, are the words positive, negative, or neutral?  

1. Positive: Code 1 as positive if any of the following words are used (except when 

the article or the tweet calls his action or appearance a pencitraan/publicity stunt): 

tegas/assertive, asertif/assertive, konsisten/consistent, artikulatif/articulate, 

cerdas/smart, rendah hati/humble, berwibawa/charismatic, 
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karismatik/charismatic, layak menjadi presiden/presidential, percaya 

diri/confident, tersenyum/smiling, flamboyan/flamboyant, gagah/tall or knightly, 

marah/angry, sedih/sad, merakyat/down to earth, or persuasif/persuasive.  

2. Negative. Code 2 as negative if any of the following words are used: plin 

plan/wishy-washy, tidak konsisten/inconsistent, peragu/indecisive, tidak 

tegas/weak, tidak artikulatif/inarticulate, sombong/arrogant, tidak berwibawa/not 

charismatic, tidak karismatik/not charismatic, emosional/emotional, tidak layak 

menjadi presiden/unpresidential, tidak percaya diri/not confident, kaku/stiff, 

kikuk/awkward, berjarak/distant, or elitis/elitist. 

3. Neutral. Code 3 as neutral if the keywords do not belong to either of the above 

categories. 

 

V23 Prabowo’s family [CANPERPRAFAM] 

Is Prabowo’s family mentioned? (Prabowo is a divorcee. Code the mention of his son, 

who lives in Paris, ex-wife, and alleged partner as yes.)  

0. No 
1. Yes  

 

V24 Prabowo’s interactions with ordinary people [CANPERPRAINT] 

If Prabowo’s interactions with ordinary people are mentioned, are they described as 

genuine? 

0. No 
1. Yes  

 

V25 Religion [CANREL] 
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Please code references to the candidate’s religion or religious activities. Keywords 

include the following: agama/religion, Muslim, Islam, Kristen/Christianity or Christian, 

Katolik/Catholic or Catholicism, sholat/pray, berdoa/pray, masjid/mosque, 

gereja/church, pesantren/Islamic boarding school, pengajian/religious congregation, 

tabligh akbar/mass prayers, ibadah haji/religious pilgrimage to Mecca, mengenakan 

jilbab/donning a hijab, tidak mengenakan hijab/not donning a hijab, sekuler/secular, anti-

Islam, Syiah/Shia Islam or Shia Muslim, pemuka agama/religious leaders, organisasi 

keagamaan/religious organization, Islamic organizations (such as Muhammadiyah, 

Nahdlatul Ulama, Persatuan Islam, Persis, Al-Irsyad, Ikhwanul Muslimin, and Front 

Pembela Islam), Christian groups (such as Persatuan Gereja Indonesia and Konferensi 

Wali Gereja), and Perwakilan Umat Buddha Indonesia/Indonesian Buddhist Community.  

0. No 
1. Yes  
 

V26 Jokowi’s religion [CANRELJOK] 

If Jokowi’s religion is mentioned, is it described as having any bearing on his 

electability? For instance, this sentence indicates that it is: “Allegations that Jokowi is 

non-Muslim will hurt his electability among the largely Muslim voters.”  

0. No 
1. Yes  

 

V27 Prabowo’s religion [CANRELPRA] 

If Prabowo’s religion is mentioned, is it described as having any bearing on his 

electability? For instance, this sentence indicates that it is: “The fact that Prabowo is 

supported by Islamic parties will boost his electability among Muslim voters.”  

0. No 
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1. Yes  
 

V28 Ethnicity [CANETH] 

Please code references to the candidate’s ethnic background. Keywords include the 

following: pribumi/native, putera daerah/native, asli/native, warga kenegaraan/ 

nationality, warga asing/foreigner, keturunan/descent, Jawa/Javanese, non-Jawa/non-

Javanese, and Cina/Chinese.  

0. No 
1. Yes  

 

V29 Jokowi’s ethnicity [CANETHJOK] 

If Jokowi’s ethnicity is mentioned, is it described as having any bearing on his 

electability? For instance, this sentence indicates that it is: “Rumors that Jokowi is of 

Chinese descent may dent his popularity among voters in rural areas.”  

0. No 
1. Yes  

 

V30 Prabowo’s ethnicity [CANETHPRA] 

If Prabowo’s ethnicity is mentioned, is it described as having any bearing on his 

electability? For instance, this sentence indicates that it is: “Prabowo, who is half 

Manado, will likely garner major votes in North Sulawesi.”  

0. No 
1. Yes  


