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ABSTRACT 

This research explores the significant role played by visual representation 
in Indonesian presidential election campaigns. By addressing a gap in 
existing literature that has largely overlooked the importance of visual 
representation in shaping voter preferences, this study contributes to a 
deeper comprehension of the underlying dynamics. Through the analysis 
of visual data, it becomes apparent that effective visual representation has 
the potential to enhance a candidate’s image, sway voter emotions, and 
ultimately impact electability. Key findings highlight variations in 
communication strategies employed by presidential candidates, 
emphasizing the crucial role of visual representation in political 
campaigns and the complex array of factors influencing public decision-
making. The dominance of visual communication emerges as a critical 
factor in shaping public opinion and determining voter preferences. This 
study provides scholarly insights into the mechanisms involved in visual 
communication within political processes, particularly within the context 
of leadership campaigns. 
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1. Introduction 

he visual representation of presidential candidates in election campaigns wields significant 
influence over public perceptions during electoral processes. In the contemporary digital era, 
characterized by the pervasive impact of social media, conveyed images and depictions play 

a crucial role in shaping candidates’ electability and popularity (Geise et al., 2024). Media platforms 
serve as vital channels for disseminating information, molding sensory perceptions, emotions, and 
belief systems, thereby prompting political candidates to capitalize on these platforms as digital 
canvases to shape their public image (Cerdán-Martínez et al., 2020). Examining the visual 
representation of presidential candidates amidst the 2024 election campaign in Indonesia reveals 
the strategic utilization of visual elements to construct narratives, influence perceptions, and 
enhance candidate appeal. Furthermore, this investigation underscores the influential role of visual 
communication through social media platforms as a potent tool for political persuasion, shaping 
public opinions and electoral preferences (Aguilar, 2023). The significance of this exploration 
extends beyond mere observation, facilitating a deeper understanding of the intricate dynamics of 
presidential elections and contributing to the discourse on societal progress within Indonesia’s 
political landscape. 

Existing studies have thus far overlooked the pivotal role of visual representation in presidential 
election campaigns and its broader implications for the democratic process. Four prominent trends 
emerge in elucidating the utilization of visual media in campaign processes. Firstly, there are studies 
that examine how visual imagery of presidential candidates influences public perceptions (Aguilar, 
2023; Jude, 2024). Within this analysis, researchers scrutinize the impact of visual design, color 
schemes, and symbolic representations employed in campaigns on voter perceptions (Scheufele, 
2000). Secondly, there is research focused on dissecting the influence of social media and digital 
platforms on the visualization of presidential candidates. These studies delve into how candidates 
harness social media platforms to disseminate their image and engage with voters (Boulianne, 
2019; Tufekci, 2018). Thirdly, there are studies that explore the intersection of popular culture and 
the visualization of presidential candidates (Shim & Nabers, 2013). This involves analyzing the 
incorporation of popular cultural references, such as films, music, or trends, into candidate political 
campaigns (Lull, 2009). Lastly, there are studies that investigate visual strategies within a political 
context. These studies delve into the relationship between political context and the visual strategies 
employed by presidential candidates, with particular emphasis on how political factors such as 
ideology, polarization, and public policy influence visual choices in campaigns (Norris, 2001). 

Drawing from these trends, this study undertakes a comparative analysis of how the candidates 
in Indonesia’s 2024 presidential election employ visual representation strategies within their 
election campaigns across diverse contexts. The comparison of visual representations of 
presidential candidates across diverse contexts aims to discern differences and commonalities in 
the employed visual strategies. To achieve a comprehensive understanding, a thorough content 
analysis of campaign materials is conducted to decipher the conveyed messages and their reception 
by the public. Consequently, this paper encompasses various cases, heterogeneous event contexts, 
and considers the diverse manifestations of visualizations across various formats and settings. 

Central to this paper is the assertion that the adoption of cohesive, consistent, and engaging 
visualizations in presidential campaigns can significantly augment candidate electability. It posits 
that robust visual elements can sculpt a favorable candidate image and sway voter perceptions. 
Methodical and contextually appropriate visualization techniques and attributes can foster 
increased support and yield favorable election outcomes. In essence, the visualization of 
presidential candidates assumes a pivotal role in shaping their public image and cultivating voter 
backing. Through a thorough investigation of the relationship between candidate visualization and 
electability, this study seeks to evaluate the efficacy of such visualizations in influencing voter 
perceptions and support, as well as their implications for electoral victories in Indonesian 
presidential elections. 

 

T 
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1.1. Visual Representation 

Visual representation plays an indispensable role in the political domain, possessing the capability to 
mold perceptions and influence behavior. It encapsulates the process through which political ideologies 
are communicated visually, thereby bearing the potency to construct an individual’s digital persona 
(Matas & Gil, 2024). These visual techniques are strategically employed by political entities or parties 
and their candidates to disseminate political messages, foster civic engagement, and facilitate 
governmental communication with society (Khosronejad, 2011; Qadir, 2023; Sazan et al., 2024). The 
study by Griffin and Kagan (1996) delves into how visual representation in political advertisements, 
centered on cultural imagery, can encapsulate national, regional, ethnic, religious, subcultural, or class 
traits to evoke self-image. This underscores the significance of comprehending cultural imagery in 
political campaign messaging and its impact on shaping public perceptions of candidates and political 
agendas. Visual representation engenders a distinctive lexicon in orchestrating public discourse online 
(Sanina, 2019). 

The process of visual representation explores the intricate functions of emotions, gender dynamics, 
and the influence of popular culture in shaping public perceptions (Jude, 2024). Within the political 
sphere, visual representation molds specific viewpoints, thereby constructing reality in line with 
employed political strategies (Panda & Roy, 2021). This is classified as aesthetic insights utilized for 
news delivery, thus exerting substantial influence on the human political milieu (Shim & Nabers, 2013). 
Visual representation behaviors pervade political campaigns globally. For instance, in the 2016 
presidential election campaign of Alexander van der Bellen, strategic utilization of Instagram played a 
pivotal role. Through digital storytelling on Instagram, the candidate’s identity was effectively 
portrayed, influencing voter sentiments (Liebhart & Bernhardt, 2017). Beyond digital storytelling, 
visual representation in presidential campaigns extends to political cartoons, offering distinct and 
potent messages (Conners, 2005). This phenomenon bears implications for election outcomes, as 
compelling images and messages from candidates can sway public perceptions, thus mobilizing support 
for specific candidates. 

1.2. Presidential Election Campaigns 

Presidential election campaigns are integral components of the democratic framework, providing a 
crucial platform for societal engagement in the political process (Pospíšilová, 2023). These campaigns 
involve individuals, groups, or organizations seeking to influence political decision-making, particularly 
during general elections, with the overarching objective of securing public support for political 
candidates or the parties they represent (Sahlan, 2023). Among the various mediums employed, digital 
media stands out as a potent tool capable of reaching a wide audience. Indeed, the campaign process 
has become inextricably intertwined with the evolution and utilization of the internet and social 
networks (Jayawardena, 2017). The significance of social media in campaigns stems from the global 
proliferation of internet usage. The utilization of the internet for political campaigns has opened novel 
avenues for citizens to delve deeper into politics and campaign activities (Satria et al., 2014). These 
digital spaces not only serve as platforms for candidates to cultivate their personal image but also as 
mediums for disseminating misinformation and fueling hatred and negative sentiments against 
opposing candidates (Aguilar, 2023; Firdaus et al., 2024; Yulfa et al., 2023). Notably, reliance on social 
media platforms, particularly Facebook, has exerted evident cognitive, emotional, and behavioral 
impacts, as observed during the 2020 US presidential election (Soliman & Osama, 2022) and the 2019 
presidential election campaign in Indonesia, where such platforms captured public interest in 
presidential candidates (Arifiyanti et al., 2020). 

The strength of candidates and their visual representation significantly influence the public’s 
inclination to voice support. A well-crafted image can lead to political polarization in society due to 
strong affiliations with individual presidential candidates, potentially resulting in societal 
fragmentation (Herawati & Sukma, 2019). Consequently, there is a pressing need for robust digital 
literacy and the cultivation of a positive self-image by candidates in implementing digital campaigns 
through internet media. As such, the conduct of presidential election campaigns necessitates a delicate 
balance between leveraging digital platforms for public engagement while mitigating the risks of 
misinformation and societal divisiveness. 
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2. Research Objectives 

Developing a conceptual understanding of the visualization strategies employed by presidential 
candidates is crucial, as visual techniques wield the power to influence voters’ perceptions and 
emotions, ultimately impacting a candidate’s electability. In societies where literacy rates are relatively 
low and average education levels remain modest, visual communication is more easily grasped and 
digested. Audiovisual messages can be more effectively understood in political communication 
compared to written messages. Correspondingly, the utilization of digital strategies in presidential and 
vice-presidential campaigns can more adeptly influence voters’ perceptions and emotions, thereby 
enhancing a candidate’s electability. Practically, comprehending effective visualization patterns within 
the Indonesian cultural and political context can aid candidates and campaign teams in devising more 
effective communication strategies to enhance their electability prospects. In alignment with this 
premise, the overarching aim of this paper is to elucidate the relationship between the visualization of 
presidential candidates and their electability in Indonesian presidential elections, and to understand 
how visualization impacts voter preferences and determines election outcomes. 

Specifically, this paper aims to: (1) analyze the influence of visual images of presidential candidates 
on public perceptions and voter preferences in Indonesia; (2) map effective visual strategies 
demonstrated to augment the electability of presidential candidates within the context of Indonesian 
political culture; (3) analyze cultural, social, and political factors influencing the visualization patterns 
of presidential candidates and their electability in Indonesia; and (4) formulate recommendations for 
candidates and campaign teams in designing effective visualizations to support presidential election 
campaigns in Indonesia.  

These four objectives serve to elucidate the significance of effective visual patterns within the 
Indonesian cultural and political context for designing more impactful communication strategies. Visual 
patterns are more accessible to the public and thus hold a strategic position in communicating the 
relationship between visual representation, voter preferences, and election outcomes. Emphasizing the 
practical implications of this research helps campaign teams develop more effective visual presentation 
tactics to shape public perceptions and enhance a candidate’s electoral success. Consequently, the paper 
is expected to provide profound insights into the importance of visualizing presidential candidates and 
its relationship with electability in the Indonesian political context, as well as contribute to the 
development of more effective and impactful political communication strategies targeting voters in 
Indonesia. 

This study underscores the importance of highlighting and analyzing the relationship between visual 
representation, voter preferences, and election outcomes to provide a comprehensive understanding of 
the role of visual communication in political campaigns. Practically, understanding this relationship can 
enhance candidates’ success in elections. 

3. Methodology 

Various methods ware employed to investigate the relationship between visual representation and 
electability, including public surveys, social media sentiment analysis, campaign content analysis, and 
opinion polls. Public survey data encompasses questions pertaining to perceptions of candidate visual 
representation and the level of candidate electability. By analyzing survey results, it is possible to 
ascertain whether a correlation exists between the visual image projected by candidates and the degree 
of support garnered from voters. Social media sentiment analysis is conducted by collecting public 
responses to candidate visual representation. This data can provide insights into how candidate visual 
images are perceived and received by the public. This aligns with the analysis of campaign visual 
material sourced from various mediums, such as television advertisements, campaign posters, and 
campaign videos. This data can be utilized to analyze dominant visual elements and understand how 
these visual elements can influence candidate electability. 

Data pertaining to candidate electability is also procured from various opinion polls and election 
outcomes, which are examined in conjunction with the shifts in visual representation conveyed 
throughout the campaigns. This data facilitates quantitative analyses to investigate the relationship 
between candidate visual representation and electability, as well as factors that may moderate this 
relationship. Multiple case studies derived from field observations serve as the foundation to explicate 
how the visual representation of Indonesia’s three 2024 presidential candidates is perceived. Firstly, an 
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examination of how candidate visual images are presented across campaign advertisements, posters, 
and social media platforms is conducted. Secondly, an analysis of the divergent visual strategies 
employed by each candidate to construct their political image and brand through visualized symbols is 
undertaken. Thirdly, an exploration of the visual representation of the three presidential candidates 
through their campaign visual material is carried out, with a focus on how these visual images shape 
public perception and their electability. Through this approach, pertinent information regarding the 
visual representation of the three presidential candidates across various campaign contexts is 
elucidated, providing rich insights into visual strategies within the political domain and their 
ramifications for electoral outcomes. 

Three presidential candidates serve as the focal point for this study: the first pair, Anies Baswedan-
Muhaimin; the second pair, Prabowo-Gibran; and the third pair, Ganjar-Mahfud. These candidates, 
comprising presidential and vice-presidential hopefuls, have successfully navigated various selection 
stages involving political parties. Consequently, the three candidates are endorsed by a coalition of 
parties with religious, nationalist, and democratic affiliations. The visual representation in this paper is 
analyzed through two distinct patterns. Firstly, the presidential candidates are visualized separately 
from their vice-presidential counterparts to highlight individual communication through their visual 
representations, thereby revealing the unique character of each presidential candidate. Secondly, the 
candidates are shown as pairs to illustrate how collective values are manifested in their visual 
representation. Additionally, the visual analysis extends to their joint public appearances, 
demonstrating how they portray themselves amidst the electorate. This approach provides a 
comprehensive examination of the visual strategies employed by each candidate, offering insights into 
their political branding and the potential impact on their electability. 

The analysis of research data pertains to patterns of visual representation manifested through the 
utilization of colors and symbols, candidate image formation, campaign messages, policy and 
achievement communication, and the employment of social media or digital platforms. Presidential 
candidates frequently incorporate distinctive and easily recognizable colors and symbols in their 
campaign visualizations. These colors and symbols can serve as robust identities for candidates and 
their respective political parties. Visual representation that accentuates the candidate as a strong, 
authoritative, and relatable leadership figure is commonly employed. This image can be constructed 
through poses, facial expressions, and the judicious use of appropriate backgrounds. Presidential 
candidate visualizations also often incorporate specific and prominent campaign messages. These 
messages can take the form of slogans, campaign visions and missions, or political promises intended to 
resonate with voters. Furthermore, some presidential candidate visualizations highlight achievements 
and policies they have implemented, in an effort to cultivate a positive image in the eyes of voters.  

The analysis of data employs both visual interpretation and descriptive text, which complement each 
other. This interpretative method helps researchers understand complex and contextual material. 
Interpretation helps explain how the visualizations and actions of presidential candidates respond to 
the social and cultural contexts in which they are situated (Denzin & Lincoln, 2011). Re-presentation, 
description, and interpretation are parts of the analytical process. First is re-presentation, where visual 
and descriptive data are organized to ensure accessibility and comprehensibility without losing context 
(Miles & Huberman, 1994). The second step is description, which involves identifying broad themes and 
patterns in visual and narrative data to organize them into meaningful categories (Braun & Clarke, 
2006). Third is interpreting the data. This analysis focuses on understanding how visual forms elucidate 
the prevailing structural and cultural contexts. 

4. Results 

4.1. Media Presentation of the Three Presidential Candidates 

The three presidential candidates, identified by ballot numbers 01, 02, and 03, are distinct figures 
highlighted according to the perception of their mass mobilization strength. Their differences can be 
observed from their religious orientations, personalities, campaign themes, and approaches. 
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Figure 1. Public Appearances of the Three Presidential Candidates 
 

  

  
Sources: Online news portals, 2024 

Candidate 01, Anies Baswedan, is an activist and scholar renowned for his intellectual prowess and 
diligent work ethic, embodying a calm, intelligent, and visionary persona. In his campaign, Anies places 
emphasis on education infrastructure development and community empowerment initiatives. Anies’s 
religious orientation is evidenced by his commitment to upholding the values of social justice and 
humanity while fostering harmony among religious communities. Social justice emerges as a central 
theme, campaigned as a conduit for building and ensuring prosperity in Indonesia. Anies is known for 
his open approach, directly engaging with the public to listen to their aspirations and comprehend their 
needs. 

Candidate 02, Prabowo, possesses a strong military and political background, highlighting a tough, 
decisive, and authoritative personality. In his campaign, Prabowo underscores the importance of 
national sovereignty, social justice, and the welfare of the people. Prabowo’s religious orientation is 
reflected in the spirit of nationalism and patriotism that he cultivates in his political vision. His family 
resides in a multicultural environment, practicing Islam and Christianity. Prabowo frequently voices the 
need for strength and courage to maintain national integrity, affirming his commitment to protecting 
the interests of the people. This candidate presents with high spirits and is often associated with his 
fiery temperament. Visually, it is suggested that this presidential candidate is more inclined to invite the 
people to relax and contemplate joy rather than grapple with complex conflicts and political issues. 

Candidate 03, Ganjar Pranowo, hails from the government and currently holds the position of 
Governor of Central Java. Ganjar Pranowo is known as a leader who maintains close ties with the people, 
embodying a polite, persuasive, and inclusive personality. In his campaign, Ganjar places special 
emphasis on strengthening regional economies, rural infrastructure development, and improving social 
welfare. Ganjar’s religious orientation is manifested in his concern for religious tolerance and inclusive 
social progress. Ganjar is known for his humanistic and progressive approach in building relationships 
with the community and advocating for common interests for the nation’s progress. This candidate 
possesses outstanding communication skills with the people and is consistently present amidst the 
community. 

The three presidential aspirants, Anies Baswedan, Prabowo, and Ganjar Pranowo, collectively 
demonstrate a commitment to Indonesia’s advancement through diverse developmental endeavors and 
the promotion of public welfare. Each candidate, according to their unique approach, aims to address 
the nation’s enduring welfare challenges: Anies Baswedan advocates for a transparent system and good 
governance; Prabowo prioritizes national sovereignty and food security; and Ganjar focuses on 
bureaucratic reforms. Despite their shared objectives, noticeable distinctions arise in their personalities 
and leadership styles. Anies Baswedan is characterized by intellectuality and foresight, Prabowo exudes 
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a determined and authoritative demeanor shaped by his military background, while Ganjar Pranowo is 
acknowledged for his congenial, persuasive, and inclusive approach. Concerning religious orientation, 
Anies is associated with a commitment to social justice principles, Prabowo emphasizes nationalist and 
patriotic ideals, whereas Ganjar emphasizes interfaith tolerance and social harmony as fundamental 
principles of his political vision. 

4.2. Media Representation of the Three Presidential Candidates 

The depiction of the three presidential candidates varies significantly, elucidating distinct approaches 
aimed at mobilizing voters and enhancing their electoral prospects. These discrepancies in self-
presentation underscore differences in candidates’ perceptions of voter demographics and the symbolic 
communication required to establish rapport between the electorate and the candidate. 

Figure 2. Representation of Presidential Candidate Number One 
 

   
Sources: Online news portals, 2024 

Anies Baswedan positions himself as a government critic, emphasizing its deficiencies and 
transgressions. Remarkably, among the trio of contenders, Anies stands apart as unaffiliated with the 
current administration. In contrast, Prabowo and Ganjar both hold positions in the ruling government: 
Prabowo serves as the Minister of Defense, while Ganjar occupies the role of Governor of Central Java. 
Both function within the framework of President Jokowi’s administration, which retains power. 
Through presenting himself as a champion dedicated to eradicating corruption and detrimental 
practices that adversely impact the populace, Anies has garnered considerable voter support, 
notwithstanding his inability to surpass candidate number 2. He remains resolute in his commitment to 
oppositional pursuits, striving to ensure justice for citizens by combating corruption and abuses of 
authority.   

Figure 3. Representation of Presidential Candidate Number Two 
 

   
Sources: Online news portals, 2024 

Prabowo, the victor of the presidential election, projected himself with two salient attributes. Firstly, 
he assumed the role of a resolute figure, prioritizing the dignity of the populace by staunchly defending 
national sovereignty. Drawing from his military background, Prabowo esteems the values of 
perseverance, allegiance, and a willingness to act in the interests of the people. Secondly, Prabowo has 
been depicted as a purveyor of jubilation, confronting weighty issues with dance and laughter. His 
campaign appearances were consistently characterized by communal singing and dancing, encouraging 
the populace to confront challenges with optimism. This approach fostered a relaxed ambiance around 
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Prabowo and facilitated the public’s transcendence from political turmoil and economic distress 
through collective joy. The term “gemoy” (slang, meaning “adorable”) that was ascribed to him, emerged 
as a symbol denoting something humorous, endearing, and detached from the complexities of real-life 
circumstances. 

Figure 4. Representation of Presidential Candidate Number Three 
 

   
Sources: Online news portals, 2024 

Candidate number 3, Ganjar Pranowo, is portrayed to the public as an approachable figure, intimately 
connected with the populace. Demonstrating open body language and employing accessible language, 
Ganjar distinguishes himself from his counterparts. Through diverse social media platforms, Ganjar 
presents himself as a principled and compassionate figure dedicated to the welfare of ordinary citizens. 
As a seasoned politician and the incumbent Governor of Central Java, Ganjar is depicted as possessing 
charisma, experience, and a robust political network. His leadership in Central Java, marked by policies 
lauded for their efficacy in regional development and public service, often garners acclaim. Nonetheless, 
alongside the social media portrayal as a credible presidential contender, Ganjar faces scrutiny and 
controversy regarding certain policies or actions. Critiques argue that Ganjar has not succeeded in 
transforming the socio-economic landscape of impoverished Central Java. 

4.3. Netizens’ Reasoning Behind Presidential Candidate Choices 

The electorate selects among the three pairs of presidential and vice-presidential candidates based on 
a multitude of factors. Each voter possesses specific reasons for their selection, whether influenced by 
personal preferences or collective deliberations, particularly within familial or communal spheres. 
Moreover, individuals within the public sphere, characterized by diverse social statuses and 
professional backgrounds, frequently maintain affiliations or connections with one of the candidates. 

Table 1 demonstrates that supporters perceive their chosen candidates as the most persuasive, a 
sentiment consistent across all three pairs. Each candidate garners recognition as the most deserving 
and capable among their respective supporters. Furthermore, all three candidates are esteemed as 
resolute, bold, and authoritative figures by their supporters, in addition to being regarded as astute and 
broad-minded individuals. Likewise, they are deemed honest and trustworthy. Advocates of each 
candidate often exhibit biases towards the strengths of their preferred candidate, particularly as 
portrayed in public discourse, reflecting the evolving political narrative prevalent in social media. 

Distinct patterns of reasoning also emerge, unveiling the unique attributes associated with the 
portrayal of each candidate. Anies Baswedan is frequently associated with devout religious adherents 
and is perceived as more Islamic compared to the other candidates. Anies is further distinguished as 
“not a part” of the New Order regime and is recognized for his openness to criticism. Prabowo, in 
contrast to his counterparts, possesses a military background, embodying a patriotic ethos aimed at 
safeguarding national sovereignty. Ganjar’s supporters provide less specific rationales, with Ganjar’s 
conspicuous presence in social media discourse, particularly his adeptness in public communication, 
serving as the primary distinguishing factor. He is depicted as a public servant, deeply connected with 
the populace, tolerant, and responsive to citizens’ needs (refer to Table 1). Despite disparities in 
portrayal, all three candidates draw inspiration from one another in their public appearances, resulting 
in the adoption of similar foundational symbols for communication with the public. 
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Table 1. Public Reasons for Choosing Presidential Candidates 
 

No. 
Reasons for Public Choosing Presidential Candidates 

Anies-Muhaimin Probowo-Gibran Ganjar-Mahfud 
1 Desire for change Firm/brave/authoritative Most convincing 
2 Intelligent/broad-minded Leadership mentality Empowering fishermen 
3 Enjoys visiting the people Most capable of leading Evidence of work results 
4 Honest/trustworthy/dependable Continuing Jokowi Enjoys visiting the people 
5 Most capable of leading Military background Honest/trustworthy/dependable 
6 Firm/brave/authoritative Most convincing Most capable of leading 
7 Most convincing Honest/trustworthy/dependable Firm/brave/authoritative 
8 Evidence of work results Desire for change Experienced 
9 Experienced Evidence of work results Intelligent/broad-minded 

10 Knows the needs of the people Supported by Jokowi Knows the needs of citizens 
11 More Islamic Intelligent/broad-minded A Javanese 
12 A religious figure Idealistic Personality 
13 Religiously devout Consistency Integrity 
14 Calm demeanor Strong corps morale Anti-corruption practices 
15 Not part of the New Order A brave figure An ordinary person 
16 Social justice aspects Rational thinking Anti-corruption, fair 
17 Youthful yet authoritative Patriotic spirit Religious nationalist 
18 Inclusive and unifying Downstreaming programs A public servant 
19 Tolerance of diversity Free lunch & free milk programs Close to the people 
20 Not anti-criticism Involving youth Tolerance 

Source: Online news portals, 2024 

5. Discussion 

The mode of presentation and visual representation can significantly influence the electability of 
candidates in Indonesia, as visuals possess the power to capture attention, influence emotions, and 
shape voter perceptions, thereby leaving impressions on individuals (Conners, 2005; Matas & Gil, 2024). 
Engaging and informative visual presentations can strengthen the positive image of candidates and 
enhance their appeal as potential leaders. Moreover, cohesive and consistent visualization in conveying 
campaign messages can facilitate voters’ better understanding and positive response to the messages 
from the three presidential candidates. 

The three presidential candidates in the 2024 Indonesian campaign employ diverse visual 
representation strategies to shape public perceptions and influence electability. All candidates use 
similar engaging and informative visual presentations to bolster their positive image and appeal as 
potential leaders. These visuals aim to evoke strong emotional responses from voters, reinforce 
campaign messages, and distinguish themselves from competitors. Nonetheless, differences can be 
observed in their use of visual communication. Varied color schemes, symbolic representations, and 
visual design choices are noted among the candidates, each aiming to influence voter perceptions. Each 
candidate strategically employs distinct visual elements to construct narratives and enhance their 
appeal, showcasing unique approaches to visual communication. Although the three candidates have 
different target audiences influencing their visual communication designs, the chosen visual design and 
communication strategies undeniably structure voter groups. 

Effective visual presentations can influence candidates’ electability through several mechanisms. 
Firstly, visuals possess the potential to evoke strong emotional responses from voters, such as 
sympathy, trust, or pride towards the candidate. These emotional responses can reinforce the bond 
between voters and candidates, thereby influencing voters’ decisions at the polls. Secondly, clear and 
persuasive visuals can serve to reinforce candidates’ campaign messages and differentiate them from 
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competitors. Voters tend to favor candidates capable of conveying messages effectively and convincingly 
through engaging and communicative visual communication (Aguilar, 2023). In other words, effective 
visual presentations can aid in enhancing candidates’ electability by creating positive impressions, 
reinforcing campaign messages, and attracting attention and trust from voters. This strength ultimately 
proved decisive in the victory of candidate number two in Indonesia’s 2024 presidential election. 

In the context of visual presentations that may have influenced Prabowo’s election as President of 
Indonesia, several crucial factors warrant consideration. Firstly, Prabowo and his campaign team could 
design visualizations that reinforce his image as a firm, authoritative, and patriotic leader, traits that 
have become his hallmark. By presenting visual imagery emphasizing strength, courage, and self-
confidence, Prabowo could reinforce his political message and increase his appeal to voters seeking a 
strong leader. Additionally, visual presentations focusing on national security, people’s welfare, and 
sovereignty issues could be key to winning voter support for Prabowo. By utilizing visuals highlighting 
his accomplishments and political vision in advocating for national and people’s interests, Prabowo 
could cultivate an image as a caring leader ready to protect the nation’s interests. 

The use of effective visual presentations in conveying political messages and reinforcing Prabowo’s 
leadership image as a strong and authoritative figure, coupled with a focus on issues relevant to voters’ 
needs and desires, could prove decisive factors in achieving victory in the presidential election. Thus, 
the appropriate visual presentation strategy can significantly contribute to Prabowo’s election as 
President of Indonesia. A candidate’s communicative approach and their ability to provide answers that 
address public psychological concerns play a crucial role in determining the public’s choice of 
presidential candidates. A candidate’s ability to communicate effectively with the public, address their 
emotional and psychological needs, and provide solutions to the issues they face, have been influential 
factors in influencing public choices. 

A prominent example of the power of visual communication is evident in the 2008 United States 
presidential election, where Barack Obama won the election with a highly communicative campaign that 
articulated public hopes and concerns effectively. Obama was able to convey inspirational and 
optimistic messages that appealed to voters’ emotions while providing a clear vision and solutions to 
issues of concern to the public at that time (Coe & Reitzes, 2010). As a result, Obama successfully gained 
widespread public support and won the election. Additionally, the 2017 French presidential election 
also demonstrated the importance of social media communication approaches in garnering public 
support. Emmanuel Macron presented himself as a candidate who communicates clearly and 
energetically, capable of responding to the French society’s needs and concerns about change and 
stability (Gaumont et al., 2018). By effectively communicating his moderate and inclusive vision, Macron 
succeeded in gaining broad support from various segments of society and eventually won the 
presidency. 

Overall, a candidate’s communicative approach and responsiveness to public psychological needs 
have a significant impact on determining the public’s choice of presidential candidates (Aguilar, 2023). 
By effectively communicating, addressing societal concerns and hopes, and providing solutions to issues 
facing society, candidates have a greater chance of winning public support and achieving victory in the 
political arena.  

6. Conclusion 

This study underscores the importance of visual elements in enhancing a candidate’s image, eliciting 
voter emotions, and ultimately influencing electability. Effective visual representation plays a crucial 
role in shaping voter preferences and impacting candidate selection in Indonesian presidential 
campaigns. The diverse communication strategies employed by presidential candidates highlight the 
significance of visual representation in political campaigns and its influence on public decision-making. 
Visual communication is a vital factor in shaping public opinion and determining voter preferences, 
emphasizing the critical role of visual representation in leadership campaigns. Consequently, this 
research underscores the strategic utilization of visual elements to build narratives, influence 
perceptions, and enhance candidate appeal. 

Research into the visual representation of presidential candidates holds pivotal significance in 
understanding how visual strategies can shape voter perceptions and support, playing a crucial role in 
contemporary political communication. Theoretically, such inquiries offer profound insights into how 
visual elements like graphic design, color schemes, composition, and visual messaging contribute to 
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bolstering a candidate’s image, impacting voter emotions, and ultimately influencing their electability. 
This scholarly endeavor can foster the development of novel theories within the realms of political 
communication, political psychology, and broader political science, where the communicative power of 
visuals exerts considerable influence in electoral outcomes. Practically, investigations into the visual 
representation of presidential candidates make a noteworthy contribution by enhancing the efficacy of 
political campaign strategies. Armed with a deeper comprehension of how visual stimuli can sway voter 
preferences, campaign teams can devise more efficacious visual presentation tactics to reinforce 
candidates’ political narratives, shape public perceptions, and heighten candidates’ prospects of 
electoral success. Hence, this scholarly pursuit not only enriches the academic understanding of political 
communication but also offers pragmatic insights applicable to real-world political campaign settings. 

However, one limitation of such studies is their tendency to narrowly focus on specific political 
contexts or individual candidates. This constraint can result in restricted generalizations and hinder the 
applicability of research findings to broader political landscapes. Consequently, future research 
endeavors should endeavor to broaden the scope of analyzed political contexts, examining the visual 
presentations of presidential candidates across diverse countries or on a more global scale to achieve a 
comprehensive understanding. Moreover, another limitation lies in the methodological approaches 
employed, including visual analysis methods that may be deemed insufficient or data collection methods 
that lack comprehensiveness. Subsequent research should aim to overcome these constraints by 
developing sophisticated and comprehensive visual analysis methodologies, leveraging digital 
technologies and advanced visual analysis tools. Furthermore, embracing interdisciplinary approaches 
drawing from fields such as communication, psychology, anthropology, and graphic design can enrich 
and expand our understanding of the impact of visual presentation on the electability of presidential 
candidates. 
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