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    ABSTRAK 

 

Mohammad Sahil. 202320351011. Strategi Kampanye Melalui Surat Kabar 

Daring “Radar Bekasi” Dalam Membentuk Popularitas (Studi Kasus Anggota 

Dewan Perwakilan Rakyat Daerah Partai Gerindra Dapil IX Propinsi Jawa Barat 

Pada Pemilu 2024)  

Penelitian ini bertujuan untuk menganalisis strategi kampanye politik melalui 

media massa surat kabar daring dalam membentuk popularitas anggota DPRD 

Partai Gerindra Dapil 9 Jawa Barat (Kabupaten Bekasi) pada Pemilu 2024. Fokus 

utama penelitian ini adalah penggunaan media lokal daring Radar Bekasi, dalam 

mendukung visibilitas dan elektabilitas calon legislatif. Media daring dipilih karena 

kemampuannya menjangkau masyarakat secara luas, cepat, dan interaktif. 

Pendekatan yang digunakan adalah deskriptif kualitatif dengan metode studi kasus, 

melalui wawancara mendalam, observasi, dan dokumentasi terhadap caleg terpilih 

dan konten kampanye yang dimuat di media. Hasil penelitian menunjukkan bahwa 

penggunaan Radar Bekasi secara konsisten (1-2 kali sebulan) mampu 

meningkatkan popularitas para caleg melalui pemberitaan, advertorial, opini, dan 

peliputan kegiatan sosial-politik. Terdapat tujuh faktor yang mempengaruhi 

efektivitas strategi kampanye antara lain daya jangkau media, kredibilitas, 

keterbatasan kampanye tatap muka, interaktivitas melalui kolom komentar, 

persepsi masyarakat, tren konsumsi informasi digital, dan profesionalisme redaksi. 

Penelitian ini mengungkap hubungan positif caleg dan media lokal dalam konteks 

kampanye. Disimpulkan surat kabar daring menjadi alat informasi dan aktor 

strategis dalam membentuk citra dan legitimasi politik. Temuan ini menegaskan 

pentingnya pemanfaatan media daring dalam strategi kampanye modern yang 

adaptif dan berbasis pada kekuatan komunikasi politik digital. 
Kata Kunci: Kampanye politik, media daring, popularitas, DPRD, Radar Bekasi, 

strategi komunikasi. 
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ABSTRACT 
 

 

 

Mohammad Sahil. 202320351011. Campaign Strategy Through the Online 

Newspaper "Radar Bekasi" in Building Popularity (Case Study of Members of the 

Regional Representative Council of the Gerindra Party, Electoral District IX, West 

Java Province in the 2024 Election) 

This study aims to analyze the political campaign strategy through online 

newspapers in shaping the popularity of members of the Gerindra Party Regional 

People's Representative Council (DPRD) for Electoral District 9 of West Java 

(Bekasi Regency) in the 2024 Election. The main focus of this study is the use of 

online local media, Radar Bekasi, in supporting the visibility and electability of 

legislative candidates. Online media was chosen because of its ability to reach the 

public widely, quickly, and interactively. The approach used is a qualitative 

descriptive with a case study method, through in-depth interviews, observation, and 

documentation of selected legislative candidates and campaign content published 

in the media. The results show that consistent use of Radar Bekasi (1-2 times a 

month) can increase the popularity of legislative candidates through news, 

advertorials, opinion pieces, and coverage of socio-political activities. There are 

seven factors that influence the effectiveness of campaign strategies, including 

media reach, credibility, limitations of face-to-face campaigns, interactivity 

through comment columns, public perception, digital information consumption 

trends, and editorial professionalism. This study reveals a positive relationship 

between legislative candidates and local media in the context of the campaign. It is 

concluded that online newspapers are an information tool and a strategic actor in 

shaping political image and legitimacy. These findings emphasize the importance 

of utilizing online media in modern, adaptive campaign strategies based on the 

power of digital political communication. 

 

Keywords: Political campaign, online media, popularity, DPRD, Radar Bekasi, 

communication strategy. 
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