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ABSTRACT 
 
Political information is often regarded as a topic that is too heavy and not appealing to young voters and this makes them 
become apathetic. They also considered that there was no point in participating in politics because whatever they do can not 
change the situation. However, these conditions change with the emergence of social media. Social Media is a new media, 
which have different characteristics from previous media. It also has the potential to maximize the interactivity and two-way 
communication that allows users to engage and participate actively. However, with the presence and advantages of social 
media, can this media change the interest of young voters to political information, which in turn encourages them to 
participate in the election? By using a survey of students in departments that are accredited 'A' in Jakarta, the research 
concluded that the ability to convey information, the opportunity to connect directly with the candidate, as well as the 
opportunity to actively participate contained in social media, had an impact on the level of interest in political information and 
decision-making to select a candidate for young voters in elections.  
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ABSTRAK 
 
Informasi politik seringkali dianggap sebagai sebuah topik yang terlalu berat dan tidak menarik bagi pemilih muda 
sehingga hal ini menyebabkan mereka menjadi apatis. Mereka juga menganggap bahwa tidak ada gunanya berpartisipasi 
dalam politik karena apapun yang mereka lakukan tidak dapat mengubah keadaan. Namun kondisi ini berubah seiring 
dengan kehadiran media sosial. Media sosial merupakan media baru dengan karakteristik yang berbeda dengan media 
sebelumnya serta memiliki potensi untuk memaksimalkan interaktivitas dan komunikasi dua arah sehingga memungkinkan 
penggunanya untuk terlibat dan berpartisipasi langsung. Namun dengan kehadiran dan kelebihan yang dimiliki media 
sosial, mampukah media ini mengubah ketertarikan pemilih muda terhadap informasi politik yang pada akhirnya 
mendorong mereka untuk berpartisipasi dalam pemilu? Dengan menggunakan metode survei yang dilakukan terhadap 
mahasiswa jurusan yang terakreditasi ‘A’ di Jakarta, riset ini menyimpulkan bahwa kemampuan untuk menyampaikan 
informasi, adanya kesempatan untuk terhubung langsung dengan kandidat serta adanya peluang untuk aktif berpartisipasi 
yang terdapat dalam media sosial, membawa pengaruh terhadap tingkat ketertarikan akan informasi politik dan peng-
ambilan keputusan untuk memilih salah seorang kandidat bagi pemilih muda dalam pemilu.   

 
Kata kunci: Media sosial, informasi politik, pemilu, pemilih muda, partisipasi politik. 
 
 
1. INTRODUCTION 
 
In our everyday lives, the media keeps on informing 
us through exposure to the thousands of choices with 
unveiled attempts to seduce us into these choices. The 
whole point of communicating information is to have 
an effect. The wide opportunities of exposure to 
information communication continually influence 
how we think, react, and respond. Media can influ-
ence how users think and evaluate about something. 

Through the media, users gain the knowledge and 
understanding to shape their perceptions.  
 
Since its presence in the 1997, social media have 
become coordinating tools for nearly all of the 
world’s political movements. Facebook and other 
social networking site have been used to mobilize 
individuals to participate in protests around the globe 
such as the impeachment trial of Philippine President 
Joseph Estrada in January 17, 2001 and the London 
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youth riots in the summer 2011. Furthermore, in 2009 
Iranian protest against the reelection of Mahmoud 
Ahmadinejad and most especially a series of anti-
government uprisings in North Africa and the Middle 
East, starting from Tunisia in December 2010 
(Carlisle and Patton, 2013). Former Philippine presi-
dent, Joseph Estrada blamed 'the text messaging 
generation’ for his downfall. Social networking sites, 
in particular, played a crucial role in the 2011 Egyp-
tian revolution, prompting an activist to say, “We use 
Facebook to schedule the protest, Twitter to coor-
dinate, and YouTube to tell the world” (Gong, 2011). 
 
Social media is certainly an instrument, which allows 
the direct provision of information and engagement. 
Social media allows people to interact with others 
without having to meet. Social media changed the 
monolog model in traditional media, which is one-to-
many to be dialogic model of many-to-many commu-
nication. The defining aspects of the social media are 
that they are social, digital, multimedia, interactive, 
asynchronous, and narrowcast. As digital media, 
social media are forms of media content that combine 
and integrate data, text, sound, and images of all 
kinds; are stored in digital formats, and are increasing-
ly distributed through networks. Social networking 
can help foster a sense of interpersonal trust and 
cooperation among individuals in informal social 
networks that could potentially encourage civic 
engagement in politics and democracy (Carlisle and 
Patton, 2013). With its many advantages, it is not 
surprising that social media is able to get people to 
engage, participate or perform an action. 
 
In many countries, the internet is a crucial aspect of 
election campaigns and is growing more important. 
Advances in technology can enable a restructuring of 
the political system. Political actors can now use 
internet to supply the original message that they want 
to present to citizens. With a unique combination of 
textual, auditory, and visual components, new techno-
logies show the potential to present political and civic 
material to citizens. Messages distributed by internet 
have the potential to reach very large and plural 
audiences anonymously. The messages conveyed can 
be utilized to inform convince and influence people. 
The relevant political message must be submitted to 
the voters as a weapon attempting to win an election. 
In social media, the relationship between the message 
and the voters is directly mediated without filter; even 
debate with the opposition can be done through social 
media to provide an impartial and relevant overview 
of the policy about constituents. 
 
Young people are often viewed, as most groups do 
not care, as apathetic towards politics. Social media 

platform have paved the way for the reconceptuali-
zation of political engagement, especially among the 
youth. Youth see that engagement in participatory 
politics by doing activities such as status updates, 
tweets, share, post comments, etc. are ways to get 
involved in politics. Internet reduces the barriers to 
participation and thus reduces social inequality that 
exists in public life. In addition, the factors of political 
knowledge, political experience, years of education, 
level of interest in politics, and strength of partisan-
ship also became a driving factor of someone 
participating in politics (Dalager, 1996). This state-
ment is also in line with behavioral theories of 
political participation which state that the social and 
economic characteristics of voters, education, and 
income are the most important variable in explaining 
whether one votes (Tolbert and McNeal, 2003). A 
well-educated population somehow stimulated to be 
interested in political matters. Increased media 
exposure of the candidates and greater personal 
contact with the voters can also increase the voters’ 
knowledge of political information. 
 
This study will use the Jakarta Governor Election 
2012 as the research context. Jakarta Governor 
Election 2012 was interesting to watch. Not because 
of the racial issues but the new model campaigning 
was creative and innovative with the help of commu-
nication technology such as social media. Jakarta 
Governor Election 2012 was the first election in 
Indonesia that utilize the social media in political 
campaigns. In previous years, the election campaign 
was done with banners, billboards or posters having 
images of the candidates everywhere or mobilization 
of the mass through convoys of motorcycles. 
However, in Jakarta Governor Election 2012, social 
media is used as the main medium of campaign. 
 
More creative and unusual ways of campaigning was 
used by Jokowi-Ahok then their rivals, Foke-Nara. In 
the campaign, Jokowi-Ahok took vantages of the 
social media to reach out to the young voters. They 
employed social media such as Facebook and Twitter, 
which at that time was the most used social media in 
Indonesia (Kompas.com, 2012). Besides Facebook 
and Twitter, Jokowi-Ahok also use an online game 
called “Selamatkan Jakarta” (Save Jakarta). Cam-
paign on the internet can also be seen from the 
visualization adaptation “What makes you beautiful”, 
a song of the international fame, One Direction that 
are uploaded on YouTube by Jokowi sympathizers. 
 
Based on data from the electoral commission of the 
Republic of Indonesia, in the second round of Jakarta 
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Governor Election 2012 the number of those who did 
not vote down compared to the first round. The 
number of abstentions declined because the turnout in 
the second round rose 2.2% to 66.8%, while in the 
first round turnout is only 64.6%. Percentage absten-
tions second round is down about 3.1% to 33.2%. 
While in the first round and then, the percentage of 
non-voters reached 36.3%. Number of those eligible 
to vote in the second round was 6,996,951 and the 
participation rate is 66.8% or 4,667,991 people use 
their right to vote in 15,059 polling stations (Afifah, 
2012). The decrease in the number of voters in the 
Jakarta Governor Election 2012 is interesting to study 
to see if the young people began to participate in the 
elections because of use of social media in political 
campaigns. This research aims to determine the effect 
of social media content against the level of interest 
and knowledge of young voters about political 
information in Jakarta Governor Election 2012. 

 
2. LITERATURE REVIEW 
 
2.1 Exposure to Political Information in Mass 

Media 
 
From not knowing to knowing after consuming 
media can be considered one type of media effects. 
According to Graber (1980), people who are exposed 
to the mass media already possess a fund of 
knowledge and attitudes, which they bring to bear on 
new information. Political information, which many 
people look for in the media are about candidates and 
campaigns (Baek and Wojcieszak, 2009; Kim and 
Vishak, 2008). Exposure to political information on 
television and political websites is likely to increase 
people’s campaign interest (Bartels, 1993). “Interest, 
in turn, affects turnout even when one controls for 
political knowledge” (Verba, Scholzman, and Brady, 
1995). “Media use (television and newspapers) is 
instrumental in increasing political knowledge, 
efficacy and even voter turnout” (McLeod and 
McDonald, 1985).  
 
Classic democratic theories of voting behavior 
suggest a focus on the provision of accurate 
information necessary for informed and rational 
voting decision (Berelson, 1966). “Exposure increases 
political knowledge, which in turn increases turnout” 
(Delli Carpini and Keeter, 1996; Verba, Schlozman 
and Brady, 1995) “because people know where, how, 
and for whom to vote. Furthermore, knowledgeable 
people are more likely to perceive differences 
between candidates and thus less likely to abstain due 
to indifference” (Palfrey and Poole, 1987).  

The media can help increase voter participation by not 
only providing citizens with information to make 
informed voting decision, but by stimulating interest 
in elections. Scholars who have studied the media 
over time generally conclude that the media reinforces 
political interest and voting intentions, because 
political interest, voting and learning from the media 
reinforce each other (Weaver, 1996). High SES 
people are more informed and more likely to 
participate in politics than low SES people are (Verba 
and Nie, 1972). Lower educated groups might also be 
disadvantaged in comparison with the higher 
educated groups because of the knowledge gap 
phenomenon. In elections, the lower educated groups 
might not know as much about the issues and 
candidates as the higher educated groups, and thus be 
less able to vote in their own interests and also more 
susceptible to being manipulated by political 
advertisements against their own interests (Patterson 
and McClure, 1976). 
 
Exposure to political information in the media can 
increase people's interest in the political campaign. 
This statement was made by experts after conducting 
research to determine the effect of exposure to 
political information in various media on voters’ 
turnout. Furthermore, experts say the media exposure 
will cause users to be aware and understand the 
political information, which in turn will affect the 
political participation.  

 
2.2 Social Media Effects, Engagement, and Parti-

cipation 
 
Social media is a general term covering nontraditional 
ways of delivering information. The choice of content 
in social media can be a powerful predictor for voters. 
The ease of internet access and diversity of media 
choice can be a predictor of increased knowledge. 
Political knowledge and turnout in elections closely 
related due to exposure to political information can 
motivate people to vote (Prior, 2005). Social media 
increases the political knowledge and encourage 
involvement in election. 
 
 “Social media is a phenomenon that could 
dramatically change how and how many young 
people participate civically, including voting” (Kahne 
and Middaugh, 2012). However, unlike the political 
participation in traditional political era, participatory 
politics in the era of social media are more interactive, 
peer-based, and not guided by political parties or mass 
media. These young people will form a new political 
group online, deliver opinions and thoughts of politics 
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through blogs, share political videos via their social 
networks or provide commentary on the message 
conveyed through social media. Youth can write and 
spread the information they get from traditional 
media, distributed between their networks, and 
provide comments to help their peers, think about 
information or issues in society.  
 
Social media platforms, as emerging political spaces, 
have paved the way for the re-conceptualization of 
political engagement, especially among the youth 
(Lim, 2009). Youth participatory character, particu-
larly blogging, social networking and content sharing, 
has encouraged more people to be involved in 
political issues and has contributed to changing the 
mode of protest from streets to cyberspace. Conti-
nuously evolving technologies as well as the changing 
approach of the public toward civic engagement, a 
social undercurrent, has redefined social movements 
and political participation (Rheingold, 2002; Jenkins 
2008), especially among the youth, who consider 
these technological advancements as demotic. If 
before, young people were more likely to identify 
with, join organized groups with a set of ideals, and 
express their concern through unconventional political 
actions, such demonstration and boycotts (Watten-
berg, 2008). The youth today are more likely to reject 
dogmatism avoid commitment and express their 
indignation through rather conventional and conve-
nient political actions, such as conversations, group 
discussions and volunteering. However, this is not to 
say that the youth are becoming less concerned or are 
willing stake less. In many ways, the social platforms 
of the internet amplify these alternatives 
(conventional political actions) and reinforce and 
rationalize the view that political participation does 
not necessarily need to be inconvenient (Lim, 2009). 
Althaus and Tewksbury (2000) support this statement 
by saying users have the ability to control their 
information usage on internet and young people use 
the web for surveillance of political information. 
 
Social media enables young people to discuss with 
peers who have similar interests and views on a global 
scale. “This social interaction creates opportunities for 
individuals to gather information about politics that 
allows them to live beyond personal resource 
constraints, thereby supporting the political activity of 
many people” (McClurg, 2003). “Social interaction 
has a value added effect that helps people better 
understand when personal characteristics and 
resources contribute to involvement. Social exchange 
variably exposes people to a social supply of 
information that broadens their exposure to and 

understanding of politics” (Huckfeldt and Sprague, 
1995; Huckfeldt, 2001). Since individual under-
standing, information, resources, and ability are 
inherently limited, this means that social interaction 
provides people with another opportunity to accrue 
resources that lower the barriers to political partici-
pation. “Social interaction exposes people to a diffe-
rent set of politically relevant information and stimuli 
than they possess individually” (Huckfeldt, 2001; 
Mutz, 2002). Benkler (2006) discusses how the 
emergence of the networked public sphere allows 
individuals to take advantage of capabilities that make 
them greater participants in the conversation. The 
technology allows individuals the means not only to 
build a network of connections but also to be 
influenced and to influence that network exponent-
tially (Bond et al., 2012). 
 
Trend researches on social media focus more on 
social-media impact on society, especially on young 
people as a way to participate in politics and engage 
in social movements as citizens. The influence of the 
internet and attempts to gain the support of young 
people and as a means to raise funds, influence of 
social media and a new style of political participation, 
as well as the influence of social media exposure and 
interpersonal relationships with voting behavior. 
Research on the effect of social media has been 
widely performed in developed countries or Western 
countries and still rarely done mainly in Indonesia. It 
encourages researchers to do study on that topic 
especially in Jakarta. Due to the high level of the 
digital divide between urban and rural areas, Jakarta 
selected as the study site because it is considered 
appropriate to research topics. Moreover, as the 
capital city of Indonesia, the number of people 
accessing the internet in Jakarta is 71.22% based on 
the level of education from high school to university 
and this is the highest percentage compared to other 
cities in Indonesia (Badan Pusat Statistik, 2014). 

 
3. RESEARCH METHODS 
 
3.1 Operationalization Definitions 
 
3.1.1 Social Media and Social Media Content 
 
Social media is media that “content is created and 
distributed through social interaction” (Haynes and 
Pitts, 2009). Social media is “lined up internet 
applications that are made based on web 2.0 
technology and allows the exchange of information 
from each internet users” (Kaplan and Haenlein, 
2010). Social media allows us to interact, collaborate, 
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and participate actively in fluid communities (Wood, 
2009). In the context of electoral web sphere, “social 
media may facilitate engagement in the election 
process through three interrelated activities: provision 
of election-related information, opportunity for dis-
cussion and debate, and opportunity for undertaking 
election-related political action” (Foot and Schneider, 
2006). 
 
Operationalization of the definitions of social media 
content is modified from Foot and Schneider (2006) 
as well from Foot et al. (2007). First, inform is the 
most basic function of political communication 
online. Social media is providing opportunities for 
social media users to become informed about political 
actors, issues positions or the election process. 
Second, engagement means social media producer 
provides menus that facilitate a connection between 
users and candidate in order that social media users 
may interact directly with candidate. Finally, parti-
cipating means social media producer are providing 
menus that enables social media users to participate 
actively and directly in online campaign activities, 
which supports the candidate. 
 
3.1.2 Political Knowledge as a Form of Cognitive 

Effects 
 
The effects arising due to consumption of media 
content is called media effects. Potter stated, “media-
influenced effects are those things that occur as a 
result from media influence. The term is often used to 
denote changes in individuals that are caused by 
exposure to the media” (2012, p. 38). While political 
knowledge as one of the cognitive effects of media, is 
measured by the following points: 
1. Exposure here is defined as the act when someone 

is using social media or contact with information 
through some communications medium. Because 
of the usage of social media, he/she is exposed to 
social media content. Social media exposure is an 
act of being subjected to or being influenced by 
social media content. Exposure is characterized 
by: 
a. Total time spent on social media 
b. Number of times social media is accessed 

2. Knowledge is a familiarity with someone or 
something after contact and give attention to the 
media message. Knowledge of social media 
content can be understood as an event that occurs 
after exposure to social media or something that 
happened as a direct result of the influence of 
social media. When using social media, visitors 
will be exposed to social media content; then they 
will follow and understand messages in social 
media so the visitors ultimately gain knowledge 
and become aware of something. 

3.2 Hypothesis 
 
This research aims to find out the effect of social 
media content against the level of interest and know-
ledge of young voters about political information, 
therefore the following null hypothetical will be 
tested: 
1. There is no difference in political knowledge 

between university students who use social media 
to find information about the elections and those 
who do not. 

2. There is no difference in political knowledge 
between university students who become candi-
date’s friends, follower, viewers or players than 
those who do not. 

3. There is no difference in political knowledge 
between university students who post ‘like’ and 
‘comment’ and those who do not. 

4. There is no difference in the rate of interest of 
political information between university students 
who use social media and those who do not. 

 
3.3 Data Collection Technique 
 
This research was quantitative research by testing 
hypothesis to see the correlation between two varia-
bles. Students, especially students in grade ‘A' univer-
sity department, was chosen as research subjects 
because due to their educational background young 
voters are expected to vote rationally. This means that 
they will not carelessly dropped the option to vote for 
a candidate but rather look at the record of accom-
plishment or the characteristics of the candidates to be 
selected. The young voters are technologically literate 
to use the social media while deciding whom to vote. 
Based on data from National Accreditation Institution 
(Badan Akreditasi Nasional Perguruan Tinggi, 2013), 
in Jakarta, there were 30 departments in 14 univer-
sities accredited 'A' for 2015. While the total 
population by age (17-22 years old) were 913,959 
with 439,976 are male and 473,983 are female 
(Badan Pusat Statistik, 2010). Then by using Krejcie 
and Morgan’s formula the number of samples to be 
calculated. By using 5% margin of error and 95% 
confidence level, the number of samples required 
were 385 students. Therefore, with a sample of 385 
was needed 12-13 students in each department which 
will be determined by lottery. 
 
3.4 Data Analysis Technique 
 
Researchers is interested in describing association 
between variables therefore Pearson correlation will 
be used to measure association between these two 
variables also t-test and regression analysis will be 
used in this study.  
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4. DATA ANALYSIS AND INTERPRETATION 
 
There are 116 (30.1%) were male and 269 
respondents (69.9%) were female. The majority of 
respondents was 20-22 years those were 233 students 
(60.5%). Three hundred and forty-five respondents 
(345 or 89%) had social media accounts for more 
than > 2 years, 34 respondents (9%) had accounts 1–2 
years, and 3 respondents, each have an account media 
social for 1-6 months and 7-12 months.  
 
Related the frequency in a day visiting social media, 
the majority of respondents said social media was 
visited more than 4 times in a day. There are 173 or 
44.9% respondents used Facebook for > 4 times a day 
and this answer is the highest compared to other 
options. Twitter most visited by respondents > 4 times 
a day as stated by 185 or 48.05% respondents. Likes 
Twitter and Facebook, the amount of visiting 
YouTube in a day mostly is > 4 times a day done by 
126 or 32.73% respondents. While on online game 
‘Save Jakarta’, the most visiting is > 4 times a day 
done by 125 or 32.47% respondents.  
 
On Facebook, the length of time using this social 
media regarding Jakarta Governor Election 2012 the 
most is for ≥ 600 minutes or ≥ 10 hours as done by 
201 or 52.21% respondents. Twitter most used by 
respondents for ≥ 600 minutes or ≥ 10 hours as stated 
by 198 or 51.43% respondents. Most respondents 
spent time for ≥ 10 hours (≥ 600 minutes) when they 
used YouTube to get information about Jakarta 
Governor Election 2012. A similar case also 
happened in the online game 'Save Jakarta'. Most 
respondents used this type of social media for > 10 
hours, as stated by 153 (39.74%) people. 
 
In Figure 1 can be seen that the greatest knowledge 
about politics occur when respondents were using 
social media more than 4 times a day. On Facebook, 
there are 172 or 44.9% respondents who said that they 
got the media influence after using social media more 
than 4 times a day, while on Twitter; there are 164 or 
42.6% of respondents. One hundred and twenty-six 
(126 or 32.7%) of respondents said YouTube is 
affected, and 107 or 27.8% of respondents stated 
gained influence after playing the online game 'Save 
Jakarta' > 4 times a day. Based on this result, it can be 
said that the more often a person uses social media, 
the more likely he/she will be influenced by media.  
 
The same thing happened on the results of the cross 
tabulation between the length of time using social 
media with political knowledge as can be seen in 

Figure 2. Respondents became know about political 
information after using social media ≥ 600 minutes in 
a day. On Facebook, it is stated by 202 or 52.5% 
respondents, while on Twitter, there are 198 or 51.4% 
of respondents who stated it, 184 or 47.8% of 
respondents admitted after using YouTube, and 152 
or 39.7% of respondents said the same thing after they 
played online game 'Save Jakarta'. From this result, it 
can be said that the longer people are using social 
media, the more likely he/she will get the political 
knowledge. 
 
Regarding political information about Jakarta 
Governor Election 2012 in social media,  majority of 
respondents said Facebook was social media that 
most provided information about Jakarta Governor 
Election 2012 compared with other types of social 
media. One hundred fifty seven (157 or 40.8%) 
respondents chose Facebook as the most social media 
provided information about Jakarta Governor 
Election 2012, while respondents who chose Twitter 
are 134 or 34.8%. YouTube stated by 76 or 19.7% 
respondents as the most social media that provided 
this information and 18 or 4.7% respondents chose 
online game ‘Save Jakarta’ as the most social media 
provided information about Jakarta Governor 
Election 2012. 

 
4.1  Provision of Election-Related Information and 

Political Knowledge 
 

To know the relationship between social media use to 
find information politics with political science as a 
form of cognitive effects of social media, next 
researchers tested following hypothesis in statistics. 
H0: University students who use social media to get 

information will not exhibit political knowledge 
about elections more than university students 
who do not (p = 0) 

H1: University students who use social media to get 
information will exhibit political knowledge 
about elections more than university students 
who do not (p ≠ 0) 

 
There is at least a 99.9% chance, a true relationship 
between using Facebook with knowledge of political 
information about Jakarta Governor Election 2012, r 
= .90, which can be considered a large effect. While 
on Twitter, there is at least a 99.9% chance that there 
is a true relationship between using Twitter with 
knowledge of political information about Jakarta 
Governor Election 2012, r = .89, which can be 
considered a large effect. Knowledge of political 
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information about Jakarta Governor Election 2012 
also has relationship with viewing YouTube, r = .82, 
which can be considered a large effect. Chances of the 
relationship between viewed YouTube with know-
ledge of political information is at least a 99.9%. 
Playing online game ‘Save Jakarta’ were correlated 
with knowledge of political information about Jakarta 
Governor Election 2012, r = .78 which can be 
considered a large effect. Chances of the relationship 
between playing online game ‘Save Jakarta’ with 

knowledge of political information is at least a 99.9% 
(can be seen in Table 1).  
 
Statistical testing gained that there is very strong 
evidence against null hypothesis or reject H0 because 
p-value < .05 so it can be said that students who use 
media social than others who do not, tend to have 
political knowledge. Students who use social media, 
tend to have more political knowledge than those who 
do not. 

 
Figure1. Cross-Tabulation between Frequency and Political Knowledge 
 
 

 
Figure 2. Cross-Tabulation between Duration (in Minutes) and Political Knowledge 
 



Jurnal SCRIPTURA, Vol. 6, No. 1, Juli 2016: 1-13 
  

 8 

Table 1. Summary Output of Pearson Correlation and 
Regression Test Results between Using Social Media to Get 
Political Information with Political Knowlegde 

Political Knowledge Using Social 
Media Pearson’s r	   P-Value	   Chances	  

Facebook .899600425 7.0994E-140 99.9% 
Twitter .889422443 2.7536E-132 99.9% 
YouTube .824003949 1.56258E-96 99.9% 
Online Game 
‘Save Jakarta’ .77532043 1.90877E-78 99.9% 

Note. α = 0.05 
 
4.2 Online Participation in Social Media as an 

Indicator of Political Knowledge 
 
One of the uniqueness of social media and other 
media types do not have is the ability to engage users. 
Social media is able to give the opportunity to the 
users to do online political action by becoming a 
supporter of the candidate. Therefore, next researchers 
want to know the relationship between become 
candidate’s friends in social media with political 
knowledge. Hypotheses to be tested are: 
 H0 University students who become candidate’s 

friends, followers, subscribers or players will 
not political knowledge more than university 
students who do not (p = 0) 

H1  University students who become candidate’s 
friends, followers, subscribers or players will 
exhibit political knowledge more than univer-
sity students who do not (p ≠ 0) 

 
The results of statistical tests using Pearson corre-
lation coefficient and regression to determine whether 
this hypothesis is accepted or rejected can be seen in 
Table 2. There is correlation between become candi-
date’s friends on Facebook and knowledge of political 
information especially regarding Jakarta Governor 
Election 2012. Become candidate’s friends on Face-
book were correlated with knowledge or knowledge 
about political information, r = .93, which can be 
considered very highly correlated. Knowledge of 
political information about Jakarta Governor Election 
2012 has relationship with become candidate’s 
follower on Twitter (r = .89), which can be considered 
a large effect. Chances of the relationship between 
become candidate’s follower on Twitter with know-
ledge of political information is at least a 99.9%. 
Subscribe to candidate’s channels on YouTube were 
correlated with knowledge of political information 
about Jakarta Governor Election 2012, r = .83, can be 
considered highly correlated. Chances of the relation-
ship between subscribe to candidate’s channels with 
knowledge of political information is at least a 99.9%. 
On online game ‘Save Jakarta’, there is at least a 

99.9% chance, a true relationship between play online 
game ‘Save Jakarta’ with knowledge about political 
information especially regarding Jakarta Governor 
Election 2012, r = .78 which can be considered a 
strong effect. 

 
Table 2. Summary Output of Correlation and Regression 
Test Results between Become Candidate’s Friends, Follo-
wers, Subscribers, or Players on Social Media with Political 
Knowledge 

Political Knowledge Engagement in 
Social Media Pearson’s r	   P-Value	   Chances	  

Become candidate’ 
friends on Facebook 0.9280845 2.1156E-166 99.9% 

Become candidate’s 
follower on Twitter 0.8928160 9.889E-135 99.9% 

Subscribe to 
candidate’s channel 
on YouTube 

0.8322613 1.8952E-112 99.9% 

Play online Game 
‘Save Jakarta’ 0.7753204 2.2443E-187 99.9% 

Note. α = 0.05 
 
Regression test results also get p-value < .05 it means 
there is very strong evidence against null hypothesis 
or reject H0 and accept H1. Based on the statistical test 
it can be said that university students who become 
candidate’s friends, followers, subscribers or players 
will exhibit more political knowledge than university 
students who do not. 

 
Next the researchers did the test statistic to figure out 
the correlation between another form of online politi-
cal action, post ‘like’ and comments, with political 
knowledge. The hypothesis to be tested are: 
H0: University students who post ‘like’ and ‘com-

ments’ will not exhibit political knowledge about 
elections more than university students who do 
not post (p = 0)  

H1: University students who post ‘like’ and ‘com-
ments’ will exhibit political knowledge aboue 
elections more than university students who do 
not post (p ≠ 0) 

 
The results of hypothesis testing is there is at least a 
97.5% chance, a true relationship between post ‘like’ 
on Facebook with knowledge of political information 
about Jakarta Governor Election 2012, r = .83, which 
can be considered a large effect. On Twitter, there is 
at least a 99.8% chance that there is a true relationship 
between post ‘favorite’ on Twitter with knowledge of 
political information about Jakarta Governor Election 
2012, r = .85, which can be considered highly 
correlated. Knowledge of political information about 
Jakarta Governor Election 2012 also has relationship 
with post ‘like’ on YouTube, r = .80, which can be 
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considered highly correlated. Chances of the relation-
ship between posts ‘like’ on YouTube with know-
ledge of political information is at least a 99.8%. Post 
‘like’ on online game ‘Save Jakarta’ were correlated 
with knowledge of political information about Jakarta 
Governor Election 2012, r = .79 which can be 
considered a large effect. Chances of the relationship 
between posts ‘like’ on online game ‘Save Jakarta’ 
with knowledge of political information is at least a 
99.9%. Based on the statistical test, there is very 
strong evidence against null hypothesis or reject H0 
because p-value < .05 and it can be said students who 
post ‘like’ on social media tend to exhibit more 
political knowledge than students who do not. 
 
Related to post comments in social media there is 
very strong evidence against null hypothesis or reject 
H0 because p-value < .05 (can be seen in Table 3 
above). There is a true relationship between post 
‘comments’ on Facebook (r = .85) and post ‘reply’ on 
Twitter (r = .84) with knowledge of political 
information in elections. Chances of the relationship 
between post ‘comments’ or  post ‘reply’ and the 
knowledge is at least a 99.9%. Furthermore, post 
‘comments’ on YouTube (r = .86) were correlated 
with knowledge of political information regarding 
Jakarta Governor Election 2012. The relationship 
between these variables with the knowledge of 
political information can be considered highly 
correlated. Students, who post ‘comments’ on social 
media, especially when using Facebook, Twitter, or 
YouTube, tend to have more political knowledege 
than students who do not post. 

4.3 Level of Interest in Political Issues Before and 
After Using Social Media  

 
In this section, the researchers want to find out 
whether there are differences in the level of interest in 
political issues before using social media and after 
using social media. By knowing the change in interest 
level between before and after using social media it 
can be seen the presence or absence of social media 
effect. In addition, it is interesting because during this 
time the youth was known as a group that does not 
care about politics. If social media can change the 
level of interest in political information, then in the 
future, social media can be maximized as a medium 
to conduct political lesson. The hypothesis to be tested 
with respect to this goal are: 
H0: There is no difference in the level of interest with 

political information before and after using social 
media (µbefore = µafter) 

H1: There are differences in the level of interest with 
political information before and after the use of 
social media (µbefore ≠ µafter) 

 
On Facebook, the different on level of interest 
regarding political information before and after using 
Facebook is significant. P-value two tail = 1.4418E-
180 or P-value two tail < .05. It means 99.9% chance 
that level of interest regarding political information 
before using Facebook is different with level of 
interest after using Facebook. We can reject the null 
hypothesis because t-Test = -53.6762 which means t-
Test less than t critical two-tail = 1.96616. 

Table 3. Summary Output of Correlation and Regression Test Results between Post ‘Like’ and ‘Comment’ (Online 
Participation) on Social Media with Political Knowledge 

Pearson’s r P-Value Chances Correlation Social Media ‘Like’ ‘Comment’ ‘Like’ ‘Comment’ ‘Like’ ‘Comment’ 
Facebook 0.828638 0.852587 0.0246511 3.34968E-14 97.5% 99.9% 
Twitter 0.845420 0.839209 0.0019253 4.37207E-33 99.8% 99.9% 
YouTube 0.797239 0.862264 0.001925 4.37207E-33 99.8% 99.9% 
Online Game  0.785704 - 3.4092E-124 - 99.9% - 
Note. α = 0.05  
 
Table 4. Summary Table T-Test: Paired Two Sample for Means of Level of Interest with Political Information Before and 
After Using Social Media 

No. Social Media P(T ≤ t) two tail t-Test t Critical 
1. Facebook  1.4418E-180 -53.6762699 1.966160961 
2. Twitter 7.5702E-143 -42.59160084 1.966557085 
3. YouTube 5.2558E-160 -51.46650487 1.9671568 
4. Online game ‘Save Jakarta’ 1.6904E-133 -46.65070789 1.968533975 

Note. α = 0.05 
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Similarly, on Twitter, there is significantly different in 
level of interest regarding political information before 
and after use Twitter. P-value two tail = 7.5702E-143 
or P-value two tail < .05. It means 99.9% chance that 
level of interest regarding political information before 
and after using Twitter is significantly different. We 
can reject the null hypothesis because t-Test = -
42.5916 which means t-Test less than t critical two-
tail = 3.7851E143. 
 
T-test paired two sample for means also get there is 
significantly different in level of interest regarding 
political information before and after use YouTube in 
Jakarta Governor Election 2012. P-value two tail = 
5.2558E-160 or P-value two tail < .005. It means 
99.9% chance that level of interest regarding political 
information before and after using YouTube is 
significantly different. We can reject the null hypo-
thesis because t-Test = -51.4665 which means t-Test 
less than t critical two-tail = 1.96715. On online game 
‘Save Jakarta’, the different on level of interest 
regarding political information before and after using 
online game ‘Save Jakarta’ is significant. P-value two 
tail = 1.6904E-133 or P-value two tail < .05. It means 
99.9% chance that level of interest regarding political 
information before using online game is different with 
level of interest after using online game in Jakarta 
Governor Election 2012. Moreover, we can reject the 
null hypothesis because t-Test = -46.6507 which 
means t-Test less than t critical two-tail = 1.96853.  
 
Based on statistical tests were conducted to determine 
the presence or absence of differences in the level of 
interest before and after the use of social media, it can 
be seen that on Facebook, Twitter, YouTube, and 
online game 'Save Jakarta' there are differences in the 
level of interest. Therefore, we can reject the null 
hypothesis because t-test less than t critical two-tail. It 
can be concluded that social media significantly 
affected the level of interest regarding political 
information. 
	  
5. DISCUSSIONS 
 
Results of hypothesis testing state that political 
information in social media, menus available in social 
media that allows visitors to interact directly with the 
candidate, and menus that allow visitors to participate 
actively and directly in an effort to support the 
candidates, have a relationship with understanding of 
the message contained in social media used in Jakarta 
Governor Election 2012. The involvement and active 
participation of social media visitors can happen 
because “social media have the advantage to combine 

the various activities that integrate technology, social 
interaction, and construction of words and pictures” 
(Anvil Media, 2009). Unlike the political participation 
in traditional political era, participatory politics in the 
era of social media are more interactive, peer-based, 
and not guided by political parties or mass media 
(Bennett, 1998). The internet is also improving access 
to information; allows users to perform political 
expression and political action online, affiliated with 
the citizens who support, comfort or novelty to 
engage online, all of which can attract people who are 
disillusioned with traditional ways of participating in 
politics (Boulianne, 2009). Moreover, many agree 
that political information and participation are 
important to democracy (Cassel and Lo, 1997). 
 
Menus that allows visitors to interact directly with 
candidates such as menus that allow them become 
candidate’s friends on Facebook, become candidate’s 
followers on Twitter, or can subscribe to candidate’s 
channel on YouTube, become one of the predictors 
for knowledge of political information regarding 
election. “Internet for its ability to enhance voter 
involvement and reengage voters through interac-
tivity” (Corrado and Firestone, 1996). The internet 
allows individuals to quickly and easily go to a 
candidate’s website and contribute electronically 
(Haynes and Pitts, 2009). In addition, apathetic users, 
in particular, were more likely to see increased 
interactivity as a sign of greater candidate respon-
siveness and trustworthiness (Sundar et al., 1998). 
 
Menus that can provide opportunities for visitors to 
participate actively by sending symbol 'like' or 
comments on social media becomes one of the 
predictors in building knowledge of election-related 
political information. Youth see that engage in 
participatory politics by doing activities such as status 
updates, tweets, share, post comments, etc. are ways 
to get involved in politics (Bennett, 1998). Internet 
reduces the barriers to participation and thus reduces 
social inequality that exists in public life (Tolbert and 
McNeal, 2003). 
 
On the advantages of social media that allows users to 
perform online participation, the opportunities 
presented by social media is increasingly driven by 
frequent and the length of a person's use of social 
media. One's desire to become friends, followers, 
subscribers, and players in the social media 
increasingly driven by the longer and the more often 
he/she uses social media. In other words, more 
frequently and the longer a person uses social media 
will encourage him/her to participate actively online 
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by becoming friends, followers, subscribers, or 
players in a social media account. A growing portion 
of the population has chosen to learn about and 
contribute to political life through digital technologies 
(Howard, 2005). Discussions with friends who are 
interested or active in politics can help people learn 
about “the reasons for participating while reinforcing 
the idea that such behavior is desirable among one’s 
peers” (McClurg, 2003). 
 
Regarding with the age, young people are charged 
with being disengaged from conventional politics. 
Young people are the most politically disengaged of 
all citizens, and this disengagement contributes to a 
growing sense of apathy and even alienation (Ward, 
2007, p. 137). Nevertheless, it turns out political 
information submitted through social media has 
changed the level of interest of young voters on the 
political issues in Jakarta Governor Election 2012. 
RM Negrine (2008) in his book “The Transformation 
of Political Communication: Continuities and 
Changes in Media and Politics” (as cited from Susilo, 
2016) states that political messages spread through 
social media transformed into pop culture can 
encourage the involvement of young people. Political 
information was regarded as heavy and unattractive, 
has been transformed into information that is lighter 
and easier to digest thus attracting the attention of 
young voters in Jakarta Governor Election 2012.  
 
Facebook has become a social media the most 
trustworthy than other types of social media. This is 
because Facebook has advantages over other types of 
social media such as, users can create a profile, add 
other users as 'friends', exchange messages, update 
status, uploading or tag photos, share videos, and 
receive notification when friends in contact do 
something on their Facebook account. Additionally, 
users may join common-interest user groups, and 
categorize their friends into lists (Facebook, 2015). 
Many citizens rely on their trusted friendship network 
and are vetting official information they hear through 
their friendship ties. They are paying attention to news 
and information shared by their trusted online 
contacts. Social networking platform has become a 
way to validate information as well as have become a 
tool to increase awareness of a particular issue or topic 
because it is attractive in their social network. Social 
media are additional channels for public engagement 
and participation as well as increased transparency 
(Mergel, 2012). This “social interaction creates 
opportunities for individuals to gather information 
about politics that allows them to live beyond 
personal resource constraints, thereby supporting the 

political activity of many people” (McClurg, 2003). 
“Social exchange variably exposes people to a social 
supply of information that broadens their exposure to 
and understanding of politics” (Huckfeldt and 
Sprague, 1995; Huckfeldt, 2001). Since individual 
understanding, information, resources, and ability are 
inherently limited, this means that social interaction 
provides people with another opportunity to accrue 
resources that lower the barriers to political parti-
cipation. 	  
	  
6. CONCLUSION 
 
Advantage of computer-mediated communication in 
social media is potential for intensifying more 
interactive, two-way communication flows between 
citizens, representatives, political actors and members 
of civil society movements. Computer-mediated 
communication opens up new methods for political 
activity, like submitting electronic petitions, writing 
and distributing e-mails, and participating in online 
opinion polls. Social media are certainly an instru-
ment in providing direct information and engagement, 
but what makes them special is that they also signal 
flexibility, care for marginal voters, and political 
entrepreneurship. Internet-literate urban society is 
expected to prefer social media as a reference to know 
more about the candidates in political elections. The 
virtual world is a huge space for campaign that can 
accommodate unlimited number of masses. Each 
individual can become a spoke person for candidates 
they support. 
 
Political messages spread through social media 
transformed into pop culture can encourage the 
involvement of young people. Social media has 
changed the political information that is considered 
unattractive and too heavy for young voters, into 
something lighter and popular that attract the attention 
of young people. Through social media, young voters 
learn about the political information such as candidate 
profile, candidate manifesto, voting process, electoral 
campaign process, and comparison of issue positions 
that eventually led them to participate both online and 
offline by voting in elections.  
 
To encourage the involvement of young voters in the 
election, candidates who use social media, the content 
should contain information about candidates and 
elections; there are menus that can engage users, and 
menus that can encourage user participation online. 
This engagement such as the availability menus as 
contact information, opportunities for users to join or 
become members of the organization, opportunities 
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for users to become volunteers, and the option of 
donation to enable users to give money to the 
campaign. In addition, it is necessary the availability 
menus which allow voters or social media users to 
make a public statement, to engage in digital 
promotion, to share link to friends or others, to post 
‘like’ and to write give ‘comment’ on candidate’s 
social media accounts. 
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