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Abstract

This study examines how disinformation campaigns circulating on TikTok during Indonesia’s 2024 presidential election shaped
public opinion and intensified societal polarization. The research aims to identify dominant forms of disinformation, explain how
these messages operate within social identity dynamics, and analyze their influence on public perceptions of competing
candidates. Using a qualitative approach, the study collected and analyzed videos, images, captions, and user interactions that
contained elements of hoax, false context, satire, propaganda, and scaremongering. Data were interpreted through thematic
analysis supported by Social Identity Theory to understand how in-group and out-group categorizations were reinforced through
misleading content. The findings show that TikTok became a key arena for political manipulation, where edited videos, recycled
footage, fabricated narratives, and emotive framing were strategically used to mobilize supporters and attack opponents. These
disinformation practices heightened affective polarization, reduced trust in democratic processes, and generated widespread
confusion among voters. The study concludes that TikTok-based disinformation significantly contributed to deepening social
divisions and shaping negative public opinion during the election period. Strengthening media literacy and developing rapid
response mechanisms are essential to mitigate future disinformation impacts.
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1. Introduction

Following the Indonesian presidential and vice presidential
election in 2019, the election of the president and vice presi-
dent in 2024 led to polarization on social media. In 2018, the
terms ‘cebong’ and ‘kampret’ appeared [1-4]. Then, in 2019
there were another famous term that was ‘Kadrun” [5, 6].
These terms are a stigma embedded in anyone who wants to
be labeled, which is underpinned by a specific motive. The
term is often identified with the supporter of President Joko
Widodo while the use of kampret to refer to Prabowo's sup-
porter. Later in 2019, the term Kadrun appeared as an acro-

nym for the February 22nd and March 12th editions, which
referred to the desert frogs. Later, the reference to the Desert
Frogs repeatedly and was associated with a radical under-
standing on May 15, 2019.

Some of these terms have emerged and are widely used as a
form of support for a particular fortress [7]. It shows that in
society emerged groups that supported a particular figure.
Later, Prabowo as a form of effort to unite the people wanting
to join the Indonesian cabinet advanced government). It's
meant so that the term kampret and buffalo disappears, and
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polarization no longer occurs. However, it turns out that
Prabowo's joining Jokowi's cabinet does not necessarily
eliminate polarization in the society. The elite can easily get
rid of the trap, but not with the grass root that hasn't moved on
yet.

This polarization continues as early as the president elec-
tion in 2024. Supporters or sympathizers of the three presi-
dential candidates and vice presidents expressed opinions that
tended to mislead the public [8-10]. Social media is used as a
means for each group to attack the other group with fake news
or hoax. The fight between supporters of the presidential
candidate and vice president doesn't just happen in the real
world but in the social media world [11-13]. Different forms
of attack are carried out by each fortress [14]. Attacks of all
kinds include satire, hate speech, slander, and so on. What is
becoming widespread is because the social media struggle is
then raised and disseminated by mainstream media such as
print and electronic media [15].

There are several consequences of the polarization caused
by disinformation campaigns. First, causing social divisions
[16, 17]. Disinformation campaigns, including the spread of
fake news and hate speech, have been linked to deepening
society's polarization. These campaigns can exacerbate ideo-
logical divisions and contribute to the creation of highly po-
larized societies. Second, undermining confidence and dem-
ocratic processes [18]. The spread of misleading information
can undermine confidence in democratic processes and in-
stitutions. This could lead to a loss of confidence in the media,
the political system, and public discourse, thus undermining
the foundations of democratic governance. Third, increasing
social tension [19]. Disinformation campaigns have the po-
tential to fuel social tension and conflict by strengthening the
narrative of separation and promoting mistrust among dif-
ferent social groups.

The campaign process, which is supposed to contain the
delivery of vision, mission, and programmes that will be
carried out during the term of office if elected, is a matter of
debate, quarrel, and nervous warfare through social media.
The information circulated was just false, misleading, and
confusing. The information contained narratives of the
twisted and misled presidential candidate couple. The terrible
impact of this misinformation is enormous. The consequences
of the polarisation caused by disinformation campaigns in-
clude deepening public divisions, undermining confidence in
democratic processes, rising social tensions, challenges to
information aggregation and consensus-building, and impacts
on public health and major social issues. Therefore, this
communication event deserves an in-depth study of how the
impact of this disinformation on the public in particular on the
formation of public opinion on the couple of presidential
candidates and vice presidents and also the polarization that
occurs in the grassroots rather than among the elites. There-
fore, the aim of this study is to describe the impact of disin-
formation messages that appear in Tik Tok during the cam-
paign period until the general election ends.

2. Research Review

Communication theory matches with the title of "Disin-
formation Campaigns Through Social Media Tik Tok In
Shaping Public Opinion And Polarizing Societies" is a social
identity theory pioneered by Henri Tajfel and John Turner in
the 1070s [20-22]. This theory describes how individuals
identify themselves and describe relationships with groups,
communities, or other groups. In the context of this research,
this theory can be used to understand how disinformation and
non-real political reality depicts social identity. It can also be
used for understanding how social media, such as TikTok,
depict and shape social identities and influence ideological
divisions.

The theory of social identity assumes that individuals have
social identities deriving from their knowledge of the group
and social categories that they consider to be part of them.
This theory also assumes that individuals will identify them-
selves and others on the basis of differences in group status,
legitimacy, and involvement in the group [23, 24].

The Social Identity Theory (TSI) can influence the behav-
ior of individuals in a group because it explains how indi-
viduals identify oneself and identify others in a particular
social category. This social identity is used to introduce the
existence of social groups and to distinguish social groups
from one another. Through the TSI, individuals will identify
themselves and others based on differences in group status,
legitimacy, and involvement in the group. This can affect the
behavior of individuals within a group because it can cause
individuals to behave more according to the social category
they consider to be part of them. The TSI also indicates that
individuals will be more self-reliant in their own group and
more open to this group, as well as less biased towards other
groups (out-group).

In the perspective of the TSI, group behavior occurs be-
cause of two important processes, namely categorization and
social comparison. Categorization is the process in which an
individual perceives himself to have the same social identity
as that member, and an individual will also behave according
to the category in which he belongs. Social comparison is a
process where an individual compares this group with another
group (out-group), which can cause an individual to consider
his own group better and more open to this group, as well as
less biased to other groups.

Recent research supports this idea: for example, a study by
Jia (2025) found that information sharing, self-presentation,
and enjoyment on social media significantly strengthen users'
political identities, in line with SIT's prediction that affective
activities and self-publication strengthen group cohesion [25].
In addition, quantitative research on emerging adults identi-
fied social media as a significant predictor of ideological
orientation and polarization; This confirms that social identity
and media use influence each other.

In the realm of online interaction and polarization,
Kyrychenko et al. (2024) used machine learning analysis to
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measure expressions of ingroup solidarity and outgroup hos-
tility in social media posts, and found a strong correlation
between group identity expressions and engagement (such as
"likes" and "shares™) [26]. These findings suggest that users
not only "choose their content”, but also express their group
identity emotionally, which is then stimulated by the structure
of the platform itself.

In the realm of politics on TikTok, the SIT + SIDE theory
explains the mechanism well: disinformation content that
voices "in-group” interests (e.g. supporters of a particular
candidate) is more acceptable, as it reinforces a sense of group
cohesion and loyalty; While the identity of the "out-group” is
legitimized as a threat, it reinforces antagonism. This com-
bination not only explains how disinformation is spread, but
also why its impact can be so powerful: not just as a transfer of
information, but as a deep and emotional reproduction of
collective identity.

In the past five years, a number of studies confirm that
TikTok has developed into an important arena in political
discourse and the formation of public opinion. In Indonesia, a
study by Rizanul, Egistin, Jasmine, and Juniarto (2025) shows
that TikTok has a dual role: expanding the political participa-
tion of the younger generation while increasing exposure to
misinformation and disinformation during political cam-
paigns [27].

Arkana (2024) found that political parties, such as PSI,
strategically utilize humorous content and meme formats on
TikTok as a form of campaign targeting Gen Z voters, while a
study by Putri and Kurniawan (2024) shows that political
campaigns through TikTok in the 2024 Presidential Election
rely on a politainment approach to form the image of the
candidate [28]. On the other hand, research by Rijal,
Fatgehipon, and Martini (2025) identified that college stu-
dents as active users of TikTok tend to assess political content
emotionally, in line with post-truth communication patterns
that shift rational judgments of candidates [29].

In the context of the spread of hoaxes, Wulandari, Abdul,
Tayibnapis, and Muzykant (2024) show that TikTok's short
video format facilitates the virality of manipulative content,
and sentiment analysis of the comment column shows a high
level of negative and positive reactions to provocative narra-
tives during the 2024 election [30]. These findings are con-
sistent with global trends: computational research by Locatelli
et al. [31] showed that non-political topics on TikTok tend to
undergo "gradual politicization" in the run-up to elections,
while a large study by Solovev, Drolsbach, Demirel, and
Prdlochs [32] of more than 25,000 videos of German politi-
cians found that content with negative emotions and attacks
on out-groups resulted in engagement highest, showing how
TikTok incentivizes politically divisive messages.

3. Materials and Methods

This study adopts a qualitative research design to explore
how disinformation campaigns on TikTok influence public

opinion and political polarization during the 2024 Indonesian
presidential election. A qualitative approach allows for
in-depth examination of narrative patterns, discursive strate-
gies, and identity-based reactions embedded in digital politi-
cal content.

A purposive sampling technique was applied to identify
TikTok content relevant to electoral disinformation. Videos
were included if they: (1) referenced the 2024 presidential
election, (2) contained indicators of disinformation (e.g.,
satire, false context, scaremongering, propaganda), and (3)
demonstrated high engagement (likes, comments, shares). A
total of 120 videos were collected between October 2023 and
February 2024. Additionally, 15 active TikTok users aged 18—
35 were recruited through snowball sampling to provide
contextual perspectives and interpretive insights.

Data consisted of Primary content: TikTok videos, captions,
hashtags, stitched/duet formats. Then, interaction data:
comment threads, reply dynamics, and sharing behaviors.
And lastly, supplementary data: screenshots of political
memes, news coverage referencing TikTok content, and
fact-checking reports.

Lastly, data collected were analyzed using thematic analy-
sis, following three steps: (1) open coding to identify disin-
formation patterns. (2) Axial coding to generate thematic
categories related to public opinion shaping and polarization.
(3) Theoretical coding guided by Social Identity Theory (SIT)
to interpret how disinformation reinforces in-group cohesion
and out-group antagonism.

4. Results

Fake news or hoax during the campaign until voting takes
place. The news has its pattern, one of them with a re-posting
of a video that doesn't depict the current mood but an old
video that's been taken and posted again. Besides, fake news
is also in the form of pictures/photos with certain headlines.
This model's hoaxs are easy to find on social media. Three
possibilities are to create a book or a publication that contains
false news and conditions of misleading a certain candidate.
Then, some actually produce a false message by writing a
story which contains an attack on a particular candidate, and
some in the form of a caricature with the caption of a writing
that poses a specific candidate or mocking a particular can-
didato. All these forms of fake news pop up and pop up on
social media with ease.

In this section we will describe some models of fake news
that pop up like mushrooms in the rainy season on social
media. The fake news spread on TikTok's social media is
known as the term hoax. Hoax is information that is not true or
not supported by a reliable source. Hoax can use the terms
clickbait, satire, false connection, false context, and propa-
ganda to attract readers and cause social media users to spread
incorrect information. Hoax can have a negative impact on the
victims and society, such as causing false awareness, dis-
rupting social, cultural, and political relations, and resulting in
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negative funding to the party that resulted in hoax.

4.1. Satire/Parody

A satire is a type of artwork or writing that uses humor,
irony, sarcasm, or irritation to criticize or comment on a topic,
often with the purpose of subverting or underestimating
[33-35]. In the news context, satire is a style of language that
uses irony, parody, or sarcasm to criticize or laugh at some-
thing [36-39]. The purpose of satire is to show the error or
injustice of something. Satire often uses humor to convey his
message, but the message can also be serious. This satire was
then circulated through social media.

Satire can be included in the category of hoax news [40-42].

It happens when a satire is misunderstood or disseminated
without including the clear context that it is a work of satire
[43]. Those who read or hear such satirical stories may not
realize that it is merely a conspiracy or a joke, and they con-
sider it to be true news. When satirics are disseminated
without clarification that they are merely parody or jokes,
people can be deceived and believe it as a fact, which then
leads to the spread of fake news or hoax [44].

It is important for the audience to understand the context of
an article or a message [45]. Reliable sources and additional
research can also help ensure the truthfulness of the infor-
mation received, especially in an era where news hoax and
disinformation spread easily through social media and online
platforms. Developing critical skills and media literacy is key
to identifying and avoiding the spread of hoax, including
misunderstood satirics [46-48].

4.2. False Connection

False connection is a type of fake news that presents titles,
images, or descriptions that do not support content [49-51].
The most obvious feature in observing this type of content is
the finding of different titles from the content of the news.
False connection is called a fake news because it can mislead
the reader. It's because the title, picture, or description is
presented as if supporting the content, while it's not. If the
reader reads only the title or the image, then they will believe
that the news is true. But if they read the content, they will
know that it is false.

False connection is a disinformation tactic in which real
information or facts are linked or presented together in a
misleading way, creating false associations or impressions
between them. In the context of hoax, false connection occurs
when elements of actual news or data that are separated or
irrelevant are incorrectly linked, creating misleaning narra-
tives [52].

False connection is called as a fake news relating to the
authenticity and truthfulness of information [53]. Although
the information presented may be true, the way the infor-
mation is linked or interpreted in a misleading way may lead
to a wrong conclusion or give an inaccurate impression. It can

affect public perception of a subject or individual and lead to
the spread of disinformation.

Examples of false connections in fake news may include
combining two separate events to create the impression that
one event causes the other, although both do not have a real
causal relationship. In addition, an image or statement of a
person is taken from its context and linked to other events to
create the impression that the person supports or is involved in
the matter, although not so.

In media and information context, understanding false
connections is essential to developing a strong media literacy
[54, 55]. It involves the ability to recognize how information
is connected, as well as having the critical skills to question
associations or conclusions drawn from such information [56].
Verifying the authenticity and source of information is also an
important step in avoiding the spread of false connections and
disinformation in general.

4.3. False Context

False context is one of the techniques of disinformation in
which writing, image, sound, visual, sequence and flow con-
tain a person's thoughts about an event, only the amount of
information does not relate to the actual event. In the case of
false context, the facts or statements presented are taken from
a different situation or context or modified in such a way that
they give a false impression of the truth or meaning of the
information.

False context is a type of lie that uses true content, but is
presented in the wrong context. This can be done by changing
the title, image, or description of the original content. False
contexts are called false news because they can mislead
readers. This is because readers will believe that the news is
true, although the content presented is actually true, but the
context is wrong.

An example of a false context that may occur ahead of the
2024 presidential election in Indonesia is taking the statement
or action of a candidate or political party from the past and
introducing it in a new context in a misleading way. For ex-
ample, cutting out a certain portion of a candidate's speech or
interview to make it sound like support for a policy that the
candidate does not actually support. Another way is to use
pictures or videos of different events and present them as
support of famous figures to one of the candidates. Other
examples may involve audio or video editing that changes the
context of the original statement, making it sound like a can-
didate or a political figure says something that actually has
never been said.

In the case of false contexts, information changing its
context can produce a misunderstanding and harmful to a
party, especially in a political context where public opinion
plays an important role in influencing the election outcome.
Therefore, it is important to check the authenticity of infor-
mation sources and search for information from various reli-
able sources to ensure that the information is presented in the
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correct and accurate context. Understanding disinformation
techniques such as false contexts is an important step in im-
proving media literacy and tackling the spread of fake news.
False context is one of the kinds of fake news that often
circulates on social media. Therefore, we need to be careful in
consuming information on social networks [57-59]. First,
check the news source by making sure that it's a trusted source,
such as a credible mass media or government agency. Second,
check your news date by checking whether the news is still
new and up-to-date. Third, check out the news context,
whether it is presented in the right context. Fourthly, to not
easily believe news that is too sensational or provocative.

4.4. Scaremongering

Scaremongering is a kind of fake news aimed at provoking
fear or panic in society [60-62]. Scaremongering is often
packed with an attractive and provocative style, so it can
attract the attention of readers or spectators [63, 64]. Scare-
mongering can also be used to specific goals, such as to drop
political opponents or to create fear in society [65].

Scaremongering can be done in a variety of ways [66, 67].
First, use hyperbolic or dramatic language to describe risk or
threat. Second, ignore facts or information contrary to the
narrative you want to convey. Third, use scary or horrific
images or videos.

Scaremongering can have a negative impact on society [68,
69]. Scaremongering undermines public confidence in the
media. It's because it's going to be difficult for the public to
distinguish between the right information and the wrong in-
formation. Scaremongering can increase the polarisation of the
public. This is because scaremongering is often made to attack
a particular group. Scaremongering can spread misinformation.
It can have a negative impact on public decision-making.
Therefore, people need to be careful in consuming information,
especially information that comes from social media.

4.5. Propaganda Atau Disinformasi

Propaganda is a conscious attempt to disseminate infor-
mation or messages with the aim of influencing and manipu-
lating public opinions, attitudes, and actions [70, 71]. Social
media has a big role in propaganda [72]. The first is because
social media has wide access and is easily accessible to many
people, which allows propagandists to reach many people in a
short period of time. Second, social media allows direct in-
teraction between propagandists and recipients of information,
which allows propagandists to develop and secure their sup-
porters. Third, ease in content creation. Social media allows
propaganda to create content that is easy to create and con-
sume, such as images, videos, and text.

Disinformation can harmful for the society [73-76]. Dis-
information potentially undermines public confidence in the
media. This is because it will be difficult for people to dis-
tinguish between true information and false information. This

is because disinformation is often made to attack a particular
group. Besides, disinformation can spread false information.
It can have a negative impact on public opinion.

5. Discussion

Based on the findings, it is clear that social media are
supposed to help people communicate good things is being
used for less good things like spreading false news, fake news
and even hate speech in the form of pictures, videos and live
broadcasts. Social media are not to unite but to divide the
media that causes the users to fear and feel uncomfortable.
Because of the continuous circulation of news and infor-
mation, the spread of this fake news can have an impact on
trauma and personal fear. As a result, emotions and even user
behavior can change rapidly. The social media of Tik Tok has
become a place of strong fighting, of arguments and debates,
and of spreading hatred. What's happening is the polarization
caused by the misuse of social media.

The consequences of the polarization caused by disinfor-
mation campaigns are diverse. Disinformation campaigns can
undermine democratic involvement by persuading people to
believe false information, thus undermining the free and
fact-based exchange of information. They can also demonize
political opponents, undermine policy debates, and undermine
confidence in democratic institutions, making it more chal-
lenging to access accurate information and engage in con-
structive political discussions. Besides, disinformation con-
fuses the lines between authentic political speeches and mis-
leading content, promotes polarization, spreads confusion,
and supports authoritarian leaders. These campaigns can also
prevent the public from engaging in debate or seeking polit-
ical posts, with certain segments of the population, such as
women in politics, being disproportionately targeted by gen-
der disinformation. Moreover, disinformation can change
public perceptions of the integrity and competence of public
figures, ultimately affecting decision-making and the overall
democratic process.

Disinformation campaigns can also accelerate social ten-
sion and conflict by reinforcing thenarrative of separation and
promoting mistrust among different social groups. Disinfor-
mation campaigns can pose challenges to effective govern-
ance, including political deviations and institutional dysfunc-
tions, by imposing additional transaction costs on information
aggregation, political compromise, and building consensus
[77]. Disinformation campaigns can also have broad impli-
cations for public health and major issues such as climate
change, domestic terrorism, and global events. For example,
the spread of false information during the COVID-19 pan-
demic has led to different perspectives and hindered a collec-
tive response to the crisis. In short, the consequences of the
polarization caused by disinformation campaigns include
deepening public divisions, undermining confidence in
democratic processes, rising social tensions, challenges to
information aggregation and consensus-building, and impacts
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on public health and major social issues. Disinformation can
also insult political opponents, undermine policy debates, and
undermine confidence in democratic institutions, making it
more challenging to access accurate information and engage
in constructive political discussions.

Disinformation campaigns have a significant impact on the
democratic process. They can distort democratic involvement
by persuading people to believe false information, thus un-
dermining a free and fact-based exchange of information.
Disinformation can also insult political opponents, undermine
policy debates, and undermine confidence in democratic
institutions, making it more challenging to access accurate
information and engage in constructive political discussions.
These campaigns can also prevent the public from engaging in
debate or seeking political posts, with certain segments of the
population, such as women in politics, being disproportion-
ately targeted by gender disinformation.

Desinformation campaigns can significantly affect public
confidence in news sources. These campaigns have caused a
sharp decline in public confidence in traditional journalism.
The spread of false information and deliberate fraud, often
referred to as "fake news", has accelerated this decline,
especially in democratic systems. Furthermore, the manip-
ulation of social media algorithms to disseminate targeted
content has contributed further to the spread of disinfor-
mation and the decline in public confidence. As a result, the
public's ability to distinguish between real news and fake
news has been compromised, leading to increased confusion
and scepticism about the credibility of news sources. It has
created an environment in which people are more suscepti-
ble to misinformation, because their beliefs about news
sources are influenced by their political affiliations and
prejudices. The spread of disinformation has also led to a
loss of confidence in journalism and the perception that there
is no objective truth, increasingly undermining public trust
in news sources.

6. Conclusions

It is concluded that disinformation campaigns on TikTok
played a significant role in shaping public opinion and in-
tensifying political polarization during the 2024 Indonesian
presidential election. Through various forms of misleading
content—such as satire, false context, scaremongering, and
political propaganda—TikTok became a highly influential
arena for identity-driven political contestation. The plat-
form’s algorithmic structure amplified identity-based mes-
saging, reinforcing in-group solidarity and out-group hos-
tility, which ultimately contributed to deeper social frag-
mentation.

The findings highlight three key implications. First, Tik-
Tok’s design and engagement-driven algorithm create condi-
tions that allow disinformation to circulate rapidly and emo-
tionally, making users—especially young voters—highly
vulnerable. Second, the strong connection between identity

politics and misleading content suggests the need for more
targeted digital literacy programs that emphasize critical
evaluation of political narratives. Third, there is an urgent
need for multi-stakeholder collaboration involving govern-
ment agencies, fact-checking institutions, civil society, and
platform regulators to develop rapid-response mechanisms
capable of detecting and mitigating viral disinformation.

Author Contributions

Agustinus Rustanta is the sole author. The author read and
approved the final manuscript.

Data Availability Statement

The data supporting the outcome of this research work has
been reported in this manuscript.

Conflicts of Interest

The authors declare no conflicts of interest.

References

[1] A. Hamid, D. Darwis, and S. Andriyani, “Fenomena Politik
Cebong Dan Kampret Di Indonesia: Sebuah Analisis Dari
Perspektif Pemikiran Politik Dalam Islam,” Politea, vol. 1, no.
1, p. 29, 2018.

[21 M. Tazri, “Politik Hujat dalam Sistem Komunikasi Politik
Indonesia  (Studi Fenomenologi Cebong-Kampret),” J.
Communiverse, vol. 4, no. 2, pp. 9-15, 2019.

[3] M. Wildan, “Cebong, Kampret, and Kadrun in the 2019
Presidential Election Contestation: A Review of the Harmony
Between Speaking Theory and Ooe Want to Talk,” 2022.

[4] M. Tazri, “‘Cebong’dan ‘Kampret’dalam Pespektif
Komunikasi Politik,” J. PIKMA Publ. ILMU Komun. MEDIA
DAN Cine., vol. 1, no. 2, 2020.

[5] N. Hayat and N. Nurhakki, “Religion Identity And Political
Polarization: How Does Labeling Make It Worst?,” Palita J.
Soc. Relig. Res., vol. 7, no. 1, pp. 51-66, 2022.

[6] F. A. Dharma, D. Hariyanto, and F. Muharram, “Construction
of Political Identity on Instagram: Unveiling the Kadrun
Hashtag Movement in Indonesia’s 2024 Presidential Election,”
Acad. Open, vol. 8, no. 2, pp. 10-21070, 2023.

[71 R. Masykuri and M. F. S. Ramadlan, “Analysis of the
manifestations of political segregation, labeling and
polarization among Islamic groups throughout 2014-2019,”
Polit. J. llmu Polit., vol. 12, no. 1, pp. 68-87, 2021.

[8] M. K. Fata, “Membaca polarisasi santri dalam kontestasi
pilpres 2019,” Din. Penelit. Media Komun. Penelit. Sos.
Keagamaan, vol. 18, no. 2, pp. 325-346, 2018.

606


http://www.sciencepg.com/journal/ss

Social Sciences

http://www.sciencepg.com/journal/ss

9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

G. Yudha, “The Dutch Devide et Impera Political Strategy and

Its Relevance to Post-2019 Religious Polarization in Indonesia,”

J. Tapis J. Teropong Aspir. Polit. Islam, vol. 18, no. 2, pp. 19-38,
2022.

P. Syarwi, “Polarization of Issues, Identity Politics and Public
Division in the 2019 Presidential Election,” Communitarian J.
Prodi Ilmu Polit., vol. 4, no. 1, 2022.

H. Aswar, F. W. Zamzami, A. K. Widjayanti, and A.
Priyansyah, “Pertarungan Narasi Islam Dalam Pemilihan
Presiden Tahun 2019,” Politea, vol. 5, no. 2, pp. 34-54, 2022.

V. S. Handoko and A. Budisusila, “MEDIA SOSIAL DAN
NON-SOCIAL MEDIA: PERTARUNGAN KEKUASAAN
ANTAR BAKAL CALON PRESIDEN DALAM
PENINGKATAN KAPITAL SIMBOLIK,” Pros. Konf. Nas.
Sosiol., vol. 1, no. 2, pp. 101-114, 2023.

N. Faradis, N. A. Al Fauzah, and M. 1. Al Anshori, “Media
Sosial dan Persepsi Publik: Analisis Strategi Kampanye Digital
Calon Presiden Indonesia 2024,” in Prosiding Seminar
Nasional llmu llmu Sosial (SNIIS), 2023, vol. 2, pp. 643-652.

A. Firly, “IMPLEMENTASI CLICKIJACKING DALAM
SERANGAN TAUTAN PALSU UNTUK EKSPLORASI
MEDIA SOSIAL,” J. TIMES, vol. 12, no. 2, pp. 15-18, 2023.

S. B. Agus et al., “Disinformasi Berita Politik dalam Media
Massa.” Bigraf Publishing, 2010.

W. Akmaliah, “Kebenaran yang terbelah: Populisme Islam dan
disinformasi politik elektoral,” Maarif, vol. 14, no. 1, pp.
129-149, 2019.

F. Febriansyah and N. N. Muksin, “Fenomena Media Sosial:
Antara Hoax, Destruksi Demokrasi, dan Ancaman Disintegrasi
Bangsa,” Sebatik, vol. 24, no. 2, pp. 193-200, 2020.

R. Gustrinanda and T. Tanjung, “Pengaruh Berita Hoax
Terhadap Kepercayaan Masyarakat Dalam Pemilu di
Indonesia,” BULLET J. Multidisiplin IImu, vol. 2, no. 1, pp.
158-163, 2023.

S. Mawarti, “The Phenomenon of Hate Speech Impact of Hate
Speech,” Toler. Media llm. Komun. Umat Beragama, vol. 10,
no. 1, pp. 83-95, 2018.

M. A. Hogg, Social identity theory. Springer, 2016.

N. Ellemers and S. A. Haslam, “Social identity theory,” Handb.
Theor. Soc. Psychol., vol. 2, pp. 379-398, 2012.

S. Trepte, “Social identity theory,” in Psychology of
entertainment, Routledge, 2013, pp. 255-271.

S. Hasibuan, “Makna Dan Fungsi Label Kehormatan Israel
Dalam Keluaran 19: 6 Ditinjau Dari Teori Identitas Sosial,” J.
Apokal., vol. 12, no. 2, pp. 166-187, 2021.

K. Kusyadi, M. Jufri, and J. Yadi, “Dinamika posisi identitas
Etnis Tionghoa di Tanjungpinang dalam tinjauan teori identitas
sosial,” Naut. J. llm. Multidisiplin Indones., vol. 1, no. 8, pp.
722-728, 2022.

X. Jia, “Sharing information, political self-presentation, and

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

[34]

[35]

[36]

[37]

(38]

[39]

[40]

607

enjoyment as predictors of political identity formation on
social media,” Front. Polit. Sci., vol. 4, 2025.

L. Kyrychenko, M. Samoilov, and O. Bogachenko, “Measuring
online polarization through engagement and group identity
signals in social media posts: A machine learning approach,”
Nat. Commun., vol. 15, 2024.

M. Rizanul, A. Egistin, R. Jasmine, and A. Juniarto, “TikTok’s
dual role in youth political participation and disinformation
exposure,” J. Soc. Commun., vol. 7, no. 1, 2025.

A. Arkana, “Strategi Partai Solidaritas Indonesia dalam
Menggunakan Konten Jenaka dan Meme di TikTok sebagai
Komunikasi Politik,” J. MediaKom, 2024.

M. Rijanul, R. Fatgehipon, and S. Martini, “TikTok, emotional
politics, and post-truth behaviour among university students,”
JIC Nusant., vol. 8, no. 1, 2025.

A. Wulandari, F. Abdul, A. Tayibnapis, and V. Muzykant,
“Hoaxes in TikTok political discourse during Indonesia’s 2024
election: A sentiment and content analysis approach,” J. Ekon.
dan Polit., vol. 12, no. 3, 2024.

S. Locatelli and P. Calais, “Detecting politicization trends in
TikTok using computational topic-shift analysis,” arXiv Prepr.,
2023.

V. Solovev, N. Drolsbach, M. Demirel, and N. Prdlochs,
“Emotional content and political polarization in German
politicians’ TikTok videos: A computational analysis of 25,000
clips,” arXiv Prepr., 2025.

C. Condren, J. M. Davis, S. McCausland, and R. Phiddian,
“Defining parody and satire: Australian copyright law and its
new exception,” Media Arts Law Rev., vol. 13, no. 3, pp.
273-292, 2008.

C. Condren, “Satire and definition,” Humor, vol. 25, no. 4, pp.
375-399, 2012.

V. Cuartero, D. Satorius, and M. Donaldson, “Parody, Satire,
and Jokes,” Ent. Sport. Law., vol. 32, p. 66, 2015.

G. Baym and P. J. Jeffrey, “News parody in global perspective:
Politics, power, and resistance,” in News Parody and Political
Satire Across the Globe, Routledge, 2013, pp. 1-12.

A. Day and E. Thompson, “Live from New York, it’s the fake
news! Saturday Night Live and the (non) politics of parody,” in
News Parody and Political Satire Across the Globe, Routledge,
2013, pp. 169-181.

S. Kumar and K. Combe, “Political parody and satire as
subversive speech in the global digital sphere,” International
Communication Gazette, vol. 77, no. 3. Sage Publications Sage
UK: London, England, pp. 211-214, 2015.

L. Basu, “News satire: Giving the news a memory,” TripleC
Commun. Capital. Crit. Open Access J. a Glob. Sustain. Inf.
Soc., vol. 16, no. 1, pp. 241-255, 2018.

C. Fleming and J. O’Carroll, “The art of the hoax,” parallax,
vol. 16, no. 4, pp. 45-59, 2010.


http://www.sciencepg.com/journal/ss

Social Sciences

http://www.sciencepg.com/journal/ss

[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

J. Golbeck et al., “Fake news vs satire: A dataset and analysis,”
in Proceedings of the 10th ACM Conference on Web Science,
2018, pp. 17-21.

P. L. Thomas, “The ethical dilemma of satire in an era of fake
news and the brave new world of social media,” ethics Digit.
Lit. Dev. Knowl. Ski. across grade levels, pp. 171-177, 2019.

I. Ermida, “News satire in the press: Linguistic construction of
humour,” Lang. humour media, pp. 185-210, 2012.

C. Sinclair, “Parody: fake news, regeneration and education,”
Postdigital Sci. Educ., vol. 2, no. 1, pp. 61-77, 2020.

M. C. Wagner and P. J. Boczkowski, “The reception of fake
news: The interpretations and practices that shape the
consumption of perceived misinformation,” Digit. Journal.,
vol. 7, no. 7, pp. 870-885, 2019.

L. Picton and A. Teravainen, “Fake news and critical literacy,”
An Evid. Rev. Natl. Lit. Trust Res. Rep., 2017.

A. C. Brisola and A. Doyle, “Critical information literacy as a
path to resist ‘fake news’: Understanding disinformation as the
root problem,” Open Inf. Sci., vol. 3, no. 1, pp. 274-286, 2019.

E. Georgiadou et al., “Fake news and critical thinking in
information evaluation,” 2018.

F. Giglietto, L. Iannelli, A. Valeriani, and L. Rossi, “‘Fake
news’ is the invention of a liar: How false information
circulates within the hybrid news system,” Curr. Sociol., vol.
67, no. 4, pp. 625-642, 2019.

B. McNair, Fake news: Falsehood, fabrication and fantasy in
journalism. Routledge, 2017.

A. Khan, K. Brohman, and S. Addas, “The anatomy of ‘fake
news’: Studying false messages as digital objects,” J. Inf.
Technol., vol. 37, no. 2, pp. 122-143, 2022.

D. N. Rapp and N. A. Salovich, “Can’t we just disregard fake
news? The consequences of exposure to inaccurate
information,” Policy Insights from Behav. Brain Sci., vol. 5, no.
2, pp. 232-239, 2018.

S. Huckle and M. White, “Fake news: A technological
approach to proving the origins of content, using blockchains,”
Big data, vol. 5, no. 4, pp. 356-371, 2017.

P. Machete and M. Turpin, “The use of critical thinking to
identify fake news: A systematic literature review,” in
Responsible Design, Implementation and Use of Information
and Communication Technology: 19th IFIP WG 6.11
Conference on e-Business, e-Services, and e-Society, I3E 2020,
Skukuza, South Africa, April 6-8, 2020, Proceedings, Part 11 19,
2020, pp. 235-246.

J. M. Burkhardt, Combating fake news in the digital age, vol.
53, no. 8. American Library Association Chicago, IL, USA,
2017.

S. Kasman, “Sistem Verifikasi Menangkal Berita Hoax di
Media Cetak,” J. Mimb. Kesejaht. Sos., vol. 2, no. 1, 2019.

R. Pakpahan, “Analisis Fenomena Hoax Diberbagai Media

[58]

[59]

[60]

[61]

(62]

(63]

(64]

[65]

[66]

[67]

[68]

[69]

[70]

[71]

608

Sosial Dan Cara Menanggulangi Hoax,” Konf. Nas. IImu Sos.
dan Teknol., vol. 1, no. 1, 2017.

M. U. Batoebara, E. Suyani, and C. A. Nuraflah, “Media
Literacy in Responding to Fake News (Study on Students of
SMKN 5 Medan),” War. Dharmawangsa, vol. 14, no. 1, 2020.

B. Prayitno, “Langkah Pemerintah Menangkal Diseminasi
Berita Palsu,” J. Wacana Kinerja Kaji. Prakt. Kinerja Dan
Adm. Pelayanan Publik, vol. 20, no. 2, pp. 17-40, 2018.

C. A. Dralega, P. Amia, G. B. Kidanu, K. B. Santigie, D. K.
Mpeala, and W. K. Osei, “From Scaremongering to Messages of
Hope: How State Authorities in Ghana, Sierra Leone, Ethiopia
and Zimbabwe Framed the COVID-19 Crisis on Facebook,” in
COVID-19 and the Media in Sub-Saharan Africa: Media
Viability, Framing and Health Communication, Emerald
Publishing Limited, 2022, pp. 127-143.

R. Palmer, B. Toff, and R. K. Nielsen, “‘The media covers up a
lot of things’: Watchdog ideals meet folk theories of journalism,”
Journal. Stud., vol. 21, no. 14, pp. 1973-1989, 2020.

D. Trimithiotis and C. Voniati, “(Un) Reporting Xenophobia:
Normalising and Resisting Officials’ Discriminatory Discourse
on Migration in Online Journalism in Cyprus,” Journal. Pract.,
pp. 1-21, 2023.

F. Kriiger, “Ethical journalism in a time of AIDS,” African J.
AIDS Res., vol. 4, no. 2, pp. 125-133, 2005.

T. Christensen and P. Laegreid, “The coronavirus crisis—crisis
communication, meaning-making, and reputation
management,” Int. Public Manag. J., vol. 23, no. 5, pp.
713-729, 2020.

B. Loépez, “Creating fear: the ‘doping deaths’, risk
communication and the anti-doping campaign,” Int. J. Sport
policy Polit., vol. 6, no. 2, pp. 213-225, 2014.

P. Wooding, “Misinformation during the UK Brexit
Referendum.” Bournemouth University, 2018.
R. Kirschen and P. Mossey, “Whistleblowing or

scaremongering?,” Br. Dent. J., vol. 189, no. 11, p. 584, 2000.

B. Toff and R. K. Nielsen, “How news feels: Anticipated
anxiety as a factor in news avoidance and a barrier to political
engagement,” Polit. Commun., vol. 39, no. 6, pp. 697-714,
2022.

R. Coomber, “How social fear of drugs in the non-sporting
world creates a framework for doping policy in the sporting
world,” Int. J. Sport Policy Polit., vol. 6, no. 2, pp. 171-193,
2014.

M. Y. Samad, F. Hilman, A. Yakub, I. A. Yoda, and O. S.
Harahap, “Pemanfaatan Media Sosial Dalam Komunikasi
Politik: Propaganda Isu Sistem Pemilu Proporsional,” J.
IPTEKKOM J. limu Pengetah. Teknol. Inf., vol. 25, no. 2, pp.
257-270, 2023.

E. Susanti and A. Ismira, “Analisis Propaganda Islamic State
of Irag and Syria (ISIS) di Indonesia Melalui Jalur Media
Sosial,” Hasanuddin J. Int. Aff., vol. 3, no. 2, pp. 123-138,
2023.


http://www.sciencepg.com/journal/ss

Social Sciences http://www.sciencepg.com/journal/ss

[72] A.Y. Bachtiar, D. H. Perkasa, and M. R. Sadikun, “The role of B | og raphy
the media in propaganda,” KOMUNIKOLOGI J. Ilim. limu

Komun., vol. 13, no. 2, 2016. Agustinus Rustanta, is active in teaching in

higher education institutions. He completed
his doctoraaal degree on communication sci-
ence in 2019 from State Pandjadjaran Uni-
[74] Y. Hwang, J. Y. Ryu, and S.-H. Jeong, “Effects of versity. His research interests are Digital
disinformation using deepfake: The protective effect of media Jurnalism, Cross cultural communication,
literacy education,” Cyberpsychology, Behav. Soc. Netw., vol. ) Interpersonal communication, Social media,
24, no. 3, pp. 188-193, 2021. Mass media, Political communication and Public Relations. He
has been very active in attendeting scientific meetings nationally
[75] Z. Guo, J. Valinejad, and J.-H. Cho, “Effect of disinformation and internationally.
propagation on opinion dynamics: A game theoretic approach,”
IEEE Trans. Netw. Sci. Eng., vol. 9, no. 5, pp. 3775-3790,
2022.

[73] R. Palupi, “Penyalahgunaan media sosial sebagai alat
propaganda,” J. Komun., vol. 10, no. 1, pp. 69-76, 2019.

Research Field

[76] A. Jungherr and A. Rauchfleisch, “Negative downstream ) o o o
effects of disinformation discourse: Evidence from the US,” Agustinus Rustanta: Political Communication, Digital

2022. Journalism, Cross cultural communication, Social media and

N ] ) Al, Public relationsm, Interpersonal communication.
[77] 1. M. Aditia, D. A. Dewi, and Y. F. Furnamasari, “Runtuhnya

Nilai-Nilai Persatuan Dan Kesatuan Bangsa Bernegara Akibat
Merajarelanya Hoax,” J. Pendidik. Tambusai, vol. 5, no. 3, pp.
8995-9003, 2021.

609


http://www.sciencepg.com/journal/ss

