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1. Introduction 

Indonesia's presidential election is planned to be held again in 2024. Currently, there are many 
names of candidates who are being rumored and discussed to be running in the election. Based on 
the Poltracking Survey Institute with the poll method based on the three escalators, namely the 
regional head, general chairman of the party, and cabinet members. The Poltracking survey agency 
in October 2021 released the names of potential candidates such as Ganjar Pranowo, Prabowo 
Subianto, Anies Baswedan, Ridwan Kamil, Khofifah Indar Parawansa, Sandiaga Salahuddin Uno, 
Puan Maharani, Agus Harimurti Yudhoyono, Airlangga Hartarto, Gatot Nurmantyo, Andika 
Perkasa, Mahfud MD, Erick Thorir, and Muhaimin Iskandar. The survey results from the simulation 
of 15 names placed Ganjar Pranowo as a presidential candidate for 2024 with a percentage of 
22.9%, the second Prabowo 20.0%, Anies Baswedan 13.5%, Ridwan Kamil 4.1%, Agus Harimurti 
Yudhoyono 3.3%, Sandiaga Uno 2.8%, Khofifah Indar Parawansa 2.5%, Puan Maharani 1.9%, 
Gatot Nurmantyo 1.2%, Andika Perkasa 1.2%, Airlangga Hartarto 1.0%, Erick Thohir 0.9%, 
Mahfud MD 0.8%, Muhaimin Iskandar 0.3%, and Zulkifli Hasan 0.2% [1]. 
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 This study aims to show whether Twitter analysis can predict and 
forecast candidates in the Indonesian presidential election in 2024. This 
study was conducted long before the election began. To reduce the gap 
and utopian attitude in analyzing, two forms of analysis were used at 
once, namely sentiment analysis and text searches on Twitter data. This 
study uses a quantitative approach with descriptive content analysis. 
The data was obtained from Twitter social media, with Twitter Search 
focusing on official accounts and topics surrounding the 2024 
presidential election. The search and data collection first adjusted to the 
trend of poll results spread in online news. The trend resulting from the 
poll is used to adjust the names of candidates to be searched for on 
Twitter search. The analysis tool used also utilizes the Nvivo 12 Plus 
analysis software. This study succeeded in mapping out three potential 
candidates in the 2024 election, namely Anies Baswedan, Ganjar 
Pranowo, and Prabowo Subianto. The mapping of potential candidates 
also has correspondence with the results of opinion polls in newspapers. 
From these findings, the information and data on Twitter help make 
predictions and an alternative to using the poll method. The drawback of 
this study lies in the limited use of time, so it is recommended that 
further research be carried out to collect and analyze similar data 
regularly until the election period. This may indicate that Twitter can 
predict earlier or better than polls. 
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The presidential election still has plenty of time left, but discussions about potential candidates 
are being discussed more and more frequently. This is discussed in the public sphere and Internet-
based digital spaces such as social media and online news. The topic of the presidential election by 
observing potential candidates on several online news platforms also transformed into social media, 
and this was widely spread and sparked discussions among social media users. Some of the names 
of candidates who are rumored to be running as candidates also play an active role in social media, 
so this can also influence the public on online social networks to comment on the criteria for 
representing candidates in 2024. Debates on social media often trigger the emergence of predictive 
narratives about candidates. in the potential next election [2]. 

There have been many studies analyzing social media with elections. However, very few studies 
analyze the topic of election predictions using sentiment analysis and text search simultaneously, 
especially in observing the case of elections in Indonesia in the next 2024. Nevertheless, several 
related study results are considered quite relevant to support this study. First, social media is often 
associated with political events, including general elections [3], [4]. Second, election predictions can 
be made by conducting field surveys, opinion polls, and the social media approach is relevant to the 
current digitalization situation [5], [6]. Third, the recent election predictions use the sentiment 
analysis approach on social media as an essential reference in mapping the results of the analysis [7], 
[8]. Based on previous research, it is known that election predictions still often use conventional 
methods through polls, so it is considered necessary to present new alternatives that are more 
relevant to the digital activities of the community related to future political issues. This study tries to 
maximize two approaches: sentiment analysis and text search on Twitter. 

The purpose of this study attempts to fill the gaps in previous research and a basis for reference 
in future research on election prediction studies using social media. Some of the research questions 
in this study can be described. (1) How sentiment analysis and text searches on social media can 
map potential candidates in the current 2024 presidential election in Indonesia? (2) Who is the 
candidate who is predicted to be decisive in the 2024 presidential election in Indonesia? (3) Whether 
the prediction results using social media analysis can be an alternative to the poll method? Based on 
these three questions, it is hoped that a search and analysis can be carried out on the political 
situation of the upcoming presidential election and seeing opportunities from other predictive 
methods outside of conventional opinion polls. This research is essential considering that very few 
studies use the election prediction method using sentiment analysis and text search in studying 
election cases in Indonesia. Based on previous research trends, it is also known that the topic of 
predicting elections is still relevant and becomes essential to help map the political situation, 
especially the initial preparation before the election, which is considered to help voter preferences in 
studying political issues and as an essential study for political participants in Indonesia. 

2. Theorical Framework 

2.1. Election Predictions and Forecast 

Conventionally, predicting elections can be done using the poll method. Polling by-poll is always 
at least slightly wrong on election day, but certain election characteristics can make it more difficult 
or easier to predict [9]. In addition to the poll method, we can also use a more modern method by 
observing discussions and information on internet-based online social networks. There is an 
exponential growth in the number of internet users who use social media, especially Twitter, to share 
their views on various topics of common interest, including political issues. The interest of social 
media users in the political discourse also affects the results and a large amount of data in these 
online social networks. This big data is then considered to produce predictions and opportunities for 
political parties and politicians in an election [10]. The analytical method for predicting can be done 
with a volumetric approach, sentiment, and social networks to predict essential things from online 
social media platforms. It also relies heavily on the discussion by all social media users who share 
the same discussion interest. In general, many researchers use a sentiment analysis approach that 
maximizes understanding of public opinion, which will later be used to explore the general public's 
views. In this case, it will refer to a prediction or forecasting of election results [11]. 

The prediction results also have significant consequences for political campaigns and support for 
government agencies. Prediction results in some instances affect the prediction results of the general 
public. In the sense that the prediction results spread in the media will have an impact on the public's 
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decision to support the prediction results [12]. Thus, election predictions can also be politicized to 
influence the public's response favoring a particular candidate. Nevertheless, election results can be 
challenging to predict. The most recent example is the 2016 United States election, in which Hillary 
Clinton lost the five states she had predicted in advance. The difficulty of predicting election results 
is influenced by the diffusion of information and the socio-political dynamics that occur near the 
election [13]. This confirms that the prediction results may deviate from the actual results so that 
predictions are also very dependent on developing political dynamics, especially the diffusion of 
information approaching election day. 

Prediction results can also be traced through an approach by collecting poll data. The more 
resources that are pooled, the more likely it is to be predictable as more information becomes 
available in the upcoming elections [14]. Approaches to utilizing social media are increasingly in 
demand, and the platform that is often used is Twitter. A characteristic of the social media approach 
is a sudden spike in political discussion, thus facilitating analysis with an unlimited amount of 
information. Moreover, the method used to combine the volume of information, sentiment, and 
social network information simultaneously is considered more effective in producing a 
recommendation based on the predicted results [15]. The analytical method approach using social 
media has attracted the attention of many global researchers. However, this approach also has a 
weakness in data bias, so a critique of the results and a review of the reported experimental 
prediction results are needed [16]. 

2.2. Sentiment Analysis and Text Search Query on Social Media 

Sentiment analysis is the process of extracting human thoughts and perceptions from 
unstructured texts [17]. Sentiment analysis is also known as opinion mining which aims to extract 
people's opinions, attitudes, and emotions from social networks. Conventional sentiment analysis 
concentrates mainly on textual content. However, multimedia sentiment analysis has started to 
receive attention since visual content such as images and videos has become a new medium for self-
expression on social networks [18]. Sentiment Analysis can be defined as the task of detecting, 
extracting, and classifying opinions about something. This involves developing ways of collecting 
and examining comments and opinions on issues posted on social media. This requires extraction 
efforts for in-depth analysis [19]. Sentiment analysis results are generally categorized as negative 
sentiment and positive sentiment [20]. 

Social media users' sentiments or opinions are influenced by current and inclusive information or 
issues [21]. The more important and exciting the information will impact the response of social 
media users to get involved in the discourse. The high interest of social media users in a discourse 
tends to affect the volume of discussion on social media, making it possible to conduct sentiment 
analysis. Of the various social media platforms, Twitter is considered quite popular, used by 
researchers in analyzing sentiment related to political and election issues, including predicting 
election results in several countries such as Indonesia [22]. In recent years, there has been increasing 
attention in the literature about the possibility of analyzing social media useful for polls ahead of 
elections. Some scholars claim that by doing so, we can also produce approximate results. Relying 
on sentiment analysis also serves to monitor elections as has been done in various countries such as 
the United States and Italy [23]. The use of the text search feature is used to save time when 
analyzing data [24]. 

2.3. Political Situation and Discussion on Social Media 

In contrast to the anonymous environment of some Internet forums, social media is closely 
related to relationships and activities of daily life. Social media allows users to feel social bonds and 
influences attitudes and relationships between users in social networks. The relationship between the 
use of social media also has implications for relationships that discuss political issues. Social media 
is slowly shaping the awareness of opinions, interests, and activities of solid social ties. As such, the 
use of social media is likely to influence everyday conversations about political issues in online and 
offline contexts, including home, work, social gatherings with friends, community gatherings, and 
on social networking sites [25]. The resulting trend in the use of social media is related to political 
self-efficacy and situational political engagement [26]. 

Interaction on social media has a strong influence on the tendency to participate in politics. 
Social media plays a significant role in replacing traditional media, facilitating political engagement, 
strengthening strategic collaboration, and the potential to influence government decisions regarding 
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politics [27]. Social media is currently widely used to influence socio-political situations, such as in 
the case of general elections, political campaigns, political movements, and protests [28], [29], [30]. 
Thus the political situation and discussions are relevant on social media. This is due to the affordable 
online communication model on social media, which can be accessed anywhere and anytime. Social 
media also provides a means for the flow of ideas or opinions and serves to play an increasingly 
complex role in transformation in people's lives [31]. 

3. Method 

This study uses a quantitative approach with descriptive content analysis. This approach 
describes the details of a text or message related to current discussions and information on the 
Twitter social network regarding the 2024 presidential election. The research subjects are Twitter 
social media users. The object of the research is seen from the involvement of Twitter social 
media users in the discourse of the 2024 presidential election in Indonesia. Data obtained from 
social media Twitter with Twitter Search focused on official accounts. The search and data 
collection first adjusted to the trend of poll results spread in online news. This study takes a 
sample of poll results from the Poltracking Survey Institute. This institution was chosen because it 
has conducted regular polls in Indonesia, especially early polls ahead of the 2024 election. The 
trends generated from polls by the Poltracking Survey Institute are used to adjust the names of 
candidates to be searched on the Twitter search and analyzed using sentiment analysis Twitter. 
This helps researchers to avoid bias in classifying data sources. 

Table 1.  Adjustment of Analyzed Data Sources 

Poll (Poltracking) Twitter search (Official account) Tweets captured 
Ganjar Pranowo (22,9%) @ganjarpranowo 3066 Tweets captured 

Prabowo Subianto (20,0%) @prabowo 1200 Tweets captured 

Anies Baswedan (13,5%) @aniesbaswedan 2975 Tweets captured 

Ridwan Kamil (4,1%) @ridwankamil 2490 Tweets captured 

Agus Harimurti Yudhoyono (3,3%) @AgusYudhoyono 990 Tweets captured 

Sandiaga Uno (2,8%) @sandiuno 1641 Tweets captured 

Khofifah Indar Parawansa (2,5%) @KhofifahIP 2443 Tweets captured 

Puan Maharani (1,9%) @puanmaharani_ri 302 Tweets captured 

Total 8 Candidate Accounts 15107 Tweets 

Table 1 shows the results of adjusting the data sources analyzed in this study based on the 
results of Captured on 11/21/2021. The candidates who will be analyzed only take the highest poll 
results including Ganjar Pranowo with a percentage of 22.9%, the two Prabowo Subianto 20.0%, 
Anies Baswedan 13.5%, Ridwan Kamil 4.1%, Agus Harimurti Yudhoyono 3, 3%, Sandiaga Uno 
2.8%, Khofifah Indar Parawansa 2.5%, Puan Maharani 1.9%. These candidates were used as the 
subject of a Twitter search to identify the candidate's official account. 

 

Fig. 1. Data analysis process. 
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Figure 1 is the stage of data retrieval carried out using Ncapture. Data is taken based on Twitter 
Search on the candidate's official account. The collected data is then transferred to the Nvivo 12 Plus 
analysis tool. Nvivo 12 plus software as an analysis tool that can display data in text and images 
through the data coding process. The analysis feature used is sentiment analysis. The sentiment 
analysis results are then continued by linking the topic in the 2024 presidential election by using a 
text search query approach. This feature is used to map the number of references that often appear 
on Twitter. The way it works is simple, namely by retrieving Twitter data based on Tweets about the 
2024 presidential election on Twitter. The data obtained was then coded based on a text search 
related to the names of the candidates above. The trend in the coding results on the data is then 
visualized and followed by an in-depth analysis to answer research questions. 

4. Results and Discussion 

4.1. Candidate Mapping Based on Twitter Sentiment Identification and Text Search 

The results of this study found several data trends that can be analyzed further to answer research 
questions about social media sentiment analysis associated with opportunities in mapping potential 
and strong candidates in the current 2024 presidential election in Indonesia and identify whether the 
prediction results can be an alternative. In addition to using conventional polling methods. 

Table 2. Results of Twitter Sentiment Identification in General 

Official Account Very negative Moderately negative Moderately 
positive 

Very positive 

@ganjarpranowo 17,0% 14,9% 10,4% 7,0% 

@prabowo 7,5% 5,1% 2,9% 2,3% 

@aniesbaswedan 22,6% 19,4% 50,3% 44,2% 

@ridwankamil 15,1% 28,6% 10,4% 16,3% 

@AgusYudhoyono 13,2% 12,6% 6,8% 9,3% 

@sandiuno 13,2% 1,1% 9,7% 18,6% 

@KhofifahIP 7,5% 15,4% 7,5% 2,3% 

@puanmaharani_ri 3,8% 2,9% 1,9% 0,0% 

Table 2 shows some of the sentiment results on the candidates' Twitter. The results of the 
identification of these sentiments are very diverse and less specific about the presidential election. 
This is due to the collection of vast amounts of data. The data extracted in this analysis uses 15107 
Tweets. This number affects this study to produce clear criteria for the 2024 presidential election. 
This study explores other factors, namely the distance between the analysis and the implementation 
of the election in 2024, which also affects the data collected. However, this study attempts to 
continue the analysis by adjusting the sentiment results above by coding the data with the text search 
feature. 
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Fig. 2. Results of sentiment identification related to the 2024 presidential election with a text search. 
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Figure 2 finds a classification that allows the mapping of potential candidates. In the text search 
results, a clear significance was found between one candidate and another. The data shows that 
Anies Baswedan has the dominant number of references in Twitter discussions. Anies Baswedan 
with 54.00%, followed by other candidates namely Ganjar Pranowo 23.60%, Prabowo Subianto 
10.30%, Puan Maharani 5.10%, Ridwan Kamil 3.00%, Sandiaga Uno 2.50%, Agus Harimurti 
Yudhoyono 0.80%, and Khofifah Indar Parawansa 0.60%. From this data, it is known that there are 
only three candidates who are considered to have strong ties to the 2024 presidential election. The 
candidates are Anies Baswedan, Ganjar Pranowo, and Prabowo Subianto. The trends in these three 
names also have similarities to the predictions results through polls by the Poltracking Survey 
Institute. 

Based on the data above, it is known that the analytical method using sentiment analysis has 
limitations in the process of adjusting discussions about the 2024 presidential election. This affects 
the significance of mapping public discussions on Twitter social media to topics around the 
presidential election, whereas it is found to be significant when the analysis is continued with a text 
search approach. Strong on topics surrounding the 2024 presidential election. Analysis with text 
search allows researchers to find and parse the data sources collected by matching candidates' 
official accounts in public discussions. This makes it easier for this study to find direct specifications 
on discussions about the 2024 presidential election in Indonesia. 

4.2. Prediction of Potential and Strong Candidates Based On Twitter Analysis of the 2024 

Election 

This study traces candidates who are considered potential to run as candidates in the 2024 
presidential election in Indonesia. From the data coding process, several candidates were found that 
were considered potential and as alternative candidates. 

 

Fig. 3. Comparison of poll results with Twitter analytics. 

Figure 3 shows that the Twitter data analysis does not change the names of the three candidates 
considered potential in the poll results. Ganjar Pranowo, Prabowo Subianto, and Anies Baswedan 
are still strong candidates at this time to run as presidential candidates in 2024 based on Twitter 
analysis and opinion polls. The results of this Twitter analysis only found candidate propositions that 
were significantly different from the results of the previous poll. Of the three candidates, Anies 
Baswedan has a significant percentage jump in poll results. From the polling approach sequentially 
occupied by Ganjar Pranowo (22.90%), Prabowo Subianto (20.00%), and Anies Baswedan 
(13.50%). From the Twitter analysis approach that relies on sentiment analysis and text searches, the 
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strong candidates are Anies Baswedan (54.00%), Ganjar Pranowo (23.60%), and Prabowo Subianto 
(10.30%). The other candidates are considered as alternative candidates in the 2024 election. 

From the trend of the data above, it is known that there are only three potential and strong 
candidates currently for issues surrounding the 2024 presidential election in Indonesia, namely 
Anies Baswedan, Ganjar Pranowo, and Prabowo Subianto. The three names are in accordance with 
the current Twitter poll and analysis results, although the significance of the three has different 
percentages based on the analytical approach carried out through the poll method with sentiment 
analysis and text search on Twitter. Even so, the analytical approach to predicting the upcoming 
election both utilizes public opinion, but the Twitter approach is considered one of the proper 
methods to predict the next election because Twitter social media has a huge amount of data based 
on public opinion with machine learning to find emotions in tweets and predict sentiment score [32], 
[33]. Based on the interest of previous studies on Twitter analysis in predicting and estimating, it can 
be seen that the method based on sentiment analysis provides the most accurate predictions [34]. 

4.3. Opportunities for Sentiment Analysis and Text Search on Twitter as Election Prediction 

Methods 

Other approaches used in predicting election results often take advantage of several approaches 
in the historical approach, which uses the results of previous elections, and the campaign approach, 
which is used to estimate the share of votes at the end of the campaign. In addition, another 
approach is also known, namely the poll. [35], [36]. This study does not intend to belittle the 
predictive approaches above, and this study tries to provide another offer to adjust the development 
trend of technology and information, especially in Indonesia. This study tries to use a different 
approach: Twitter social media by conducting sentiment analysis and text search. These two 
approaches are used to map the names of potential candidates in the upcoming presidential election 
in Indonesia. 

The prediction system utilizes Twitter's data source by using two approaches at once, namely 
sentiment analysis and text search, which is considered to contribute to mapping the names of 
potential candidates in the upcoming presidential election because this approach follows real-time 
discussions on online social media networks such as Twitter. This approach is used to achieve a 
higher prediction rate and is more relevant to the political situation leading up to the election. It 
depends on the ability of researchers to design the prediction methods and frameworks sought, 
especially when using social media as a data source. This highlights the ability to map and narrow 
the range of discussions on Twitter to be analyzed and be used as a data source to support predictive 
results. 

This study shows some differences in the predictive power of social media data using the poll 
method. Some aspects support why social media analysis with a sentiment analysis approach and 
text search can contribute to mapping predictive results in the future. First, social media stores vast 
amounts of data. Second, the data on social media is a reflection of the socio-political situation. 
Third, social media is a discussion space for all groups so that public attitudes and responses can be 
easily observed. Apart from that, the analysis of social media used in predicting the election also 
needs to pay attention to the distance or period of the analysis with the schedule for holding the 
election. This helps other researchers reduce gaps in data sources that are relevant or irrelevant in the 
analysis process. It also encourages researchers to avoid utopian thinking. 

This study was conducted three years before the election period began in 2024. The concern of 
this study lies in the long period, but it can be minimized by using two approaches at once, namely 
sentiment analysis and text search on Twitter social media. These two approaches have a bond that 
can support the analysis and presentation of more relevant data to the topic around the 2024 election. 
Thus, analysis using a social media approach is considered another alternative to the polling 
approach in predicting or forecasting candidates who are considered potential candidates. As the 
official candidate in the upcoming 2024 presidential election. This study mapped out three potential 
candidates, namely Anies Baswedan, Ganjar Pranowo, and Prabowo Subianto. 

In addition to the success of the sentiment analysis approach and text search on Twitter in 
making predictions by presenting the results of potential mapping candidates in the upcoming 
elections, this research also finds other challenges that need to be considered, namely the problem of 
research bias and ambiguity. Twitter has a significant data source with a vast amount of data in the 
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results of online discussions, which sometimes still find ambiguity, making it difficult for 
researchers to obtain information [37]. This tendency can be overcome by classifying the text 
according to the sentiment conveyed in the Twitter discussion. This study proposes to characterize 
positive and negative reviews by first reviewing the research object's determination. Research 
objects relevant to the issues surrounding the 2024 presidential election were determined earlier by a 
Twitter search. Twitter search classification helps limit ambiguity in the information obtained to be 
more relevant to get more relevant prediction results. 

5. Conclusion 

This study intends to show whether and how Twitter analysis can predict candidates in the 
Indonesian presidential election in 2024. Regardless of the election year, which is three years from 
now, this study approaches by maximizing two forms of analysis, namely sentiment analysis and 
text search. Using these two forms of analysis helps this study reduce gaps in the data sources 
analyzed to become more relevant to topics around elections. Both forms of analysis also reduce 
researchers in presenting utopian data. This study succeeded in mapping out three potential 
candidates in the 2024 election, namely Anies Baswedan, Ganjar Pranowo, and Prabowo Subianto. 
The mapping of potential candidates also corresponds with the results of opinion polls in 
newspapers. From these findings, the information and data on Twitter help make predictions and an 
alternative to using the poll method. The findings of this study also provide a new framework for 
predicting election results by utilizing Twitter data sources with an approach following current 
technological developments, namely sentiment analysis and text search on Twitter. This approach is 
considered more flexible because it takes data from discussions in real-time on online social 
networks such as Twitter. Without ruling out other forms of approach, this study is quite helpful in 
mapping prediction results for the better. The drawback of this study lies in the limited use of time, 
so it is recommended that further research be carried out to collect and analyze similar data regularly 
until the election period. This may indicate that Twitter can predict earlier or better than polls. 
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