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Abstract. This study examines the contribution of online media to the political preferences of Generation Z (Gen-Z) in the 2024 North
Sumatra Gubernatorial Election. Unlike previous generations, Gen-Z, as digital natives, exhibits patterns of political information
consumption centered on visual and interactive digital platforms. Employing a qualitative methodology that incorporated questionnaires
administered to 102 respondents and in-depth interviews with 25 participants, this study analyzes the formation process of Gen-Z’s
political perceptions. The findings indicate that the Uses and Gratifications Theory is relevant in explaining the dominance of platforms
such as TikTok and Instagram, which fulfill Gen-Z’s needs for edutainment and social interaction. Their process of political perception
formation is strongly influenced by strategic Framing and political branding. Another key finding is the emergence of a hybrid
participation model, where digital engagement triggers discussions in traditional social spaces. Gen-Z also demonstrates characteristics
of Critical Digital Citizenship, exhibiting a critical stance toward disinformation and demanding data-driven content. This research
provides theoretical contributions to the dynamics of digital political socialization and offers practical guidance for designing effective

campaign strategies targeting young voters.
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[. INTRODUCTION

The rapid development of digital technology has
fundamentally transformed the landscape of political
communication, particularly for Generation Z (Gen-Z)—the
demographic cohort born between 1997 and 2012 [1]. Unlike
previous generations, Gen-Z are digital natives who have
grown up with unrestricted access to the internet, smart devices,
and social media. This shift is reflected in their consumption of
political information, which is predominantly sourced from
platforms such as Instagram and TikTok rather than traditional
media [2]. This transformation is particularly relevant in the
context of the 2024 North Sumatra Gubernatorial Election,
where understanding Gen-Z’s patterns of interaction with
online media is crucial. These distinct consumption patterns
establish online media as a significant force in shaping the
political opinions and preferences of young voters.

The political participation of Gen-Z and Millennials in
Indonesia has become increasingly significant, a trend also
observed in North Sumatra. The General Elections Commission
(KPU) notes that, on a national scale, young voters (Gen-Z and
Millennials) ~ dominate  the  electorate,  constituting
approximately 55% of the total voter base in the 2024 regional
elections [3]. This percentage indicates that young voters
possess substantial political leverage, making them a primary
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target for political campaigns. Consequently, a thorough
understanding of how they form political views and make
decisions is key to predicting the outcome of the 2024 North
Sumatra Gubernatorial Election.

As a generation deeply integrated with digital technology,
Gen-Z not only adopts digital devices as tools but also
incorporates them into their social identity [4]. This reliance
makes them highly responsive to various forms of digital
innovation, including those in the political realm. They function
not merely as passive consumers but as active producers and
distributors of political information. Studies indicate that
engagement with political news on social media enhances the
political participation of young people [5], [6]. This
participation transcends mere “likes” or “shares” to include
active public discussions, online campaigns, and the formation
of collective opinion [7]. Accordingly, political branding has
become a vital instrument in modern political campaigns, with
social media serving as the primary platform for candidates to
build popularity and electability [8].

Despite the significant opportunities offered by online media,
several challenges persist. A primary concern is the prevalence
of disinformation and false news. Although Gen-Z possesses a
higher level of digital literacy, they remain vulnerable to biased
and unverified information [9]. This phenomenon can
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potentially lead to polarization and influence the voting
decisions of Gen-Z in the 2024 North Sumatra Gubernatorial
Election. Furthermore, local identity politics, as noted by Riza
& Junaidi, presents another challenge that requires careful
consideration [10]. An additional challenge is the discrepancy
between digital political engagement and direct political
participation. Barati argues that social media activity does not
necessarily translate into offline participation, such as voter
turnout at polling stations [11]. Other studies corroborate this
gap [12], [13], raising questions about the effectiveness of
online media in genuinely mobilizing tangible political action.

Various strategies have been proposed to maximize the
potential of online media. Interactive and issue-based digital
campaigns have proven more effective in attracting Gen-Z’s
support [14]. Originality in political communication is also a
critical factor in building trust [15]. Moreover, enhancing
digital literacy is a primary solution to combat disinformation
[9], and the KPU has made efforts to provide factual
information through its social media channels [16]. However,
online strategies must be complemented by offline approaches.
Barati and Kurniawan et al. suggest that direct engagement
through public debates and community events remains vital to
convert digital engagement into tangible action [11], [13]. The
issue of identity politics must also be managed judiciously.
From an Islamic political perspective, the use of identity is
permissible as long as it does not incite animosity or ethnic
fanaticism [17], a principle highly relevant in the diverse
context of North Sumatra.

Although numerous studies have highlighted the role of
online media for Gen-Z, several research gaps need to be
addressed. First, there is limited in-depth research on how
digital political engagement can effectively translate into
tangible political participation. Second, the impact of social
media algorithms in reinforcing information biases remains an
area of debate requiring further investigation [9]. Finally, no
studies have specifically identified the types of content and
campaign narratives most effective for Gen-Z within the
context of the 2024 North Sumatra Gubernatorial Election.
Therefore, this research aims to address these gaps by
conducting an in-depth exploration of the factors influencing
the voting decisions of Gen-Z in this election. The contribution
of this study is not only theoretical, providing insights into the
behavior of young voters, but also practical, offering value for
formulating inclusive campaign strategies aligned with digital
dynamics. The novelty of this research lies in its specific
exploration of the dynamics of online media’s influence on the
preferences and voting decisions of Gen-Z in the context of a
local election in Indonesia, distinguishing it from previous,
more general studies. It also highlights the complex interplay
among digital campaigns, the challenge of disinformation, and
local identity politics, and how these factors converge to shape
actual political participation.

Uses and Gratifications (U&G) Theory

The Uses and Gratifications (U&G) theory presents a
distinct perspective on the relationship between media and
audiences, positioning individuals as active agents rather than
passive recipients. In contrast to traditional communication
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models focused on what media do to people, U&G shifts the
inquiry to “what do people do with media?”” [18]. This premise
emphasizes that individuals consciously and intentionally
select media to fulfill their psychological and social needs. In a
digital media ecosystem saturated with choices, this theory is
highly relevant for analyzing the motivations behind audience
interactions, particularly among younger generations who
possess greater autonomy in their information consumption.

Historically, U&G was developed by Katz, Blumler, and
Gurevitch, who identified that media selection is driven by
diverse needs, such as the need for information, entertainment,
social integration, and self-identity formation [18]. They
argued that media compete with various other sources for need
fulfillment, and the sustained use of a platform is highly
dependent on the level of gratification it successfully provides.
This framework became the foundation for more in-depth
research into why audiences choose specific platforms and how
that satisfaction influences their communication behaviors.

The core of U&G theory comprises four main assumptions.
First, the audience is considered active and goal-oriented in its
media choices. Second, media compete with other sources for
need satisfaction. Third, the motivations for media use are
diverse, encompassing cognitive (informational), affective
(emotional), social (interactive), and personal (identity-related)
needs. Fourth, the gratification obtained from media serves as
the basis for subjective evaluations that determine future use.
These assumptions make U&G a highly relevant theoretical
framework for analyzing media behavior, particularly in
contexts where the consumption of information, entertainment,
and social interaction are often integrated within a single
platform.

In the context of research on the contribution of online
media to Gen-Z voters, U&G theory can serve as a lens to
analyze the motivations behind selecting platforms like TikTok
or Instagram as sources of political information. The theory
allows researchers to move beyond quantitative data about
platform usage and understand the deeper motivations behind
it. For instance, do Gen-Z users choose these platforms for their
visual and entertaining content, their ease of interaction with
peers, or their need for concise and easily digestible political
information? This understanding is crucial for uncovering the
dynamics behind the digital political engagement of Gen-Z.

Furthermore, U&G can also help explain how online media
function as a tool for political socialization for Gen-Z.
Traditionally, political socialization was dominated by family,
school, or community. However, for Gen-Z, this process also
occurs through their interactions with digital content. With
U&G, we can examine how they actively select political
content not only to gain information but also to interact, form
opinions, and even seek social validation from fellow users.
This theory affirms that media use is not a mere passive act but
an active process driven by individual needs and goals.
Agenda-Setting and Framing Theory

Agenda-Setting and Framing are two pivotal conceptual
frameworks in political communication that holistically explain
how media shape public perception of reality. Agenda-Setting
theory answers the question of “what issues are important?”,
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while Framing answers “how are those issues to be
understood?”. The combination of these theories demonstrates
that the media wield a dual power: not only to determine which
issues the public considers important but also to shape how the
public interprets and evaluates them. In the digital age, this
function has undergone a significant transformation, with
online media becoming a primary arena for agenda-setting and
narrative contests.

Formally, Agenda-Setting theory was introduced by
Maxwell McCombs and Donald L. Shaw, who found a strong
correlation between the issues most frequently covered by the
media (media agenda) and the issues considered most
important by the public (public agenda) [19]. The core of the
theory is that the media “are not successful in telling us what to
think, but they are stunningly successful in telling us what to
think about.” By emphasizing certain issues, the media
effectively increase the salience of those issues in the public
consciousness. In the digital era, the agenda-setting function is
no longer monopolized by mainstream media but is also
influenced by influencers, content creators, and even trending
topics on social media.

However, merely determining the issues is insufficient to
explain shifts in political attitudes. This is where Framing
Theory becomes instrumental. Grounded in the work of
sociologist Erving Goffman, framing is the process by which
the media not only select issues but also construct the meaning
of those issues through selection, emphasis, and interpretation
[20]. As defined by Robert M. Entman, framing is the process
of selecting “some aspects of a perceived reality and make them
more salient in a communicating text, in such a way as to
promote a particular problem definition, causal interpretation,
moral evaluation, and/or treatment recommendation” [21]. In
other words, framing provides the audience with a specific way
to understand facts, often with the goal of influencing their
judgment of a candidate or policy.

In the context of this research, the combination of these two
theories is highly relevant for analyzing the contribution of
online media to the formation of Gen-Z’s political preferences.
Agenda-Setting allows us to understand which issues are of
primary concern to Gen-Z, whether environmental, economic,
or corruption-related. Meanwhile, Framing helps reveal how
these issues are presented and narrated—for example, whether
a candidate is framed as an “innovative young leader” or as
“lacking experience.” This dynamic also encompasses political
branding, where candidates construct an identity relevant to
Gen-Z through interactive and strategic digital content [§].
Thus, Agenda-Setting and Framing collectively explain that
Gen-Z’s political preferences are shaped by the complex
interaction between the issues raised and the manner in which
they are presented in the digital sphere.

Political Socialization in the Digital Context

Political socialization is the essential process through which
individuals internalize political values, attitudes, and
knowledge. Traditionally, this process occurred via family,
school, and conventional mass media. However, the digital era
has fundamentally altered the landscape of political
socialization, especially for Generation Z (Gen-Z). Social
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media and online platforms have now become primary agents
of political socialization, driving a shift from passive
socialization to an active and participatory process. In the
context of the 2024 North Sumatra Gubernatorial Election,
understanding the role of digital media in this process is vital
for analyzing how Gen-Z forms political preferences, evaluates
candidates, and ultimately makes their choice.

This shift is characterized by Gen-Z’s ability not only to
consume but also to produce and discuss political content
(prosumption). Platforms like Instagram and TikTok have
become digital public spheres where opinions are formed and
political identities are constructed. Research indicates that
social media use can enhance political efficacy—the belief that
one’s political action can effect change—and political
identification among young voters [22], [23]. This phenomenon
is also evident in Indonesia, where social media has become the
main source of political information for Gen-Z, supplanting the
dominance of conventional media [2]. Despite potential
infrastructural challenges, digital media have proven effective
as a channel for political socialization in regions such as North
Sumatra [24].

However, the process of digital political socialization is not
without its challenges, a primary one being disinformation and
false news. Although Gen-Z may have a higher awareness of
these issues, they remain vulnerable to misleading information
[9]. Therefore, digital literacy is a key prerequisite for this
socialization process to proceed critically and autonomously
[25]. On the other hand, digital political socialization also gives
rise to new forms of participation, where Gen-Z can become
agents of change through online social movements [26]. This
participation is reinforced by social media, which can empower
marginalized groups and facilitate new political discourses [27],
[28].

Although digital media play a substantial role, the political
socialization of Gen-Z continues to interact with traditional
social structures. The influence of local identities—such as
ethnicity, culture, and religion—remains relevant in shaping
political decisions [29]. For example, local cultural practices
can become a strategic space for political elites to galvanize
support [30]. This indicates that digital political socialization
cannot be detached from local and religious values. In this
context, the use of identity in politics, particularly in a multi-
ethnic region like North Sumatra, must uphold ethical values
and social justice and must not incite animosity or blind
fanaticism [17].

In the digital political socialization context, Gen-Z tends to
exhibit a participant political culture, yet digital participation
does not always convert into actual electoral participation [31].
Effective political communication strategies are decisive, with
candidates who are interactive and original in their content
having a greater chance of attracting support [14], [15].
Nevertheless, challenges such as echo chambers and
information bubbles, created by social media algorithms, can
narrow political horizons [9], [32]. Consequently, a hybrid
participation model, which combines digital campaigns with
offline strategies like face-to-face education, has proven more
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effective in fostering substantive political participation [11],
[13], [33].
The Concept of Critical Digital Citizenship

The concept of Critical Digital Citizenship represents an
evolution in the understanding of citizen participation in the
digital space. Diverging from approaches that merely
emphasize access to or use of technology, this concept focuses
on the capacity of individuals to critically analyze,
meaningfully participate, and act ethically in the online
environment. In the context of research on Gen-Z, this
framework is key to assessing the quality of their
engagement—not only if they are involved, but also how
substantive that engagement is, and whether it moves beyond
simple /iking and sharing to transform into tangible political
action.

Social media have become a primary platform that has
transformed civic engagement, enabling individuals to connect
with various social and political activities. Access to
information and digital networks has been shown to encourage
civic behavior among youth [34], [35]. Furthermore, active
participation in digital civic activities often converts into
increased offline involvement [36], [37]. Mulyono adds that
social media can act as a catalyst to dismantle traditional
barriers to participation, thus becoming a primary channel for
Gen-Z in North Sumatra to interact with regional political
issues [38].

However, this concept also highlights the phenomenon of
slacktivism—superficial online engagement that does not
always lead to meaningful civic action [39], [40]. This
phenomenon points to a gap between digital participation and
tangible action, which is a central challenge in fostering active
digital citizens. To address this, critical media literacy and civic
education are required to equip young people with the ability to
critically evaluate information and distinguish between fact and
opinion [41], [42]. This education is crucial for helping Gen-Z
navigate challenges such as hoaxes and algorithmic
manipulation [9], [25].

Thus, Critical Digital Citizenship is not merely about
participation but also about the quality, depth, and ethical
responsibility of digital engagement. This concept offers a
framework for analyzing how Gen-Z can transform from
passive consumers of political information into agents capable
of critique and action based on a critical, responsible
understanding. In the complex era of online media, this concept
serves as a crucial foundation for understanding how
technology can contribute positively to the formation of active,
critical, and autonomous digital citizens.

II. RESEARCH METHODS

This study employs a qualitative approach with a descriptive
case study design, aiming to provide an in-depth understanding
of the phenomenon under investigation. This approach was
selected because it allows the researcher to interpret the
meanings, motivations, and subjective experiences of Gen-Z
respondents regarding the contribution of online media to their
political preferences—aspects that cannot be adequately
captured through quantitative methods [43]. The descriptive
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case study design enables the researcher to present a rich and

comprehensive picture of the dynamics at play among young

voters in North Sumatra.

To collect data, this study utilized a combination of two
techniques: an online survey and in-depth interviews. Initially,
an online survey was administered to 102 Gen-Z respondents
to gather preliminary data on their online media consumption
patterns and general views on political issues. Subsequently,
from this pool of 102 respondents, 25 individuals were selected
for in-depth interviews using a purposive sampling technique.
The selection of these interviewees was based on criteria
relevant to the research, including:

1. Geographic Diversity: Respondents were selected from
various locations in North Sumatra (e.g., Medan, Deli
Serdang, Binjai) to reflect both urban and semi-urban
dynamics.

2. Social Diversity: Interviewees were chosen from diverse
ethnic, religious, and educational backgrounds (including
university students and young professionals) to obtain a
range of perspectives.

3. Level of Media Engagement: Selected respondents
exhibited varied patterns of online media use, ranging from
highly active to moderate, to explore differences in their
motivations and perceptions.

These in-depth interviews were designed to elicit more
detailed information regarding the motivations, experiences,
and meanings behind their digital political behaviors.

Data analysis was conducted using a thematic analysis
approach to identify patterns, themes, and meanings within the
collected data [43]. The analytical stages included coding the
data, grouping these codes into themes, and interpreting them
to answer the research questions. To ensure validity and
reliability, the researcher employed data triangulation, which
involved comparing and verifying data from the surveys and
the interviews. This method, as affirmed by Creswell & Poth,
strengthens the research findings by ensuring the consistency
and accuracy of information obtained from multiple sources
[44].

III. RESULTS AND DISCUSSION

Demographic Profile and Social Context of Gen-Z in North
Sumatra

This study involved 102 Gen-Z respondents (aged 17-26 in
2024), reflecting the social diversity of North Sumatra in terms
of education, location, ethnicity, and religion. The majority of
respondents were in the 18-22 age range (68.6%) and were
university students (70.6%). This fact underscores that the
research focuses on young voters with high levels of digital
access and education, making the findings particularly relevant
to the dynamics of digital politics among university students
and urban voters.

The geographical distribution of respondents shows the
largest concentration in Medan City (43.1%), the hub of urban
and digital activity in North Sumatra. Surrounding buffer zones
such as Deli Serdang (17.6%), Binjai (11.8%), and others were
also represented, ensuring that the findings reflect not only
urban realities but also the political dynamics in surrounding

- 1156 -


https://journal.unpak.ac.id/index.php/jhss
http://u.lipi.go.id/1506003984
http://u.lipi.go.id/1506003019

JHSS (Journal of Humanities and Social Studies)
https://journal.unpak.ac.id/index.php/jhss

Volume 09, Number 02, Page 1153-1161
e-ISSN: 2598-120X; p-ISSN: 2598-117X

regions. In this context, online media serves as a crucial
infrastructure connecting young voters with political issues,
regardless of their geographical location.

In terms of social background, the respondent composition
reflects the multi-ethnic and multi-religious societal structure
of North Sumatra. The Batak (45.1%) and Javanese (23.5%)
ethnic groups were predominant, while Islam (52.9%) and
Christianity (43.1%) had significant representation. This
diversity provides an essential foundation for analyzing how
online media not only conveys information but also interacts
with traditional social structures, including identity politics,
which remains relevant in the electoral context [17].

Overall, this demographic profile indicates that the research
respondents are broadly representative of the Gen-Z population
in North Sumatra, particularly in urban and surrounding areas.
Their diverse social backgrounds provide a critical lens for
understanding how political preferences are shaped by the
dynamic interplay between digital information and local social
structures.

The table below summarizes the demographic distribution of
the respondents.

Variable  Category Count (N=102) Percentage (%)
Age 18-22 years 70 68.6%
23-26 years 32 31.4%
Education  University Student 72 70.6%
Employed 24 23.5%
High School Student 6 5.9%
Location Medan 44 43.1%
Deli Serdang 18 17.6%
Binjai 12 11.8%
Pematang Siantar 8 7.8%
Nias 6 5.9%
Langkat 5 4.9%
Others 9 8.8%
Ethnicity =~ Batak 46 45.1%
Javanese 24 23.5%
Malay 18 17.6%
Nias 8 7.8%
Others 6 6.0%
Religion Islam 54 52.9%
Christianity 44 43.1%
Others 4 4.0%
Patterns of Online Media Use as the Primary Source of
Political Information

Political information consumption patterns among Gen-Z
demonstrate a fundamental shift from conventional media to
visual and interactive digital platforms. Data from this study
confirm that online media has become the primary, and in some
cases, sole source for the majority of young voters in the 2024
North Sumatra Gubernatorial Election. This shift reflects a
profound transformation in how Gen-Z acquires, processes, and
disseminates political information, aligning with their
characteristics as digital natives who grew up in an on-demand
media ecosystem [1].

The dominance of platforms like TikTok (60.8%) and
Instagram (56.9%) indicates a preference among Gen-Z for
concise and easily digestible content formats. This
phenomenon can be explained through the Uses and
Gratifications (U&G) Theory, which positions the audience as
active agents who select media to meet their specific needs [18].
For Gen-Z, these platforms fulfill not only the need for political
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information (edutainment) but also social needs such as
interaction and validation. A respondent from Medan stated,
“When I look for political info, I go straight to TikTok. There
are duets, stitches, or threads explaining a candidate’s vision
and mission. It’s easier to digest than reading a long article”
[45]. This preference underscores that Gen-Z seeks a blend of
information and entertainment, rendering political content no
longer boring but engaging and relevant to their digital culture.

The frequency of political content consumption is also high,
with 62% of respondents consuming content fairly to very
frequently. Nevertheless, the types of content preferred vary.
Short video content on work programs (70 respondents) and
public debates/dialogues (62 respondents) indicate a desire
among Gen-Z for substantive information, while
humorous/satirical political content (58 respondents) serves as
an entry point for previously apathetic voters. “I used to just
like the funny stuff. But it turns out, I learned about their
policies from those memes,” said one respondent (I-04) [46],
which aligns with Lestari’s research that creative digital
campaigns are more effective in capturing the attention of
young voters [14].

Interaction with digital political content also sparks in-depth
social discussions. A total of 72 respondents stated that they
discuss political issues with others, including friends and
family. This shows that digital engagement does not end on the
screen but transcends virtual and real-world boundaries. This
process creates a new, interactive, and collaborative form of
political participation, where young voters are not just passive
consumers but also producers and disseminators of information
(prosumption) [47].

However, amidst this high level of engagement, a serious
challenge emerges regarding digital literacy and trust. Although
41.2% of respondents only trust information from official
sources, another 11.8% admit to trusting content if it is “shared
by many people,” indicating the influence of social proof. This
phenomenon is reinforced by research from Prelog & Bakic-
Tomic, which asserts that Gen-Z, despite being aware of
hoaxes, remain vulnerable to algorithmic manipulation [9].
This critical attitude suggests that Gen-Z are active assessors
attempting to navigate a complex digital landscape, not merely
passive consumers.

Online media have become a key determinant in shaping Gen-
Z’s understanding of the candidates in the 2024 North Sumatra
Gubernatorial Election. Out of 102 respondents, 72 (70.6%)
stated that online media had a significant influence in helping
them understand the candidates’ visions, missions, work
programs, and character. This finding indicates that online
media is no longer merely an information channel but has
become a primary source for the critical and in-depth formation
of political perception among young voters.

One significant finding is the ability of digital content to
change respondents’ political views, which serves as empirical
evidence of the effectiveness of Framing Theory. Based on the
work of Robert M. Entman, this theory explains that media not
only present facts but also select and highlight certain aspects
of reality to influence public interpretation [21]. A total of 38
respondents (37.3%) stated that they had changed their views
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due to the content they consumed, particularly posts that
clarified a candidate’s work program (39.5%) or content that
exposed a candidate’s negative aspects (31.6%). This suggests
that Gen-Z are influenced by the narratives constructed in the
digital sphere, whether positive or negative.

The following table summarizes the respondents’ online
media usage patterns:

Aspect Category Count Percentage
(N=102) (%)
Primary Platform TikTok 62 60.8%
Instagram 58 56.9%
Online News 34 33.3%
Media
WhatsApp 24 23.5%
Group
YouTube 18 17.6%
Political Podcast 13 12.7%
Frequency of Very Frequent 18 17.6%
Consumption Fairly Frequent 46 45.1%
Infrequent 30 29.4%
Never 8 7.8%
Influence of Online Very High 32 31.4%
Media Fairly High 40 39.2%
Minor 22 21.6%
No Influence 8 7.8%
Trust in Information ~ Official Sources 42 41.2%
Requires 30 29.4%
Verification
Viral (Widely 12 11.8%
Shared)
No Trust at All 8 7.8%

The Process of Political Perception Formation through Online
Media

Political branding also serves as a crucial instrument in
shaping a candidate’s image. Gen-Z not only seeks factual
information but also builds perceptions of candidates as
authentic and relevant public figures. A total of 44 respondents
(43.1%) were attracted to candidates who demonstrated
concern for local issues, while 38 respondents (37.3%) favored
candidates who were authentic and not rigid on social media
[8]. This confirms that a successful political communication
strategy must be able to build a consistent and relevant narrative
that aligns with Gen-Z’s values through creative and authentic
content.

Nevertheless, Gen-Z demonstrates a critical awareness of
superficial branding. A total of 30 respondents (29.4%) stated
they were skeptical and needed to verify claims made on social
media. This indicates that young voters do not passively accept
political narratives but are active assessors who attempt to
distinguish between fact and image-crafting. Therefore,
effective political branding must be built ethically and based on
integrity, not merely on image manipulation, to win the trust of
an increasingly critical young electorate.

Online media functions not only as an information tool but
has also transformed into a catalyst for social discussions that
transcend virtual and real-world boundaries. The findings of
this study show that 78 respondents (76.5%) discuss political
information they obtain from online media with others. This
phenomenon proves that the political engagement of Gen-Z is
interactive, where the consumption of digital content often
serves as a trigger for conversations in their social
environments, both with friends and family.
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This discussion reflects the concept of prosumption, where
young voters are not just passive consumers but also active
producers and disseminators of political information [47].
Digital content, even entertainment-oriented content like
memes and parodies, can become material for serious
discussion. One respondent stated, “I’ll see a video on TikTok
and then ask my friend, ‘Did you see this? What do you think?’”
[48]. This demonstrates that online media has become a bridge
connecting individual information with communal spaces,
where opinions are formed and negotiated.

The table below summarizes the influence of online media on
the formation of Gen-Z’s political perceptions.

Aspect of Category Count Percentage
Perception (%)
Formation
Influence of Very High 32 31.4%
Online Media Fairly High 40 39.2%
on Minor 22 21.6%
Understanding No Influence 8 7.8%
Candidates
Reasons for Posts that clarified 15 39.5%
Changing work programs
Views on a Videos/news 12 31.6%
Candidate exposing negative
(N=38) aspects
Public reactions on 11 28.9%
social media
Appealing Concern for local 44 43.1%
Candidate issues
Image Aspects Authentic and not 38 37.3%
rigid/approachable
Responsive and 32 31.4%
interactive

Interaction between the Digital World and Traditional Social
Structures

Although online media dominate in information delivery, the
roles of family and local figures remain significant in decision-
making. Only 21.6% of respondents base their decisions solely
on online media, while 52.9% admit that their decision is a
combination of digital information and traditional social
influences. “I see things on social media and discuss them on
campus, but in the end, I ask my parents. They know the
region’s political history,” said [-15 [49]. This statement
confirms that Gen-Z’s political participation is the result of a
hybrid participation model, where digital interaction and social
dialogue complement each other [33].

The dynamics of ethnic and religious identity also remain an
important factor negotiated against digital information.
Although 47.1% of respondents consider ethnicity and religion
in their voting choice, some of them exhibit a critical stance. “I
want to vote for someone with a clear program, not just because
of their ethnicity,” said 1-19 [50]. This indicates a tension
between social pressures and rational considerations, showing
that Gen-Z do not reject identity but are critical of its
provocative and divisive use [17].

Although online media is their primary source of political
information, Gen-Z demonstrates a critical and selective
attitude, reflecting a relatively high level of digital literacy. Of
the 102 respondents, 42 (41.2%) stated that they place more
trust in information from official and verified sources. This
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attitude indicates that they do not passively accept information
but consciously cross-verify to ensure source credibility, as a
response to the prevalence of disinformation and hoaxes on
social media.

The following table summarizes the interaction between the

communication that is not only persuasive but also educates
and empowers young voters, in line with the goals of Critical
Digital Citizenship itself.

The following table summarizes Gen-Z’s level of trust and
expectations regarding online media:

digital world and traditional social structures. Aspect Category Count  Percentag
Aspect Category Count Percentage (N=102 e (%)
(N=102) (%) )
Political Yes 84 82.4% Level of Trust Trusts if from 42 41.2%
Engagement No 18 17.6% in Political an official
Discusses Yes 78 76.5% Information source
Politics with No 24 23.5% Skeptical and 30 29.4%
Others requires
Primary Basis  Online Media 22 21.6% verification
for Voting Only Trusts if 12 11.8%
Decision Combination of 54 52.9% widely shared
Online & Social (viral)
Influence Does not trust 8 7.8%
Social Influence 8 7.8% at all
Only Expectations/Su  Present 34 33.3%
Considerations  Ethnicity and 48 47.1% ggestions for neutral, data-
in Voting Religion Online Media firiven
Work Program 54 52.9% information
and Reduce 22 21.6%
Performance provocation or
Digital Literacy, Skepticism, and Expectations of Gen-Z hoaxes
This critical stance can be directly linked to the concept of Create 12 11.8%
Critical Digital Citizenship, which emphasizes the ability of creative yet
individuals to critically analyze information, participate educational
meaningfully, and act ethically in the online environment. content
Involve young 3 2.9%

Although 30 respondents (29.4%) stated the need for
verification, 12 respondents (11.8%) admitted to trusting
content if it was “shared by many people.” This phenomenon
reveals a contradiction between digital literacy and the
influence of social proof, where virality can create an illusion
of truth. This condition aligns with research showing that Gen-
Z, despite being aware of hoaxes, remain vulnerable to
algorithmic manipulation and echo chambers on social media
[9].

Gen-Z’s critical perspective is also reflected in their
expectations for the quality of political content. A total of 34
respondents (33.3%) explicitly desire neutral and data-driven
content, while 22 respondents (21.6%) called for a reduction in
provocation and hoaxes. This demand shows that they want
political media that is not only engaging but also educational
and responsible. “I want to see a comparison of visions and
missions, not just attacks on each other,” stated one respondent
[51], reflecting their desire to make decisions based on rational
considerations, a characteristic of mature digital citizens.

Furthermore, Gen-Z also has expectations regarding the role
of young influencers in disseminating relevant political
literacy. They view influencers as more authentic and relatable
alternative authorities compared to mainstream media. This
expectation shows that Gen-Z are not just passive spectators but
also agents of change who wish to see a healthier, more
collaborative, and democratic digital political space. This
serves as a call for stakeholders to innovate in political

OPENaACCESS

influencers in
spreading
political
literacy

IV.CONCLUSIONS

The key findings of this study indicate that Gen-Z actively
selects digital platforms, particularly TikTok and Instagram, to
fulfill their needs for edutainment and social interaction,
consistent with the Uses and Gratifications Theory. This
engagement is not passive but rather a critical process wherein
perceptions of candidates are shaped by compelling narratives
and strategic framing. Nevertheless, Gen-Z exhibits a high
degree of skepticism, reflecting an impetus to become Critical
Digital Citizens who not only consume but also verify
information and demand neutral, data-driven content.
Furthermore, this study finds that digital engagement is not
isolated from traditional social structures. Political discussions
triggered by online content often extend into real-world
conversations with family and friends, indicating a hybrid
participation model. This suggests that while online media is
dominant, social influences and local identity remain relevant
in shaping the voting decisions of Gen-Z. Overall, this research
offers both theoretical and practical contributions.
Theoretically, the study enriches the understanding of political
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socialization and digital citizenship dynamics among young
voters within the context of local elections. Practically, the
findings provide guidance for political actors and campaign
teams in designing more authentic, interactive, and data-driven
communication strategies to bridge the gap between digital
engagement and tangible political participation. Given the
increasingly crucial role of Gen-Z, fostering a healthy and
ethical digital ecosystem will be a key challenge in ensuring a
more inclusive and participatory democratic future.

REFERENCES

[1] M. Dimock, “Defining generations: Where Millennials
end and Generation Z begins,” Pew Research Center.
Diakses: 6 Maret 2025. [Daring]. Tersedia pada:
https://www.pewresearch.org/short-
reads/2019/01/17/where-millennials-end-and-generation-
z-begins/

[2] T. Asmiyanto, D. V. Ferezagia, M. H. Inamullah, Z.
Abdurrahman, dan E. Roselina, “The Effect of
Information-Seeking Behavior on Gen-Z Political
Preference: Study on 2020 District Heads Election in
Depok and South Tangerang,” Libr. Philos. Pract., vol.
2021, hlm. 1-17, 2021.

[3] KPU RI, “55% Pemilih Didominasi Generasi Muda,
Bantu KPU Dalam Penyelenggaraan Pemilu 2024.”
Diakses: 9 Agustus 2025. [Daring]. Tersedia pada:
https://www.kpu.go.id/berita/baca/11684/55-pemilih-
didominasi-generasi-muda-bantu-kpu-dalam-
penyelenggaraan-pemilu-2024

[4] H. Bagdi, H. P. Bulsara, D. Sankar, dan L. Sharma, “The
transition from traditional to digital: factors that propel
Generation Z’s adoption of online learning,” Int. J. Educ.
Manag., vol. 37, no. 3, hlm. 695-717, Mei 2023, doi:
10.1108/1JEM-01-2023-0003.

[5] D. Intyaswati, E. Maryani, D. Sugiana, dan A. Venus,
“Using media for voting decision among first-time voter
college students in West Java, Indonesia,” Acad. J.
Interdiscip. Stud., vol. 10, no. 1, hlm. 327-339, 2021, doi:
10.36941/ajis-2021-0028.

[6] Q. Tang, S. Kamarudin, dan X. Zhang, “WeChat News
Contact among Chinese Youth and Impact on Political
Participation: the Role of Social Capital, Political Trust,
and Media Literacy,” Stud. Media Commun., vol. 12, no.
1, hlm. 309-320, 2024, doi: 10.11114/smc.v12i1.6572.

[7] P.Robin, S. Alvin, dan T. Hasugian, “Gen-Z Perspective
on Politics: High Interest, Uninformed, and Urging
Political Education,” J. Ilmu Sos. Dan Ilmu Polit. JISIP,
vol. 11, no. 3, hlm. 183-189, Des 2022, doi:
10.33366/jisip.v11i3.2550.

[8] A. Aminuddin, R. D. Nasution, dan A. Pia, “Political
Branding sebagai Instrumen Komunikasi Politik di Era
Digital,” War. Dharmawangsa, vol. 19, no. 1, Art. no. 1,
2025, doi: 10.46576/wdw.v19i1.6009.

[9] L.Prelogdan L. Bakic-Tomic, “The perception of the fake
news phenomenon on the internet by members of
generation Z,” dipresentasikan pada 2020 43rd

OPEN ACCESS

International Convention on Information,
Communication and Electronic Technology, MIPRO
2020 - Proceedings, 2020, hlm. 452-455. doi:
10.23919/MIPR0O48935.2020.9245169.

[10] F. Riza dan J. Junaidi, “Islamic Activism, Local Politics,
and Contradiction of Democratisation in North Sumatra,”
Polit. J. Ilmu Polit., vol. 11, no. 1, Art. no. 1, Jan 2019,
doi: 10.32734/politeia.v11i1.676.

[11] M. Barati, “Casual Social Media Use among the Youth:
Effects on Online and Offline Political Participation,”
EJournal EDemocracy Open Gov., vol. 15, no. 1, hlm. 1-
21,2023, doi: 10.29379/jedem.v15i1.738.

[12] Ardiansyah dkk., “Strategi Penyelenggaraan Pemilu
dalam Meningkatkan Partisipasi Politik Gen Z 2024 :
(Studi Kasus Pada KPU Kota Mataram),” J. Studi
Multidisipliner, vol. 9, no. 1, Art. no. 1, Jan 2025, Diakses:
6  Maret 2025. [Daring].  Tersedia  pada:
https://oaj.jurnalhst.com/index.php/jsm/article/view/8844

[13] M. R. Kurniawan, D. Erawati, H. Setiawan, dan H.
Harmain, “Digitalisasi: Strategi Komunikasi KPU Dalam
Meningkatkan Partisipasi Gen Z Pada Pemilu 2024,”
Innov. J. Soc. Sci. Res., vol. 3, no. 6, Art. no. 6, Nov 2023.

[14] A. Lestari, “Demokrasi Pendidikan Islam: Konsep dan
Implementasinya,” J. -NUR Kaji. Illmu-Iimu Pendidik.
Dan Keislam., vol. 8, no. 02, Art. no. 02, Agu 2022,
Diakses: 25 Januari 2025. [Daring]. Tersedia pada:
http://journal.an-
nur.ac.id/index.php/annur/article/view/233

[15] R. H. Saputro dkk., “Gaining Millenial and Generation Z
Vote: Social Media Optimization by Islamic Political
Parties,” Res Mil., vol. 13, no. 1, hlm. 323-336, 2023.

[16] A. An-Nasser, E. Retpitasari, A. Inayah, D. V. A.l, dan A.
F. A. Thsani, “Social Media Impact of Kediri Election
Commission in Increasing Participation Election In 2024,”
KOMUNIKE J. Komun. Penyiaran Islam, vol. 16, no. 1,
Art. no. 1, Mei 2024, doi: 10.20414/jurkom.v1611.9826.

[17] E. W. Harahap, N. Dalimunthe, dan A. P. Surianto,
“Identity Politics in Islamic Views,” Al-Afkar J. Islam.
Stud., vol. 7, no. 1, Art. no. 1, Jan 2024, doi:
10.31943/afkarjournal.v7i1.934.

[18] E. Katz, J. G. Blumler, dan M. Gurevitch, “Uses and
Gratifications Research,” Public Opin. Q., vol. 37, no. 4,
hlm. 509-523, Jan 1973, doi: 10.1086/268109.

[19] M. E. McCombs dan D. L. Shaw, “The Agenda-Setting
Function of Mass Media,” Public Opin. Q., vol. 36, no. 2,
hlm. 176-187, 1972.

[20] E. Goffman, Frame analysis: An essay on the
organization of experience. dalam Frame analysis: An
essay on the organization of experience. Cambridge, MA,
US: Harvard University Press, 1974, hlm. ix, 586.

[21] R. M. Entman, “Framing: Toward Clarification of a
Fractured Paradigm,” J. Commun., vol. 43, no. 4, him. 51—
58, 1993, doi: 10.1111/j.1460-2466.1993.tb01304 ..

[22] A. Gardikiotis, E. Navrozidou, dan O. Euaggelou-Navarro,
“Social Media and Political Participation: The Role of
Social Psychological and Social Media Variables,”

- 1160 -


https://journal.unpak.ac.id/index.php/jhss
http://u.lipi.go.id/1506003984
http://u.lipi.go.id/1506003019

JHSS (Journal of Humanities and Social Studies)
https://journal.unpak.ac.id/index.php/jhss

Volume 09, Number 02, Page 1153-1161
e-ISSN: 2598-120X; p-ISSN: 2598-117X

Psychol. J. Hell. Psychol. Soc., vol. 23, no. 2, hlm. 37,
2020, doi: 10.12681/psy_hps.22601.

[23] J. Kahne dan B. Bowyer, “The Political Significance of
Social Media Activity and Social Networks,” Polit.
Commun., vol. 35, no. 3, hlm. 470-493, 2018, doi:
10.1080/10584609.2018.1426662.

[24] L. Famoussyah, “Pengaruh Penggunaan Media Sosial
Terhadap Partisipasi Politik Generasi Z pada Pilkada
Tahun 2020 di Kabupaten Solok Selatan,” other, IPDN,
2023. Diakses: 5 Juni 2025. [Daring]. Tersedia pada:
http://eprints.ipdn.ac.id/13555/

[25] L. A. S. Bondar dan H. Siregar, “Partisipasi Mahasiswa
Menjelang Pemilihan Kepala Daerah Sumatera Utara
Tahun 2024 di Era Digital (Studi di Badan Pengawasan
Pemilihan Umum Provinsi Sumatera Utara),” Innov. J.
Soc. Sci. Res., vol. 5, no. 1, Art. no. 1, Jan 2025, doi:
10.31004/innovative.v5il.16571.

[26] Nada Dwiannisa, “Pengaruh Gerakan Sosial Digital
‘Reformasi Dikorupsi’ Di Twitter Terhadap Budaya
Politik Gen Z di Jakarta Timur,” skripsi, Universitas
Pembangunan Nasional Veteran Jakarta, 2023. Diakses: 5
Juni 2025. [Daring]. Tersedia pada:
http://repository.upnvj.ac.id

[27] T. Diehl, B. E. Weeks, dan H. G. d. Zuaiiga, “Political
Persuasion on Social Media: Tracing Direct and Indirect
Effects of News Use and Social Interaction,” New Media
Soc., vol. 18, no. 9, hlm. 1875-1895, 2016, doi:
10.1177/1461444815616224.

[28] Z.Jafari dan M. Jafari, “Social Media as a Political Arena:
A Qualitative Analysis of Online Activism,” Isslp, vol. 1,
no. 2, hlm. 19-25, 2022, doi: 10.61838/kman.isslp.1.2.4.

[29] I. Rifani, X. E. Lobja, dan M. I. Ramadhan, “The
Dynamics of Local Politics and Preferences of Generation
Z Students in the 2024 Presidential Election in North
Sulawesi,” Polit. J. IImu Polit., vol. 6, no. 1, Art. no. 1,
Mei 2024, doi: 10.15575/politicon.v6il.33382.

[30] M. 1. Harahap dan W. W. Utomo, “The Intersection of
Islam and Adat in Politics: The Pakpak Muslim

Community,” Ulul Albab J. Studi Islam, vol. 25, no. 1, Art.

no. 1, Jun 2024, doi: 10.18860/ua.v25i1.26197.

[31] G. A. Almond dan S. Verba, The Civic Culture: Political
Attitudes and Democracy in Five Nations. SAGE, 1989.

[32] O. Pamungkas, “Pengaruh Kampanye Politik dan Media
Sosial Terhadap Orientasi Politik Generasi Z dalam
Pemilu 2024 (Studi Deskriptif dalam Organisasi Untirta
Movement Community),” sarjana, Universitas Sultan
Ageng Tirtayasa, 2025. Diakses: 5 Juni 2025. [Daring].
Tersedia pada: https://eprints.untirta.ac.id/48974/

[33] A. E. Bantara dkk., “Optimalisasi Pemantauan Partisipatif
sebagai Instrumen Peningkatan Partisipasi Politik
Generasi Z pada Pemilu 2024,” J. Pengabdi. Kpd. Masy.
Nusant., vol. 6, no. 1, hlm. 676-682, Okt 2024,

[34] Y. Lee, “Social Media Capital and Civic Engagement:
Does Type of Connection Matter?,” Int. Rev. Public
Nonprofit Mark., vol. 19, no. 1, hlm. 167-189, 2021,

[35] A. Zait, A. G. Andrei, dan 1. A. Horodnic, “Civic
Engagement in a Digital Time - Is There a Divide in

OPEN ACCESS

Terms of Social Civic Behavior?,” Cent. East. Eur. Edem
Egov Days, vol. 325, hlm. 215-226, 2018,

[36] Y. Cheng, J. Liang, dan L. Leung, “Social Network
Service Use on Mobile Devices: An Examination of
Gratifications, Civic Attitudes and Civic Engagement in
China,” New Media Soc., vol. 17, no. 7, hlm. 10961116,
2014, doi: 10.1177/1461444814521362.

[37] V. Raghavan, M. Wani, dan D. M. Abraham, “Expression
in the Social Age: Towards an Integrated Model of
Technology Acceptance, Personality, Civic Engagement
and Social Capital,” hlm. 635-645, 2016,

[38] B. Mulyono, “Initiating the Engagement of Young
Citizens in a Quality Politics in the Social Media Era,”
2020, doi: 10.2991/assehr.k.200320.012.

[39] W. L. Bennett, C. Wells, dan D. Freelon,
“Communicating Civic Engagement: Contrasting Models
of Citizenship in the Youth Web Sphere,” J. Commun.,
vol. 61, no. 5, hlm. 835-856, 2011,

[40] C. T. Dawes, J. E. Settle, P. J. Loewen, M. McGue, dan
W. G. lacono, “Genes, Psychological Traits and Civic
Engagement,” Philos. Trans. R. Soc. B Biol. Sci., vol. 370,
no. 1683, him. 20150015, 2015,

[41] 1. Davies dkk., “Four Questions About the Educational
Potential of Social Media for Promoting Civic
Engagement,” Citizsh. Teach. Learn., vol. 7, no. 3, hlm.
293-306, 2012, doi: 10.1386/ctl.7.3.293 1.

[42] E. Middaugh, S. Bell, dan M. Kornbluh, “Think Before
You Share: Building a Civic Media Literacy Framework
for Everyday Contexts,” Inf. Learn. Sci., vol. 123, no. 7/8,
hlm. 421-444, 2022, doi: 10.1108/ils-03-2022-0030.

[43] M. Q. Patton, Qualitative Research <& Evaluation
Methods, Fourth. Saint Paul: Sage Publication Inc., 2015.
Diakses: 19 Mei 2025. [Daring]. Tersedia pada:
https://uk.sagepub.com/en-gb/eur/qualitative-research-
evaluation-methods/book232962

[44] J. W. Creswell dan C. N. Poth, Qualitative Inquiry and
Research Design Choosing among Five Approaches, 4 ed.
Thousand Oaks: SAGE Publications, Inc, 2018.

[45] W-01, “Media Online dan Gen Z pada PILGUBSU 2024,”
6 Juli 2025.

[46] W-04, “Media Online dan Gen Z pada PILGUBSU 2024,”
6 Juli 2025.

[47] M. Yamamoto, S. Nah, dan S. Y. Bae, “Social Media
Prosumption and Online Political Participation: An
Examination of Online Communication Processes,” New
Media Soc., vol. 22, no. 10, hlm. 1885-1902, 2019, doi:
10.1177/1461444819886295.

[48] W-24, “Media Online dan Gen Z pada PILGUBSU 2024,”
10 Juli 2025.

[49] W-15, “Media Online dan Gen Z pada PILGUBSU 2024,”
8 Juli 2025.

[50] W-19, “Media Online dan Gen Z pada PILGUBSU 2024,”
9 Juli 2025.

[51] W-22, “Media Online dan Gen Z pada PILGUBSU 2024,”
10 Juli 2025.

- 1161 -


https://journal.unpak.ac.id/index.php/jhss
http://u.lipi.go.id/1506003984
http://u.lipi.go.id/1506003019

