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ABSTRACT

Google Trends is an alternative and effective tool for predicting candidate
popularity and election results with a simple method. This research aims to
analyze and compare the popularity of Indonesia's 2024 presidential
candidates using Google Trends. This research uses Google Trends as a tool.
Data is taken from December 2022-December 2023 with the keywords 'Anies
Baswedan', 'Ganjar Pranowo', and 'Prabowo Subianto. Crowed data is
visualized using facilities provided by Google Trends, Canva and Flourish
Studio's Data Visualization Software with three focus analyses: Interest over
time, Interest by Region, and Related queries. The findings of this research
show that the trend of searching for information about Indonesia's 2024
presidential candidates has been crowded since October 2022 and increased
significantly until December 2023. The popularity of Anies Baswedan and
Ganjar Pranowo on Google Trends was the same when each candidate made a
declaration. Anies gained full popularity with 100 achievements, as well as
Ganjar Pranowo gained full popularity when declared by Megawati Soekarno
Putri with 100 achievements. However, the facts were very much different on
the day when the Gerinda Party declared Prabowo Subianto. Prabowo's
popularity when measured by Google Trends is only perched at position 30
while other candidates are above Prabowo, namely Ganjar 100 and Anies 78.
Prabowo's popularity rose on August 13, 2022, which managed to get 100,
Anies rose to 79 and Ganjar dropped to 57 even though it was only one day
apart. These three candidates have different voter bases in the 2024
presidential election. Anies Baswedan's searchers on Google Trends are
spread almost throughout the province. While Ganjar Pranowo excelled in
Central Java, while West Papua, Maluku and Sulawesi many wanted to know
Prabowo Subianto's information.
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INTRODUCTION
In today's digital age, the internet and social media play a very

important role in the world of politics and elections (Mislove et al.,, 2021;
Tumasjan et al., 2010). The internet has become a great source of data. More
than half of the world's population uses it (IWS, 2023) and there are over 4.2
billion Google searches every day (World Bank, 2016). This includes searches
about the presidential election. One increasingly popular tool used to monitor
the popularity of presidential candidates in the online world is Google Trends.
Google Trends is a platform that collects search data on specific topics from
the Google search engine (Google News Initiative, 2023).

It should be noted that (Mellon 2013) Real argument Google Trends It
has several key advantages over traditional survey data. First, the high cost of
doing surveys causes most of the survey questions to be asked only
occasionally so making comparisons from time to time can be difficult. Instead,
Google Trends provides information about search trends measured on a
weekly basis and is more amazingly accessible for free. Second, in many
countries where surveys are only conducted sporadically, while Google search
data is available everywhere and because the majority of global people use
Google as a search engine. The Google Trends website allows researchers to
download data on all countries for free and download time series of popularity
of any search term over time (provided enough people search for it). For this
reason, Google Trends is an interesting source of data for social scientists as
well as to see recent trends in Indonesian politics.

Google Trends can be used as a tool that is very integrated with the
world of research. The use of Google Trends as a research tool has contributed
to the field of health and medical research (Nuti et al., 2014; Davidson et al,,
2015), economics and finance (Preis et al., 2013; Kristoufek, 2015; Kristoufek,
2013) milieu (Mccallum & Bury, 2013) Predictors of future election outcomes
(Prado-Roman et al., 2021). The use of Google Trends in political research
contributes to predicting election outcomes and has so far shown promising

results (Mavragani, 2016; Tsagarakis, 2019).
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In the context of Indonesia's presidential election in 2024, the use of
Google Trends as a tool to monitor the popularity of presidential candidates
becomes very relevant. Search results from Google Trends can be seen as a
new kind of 'meta-media’ (Trielli &; Diakopoulos, 2022; Metaxa et al., 2019),
which can shape opinions, reinforce stereotypes, and influence voters'
preferences (Epstein, 2018; Kay et al., 2015; Knobloch-Westerwick et al,,
2015).

To be clear, the use of Google Trends remains a relevant and powerful
tool for gauging the popularity patterns of presidential candidates, despite its
older inception. This relevance persists because Google Trends captures real-
time search behaviors that reflect the evolving interests and concerns of the
public. In the current digital age, where online information consumption
significantly influences political landscapes, Google Trends offers unique
insights that traditional polling methods may miss (Himelboim et al., 2013;
Gayo-Avello, 2013). For candidate pairs, understanding voter trends and
preferences can provide a competitive advantage for presidential candidates
and political parties. Moreover, recent studies have shown that search trends
often correlate with electoral outcomes, thus validating Google Trends as a
predictive tool in the political arena (Vosen & Schmidt, 2011; Preis etal., 2013)

This study aims to analyze the relationship between Google Trends
data and the popularity of Indonesia's 2024 presidential candidate. By
connecting search behaviors with changing political dynamics, this research
contributes to a deeper understanding of how digital tools like Google Trends
can reflect and even anticipate the level of popularity of presidential
candidates in the digital age (Mavragani, 2016; Tsagarakis, 2019).

Previous relevant studies include research on social media use in
elections, the relationship between online popularity and voter choice
(Abdullah, 2018), as well as the use of Google Trends search data in political
analysis (Tumasjan et al., 2010; Himelboim et al,, 2013; Jayus et al., 2024). In

addition, this research also aims to analyze and read trends for Indonesia's
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2024 presidential candidates using Google Trends analysis. Using data from
Google Trends, the study will look at search patterns related to presidential
candidates, identify peaks of interest over a period of time, and track changes
in trends over time. Through this analysis, this research will explore the
potential use of Google Trends in predicting voter preferences and presidential
election outcomes. Similar research has previously shown the success of using
data from social media and search engines in predicting voter preferences and
election outcomes (Bovet & Makse, 2019; Zhang et al., 2016)

In addition, the study will also explore and clearly define the specific
factors that influence presidential candidate search trends on Google Trends.
These factors will be quantified and analyzed to understand their impact on
search behaviors. Such factors can include political events, social media
campaigns, public debates, or hot issues in the presidential election. This study
will also address gaps left by previous research by offering new insights into
how these factors specifically affect voter behavior and preferences during the
2024 Indonesian presidential election. By understanding these factors, this
study can provide a better understanding of political dynamics and voter
preferences in the context of Indonesia's 2024 presidential election. Previous
research has shown that factors such as political events and important issues
can influence the interest and popularity of presidential candidates (Kenski &
Stroud, 2006; Ratkiewicz et al., 2011; Yang & DeHart, 2016). However, this
study will offer a fresh perspective by focusing on how these factors are
reflected in digital search trends, thus bridging the gap in understanding the
connection between online behavior and electoral outcomes (Gayo-Avello,
2013; Ariel etal,, 2024).

The results of this study are expected to provide valuable insights for
presidential candidates, political parties, and the general public. Information
obtained through Google Trends analysis can help in informing campaign
strategies, gaining a better understanding of voter preferences, as well as

providing guidance in strategic decision-making in the context of presidential
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elections. This research will be the first step in understanding the potential
and limitations of using Google Trends as an analytical tool in the presidential
election in Indonesia.

RESEARCH METHOD
This study aims to analyze and compare the popularity of Indonesia's

2024 presidential candidates using Google Trends. Google Trends allows
monitoring changes in online interest in a term in a country or region over a
selected time period, for example. a range of years, 1 year, 90 days, 30 days, 7
days, 4 hours, 1 hour, or a specific period of time. It also allows multiple
relative comparisons of terms in different regions, or comparisons of different
terms in one region, while the feature offers the opportunity to compare
different terms in different regions. Data, depending on the time period
chosen, can be monthly, weekly, hourly, or even with 1-minute intervals.
(Mavragani &; Tsagarakis, 2019).

This research process generally involves selecting keywords that are
meant to measure the specific construct that interests you. Then, Google
Trends is used to generate an estimate of the volume of Google searches
containing one or more of those keywords, at a specific time and location
(Salganik, 2018). This study used a comparative descriptive research design
(Creswell, 2014). Data will be collected from Google Trends using keywords
related to Indonesia's 2024 presidential candidates. Search data will be
retrieved for specific time periods relevant to the presidential election. The
data will include search volume, geolocation, as well as search trends related
to presidential candidates. Then, a simple dataset that has been downloaded
from Google Trends is displayed using Flourish Studio's Data Visualization
Software and Canva (Flourish, 2024; Flourish, 2024), after which it is analyzed

and discussed in full.

Table 1. Search Keywords on Google Trends

No Presidential Candidate Information
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1  Anies Baswedan Indonesian Presidential candidate declared by the
Nasdem Party and the coalition

2 Prabowo Subianto Indonesian Presidential candidate declared by
Gerindra Party and the coalition

3  Ganjar Pranowo Indonesian presidential candidate declared by the

PDI-P Party and the coalition
The study will look at search trends related to presidential candidates,

identify trend changes over time, and compare candidate popularity through
Google Trends data analysis. Searches conducted on the Google search engine
can be obtained for free in aggregate form through the Google Trends (GT)
website. Because of this, researchers began using this data to measure
populations (Lorenz et al, 2022). To produce targeted and measurable
research, it is important to display terms commonly used in Google Trends

research (Google News Initiative, 2023b)that is:

Table 2. Terminology in Google Trends analysis

No Term Definition
1  Interest over Numbers represent search interest relative to the highest point
time on the chart for the given region and time. A value of 100 is the

peak popularity for the term. A value of 50 means that the term

is half as popular. A score of 0 means there was not enough data

for this term.
2 Interest by See in which location your term was most popular during the
Region specified time frame. Values are calculated on a scale from 0 to

100, where 100 is the location with the most popularity as a

fraction of total searches in that location, a value of 50 indicates

a location which is half as popular. A value of 0 indicates a

location where there was not enough data for this term.

3  Related queries Users searching for your term also searched for these queries.

You can sort by the following metrics:

1. Top - The most popular search queries. Scoring is on a
relative scale where a value of 100 is the most commonly
searched query, 50 is a query searched half as often as the
most popular query, and so on.

2. Rising - Queries with the biggest increase in search
frequency since the last time period. Results marked
"Breakout" had a tremendous increase, probably because
these queries are new and had few (if any) prior searches.

Source: trends.google.co.id, 2023

RESULT AND DISCUSSION
In the midst of the rapid development of the Internet, search engines

have become a form of community media that is routinely and widely used to

. ______________________________________________________________________________|
POLITICON VOL.6 No.2 2024 hal 273-300 278

Copyright (c) 2024 Asyyari Abdullah et.al
This work is licensed under a Creative Commons Attribution-
ShareAlike 4.0 International License.



http://journal.uinsgd.ac.id/index.php/politicon
https://creativecommons.org/licenses/by-sa/4.0/
https://creativecommons.org/licenses/by-sa/4.0/

POLITICON : Jurnal Ilmu Politik Vol.6 No.2 ; Hal 273 - 300

Website : http://journal.uinsgd.ac.id/index.php/politicon
ISSN : 2685-6670 ( Online )

access information on the Internet lately (Abdullah, 2020; Chay & Sasaki, 2011;
Davis et al,, 2012; Weeks et al., 2012) and Google became the largest search
engine of the century (Valentine, 2009).

Google's technology uses complex algorithms to find web items that
interest users based on the 'keywords' and 'phrases’ typed into its search
engine(Cahill, 2007; Yingxing Li & Kaiying Deng, 2012; Moe & Schweidel,
2012).

Every search query that goes to Google will automatically go into
Google's database (Westwood, 2010; Zheluk et al, 2012). Based on data
available in Google's database, researchers can see trends that are popular
based on keywords using Google Trends.

Google Labs presents 'Google Trends' (https://trends.google.com)
which was first launched on May 11, 2006 at that time run by Google Analytics
(Cahill, 2007). At the time of writing, Google had the highest market share of
all search engines (see Fig. 1). Where google.com has a market share of

80.78%, then followed by bing.com about 2.57%, google.com.vn 2%, Google

StatCounter Global Stats
g o/ wort (=

google.co.uk 1.49% le. ndfinaly” 0.58%
(Statco‘uhtﬁom, 2023).
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Figure 1. Search Engine Host Market Share Worldwide June 2022 -
June 2023
Source: Statcounter.com, 2023

Google Trends is a freely available tool that parses archived search
records to show fluctuations in the popularity of a particular keyword on
Google, provided that a minimum number of relevant searches are performed
over a certain period of time (Trevisan et al,, 2018).

(Cahill, 2007) also explained that Google Trends allows users to enter
keywords and see how often people search for them. The search results will be
displayed in the form of a graph complete with the time. Thus, researchers
easily see the popularity of certain search terms over a relatively long period.
Through Google Trends researchers can also search for multiple keywords
separated by 'commas' to compare results on the same graph, and see where
that search query is coming from. Thus, Google search statistics have become
a tool used in the academic field (Scharkow &; Vogelgesang, 2011; Scheitle,
2011)

Google Trends provides Search Volume Index (SVI) or Search Volume
Index of keywords, which is the relative popularity of search terms entered in
the Google search engine, and is measured as part of a random sample of
Google queries (Google queries) in specific units of time (e.g., days, weeks, or
months) and locations (Google News Initiative, 2023).

Search Volume Index (SVI) range values from 0 to 100, where a value
of 100 indicates the maximum share of keywords from all Google queries
during the selected time and location. For every other unit of time, SVI is
calculated as a fraction of the maximum query division time unit. As such,
Google Trends does not provide absolute search counts for a term, but rather
estimates of how a keyword's popularity changes over time. SVI is available at
the global and national levels as well as the more detailed geographic level of

a region or city. Google Trends makes it possible to search for up to five
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keywords simultaneously and compare their popularity in the selected time
and geographical region.

Recently, researchers have shown that search engine queries can be
used to study phenomena that are usually measured using surveys. For
example, researchers have used Google Trends data to study consumer trends
(Vosen & Schmidt, 2011), outbreak tracking of diseases such as influenza
(Ginsberg et al., 2009), economic crisis tracking (Jun et al., 2018), and in
migration research (For example, Wladyka, 2017; Vicéns-Feliberty & Ricketts,
2016; Bohme et al, 2020). Next (Chykina &; Crabtree, 2018) measures
deportation-related concerns among immigrants in the United States based on
the frequency of the search phrase "Will [ be deported”. (Stephens-Davidowitz,
2014) measures racial hostility in the U.S. based on search volume containing
racial epithets directed at African Americans, and their relationship to voter
preferences in the presidential election. However, Google Trends is only
considered reliable by a few methodological studies that have evaluated it
using criteria measures. For example, some studies have found that searches
related to candidates and political parties are able to predict poll outcomes and
election outcomes (Askitas, 2015; Hauge &; Lied, 2017, pp. 2008-2016), while
other studies have found that search is not able to predict these results any
better (Lui et al,, 2011; Harford, 2014).

USING GOOGLE TRENDS FOR POLITICS
The use of Google Trends data is a popular way to assess public interest

in certain topics (Mccallum & Bury, 2013). The use of Google Trends for
business and product development may be undoubted, but doubts come when
Google Trends is used in politics. Even though (Mavragani &; Tsagarakis,
2016) says that Google Trends is in political research and predicts election
outcomes, but the question has been asked by (Sison, 2022) needs to be
answered carefully. (Sison, 2022) question 'Can Google Trends volume predict
election outcomes, or is it just a coincidence?' became evidence of such doubts.
Seth Stephens-Davidowitz is a scientist whose PhD thesis is based on data from

Google Trends, and was among the first to position Google Trends as an
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alternative to traditional sociological research, which he says often fails to
quantify (Koronska, 2021).

In an article published in Newyorktime.com, Seth Stephens-Davidowitz
outlines how racial rejection played a large role in the presidential election in
the United States in 2009 (Stephens-Davidowitz, 2012). Google Trends has
also been used to comment on the exercise of democratic right to vote
following the 2016 referendum on EU membership (Brexit) in the UK
(Koronska, 2021). (Pfannenstiel, 2021) use Google Trends to see how support
for Democratic candidates -Pete Buttigieg, Elizabeth Warren, Joe Biden, and
Bernie Sanders-that get support changes over time.

Case studies on elections in Germany purportedly show a strong
correlation between users' Google search preferences and actual election
results. However, this preference is influenced by various social events that
should be filtered out as noise for better estimation of outcomes (Polykalas et
al, 2013). (Prado-Roman et al.,, 2021) analyzed the predictive capacity of
Google Trends in four presidential elections in the United States and five
presidential elections in Canada starting in 2004. The results show that Google
Trends has been predicting the real winner in elections held since 2004.

However, a 2011 Wellesley College study concluded Google Trends did
not prove to be a good predictor of the outcome of the 2008 and 2010 U.S.
congressional elections (Wihbey et al., 2011; Lui et al., 2011). (Cochran, 2019)
compare Google Trends with political polls and conclude that Google Trends is
no better than polls, nor can it replace polls.

Interesting what (Ma-Kellams et al.,2018) said, Big Data in the form of
Google searches has emerged as the most powerful predictor of political
behavior compared to other aggregate measures. In this way, the data
generated on digital channels reflects the attitudes and intentions of citizens,
and therefore has an explanatory and predictive nature (Prado-Roman et al,,

2021). Therefore, this research proposes using Google Trends as a predictive
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tool for election results as an alternative, as it is a simple and effective method
of measuring election results (Martinez & Roman, 2014).

Finding new ways to predict election outcomes is crucial, as pollsters
don't always manage to approach voting intentions and outcomes well
(Mavragani & Tsagarakis, 2016). In general, data from Google can be accurate
to gauge people's interest if the keywords are carefully chosen (Scharkow &
Vogelgesang, 2011), including predicting election outcomes and political
phenomena (Mavragani & Tsagarakis, 2016).

Referring to the results of recent research, Google Trends can be used
to observe an increase in the use of online data in polls and measurement of
voting intent. This is because the number of Internet penetration is increasing

significantly in western countries including Indonesia. According to the We

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES
NOTE

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

it

276.4 353.8 2129 167.0

MILLION MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

58.2% 128.0% 60.4%

we
are. = <O>Meltwater
social

Figure 2. Internet Penetration in Indonesia, (2023)

Source: Wearesocial.com, 2023
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Next Burnap et al, (2015) It has emerged that changes in online
behaviour can be accurately portrayed on Internet data, while political
campaigners are increasingly using social media and online platforms (Weber
et al,, 2013). Political campaigns can use data to help decide who to target in
their outreach efforts, how to reach them, and how they respond to certain
messages (Culliford, 2020). Data in online media and conversations on social
media become valuable resources for determining campaign strategy
formulation and election predictions (UGM, 2018).

Google Trends is a valid tool in nowcastings and predictions, with great
potential (Mavragani &; Tsagarakis, 2019) Google Trends has been used to
predict the outcome of the 2015 Greek referendum (Mavragani &; Tsagarakis,
2016). Google Trends search analysis makes it possible to identify the
temporal evolution of voters with large amounts of data and to analyze trends
(Trevisan et al., 2018).

POPULAR PRESIDENTIAL CANDIDATES: READING INTEREST OVER TIME
CHARTS

Interest over time is understood as A number represents search
interest relative to the highest point on the graph for a given region and time.
The value of 100 is the peak of the term's popularity. A value of 50 means that
the term is half as popular. A score of 0 means that there is not enough data for
this semester. To see who Indonesia's presidential candidate for 2024 is using
Google Trends, researchers entered three keywords consisting of "Anies
Baswedan", "Prabowo Subianto", and "Ganjar Pranowo" whose three names
are Indonesian Presidential Candidates in 2024 and have registered with the
General Elections Commission. The three key words are both positioned in the
"search term" with the Indonesian region, All catgories, web search, and
selected data in the last 12 months, namely from December 4, 2022 to

December 4, 2023 (See fig. 3).
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® Anies Baswedan ® Ganjar Pranowo Prabowo Subianto
Search terrr Sear term earch terr
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Figure 3. Interest Over Time Chart

From the graph above, it reads that the trend of searching for
information about Indonesia's 2024 presidential candidates has been crowded
since October 2022 and increased significantly until December 2023. Looking
back, precisely on October 3, 2022, the Nasdem Party declared Anies
Baswedan as its Presidential Candidate (Aerospace &; Icha, 2022), Anies'
popularity rose sharply and far outperformed other candidates. The same
thing was repeated, when the Indonesian Democratic Party of Struggle (PDI-
P) declared Ganjar Pranowo on April 21, 2023 as the presidential candidate
carried by the Party with the bull logo (Suryaningtyas, 2023). The
phenomenon was different when the Gerinda Party declared Prabowo
Subianto on August 12, 2022 at the national leadership meeting (Rapimnas).
The activity was held at the Sentul International Convention Center (SICC)

(detikNews, 2022)

. ______________________________________________________________________________|
POLITICON VOL.6 No.2 2024 hal 273-300 28t

Copyright (c) 2024 Asyyari Abdullah et.al
This work is licensed under a Creative Commons Attribution-
ShareAlike 4.0 International License.



http://journal.uinsgd.ac.id/index.php/politicon
https://creativecommons.org/licenses/by-sa/4.0/
https://creativecommons.org/licenses/by-sa/4.0/

POLITICON : Jurnal Ilmu Politik Vol.6 No.2 ; Hal 273 - 300

Website : http://journal.uinsgd.ac.id/index.php/politicon
ISSN : 2685-6670 ( Online )

Table 3. Time of Declaration of Indonesian Presidential Candidates 2024

No Presidential Candidate Date of Declaration
Prabowo Subianto Aug 12,2022
2 Anies Baswedan October 3, 2022
3 Ganjar Pranowo April 21, 2023

The popularity of Anies Baswedan and Ganjar Pranowo on Google
Trends is the same when each candidate is declared by his party. Anies gained
full popularity with an achievement of 100, as well as Ganjar Pranowo gained
full popularity when declared by Megawati Soekarno Putri with the number
100. However, the facts were very much different on the day when the Gerinda
Party declared Prabowo Subianto. Prabowo's popularity when measured by
Google Trends is only perched at position 30 while other candidates are above
Prabowo, namely Ganjar 100 and Anies 78. Interestingly, Prabowo's
popularity rose on August 13, 2022, which managed to reach 100, Anies rose

to 79 and Ganjar fell to 57 even though it was only one day later (see Table 3).

\VA - \
N P Oct 3, 2022

Aug 12,2022 Anies Baswedan 00 Apr 21,2023
Anies Baswedan 78 Ganjar Pranowo 18 Anies Baswedan
Ganjar Pranowo 00 ‘/ Prabowo Subianto Ganjar Pranowo
- [ 4
Prabowo Subianto Prabowo Subianto
(3)Prabowo Subianto's (4) Anies Baswedan (5) Ganjar Pranowo
Declaration Declaration Declaration

Figure 4. Popularity of Indonesian Presidential Candidates 2024 When
Declaration
It is very interesting when reading the Interest Over Time chart (see
Fig. 5), Monitoring from three candidates throughout the year (December 4,
2022 - December 4, 2023) Anies' popularity is always at the top, Ganjar is in
the middle, while Prabowo is at the bottom. Ganjar has occupied the top

position several times, namely on March 26 - April 1, 2023, this may be the
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effect of the high news about the preparation of Ganjar's declaration as a
presidential candidate held on April 21. Not far ago, Ganjar's popularity
dropped on April 2-8, 2023 and the peak occurred on April 9-15, Ganjar's
position was under Anies. Ganjar's condition is very volatile, on April 16,
Ganjar is again perched in the upper position and the peak occurs on April 23-
29, 2023. Then, Ganjar's position dived again under Anies until September
2023. Interestingly, on September 10-23, 2023, Ganjar again managed to excel
compared to his other two rivals and lasted for quite a long time, namely until
October 21, 2023. Meanwhile, Prabowo's popularity on Google Trends
throughout 2023 is relatively flat under Anies and Ganjar. Throughout 2023,
Prabowo can only pick up Anies and Ganjar once, namely on October 15-21,
2023.

PORTRAIT OF THE POPULARITY OF PRESIDENTIAL CANDIDATES IN THE
REGIONS: INTEREST BY REGION

The three presidential candidates, Ganjar Pranowo, Prabowo Subianto,
and Anies Baswedan, have different voter bases in the 2024 presidential
election (Dihni, 2022). Based on the regional map, Anies Baswedan's searchers
on Google Trends are spread almost throughout the province. While Ganjar
Pranowo excelled in Central Java, while West Papua many wanted to know
Prabowo Subianto's information. In Maluku and Sulawesi, the level of searches
for Prabowo is also high, although not as high as searches for Anies (Dihni,
2023).

Although the level of tracing for Anies is the largest, it does not mean
that the electability of the former education minister is also the highest. Google
can't confirm whether search interest comes with endorsements or not. In its
note, Google explained that search interest in a particular figure does not
necessarily affect a person's support for that figure. Google users can search
for parties or politicians for a variety of reasons, not that it's their choice.
Trends data only shows what Google users want to know more about. They

search for those keywords because they are driven by curiosity, needs,
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Figure 5. Candidate Compared breakdown by subregion
Then it will be even more interesting when we read the Compared
breakdown by subregion data where through Fig. 9 we will be able to see and
discuss a comparison map that shows which terms or topics are most searched

for in each region (Google News Initiative, 2023).

Table 4. Top 15 Province Popularity Candidate

Anies Baswedan Ganjar Pranowo Prabowo Subianto
o
Region Percent Region Percent Region Percent

age age age

Aceh 60% East Nusa 52% North Kalimantan 30%

Tenggara

West Sumatra 56% North Sulawesi 49% Bali 23%

South East 51% Central Java 48% Papua 23%

Sulawesi

Riau 50% Bali 47% West Papua 23%

Gorontalo 49% SR of Yogyakarta 45% North Maluku 23%

South 49% Central 43% Jambi 23%

Kalimantan Kalimantan

South Sulawesi 47% Papua 43% North Sulawesi 22%
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N Anies Baswedan Ganjar Pranowo Prabowo Subianto
o
Region Percent Region Percent Region Percent

age age age

8 West Nusa 47% East Java 42% Bangka Belitung 22%

Tenggara Islands

9 West]Java 46% West Papua 41% East Kalimantan 21%

10 West Sulawesi 45% Maluku 40% Bengkulu 21%

11 SCR ofJakarta 44% East Kalimantan 40% South Sumatra 21%

12 RiauIslands 44% Bangka Belitung 40% East Nusa Tenggara 20%

Islands

13 Bantam 44% West Sulawesi 39% Maluku 20%

14 Central Sulawesi 44% SCR of Jakarta 39% West Kalimantan 20%

15 Jambi 43% West Kalimantan 39% North Sumatra 20%

Based on the data above, it is quite illustrated that Anies Baswedan is
superior to Aceh, West Sumatra, South East Sulawesi, Riau, Gorontalo, South
Kalimantan, South Sulawesi, West Nusa Tenggara, West Java, West Sulawesi,
SCR of Jakarta, Riau Islands, Banten, Central Sulawesi Jambi. Then, Ganjar
Pranowo is also depicted superior in East Nusa Tenggara, North Sulawesi,
Central Java, Bali, SR of Yogyakarta, Central Kalimantan, Papua, East Java, West
Papua, Maluku, East Kalimantan, Bangka Belitung Islands, West Sulawesi, SCR
of Jakarta and West Kalimantan. Finally, Prabowo Subianto excelled in North
Kalimantan, Bali, Papua, West Papua, North Maluku, Jambi, North Sulawesi,
Bangka Belitung Islands, East Kalimantan, Bengkulu, South Sumatra, East Nusa
Tenggara, Maluku, West Kalimantan and North Sumatra.

Still from the same data it can be seen that Anies Baswedan in Aceh,
West Sumatra and Riau gained popularity of more than fifty percent. While
Ganjar only in East Nusa Tenggara reached fifty percent. Interestingly,
Prabowo Subianto does not have a dominant base based on data taken from
Google trends.

The results of the Google Trends search are different from the results

of the Charta Politika poll. In the survey, Ganjar's voter base was in Central
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Java, DIY, Bali, NTT, NTB, Maluku, and Papua. While Anies is only strong in DKI
Jakarta and Banten, Sumatra, and Kalimantan. Prabowo is strong in West Java
and Sulawesi(Dihni, 2023). This difference can be seen from the data released
by Charta Politika (See Fig. 10).

Although the search rate for Anies is the highest on Google Trends, it
does not mean that the electability of the former Jakarta Governor is also the
highest. Google can't confirm whether search interest comes with
endorsements or not. In its note, Google explained that search interest in a
particular figure does not necessarily affect a person's support for that figure.
Google users can search for parties or politicians for a variety of reasons, not
that it's their choice. Trends data only shows what Google users want to know
more about. They search for those keywords because they are driven by
curiosity, needs, interests, and are done voluntarily not because they are asked

or asked (Dihni, 2023).
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Figure 6. Presidential Options by Region by Charta Politika
Seth Stephens-Davidowitz in Everybody Lies: Big Data, New Data, and
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What the Internet Can Tell Us About Who We Really Are says that search data
on Google can give an idea of public interest in certain keywords or topics
(Stephens-Davidowitz & Pinker, 2017).

If the search is related to a character, that interest can translate as
popularity. The more popular, the more curious. Popular can be in a positive
or negative context. Popularity on Google also doesn't align with the number
of followers on social media. Anies has far fewer followers than Prabowo, but
public curiosity about him is higher than that of the defense minister. Similarly,
Ganjar, whose number of followers is also low, has a much higher electability
rate (Dihni, 2023).

RELATED QUERIES: WHAT DO THEY LOOK FOR FROM KANDIDATE?

Google trends that tell researchers how often words are searched in
different parts of the world (Stephens-Davidowitz, 2012). There are various
topics and keywords that Google users search for the three figures we are
talking about have been discussed in this paper. From searching on Google,
netizens mostly want to find out topics related to politics from the three
figures. Moreover, they are predicted to run in the 2024 Presidential Election.
In addition, the public searches a lot for keywords from the three figures when
there is news that is crowded. However, many netizens are also curious about

their families, and profiles (Dihni, 2023).

na
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(D Related queries Anies Baswedan (2) Related queries Prabowo Subianto

(3) Related queries Ganjar Pranowo

Figure 7. Popular Searches of Netizens about Candidates

Related queries charts can show you 'Top' and 'Rising' terms related to
trending topics or stories(Google News Initiative, 2023b).

From Anies Baswedan's Related queries data (1) we can know that the
queries that are widely typed to find out about Anies Baswedan are 'Vice
President Anies Baswendan', 'Anies Baswedan What Party’, 'Yenny Wahid Vice
President Anies Baswedan', 'Head of the Anies Baswedan Winning Team’,
'Anies Baswedan Presidential Debate', 'Coalition of Change', 'Anies
Baswedan's Wealth 2023’, 'Denny Indrayana Anies Baswedan'. From Prabowo
Subianto's Related queries (2) we can also understand that queries that often
appear related to Prabowo Subianto are 'Cawapres Prabowo', 'Prabowo
Subianto Vice President', 'Prabowo Subianto Capres', 'Prabowo Subianto
Party', 'Prabowo Subianto's Age', 'Prabowo Subianto Gibran Rakabuming’,
'Where Was Prabowo Subianto Born', 'Prabowo Subianto's Child Name',
'"Prabowo Subianto Was Born in What Month', 'Prabowo Subianto's Hobbies',

'Prabowo Subianto's winning team', 'Prabowo's favorite food', 'what is

1 ——
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Prabowo Subianto's favorite drink', 'What is Prabowo Subianto currently
serving as'. Finally, the queries that are popular with Ganjar Pranowo are
'Ganjar Pranowo Capres', 'Prestasi Ganjar', 'Vice President Ganjar', 'Ganjar
Pranowo Party', 'Anak Ganjar Pranowo', 'Ganjar Pranowo Mahfud MD’,
'Ridwan Kamil Cawapres Ganjar Pranowo', "TPN ganjar pranowo’, 'U20 World
Cup’, '‘Blunder Ganjar Pranowo', 'Chairman of TPN Ganjar Pranowo’, 'What are
Ganjar Pranowo's achievements during his time as governor', 'Ganjar Pranowo

Israel statement'.

CONCLUSION
In order to realize systematic and directed research, the conclusions

will try to answer the research question (RQ) described above. This research
aims to analyze and compare the popularity of Indonesia's 2024 presidential
candidates using Google Trends. The results of this research are:

First, this research shows that the trend of searching for information
about Indonesia's 2024 presidential candidates has been busy since October
2022 and increased significantly until December 2023.

Second, the popularity of Anies Baswedan and Ganjar Pranowo on
Google Trends is the same when each candidate declares. Anies gained full
popularity with 100 achievements, as well as Ganjar Pranowo gained full
popularity when declared by Megawati Soekarno Putri with 100
achievements. However, the facts were very much different on the day when
the Gerinda Party declared Prabowo Subianto. Prabowo's popularity when
measured by Google Trends is only perched at position 30 while other
candidates are above Prabowo, namely Ganjar 100 and Anies 78. Prabowo's
popularity rose on August 13, 2022, which managed to get 100, Anies rose to
79 and Ganjar dropped to 57 even though it was only one day apart. These
three candidates have different voter bases in the 2024 presidential election.

Third, Anies Baswedan's searchers on Google Trends are spread almost
throughout the province. While Ganjar Pranowo excelled in Central Java, while

West Papua, Maluku and Sulawesi many wanted to know Prabowo Subianto's
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information.
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