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ABSTRAK 

 

Yosep Jehata. 1423021111. Analisis Isi Pemetaan Hoaks Propaganda Selama Masa 

Tahapan Pencalonan Presiden Hingga Akhir Masa Kampanye Pilpres 2024 di 

Media Sosial (Facebook,YouTube, Instagram, WhatsApp, TikTok dan X). 

Penelitian ini bertujuan untuk memetakan konten hoaks propaganda politik 

berdasarkan teknik propaganda, daya tarik pesan (message appeals), struktur 

naratif, dan strategi penarikan kesimpulan (drawing conclusion) yang digunakan di 

enam platform media sosial: Facebook, YouTube, Instagram, WhatsApp, TikTok, 

dan X. Hasil penelitian menunjukkan bahwa teknik propaganda yang dominan 

digunakan meliputi name calling, card stacking, dan bandwagon, sementara daya 

tarik pesan paling banyak ditemukan adalah emotional dan threat appeals. Secara 

struktural, konten hoaks umumnya memanfaatkan bentuk naratif yang berfokus 

pada bagian klimaks, untuk memicu reaksi emosional maksimal, serta teknik 

penarikan kesimpulan yang lebih banyak bersifat eksplisit, untuk mengarahkan 

opini publik secara langsung. Hasil penelitian menunjukan media sosial X, TikTok 

dan Facebook menjadi media sosial yang paling dominan muncul dalam setipa 

indikator 

Kata Kunci: Hoaks, Propaganda, Message Appeals, Struktur Narative, 

Drawing Conclusion. 
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ABSTRACT 

 

Yosep Jehata. 1423021111. Content Analysis and Mapping of Propa ganda Hoaxes 

During the Presidential Nomination Phase Until the End of the 2024 Election 

Campaign on Social Media (Facebook, YouTube, Instagram, WhatsApp, TikTok, 

and X). 

This study aims to map political propaganda hoax content by identifying the 

techniques of propaganda, message appeals, narrative structures, and drawing 

conclusion strategies used across six social media platforms: Facebook, YouTube, 

Instagram, WhatsApp, TikTok, and X (formerly Twitter). The findings reveal that 

the most dominant propaganda techniques include name calling, card stacking, and 

bandwagon. In terms of message appeals, emotional appeal and threat appeal are 

most frequently employed to engage audiences and evoke emotional responses. 

Structurally, hoax content often centers around a climactic narrative format to 

trigger intense emotional reactions. Moreover, the dominant conclusion-drawing 

strategy is explicit, aiming to steer public opinion directly without allowing for 

alternative interpretations. X, TikTok, and Facebook emerge as the most prevalent 

platforms for disseminating hoax content that incorporates all four communication 

elements. 

Keywords: Hoax, Political Propaganda, Message Appeals, Narrative 

Structure, Drawing Conclusion. 


