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Abstract

This study aims to analyze the effect of identity politics-based political marketing on voter interest in Tasikmalaya City in the 2024 Legislative Election. This research uses quantitative research methods with a survey approach. Data was collected through questionnaires distributed to respondents randomly selected from the Tasikmalaya City permanent voter list (DPT). Data analysis was conducted using multiple linear regression techniques to test the relationship between the independent variable (identity-based political marketing strategy) and the dependent variable (voter interest). The results show that identity-based political marketing strategies, which include ethnicity, religion and culture factors, have a significant influence on voter interest. This finding indicates that identity politics plays an important role in shaping voter preferences in Tasikmalaya City. The implication of this research is that it is important for political parties and candidates to understand the dynamics of identity politics in order to develop effective campaign strategies that suit the characteristics of local voters. Thus, a deeper understanding of the influence of identity politics can help increase voter participation and promote a more inclusive and representative democracy.
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Abstrak

Penelitian ini bertujuan untuk menganalisis pengaruh marketing politik berbasis politik identitas terhadap minat pemilih di Kota Tasikmalaya pada Pemilu Legislatif 2024. Penelitian ini menggunakan metode penelitian kuantitatif dengan pendekatan survei. Data dikumpulkan melalui kuesioner yang disebarkan kepada responden yang dipilih secara acak dari daftar pemilih tetap (DPT) Kota Tasikmalaya. Analisis data dilakukan dengan menggunakan teknik regresi linear berganda untuk menguji hubungan antara variabel independen (strategi marketing politik berbasis identitas) dan variabel dependen (minat pemilih). Hasil penelitian menunjukkan bahwa strategi marketing politik berbasis identitas, yang meliputi faktor etnisitas, agama, dan budaya, memiliki pengaruh signifikan terhadap minat pemilih. Temuan ini mengindikasikan bahwa politik identitas memainkan peran penting dalam membentuk preferensi pemilih di Kota Tasikmalaya. Implikasi dari penelitian ini adalah pentingnya bagi partai politik dan kandidat untuk memahami dinamika politik identitas dalam menyusun strategi kampanye yang efektif dan sesuai dengan karakteristik pemilih lokal. Dengan demikian, pemahaman yang lebih mendalam mengenai pengaruh politik identitas dapat membantu meningkatkan partisipasi pemilih dan mendorong demokrasi yang lebih inklusif dan representatif.
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1. Pendahuluan
General elections are an important milestone in a democratic system, where people have the opportunity to elect their representatives in government. In this context, political marketing strategies play a crucial role in influencing voter preferences and interests (Muhtadi, 2019). One approach that is gaining increasing attention is political marketing based on identity politics, which utilizes aspects of identity such as ethnicity and religion to attract voter support.

Identity politics has become an increasingly prominent phenomenon in the Indonesian political landscape. This can be seen from the widespread use of ethnicity and religion issues in political campaigns, both at the local and national levels (Aspinall, 2011). This strategy is considered effective because it is able to build emotional closeness between candidates or political parties and certain groups of voters based on shared identities

This study aims to explore the influence of political marketing based on identity politics on voter interest in Tasikmalaya City in the context of the 2024 Legislative Election. This research focuses on two main aspects of identity politics, namely ethnicity (X1) and religion (X2), as independent variables, as well as interest voters (Y) as the dependent variable.

The city of Tasikmalaya, with its strong ethnic diversity and religiosity, is an interesting location for this research. With a permanent voting population of 538,324 people, the city provides a representative sample for analyzing the dynamics of identity politics in the local context.

The significance of this research lies in its efforts to understand the extent to which identity factors influence voting behavior in Indonesia's contemporary democratic era. It is hoped that the research results will provide valuable insight for political practitioners, academics and other stakeholders in designing effective and ethical campaign strategies, as well as understanding the dynamics of voter preferences in diverse societal contexts.
2. Metode Penelitian 
The method used is quantitative with a survey approach. Data was collected through questionnaires distributed to respondents randomly selected from the Tasikmalaya City final voter list (DPT). The data analysis technique uses multiple linear regression tests. The aim is to determine the influence of two or more independent variables (X) on the dependent variable (Y). according to V. Wiratna Sujarweni (2014) The multiple linear regression model can be called a good model (has accuracy in estimation, is unbiased and consistent) if the model meets the assumptions of normality and is free from classical assumptions. In this study, researchers used Ethnicity as independent variable 1 (X1), Religion as independent variable 2 (X2) and voter interest as the dependent variable (Y).
3. Pembahasan
· The independent variables (X) studied include:

· Ethnicity (X1): The ethnic identity of the candidate or political party.

· Religion (X2): Religious ties of a candidate or political party.

· The dependent variable (Y) is:

· Voter Interest (Y): The desire or tendency of voters to vote for a particular candidate or political party.
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The Kolmogorof Smirnov normality test is part of the classical assumption test which aims to determine whether the residual values ​​are normally distributed or not. The basis for decision making is that if the significance value is >0.05 then the residual value is normally distributed and vice versa. Based on the normality test results above, the significance value is 0.54. The conclusion is that the data is normally distributed.
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According to Imam Ghozali (2011), there are no symptoms of multicollinearity if the Tolerance value is > 0.100 and the VIF value is < 10.00. Because the Tolerance value of X1 is 0.387 and X2 is 0.387 and the VIF value of X1 is 2.583.
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According to Imam Ghozali (2011), heteroscedasticity does not occur, if there is no clear pattern (wavy, widening and narrowing) in the scatterplot image and the dots spread above and below the number 0 on the Y axis. So the conclusion is that there are no symptoms of heteroscedasticity.
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According to Imam Ghozali (2011), there are no symptoms of autocorrelation, even though the Durbin Watson value lies between du and (4-du). Based on the distribution of Watson durbin table values ​​based on k (2) and N (101) with a significance of 5%, the du value is 1.7163. And When 4-du then 4 - 1.7163 = 2.2837. Because the Durbin Watson value lies between du (1.7163) < Durbin Watson (1.999) < 4-du (2.2837), there are no symptoms of autocorrelation.
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According to Imam Ghozali (2011), if the sig value is <0.05, it means that the independent variable (X) partially influences the dependent variable (Y). because the sig value. X1 <0.001 and the value of X2 <0.001, it can be concluded that Ethnicity (X1) and Religion (X2) partially influence voter interest (Y).

To find the positive or negative influence of the value of is (0.025 ; 98) = 1.987. So because the calculated t is 3.468 and is in the area of ​​positive influence because it exceeds the t table number, namely 1.987. So the conclusion is that ethnicity (X1) has a positive effect on voter interest (Y). But when looking at Religion (X2) with a t count of -0.581, it can be concluded that Religion (X2) has a negative effect on voter interest (Y).
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According to Imam Ghozali (2011) If the Sig. <0.05 means the independent variable (X) has an effect on the dependent variable (Y). because the value of Sig. X is <0.001, so as the basis for decision making simultaneously or together, ethnicity and religion (X) influence voter interest (Y).
Percentage of influence of X on Y
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If it is a percentage, the influence of (X) on (Y) is 45.3%. So it can be concluded that ethnicity and religion (X) have a significant effect on (Y).
4. Kesimpulan
This research shows that political marketing based on identity politics has a significant influence on voter interest in Tasikmalaya City in the context of the 2024 Legislative Election. Multiple linear regression analysis reveals that the variables ethnicity (X1) and religion (X2) simultaneously influence voter interest (Y), with a significance level of p < 0.001. These two independent variables were able to explain 45.3% of the variation in voter interest, indicating the substantial role of identity politics in shaping electoral preferences in the region. These findings emphasize the importance of identity factors in political campaign strategies at the local level, especially in areas with strong ethnic diversity and religiosity such as Tasikmalaya City.

Interestingly, partial analysis revealed differences in the direction of influence between the two independent variables. Ethnicity (X1) shows a significant positive influence on voter interest, while religion (X2) actually shows a negative influence. These results indicate the complexity of the dynamics of identity politics in Tasikmalaya City, where the ethnicity factor seems to be more effective in attracting voter interest compared to the religious factor. These findings provide important nuances in understanding voter behavior in the city of Tasikmalaya and highlight the need for a more careful approach in applying identity-based political marketing strategies.

The implications of this research are significant for political practitioners, academics and other stakeholders. First, the research results emphasize the importance of understanding the local context in designing political campaign strategies. Second, the findings regarding the differences in influence between ethnicity and religion show that identity politics is not a monolithic concept and can have varying effects depending on the aspect of identity that is highlighted. Finally, this research paves the way for further studies on the interactions between various aspects of identity in shaping voting behavior, as well as how these dynamics may vary across various geographical and socio-cultural contexts in Indonesia. Thus, this research not only contributes to theoretical understanding of identity politics in the electoral context, but also provides practical insights for the development of more effective and ethical campaign strategies in Indonesia's contemporary democratic era.
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