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Strategi pemasaran politik legislator perempuan Erlia Risti adalah strategi push 

marketing. Strategi ini merupakan strategi yang dominan dilaksanakan oleh kandidat Erlia Risti. 

Legislator Erlia merupakan salah satu legislator perempuan incumbent, melalui pengalamannya 

Erlia sudah mengetahui karakter dan memahami keinginan masyarakat Gunung Kidul sehingga 

Erlia memanfaatkan strategi pendekatan tatap muka langsung atau aktivitas push marketing pada 

pemilu DPRD DIY 2014. Push marketing merupakan strategi kampanye yang mensosialisasikan 

kandidat melalui aktivitas tatap muka seperti diskusi dan dialog langsung dengan masyarakat. 

Push marketing merupakan salah satu dari elemen-elemen pemasaran politik yaitu pass 

marketing, positioning, presentasi, policy, party, polling, pull marketing dan figur kandidat. 

Penelitian ini bertujuan untuk melihat penggunaan strategi push marketing dan perpaduan push 

marketing dengan elemen-elemen lainnya pada kampanye legislator perempuan Erlia Risti. 

Metode penelitian ini adalah metode diskriptif kualitatif yakni metode yang menggambarkan 

bagaimana pelaksanaan push marketing legislator Erlia Risti. 

Strategi push marketing ini sesuai dengan kondisi dan karakter masyarakat Gunung Kidul 

yang masih menjunjung nilai budaya tatap muka langsung sehingga aktivitas kampanye ini dapat 

menarik perhatian masyarakat untuk berpartisipasi dalam penyampaian aspirasi kepada kandidat 

Erlia Risti. 

Melalui aktivitas kampanye tatap muka tersebut masyarakat dapat mengenal sosok 

kandidat Erlia Risti. Kandidat melakukan proses kampanye dengan melibatkan beberapa pihak 

seperti tokoh yang berpengaruh sehingga strategi kampanye yang disusun merupakan hasil 

perpaduan antara push marketing, kekuatan figur, kondisi masyarakat, dan presentasi kandidat 

ini menjadi satu kesatuan strategi marketing politik yang membawa kemenangan legislator Erlia 

Risti pada pemilu DPRD DIY periode 2014-2019. 

 

Kata Kunci : Push Marketing, PemiluDPRD, Tatap Muka warga. 

 

 

 



 

ABSTRACT 

UniversitasMuhammadiyah Yogyakarta 

Faculty of Social and Political Sciences 

Communication Science Department 

Public Relation Concentration 

Rita Arisandy 

20110530002 

Strategy of Push Marketing of Woman Legislator ERLIA RISTI (Democratic Party) in 

General Election of Regional Parliament (DPRD) DIY Member for 2014-2019 Period 

Undergraduate Thesis Year: 2015, 136 + appendixes 

References: 11 books (1988-2012) + 8 sites + 1 Newspaper + 4 Undergraduate Theses 

 

Strategy of politic marketing done by woman legislator, ErliaRisti, is push marketing. 

This strategy is dominantly done by her in candidacy of regional parliament (DPRD) 

member. She is one of incumbents in 2014 general election of DPRD member. Through her 

experience, she has already understood what people in Gunungkidul region want and their 

characteristics. Therefore, she uses push marketing strategy by face-to-face interaction in this 

general election. Push marketing is campaign strategy that socializes the candidate by face-to-

face interaction such as discussion and dialogue. It is one of elements of politic marketing 

which are pass marketing, positioning, presentation, policy, party, polling, pull marketing, 

and candidate figure. This research is aiming to behold the use of push marketing strategy 

and its collaboration with other elements in her campaign. The method of this research is 

descriptive qualitative, a method that describes how the push marketing strategy works in the 

campaign. 

The push marketing strategy is appropriate with the condition of people in 

Gunungkidul region that consistently respect their own culture values of face-to-face 

interaction. It is projected that this strategy will attract them in participating to vote her in the 

general election. 

By the face-to-face interaction, people are able to know deeply the candidate. Besides, 

she campaigns her candidacy in collaboration with some figures in the region. As a result, all 

of her effort to promote her candidacy is the collaboration of push marketing, figure power, 

society condition, and presentation. This brings ErliaRisti to the victory at the general 

election of regional parliament (DPRD) DIY member for 2014-2019 periode. 

 

Keywords: push marketing, DPRD general election, face-to-face interaction 

 

 

 

 

 

 

 


