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ABSTRAK 
 
Pilkada Kota Tanjungpinang Tahun 2024, paslon Rahma-Rizha bersaing dengan 
paslon Lis-Raja yang mana kandidat Rahma dan Lis pernah menjadi walikota kedua 
pasangan ini berupaya menang dengan strategi yang dilakukan. Penelitian ini 
bertujuan untuk membandingkan proses marketing politik antara paslon Rahma-
Rizha dan paslon Lis -Raja dengan teori 4P oleh Philip B. Neffinegger dan 
menggunakan metode kualitatif. Berdasarkan hasil penelitian indikator product 
melihat pasangan Lis-Raja unggul dalam program dan pendekatan kampanye yang 
aktif, sementara Rahma-Rizha mengandalkan pengalaman petahana dan program 
spesifik secara religi, meski strategi mereka kurang maksimal namun program 
tersebut menjadi keunggulan dibanding lawan politiknya. Indikator promotion 
menunjukkan keunggulan pasangan Lis-Raja dalam efektivitas kampanye melalui 
media sosial dan dukungan komunitas, sedangkan pasangan Rahma-Rizha lebih 
kuat dalam pertemuan langsung meskipun kurang optimal dalam promosi digital 
dan keterlibatan tokoh pendukung. Indikator price menjelaskan pasangan Lis-Raja 
memiliki kapasitas finansial yang lebih besar dibanding dengan pasangan Rahma-
Rizha. Terkahir, indikator place dapat dilihat bahwa pasangan Lis-Raja lebih efektif 
dalam mendekati masyarakat dengan melibatkan tokoh agama sebagai upaya 
penguatan brand religi dengan perubahan tampilan sebagai sosok agamis di mata 
publik, sementara Rahma berusaha memperbaiki citra dan dukungan melalui Rizha 
yang berlatar belakang ustazd untuk memperkuat basis masa dari kalangan tokoh 
agama, namun hal tersebut tidak mencapai hasil yang diharapkan. 
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ABSTRACT 
 
 Pilkada Tanjungpinang City in 2024, the Rahma-Rizha candidate pair competes 
with the Lis-Raja candidate pair, where Rahma and Lis candidates have been 
mayors of both pairs trying to win with the strategies carried out. This study aims 
to compare the political marketing process between the Rahma-Rizha candidate 
pair and the Lis-Raja candidate pair with the 4P theory by Philip B. Neffinegger 
and uses the method of political marketing. Neffinegger and using qualitative 
methods. Based on the results of the product indicator research, the Lis-Raja pair 
excels in programs and an active campaign approach, while Rahma-Rizha relies 
on the incumbent's experience and specific programs religiously, although their 
strategy is not optimal, the program is an advantage over their political opponents. 
The promotion indicator shows the Lis-Raja pair's superiority in campaign 
effectiveness through social media and community support, while the Rahma-Rizha 
pair is stronger in direct meetings although less optimal in digital promotion and 
involvement of supporting figures. The price indicator explains that the Lis-Raja 
pair has a greater financial capacity than the Rahma-Rizha pair. Finally, the place 
indicator can be seen that the Lis-Raja pair was more effective in approaching the 
community by involving religious leaders as an effort to strengthen the religious 
brand with a change in appearance as a religious figure in the eyes of the public, 
while Rahma tried to improve his image and support through Rizha, who has an 
ustazd background, to strengthen the mass base from among religious leaders, but 
this did not achieve the expected results. 
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