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Abstract: This article examines the transformation of 

political campaign styles from conventional mass media 

to micro-influencer-driven narratives within the context 

of digital political communication. Using a Systematic 

Literature Review (SLR) approach guided by the 

PRISMA protocol and reported through the SPAR-4-SLR 

framework, this study synthesizes findings from 20 peer-

reviewed journal articles indexed in the Scopus database 

published between 2016 and 2026. Keywords used 

include digital political communication, strategy 

political communication, and media political campaigns. 

The review reveals a significant shift toward 

personalized, narrative-based, and emotionally driven 

campaign strategies facilitated by micro-influencers, 

particularly in engaging Generation Z voters. While this 

shift enhances political participation and relatability, it 

also raises concerns regarding transparency, ethical 

campaigning, and democratic deliberation. The findings 

suggest that micro-influencers play a crucial role in 

shaping public opinion and influencing voter behavior, 

but also highlight the need for greater transparency and 

accountability in digital political communication. The 

study concludes that the use of micro-influencers in 

political campaigns is a double-edged sword, offering 

both opportunities and challenges for democratic 

engagement and deliberation. 

  

INTRODUCTION 
 Political campaigns have historically relied on conventional media such as television, 

radio, and newspapers to disseminate messages in a one-way, top-down communication model. 

However, the rapid development of digital media ecosystems has fundamentally altered political 

communication practices. Social media platforms enable interactive, personalized, and network-

based communication, allowing political actors to bypass traditional media gatekeepers and 

engage audiences more directly. 

Recent studies highlight the growing role of micro-influencers-social media users with 

relatively small but highly engaged followings-in shaping political narratives. Unlike celebrities 
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or macro-influencers, micro-influencers are perceived as more authentic and relatable, making 

them effective intermediaries in political campaigns, particularly for younger audiences such as 

Generation Z. Empirical research across different political contexts indicates that influencer-driven 

communication increasingly relies on personal narratives, emotional appeals, and relational 

proximity rather than institutional authority. This phenomenon signals a strategic shift in political 

campaigning from institutional messaging toward narrative-based, peer-like communication. 

This fragmentation limits a comprehensive understanding of how and why political 

campaign styles are shifting from conventional media toward micro-influencer narratives. 

Therefore, this article aims to systematically review existing literature to map research trends, 

theoretical foundations, and empirical findings related to the shift from conventional media 

campaigns to micro-influencer narratives in political communication. 

 

METHODOLOGY 

Research Design 

This study adopts a Systematic Literature Review (SLR) methodology following the 

PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) protocol. 

Reporting and synthesis are structured using the SPAR-4-SLR framework, which consists of 

assembling, arranging, and assessing stages. 

 

Identification (Assembling) 

• Domain: Political Communication (General) 

• Source Type: Peer-reviewed journal articles 

• Source Quality: Q1-Q4 journals 

• Research Questions: Not explicitly reported, aligned with trend mapping and synthesis 

objectives 

 

Acquisition 

Literature searches were conducted using the Scopus database with the following 

parameters: 

• Search period: 2016-2026 

• Keywords: digital political communication, strategy political communication, media political 

campaigns 

• Total articles retrieved: 36 

 

Organization (Arranging) 

Articles were organized using the ADO Framework (Antecedent-Decision-Outcome) with 

coding categories including country, theoretical approach, antecedents, decision/strategy, 

outcomes, and contextual factors. 

 

 Purification 

• Articles excluded: 1 

• Articles included for synthesis: 35 

• Articles analyzed in-depth: 20 
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Evaluation (Assessing) 

• Analysis methods: content analysis, thematic analysis, and hypothesis/network analysis. 

• Agenda proposal methods: best practices synthesis and research gap analysis 

 

Results and analysis 

Trends in Digital Political Communication Research 

The reviewed literature indicates a substantial increase in studies on digital political 

communication after 2016, coinciding with major electoral events and the expansion of social 

media platforms. Research focus has shifted from platform adoption to message framing, 

emotional appeal, and the role of non-elite actors. 

 

Shift from Conventional Media to Micro-Influencer Narratives 

Findings consistently demonstrate a strategic shift characterized by: 

1. Movement from institutional, mass-mediated messaging to personalized storytelling. 

2. Greater emphasis on emotional resonance and identity-based narratives. 

3. Preference for engagement and trust over broad audience reach. 

Micro-influencers function as narrative carriers who translate political messages into 

everyday language and experiences, increasing perceived authenticity. 

 

Campaign Strategies and Generation Z 

Studies show that Generation Z voters respond more positively to political content 

delivered through micro-influencers due to perceived similarity, interactivity, and visual 

storytelling formats. This demographic shift compels political campaigns to adapt strategies that 

align with digital culture and platform logics. 

 

Democratic Implications 

While micro-influencer-based campaigns can enhance political participation and 

accessibility, the literature also highlights risks such as misinformation, hidden sponsorships, and 

emotional manipulation. These challenges underscore the need for ethical standards and regulatory 

frameworks in digital campaigning. 

 

Discussion 

The synthesis confirms that digital political communication is undergoing a structural 

transformation. Campaign success increasingly depends on narrative authenticity and relational 

communication rather than message control. Micro-influencers emerge as strategic actors within 

hybrid media systems, blurring the boundaries between personal expression and political 

persuasion. 

 

Interpretation of Findings 

The results of the study show that the shift in political campaign style towards micro-

influencer narratives is not merely a change in medium, but a fundamental transformation in the 

logic of political communication. Campaigns no longer focus on the centralized delivery of 

programmatic messages through the mass media, but on the formation of political meaning through 

social relations and affection on digital platforms. Micro-influencers produce political narratives 

that are integrated with their personal identities, so that political messages are presented as part of 
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the audience's daily lives. 

This finding is reinforced by a study by Priyowidodo et al. (Petra Christian University et 

al., 2024), which shows that Indonesian politicians on Twitter use more informal, emotional, and 

dialogical language to build symbolic closeness with their followers. This strategy shows how 

political communication is shifting from rational persuasion to the creation of emotional 

attachment and social identification. In this context, the effectiveness of a campaign is no longer 

measured solely by the reach of the message, but by the level of resonance and audience 

engagement. 

 

Relevance to the Theoretical Framework  

Theoretically, these findings can be explained through the Hybrid Media System 

(Chadwick, 2017), in which political campaign practices are formed through interactions between 

the logic of old media and new media. Micro-influencers operate as hybrid actors who utilize social 

legitimacy, platform algorithms, and personal aesthetics to convey political messages 

persuasively. 

Furthermore, the concept of political agency in the digital age (Kavada, 2016) becomes 

increasingly relevant. Political agency is no longer monopolized by formal institutions but is 

distributed among network actors, including influencers and ordinary users. Within this 

framework, micro-influencers not only convey messages but also shape the public's collective 

agenda, interpretations, and emotions. 

This approach is also in line with the theory of emotivism in digital political 

communication, which emphasizes the dominance of affective expression over rational 

argumentation (Casas-Mas et al., 2024a). Influencer-based political campaigns utilize emotions as 

a key resource in mobilizing political support. 

 

Comparison with Previous Studies 

Compared to studies from the era of conventional media that emphasized message control 

and institutional authority, contemporary literature shows a shift toward more fragmented and 

participatory communication. (Borchers, 2025) found that political influencers in Germany 

function as strategic extensions of political parties, but with a communication style tailored to 

platform norms and audience expectations. 

Meanwhile, a comparative study in Latin America (Osorio Andrade et al., 2026) shows 

that political communication on social media significantly influences users' digital support, 

especially when messages are conveyed through figures who are considered credible and socially 

close. These findings reinforce the argument that the effectiveness of digital campaigns depends 
heavily on technology-mediated interpersonal relationships, rather than merely ideological 

content. 

Compared to AI-based political education approaches that aim to improve cognitive 

understanding (Xing & Luo, 2025), micro-influencer campaigns are more oriented towards 

affection and identity. This difference confirms that digital political communication has a broad 

spectrum of functions—ranging from education to emotional mobilization. 

 

Theoretical and Practical Implications 

Theoretical Implications 

Theoretically, these findings expand our understanding of political communication by 
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emphasizing a shift from institutional models to relational models. The concept of political actors 

needs to be redefined to include influencers as producers of political meaning. This challenges 

classical assumptions about political communication based on elites and mainstream media. 

 

Practical Implications 

Practically, the results of this study provide guidance for political campaign designers to 

strategically utilize micro-influencers, particularly in reaching young voters and digital 

communities. However, the effectiveness of this strategy requires a deep understanding of platform 

dynamics, communication ethics, and transparency of political affiliations so as not to undermine 

public trust. 

 

Ethical and Democratic Issues 

Although micro-influencers can increase political participation, this practice poses serious 

challenges to deliberative democracy. The dominance of emotional narratives has the potential to 

shift political discourse from rational argumentation to mere affective expression. (Casas-Mas et 

al., 2024b) warn that this condition can reinforce polarization and weaken the quality of public 

deliberation. 

Furthermore, the lack of transparency in the relationship between influencers and political 
actors poses the risk of manipulating public opinion. In the context of digital democracy, clear 

regulations, a code of ethics for political communication, and improved media literacy are needed 

to ensure that influencer-based political campaigns remain in line with the principles of fairness, 

accountability, and meaningful participation. 

 

Research Gaps and Future Directions 

The review identifies several gaps: 

1. Limited longitudinal studies assessing long-term effects of micro-influencer campaigns. 

2. Insufficient research on ethical and regulatory dimensions. 

3. Geographic concentration of studies in Western democracies. 

4. Lack of analysis on power relations between political institutions and influencers. 

 

Conclusion 

This Systematic Literature Review demonstrates a clear shift in political campaign styles 

from conventional media toward micro-influencer narratives. This transformation reshapes 

political communication strategies by prioritizing personalization, emotional engagement, and 

networked influence. Based on a systematic review of peer-reviewed literature, the findings 

demonstrate that political communication has shifted from a centralized, one-way model to a more 

personalized, relational, and emotionally oriented approach facilitated by social media platforms. 

Micro-influencers emerge as influential intermediaries who bridge political actors and audiences 

by leveraging perceived authenticity, social proximity, and narrative-based communication, 

particularly among younger voters such as Generation Z. 

The review highlights that this shift is not merely technological but structural, reflecting 

broader changes in political agency and media logic. In line with the hybrid media system 

framework (Chadwick, 2017) and theories of digital political agency (Kavada, 2016), micro-

influencers function as decentralized political actors who participate in shaping public opinion and 

mobilizing political support. Empirical studies across different national contexts—including 
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Indonesia, Germany, and Latin America—indicate that influencer-mediated communication 

enhances engagement and message resonance, yet simultaneously prioritizes emotional appeal 

over deliberative argumentation(Borchers, 2025; Osorio Andrade et al., 2026; Petra Christian 

University et al., 2024)  

However, the growing reliance on micro-influencer narratives also presents significant 

challenges for democratic communication. The personalization and emotionalization of political 

messages raise concerns regarding transparency, ethical campaigning, and the quality of public 

deliberation. When political content is embedded within personal narratives without clear 

disclosure, audiences may struggle to distinguish between authentic expression and strategic 

persuasion, potentially undermining informed democratic choice (Casas-Mas et al., 2024b) 

 

Implications 

• Theoretical: Expands political communication theory by integrating narrative and influencer-

based perspectives. 

• Practical: Provides insights for designing effective and ethical digital campaign strategies. 

• Policy: Highlights the need for transparent regulation of influencer-based political 

communication. 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

Gambar 1. SPAR-4-SLR Reporting Communication Political 

(Sumber: Watase UAKE) 
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