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 The 2024 Presidential Election in Indonesia is expected to 
significantly influence the country's investment climate, 
creating a complex interplay between marketing management 
strategies and public policy. This study aims to explore the 
strategic challenges involved in integrating marketing 
management with public policy, particularly in the context of 
investment decisions leading up to the election. By utilizing 
NVivo for qualitative data analysis, this research examines key 
factors such as governmental policy shifts, investor 
perceptions, and marketing strategies employed by businesses 
to adapt to the evolving political landscape. Data was collected 
from interviews with policymakers, marketing experts, and 
investors, along with analysis of official documents and media 
reports. The findings reveal that the integration of marketing 
management and public policy faces significant obstacles, 
including regulatory uncertainty and the politicization of 
investment strategies. These challenges not only affect 
corporate decision-making but also influence broader economic 
trends. The study concludes by offering insights into how 
businesses and policymakers can better align their strategies to 
foster a more stable investment environment, particularly 
during periods of political transition. The research contributes 
to the growing body of literature on the intersection of 
marketing, policy, and investment in emerging markets. 
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1. Introduction 
Indonesia's political and economic situation is undergoing significant changes as 

the 2024 Presidential Election approaches. Investment, which is critical to Indonesia's 
economic growth, is increasingly affected by the interaction between marketing 
management strategies and public policy decisions (Budisetyowati & Nainggolan, 2024; 
Madakarah & Wisnaeni, 2024; Wijaya, 2017). This intersection becomes even more 
crucial ahead of elections when political uncertainty and regulatory changes affect 
investor confidence and business operations. Marketing strategies, particularly in a 
political context, must be able to navigate policy changes while ensuring alignment 
with broader economic development objectives. As marketing becomes more 
integrated with political campaigns, understanding its impact on investment 
behaviour becomes critical (Jungherr, 2023; Lewicki, 2019). 

The rise of digital marketing further complicates this relationship, as political 
candidates and businesses increasingly rely on e-marketing to connect with their 
audiences. Indonesia's evolving voter demographics and increasing use of digital 
media require policymakers and marketing professionals to adopt new approaches 
that take into account the rapidly changing political and technological environment. 
This creates a unique set of challenges for businesses, which must navigate these 
dynamics to maintain competitiveness while aligning with evolving public policies 
(Prémont & Millette, 2015). 

While marketing and public policy have been well studied separately, the 
integration of these two fields in the context of investment strategies ahead of elections 
remains under-researched, especially in emerging markets such as Indonesia. Existing 
research focuses primarily on the impact of macroeconomic indicators and political 
risks on investments, without adequately addressing the role of corporate marketing 
strategies in mitigating these risks. This gap highlights the need for a comprehensive 
approach that examines how businesses and policymakers can collaborate to foster a 
stable investment environment amid political transitions (Andersen et al., 2016; 
Resnick, 2019). 

A common solution to this challenge lies in developing a more cohesive 
framework that combines marketing management principles with public policy 
insights. By aligning corporate marketing strategies with public policy objectives, 
companies can better adapt to political uncertainty, while policymakers can create an 
investment climate that favours long-term growth. This study seeks to address such 
strategic challenges through qualitative research methods, utilising NVivo to analyse 
the complex interactions between these two domains. 

The literature suggests that effective marketing strategies during sensitive 
political periods must adapt to the regulatory environment and shifting public 
sentiment. Political marketing has evolved with the advent of digital technologies, 
which enable more targeted and personalised communication with voters. 
Candidates and companies are utilising these technologies to shape public opinion 
and influence investment trends. The integration of data analytics into marketing 
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strategies, for example, allows for more precise audience targeting, aligning 
marketing efforts with political narratives that resonate with key voter demographics 
(Lewicki, 2019; Prémont & Millette, 2015). 

In addition, public policies play an important role in shaping the investment 
climate. Studies show that aligned public policies that promote transparency and 
accountability are critical to fostering investor confidence. Policymakers who can 
effectively balance populist pressure with sound economic planning will create a 
better environment for business investment (Jubaedah, 2023; Margiansyah, 2022). The 
key solution is to ensure that marketing strategies not only appeal to voters, but are 
also aligned with sustainable public policy objectives that promote long-term 
economic development. 

Despite the growing importance of integrating marketing management and 
public policy, research addressing their combined influence on investment decisions 
is limited. Previous research has focused on the role of political marketing in elections 
or the impact of public policy on the investment climate, but little has explored how 
these two areas interact. In addition, research on how businesses recalibrate their 
marketing strategies in response to changes in public policy during election periods 
is limited. This creates a gap in the literature regarding the strategic integration of 
these two fields in the context of investment behaviour (Rennó & Ringe, 2022). 

In addition, the rise of populism in Indonesia presents new challenges for 
marketing management and public policy. Populist movements often push for short-
term, voter-appeasing policies that may not be in line with long-term economic 
stability. This dynamic has not been widely explored in the context of how businesses 
and policymakers can collaborate to manage public perception and investment 
decisions. Addressing this gap is critical to understanding how marketing strategies 
can support sustainable public policy objectives in emerging markets such as 
Indonesia (Margiansyah, 2022). 

The main objective of this research is to investigate the strategic challenges of 
integrating marketing management and public policy in the context of investment 
decisions in Indonesia, particularly ahead of the 2024 Presidential Election. This 
research seeks to provide a comprehensive analysis of how businesses adapt their 
marketing strategies in response to evolving public policy and political uncertainty. 
By examining the perspectives of both corporate and government stakeholders, this 
research offers insights into how marketing and public policy can be better aligned to 
create a more stable investment environment. 

The novelty of this research lies in its focus on the intersection of marketing and 
public policy during politically sensitive periods, an area that has received less 
attention in the existing literature. While previous studies have explored political 
marketing and public policy separately, this research makes a unique contribution by 
investigating their combined influence on investment behaviour in emerging markets. 
The scope of this study is limited to Indonesia and focuses on the run-up to the 2024 
Presidential Election, providing insights into the sectors most affected by political risk 
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and policy changes. 
This research seeks to explore several key questions related to the integration of 

marketing management and public policy in the context of investments in Indonesia 
leading up to the 2024 Presidential Election. The first research question focuses on 
how businesses adapt their marketing strategies in response to evolving public 
policies during this politically sensitive period. As public policy shifts, particularly in 
election years, companies are forced to recalibrate their marketing approaches to align 
with the changing regulatory environment. Understanding this adaptation process is 
crucial for businesses aiming to maintain competitiveness and mitigate risks in 
uncertain political climates 

Another important question examines the role of political marketing in shaping 
investment decisions during periods of political uncertainty. Political campaigns, 
particularly in emerging markets like Indonesia, often impact investor confidence and 
business operations. By investigating how political marketing influences investor 
perceptions and behavior, this research will provide insights into how marketing 
management can be strategically leveraged in volatile political environments. 

The study also seeks to explore how public policy can be better aligned with 
marketing strategies to create a stable investment environment during political 
transitions. Election periods often bring about significant policy shifts that can either 
enhance or hinder the investment climate. Therefore, this research will investigate 
how businesses and policymakers can collaborate to ensure that marketing efforts and 
policy initiatives are mutually supportive, promoting a conducive environment for 
investments. 

Additionally, the research addresses the key challenges businesses face in 
integrating marketing management with public policy in Indonesia. These challenges 
may stem from regulatory uncertainties, shifts in political ideologies, or the need to 
balance short-term populist policies with long-term economic objectives. By 
identifying these challenges, the study aims to provide strategic recommendations for 
businesses navigating the intersection of marketing and public policy during election 
periods. 

Finally, the rise of populism in Indonesia presents unique challenges for both 
marketing and policy integration. Populist movements often focus on immediate 
voter satisfaction, which can conflict with the long-term goals of economic stability 
and investment promotion. This research will explore how populism affects 
marketing strategies and public policy, and how businesses can navigate this dynamic 
to align their objectives with sustainable public policies.This research has important 
value for both academics and practitioners. For academics, this study fills an 
important gap in the literature by exploring the strategic integration of marketing 
management and public policy in the context of political uncertainty and investment 
behaviour. This research contributes to a more comprehensive understanding of how 
businesses and policymakers can collaborate to create a stable investment climate in 
emerging markets such as Indonesia. This study also provides a foundation for future 
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research on the role of marketing in political transitions. 
For practitioners, particularly marketing professionals and policymakers, this 

study offers practical insights into how marketing strategies can be adapted to align 
with public policy objectives. These findings will be of particular interest to businesses 
operating in politically volatile environments, helping them navigate the challenges 
posed by regulatory changes and political risks. In addition, the research also 
provides guidance on how to balance populist sentiment with long-term economic 
stability, thereby fostering a better investment climate in Indonesia.  

 
 

2. Research Method 
This research investigates the strategic challenges of integrating marketing 

management and public policy in the context of investment decisions in Indonesia leading 
up to the 2024 Presidential Election. The study employs qualitative research methods to 
capture the complexities of the interaction between marketing strategies, public policy 
shifts, and investment behaviors during a politically volatile period. Given the exploratory 
nature of the study, qualitative methods are ideal for gaining a deep understanding of 
how businesses and policymakers adapt to evolving political and economic landscapes. 

The research adopts a qualitative case study design. This design is appropriate for 
an in-depth exploration of the strategic challenges faced by businesses and policymakers 
in Indonesia, particularly in the lead-up to the 2024 Presidential Election. A case study 
approach allows the research to focus on specific instances of marketing management and 
public policy interactions, providing rich, contextual insights into the dynamics at play 
during politically sensitive periods. 

The study relies on primary data collection methods, including semi-structured 
interviews and document analysis. Semi-structured interviews will be conducted with key 
stakeholders, including policymakers, marketing professionals, investors, and business 
leaders. These interviews will provide insights into how businesses adapt their marketing 
strategies in response to public policy changes and political uncertainty. Interview 
questions will focus on topics such as policy shifts, regulatory changes, marketing 
strategies during election periods, and investor perceptions of political risk. 

In addition to interviews, the research will analyze official documents, policy briefs, 
business reports, and media coverage related to Indonesia’s political and investment 
environment leading up to the 2024 Presidential Election. This includes an examination of 
electoral campaign strategies, government policy announcements, and investor reports to 
understand how these elements influence investment behavior and business strategies. 

NVivo, a powerful qualitative data analysis software, is widely recognized for its 
ability to organize, code, and analyze large amounts of unstructured data, such as 
interview transcripts, documents, and multimedia content. NVivo plays an important role 
in qualitative research by enabling a systematic approach to coding and thematic analysis. 
In this study, NVivo will be used to organize the data collected from interviews and 
document analysis, facilitating the identification of key themes related to how businesses 
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align their marketing strategies with public policy during political transitions. Key themes 
include regulatory uncertainty, investor perceptions, and the politicization of investment 
strategies. 

The data analysis process will begin with initial coding (open coding), where the 
data is broken down into separate segments and assigned initial codes based on content 
(Pearson et al., 2020; Wang & Shao, 2022). The researcher will review the data multiple 
times to identify key patterns, concepts, and themes. For example, phrases in interview 
transcripts that reflect participants' thoughts on regulatory change or investor confidence 
may be specially coded to capture these insights. This phase is crucial for building the 
basic structure of the analysis. 

Following this, the researcher will engage in axial coding, which reorganizes the data 
to reveal relationships between the initial codes. This process will help explore how 
different themes, such as political marketing strategies and public policy alignment, 
interact with each other, providing a deeper understanding of how marketing and public 
policy interconnect in the context of political transition (Buick, 2021; Hutchinson & 
Ophoff, 2020). For instance, axial coding can reveal how shifts in political risk affect 
investor perceptions, helping businesses recalibrate their strategies during election 
periods. 

In NVivo, nodes serve as the main container for organizing codes related to specific 
themes or concepts. These nodes can be arranged hierarchically to represent relationships 
between themes, making it easier to retrieve and analyze the coded data (Applewhite et 
al., 2020; Sukovic, 2011). For example, a parent node for ‘political uncertainty’ could have 
child nodes such as ‘regulatory change,’ ‘market volatility,’ and ‘investor sentiment,’ 
allowing researchers to visualize how these elements are interconnected. This structure 
enhances the ability to track patterns across multiple stakeholder perspectives. 

After axial coding, the research will move into the selective coding phase, where core 
categories or themes are refined and integrated to form a coherent narrative that explains 
the data. This phase focuses on developing overarching themes that emerge from the 
analysis, such as the relationship between public policy favoritism and investor 
confidence during election periods. The NVivo visualization tool will help identify these 
core themes and relationships, providing a clear structure for the final analysis. 

Overall, NVivo enhances the research process by providing essential tools for 
systematic coding, data organization, and thematic analysis. Its capabilities allow 
researchers to effectively manage complex data sets, resulting in deeper insights and more 
robust findings in studies of how businesses and policymakers navigate the integration of 
marketing management and public policy in politically sensitive environments. Through 
this structured approach, NVivo supports the discovery of nuanced relationships and 
patterns within the data, contributing to a comprehensive understanding of the strategic 
challenges in the investment climate in Indonesia ahead of the 2024 Presidential Election. 

The study will use purposive sampling to select interview participants. This 
sampling method ensures that the selected individuals have relevant experience and 
expertise in the areas of marketing management, public policy, and investment. 
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Participants will include government officials involved in shaping public policy, 
marketing managers from businesses operating in sectors most affected by political risk, 
investors with significant exposure to the Indonesian market, and political analysts who 
can provide insights into the broader political landscape. By focusing on these key 
stakeholders, the study aims to capture diverse perspectives on how marketing strategies 
and public policy interact in the context of political and economic uncertainty. 

To ensure the validity and reliability of the findings, the research will implement 
several strategies. Triangulation will be employed by gathering data from multiple 
sources, including interviews, documents, and media reports, to corroborate findings and 
strengthen the robustness of the conclusions. Member checking will also be conducted, 
where participants will have the opportunity to review and provide feedback on the initial 
analysis, ensuring that their perspectives have been accurately interpreted. Additionally, 
the study will undergo peer review, where academic colleagues will assess the research 
methodologies and findings to ensure they are sound, well-supported by the data, and 
free from bias. These measures will enhance the credibility and reliability of the research, 
ensuring that the conclusions drawn are well-founded and reflective of the complex 
dynamics between marketing management, public policy, and investment decision-
making in Indonesia. 

The study will follow strict ethical guidelines to ensure the privacy and 
confidentiality of the participants. Informed consent will be obtained from all interview 
participants, and they will be informed of their right to withdraw from the study at any 
time. Data will be anonymized to protect the identities of participants, and all findings 
will be presented in a manner that does not compromise the confidentiality of the 
stakeholders involved. 

While the qualitative approach provides in-depth insights into the strategic 
challenges of integrating marketing management and public policy, the findings may be 
limited in terms of generalizability. The focus on Indonesia, and the unique political and 
economic context of the 2024 Presidential Election, may limit the application of the 
findings to other emerging markets. However, the study’s contribution lies in its ability to 
generate rich, contextual understanding, which can inform future research in similar 
settings. 
 

 

3. Results and Discussion 

Strategic Challenges: Integrating Marketing Management and Public Policy 

in Investments in Indonesia Leading up to the 2024 Presidential Election 

The findings from interviews with economists, government officials, and political 

analysts can be analyzed using NVIVO coding. the results are explained in the 

table below. 

Table 1. Coding 
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Step Description Details 

1. Initial 
Coding 

Breaking 
transcripts into 
smaller units to 
identify themes, 
patterns, or key 
points. 

- Marketing Expert Transcript: 
Impact of election campaigns on public 
sentiment (Example: “Political 
campaigns heavily influence public 
perception through digital platforms like 
social media.”) 
Populism in policymaking (Example: 
“Policies aimed at immediate public 
approval often lack long-term 
planning.”) 
Transparency as trust-building with 
investors (Example: “Businesses reassure 
investors by openly communicating 
policy adaptations.”) 
- Government Worker Transcript: 
Key public policies shaping investment 
climate (Example: “The implementation 
of the Job Creation Law simplifies 
investment processes.”) 
Digital transformation in investment 
management (Example: “Online Single 
Submission (OSS) simplifies 
administrative processes for investors.”) 
Challenges in green energy adaptation 
(Example: “Transitioning from 
traditional to green energy demands 
substantial adaptation.”) 
- Political Analyst Transcript: 
Influence of media on policy priorities 
(Example: “Media coverage shapes 
candidates’ focus on trending but less 
urgent issues.”) 
Populist narratives in campaigns 
(Example: “Promises like large subsidies 
attract voters but challenge 
sustainability.”) 
Investor confidence during election 
periods (Example: “Policy stability 
during elections strengthens investor 
trust.”) 
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The coding process outlined above enables the creation of the following 
diagram: 

 
A. Utilizing Digital Tools to Mitigate Political Risks 

2. Axial 
Coding 

Grouping initial 
codes into 
categories/themes 
by identifying 
relationships. 

- Theme 1: Political Campaigns and Public 
Perception (Codes: Impact of election 
campaigns on public sentiment, Populism 
in policymaking, Influence of media on 
policy priorities.) 
- Theme 2: Policy and Investment Climate 
(Codes: Key public policies shaping 
investment climate, Challenges in green 
energy adaptation, Transparency as trust-
building with investors.) 
- Theme 3: Digital and Green 
Transformation (Codes: Digital 
transformation in investment 
management, Challenges in green energy 
adaptation.) 
- Theme 4: Business Strategies During 
Political Uncertainty (Codes: Populist 
narratives in campaigns, Investor 
confidence during election periods.) 

3. Selective 
Coding 

Refining themes 
into a core 
narrative or 
theoretical 
framework to 
explain the data's 
overarching story. 

Core Narrative: The transcripts reveal a 
dynamic interplay between political 
campaigns, public perception, policy 
priorities, and business strategies during 
election cycles. Politically driven 
populism influences public policies, often 
prioritizing short-term public appeal over 
long-term economic stability. Businesses 
and investors navigate this uncertainty by 
emphasizing transparency, leveraging 
digital tools, and aligning with 
sustainable development goals. However, 
the transition to green energy and reliance 
on digital governance also presents 
unique challenges requiring adaptive 
strategies and collaborations. 
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The framework underscores the pivotal role of digital tools in addressing 

political risks during electoral uncertainty, particularly in the context of Indonesia’s 
2024 Presidential Election. The framework emphasizes two primary components: 
real-time analytics and social media, which collectively enable businesses to anticipate 
and adapt to shifts in regulatory and public sentiment effectively. 

Real-time analytics, as a foundational element, captures immediate insights from 
data streams, empowering businesses to forecast political and policy outcomes 
through predictive tools. By leveraging historical data and machine learning models, 
these tools facilitate scenario planning and proactive adaptation. For instance, 
predictive insights indicating a shift in voter sentiment towards specific economic 
policies allow businesses to recalibrate their marketing strategies or investment 
decisions in advance. Moreover, the ability to make timely adjustments dynamically 
refines these forecasts, ensuring businesses remain responsive to emerging 
developments. 

Social media complements this analytical framework by providing a platform to 
monitor public discourse, evaluate campaign effectiveness, and identify voter and 
policymaker priorities. Social media serves as a dynamic testing ground for 
messaging strategies, offering immediate and actionable feedback. For example, 
businesses can analyze sentiment data to align their campaigns with public 
expectations. Additionally, the integration of social media-generated data with real-
time analytics fosters a comprehensive approach to managing political risks. 

Together, these tools empower businesses to navigate electoral uncertainties by 
enabling timely adjustments informed by real-time insights. The combination of 
predictive analytics and social media tracking minimizes the unpredictability of 
abrupt policy shifts, ensuring businesses stay ahead of regulatory changes and public 
sentiment dynamics. This agile response capability mitigates risks such as 
reputational harm or non-compliance with new regulations. 

The framework’s implications highlight critical actions for businesses. Investing 
in advanced digital tools enhances predictive capabilities and decision-making 
processes. Building collaborative relationships with policymakers offers early access 
to potential regulatory developments, reducing reliance on reactionary strategies. 
Finally, implementing training and upskilling initiatives ensures organizational 
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teams are equipped to interpret complex data and apply scenario planning 
methodologies effectively. 

 
B. Flexibility in Marketing Strategies 

 
 

  
The framework outlines a strategic approach to adaptive marketing strategies 

during politically sensitive periods, such as election years, emphasizing campaign 
flexibility to address challenges posed by regulatory shifts, evolving public sentiment, 
and dynamic political landscapes. This adaptability ensures that businesses can 
continuously align their strategies with changing public policies and societal 
expectations. 

A key element of the framework is the ability to implement real-time 
modifications. By utilizing digital platforms and advanced analytics, businesses can 
monitor regulatory developments and public sentiment, enabling swift adjustments 
to marketing campaigns. For instance, social media analytics allow marketing teams 
to assess audience reactions and recalibrate messages to align with emerging policy 
shifts or societal priorities. This proactive approach minimizes risks while 
maintaining the effectiveness of campaigns in volatile environments. 

The framework also highlights the importance of adopting neutral themes in 
marketing efforts. By focusing on universal values such as sustainability, inclusivity, 
and community well-being, businesses can avoid the risks associated with politically 
divisive messaging. Campaigns centered on these themes appeal to broader audiences 
and help maintain a non-partisan image. For example, initiatives emphasizing 
contributions to environmental sustainability foster trust and credibility among 
diverse stakeholders. 

The integration of real-time modifications and neutral themes promotes stronger 
alignment with public policy objectives and audience expectations. This alignment 
enhances brand reputation and builds stronger relationships with policymakers and 
the public. Businesses that align their campaigns with government-led initiatives, 
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such as sustainability programs, improve their public perception while gaining favor 
with regulatory authorities, positioning themselves as socially responsible entities. 

Finally, the framework incorporates dynamic systems that enable businesses to 
maintain agility and respond effectively to ongoing changes. These iterative 
frameworks ensure that campaigns remain relevant throughout election cycles and 
adapt seamlessly to post-election priorities. For instance, businesses leveraging 
dynamic frameworks can transition from short-term, election-specific narratives to 
emphasizing long-term stability themes once political conditions stabilize. This 
adaptability secures campaign relevance and sustains engagement over time. 

 
C. Digital Media and Stakeholder Engagement 

 
 

The framework highlights the dual role of digital media engagement as both a 
significant opportunity and a challenge for businesses during politically sensitive 
periods. Digital media facilitates transparent, interactive communication with 
stakeholders such as policymakers, consumers, and investors, while also posing risks 
due to the proliferation of misinformation, which can harm corporate credibility and 
erode public trust. 

Digital media engagement enhances stakeholder interaction by providing tools 
such as social media campaigns, live-streamed events, and interactive Q&A sessions. 
These platforms allow businesses to connect directly with their audiences, fostering 
trust and collaboration. This direct engagement is particularly critical during election 
periods, where alignment with public policies and societal expectations is essential. 
For instance, companies that actively utilize social media to demonstrate their support 
for government initiatives have reported stronger relationships with regulators and 
the public. 

However, the prevalence of misinformation challenges remains a substantial 
drawback. Politically sensitive periods often experience surges in false information on 
digital platforms, undermining marketing efforts and damaging company 
reputations. Retail businesses, for example, have encountered false claims about their 
products during election campaigns, necessitating extensive mitigation efforts to 
restore trust. 

To combat these risks, businesses must implement robust reputation 
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management systems. These systems enable real-time monitoring of digital platforms 
to detect potential threats to credibility and facilitate swift responses. Companies that 
effectively use these tools to address misinformation through clarifications or counter-
narratives have been more successful in protecting their reputations and preventing 
further damage. 

Furthermore, businesses should collaborate with digital platforms to establish 
misinformation controls. These efforts include reporting mechanisms, partnerships 
with fact-checking organizations, and transparency in advertising. For example, 
companies working with fact-checkers can label misinformation as false, significantly 
reducing its reach and impact. Such proactive measures contribute to a healthier 
digital ecosystem while safeguarding corporate integrity during politically volatile 
times. 

 
D. Leveraging Sustainability in Marketing 

 

 
The framework underscores the strategic importance of incorporating 

sustainability in marketing during election periods, particularly when governments 
prioritize environmental and renewable energy initiatives. Businesses that align their 
campaigns with these priorities can bolster public trust, gain policy incentives, and 
attract investor interest, especially in the renewable energy sector. 

Integrating sustainability narratives into marketing strategies has become 
essential for businesses seeking to align with public expectations and government 
priorities. By emphasizing environmental and social responsibility, companies 
demonstrate their commitment to long-term societal goals. Election-year policies 
further elevate the significance of sustainability-focused strategies, as governments 
frequently introduce or expand incentives aimed at promoting renewable energy and 
sustainable economic growth. 

The renewable energy sector emerges as a key area for leveraging these 
strategies. Marketing campaigns that highlight green energy initiatives effectively 
communicate the environmental, economic, and social benefits of renewable 
solutions. These include cost efficiency, innovation, and a reduced ecological 
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footprint, aligning closely with election-year policies. Businesses that embrace these 
priorities position themselves as leaders in sustainable development. 

Green energy campaigns offer substantial benefits. They build public trust by 
showcasing a company's commitment to sustainability, appealing to environmentally 
conscious consumers. These campaigns also enable businesses to secure policy 
incentives such as tax benefits, grants, and regulatory support, as governments 
reward alignment with their sustainability goals. Furthermore, sustainability-driven 
marketing attracts investor interest, particularly from those focused on 
environmentally responsible and innovative projects in renewable energy and green 
infrastructure. 

For instance, companies launching green energy campaigns during election 
periods have enhanced their public image while benefiting from favorable policy 
measures and heightened investor attention. By aligning with renewable energy 
objectives, these businesses have established themselves as socially responsible and 
forward-thinking industry leaders. 

 
E. Recommendations for Future Alignment 

 

 
The framework outlines future alignment recommendations to guide businesses 

in navigating the complexities of marketing and public policy during politically 
sensitive periods, such as election years. These recommendations focus on 
adaptability, collaboration, and robust governance to address challenges effectively 
while maintaining a competitive edge. 

Dynamic marketing models are critical for businesses operating in volatile 
political and regulatory environments. These models enable swift adaptation to 
changing policies and political dynamics, allowing businesses to mitigate risks and 
ensure their marketing strategies remain relevant. By maintaining flexibility, 
companies can minimize disruptions and capitalize on emerging opportunities in 
uncertain political climates. 

Collaborative policy development emphasizes the value of proactive 
engagement between businesses and policymakers. By contributing to the creation of 
policies that balance public and corporate interests, businesses can build trust and 
foster a stable operating environment. Collaboration also provides early insights into 
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regulatory changes, enabling companies to anticipate and comply with evolving 
requirements. 

Enhanced digital governance is vital for combating misinformation, promoting 
transparency, and safeguarding brand reputations. Effective governance frameworks 
should include systems to monitor and address misinformation on digital platforms, 
ensuring ethical marketing practices. Strong digital governance not only protects 
businesses from reputational damage but also fosters public trust and accountability 
in the digital marketing ecosystem. 

These recommendations carry significant implications. First, adopting dynamic 
marketing models and engaging with policymakers enables businesses to reduce 
political risks and respond effectively to sudden regulatory changes during election 
years. Second, proactive policy alignment allows businesses to align their objectives 
with public policy goals, resulting in mutual benefits such as enhanced compliance 
and increased governmental support. Finally, by implementing enhanced digital 
governance, companies can maintain credibility, protect their reputations, and 
position themselves as ethical leaders in their industries. 

 
4. Conclusion 

This study presents a comprehensive framework for understanding the 
interaction between marketing management and public policy in Indonesia, 
particularly during politically sensitive periods such as the 2024 Presidential Election. 
The findings emphasize the critical role of adaptability, collaboration, and robust 
governance in mitigating political risks and ensuring corporate strategies align with 
shifting regulatory landscapes. 

Key components of this framework include dynamic marketing models, digital 
media engagement, sustainability-driven campaigns, and enhanced governance 
systems. Dynamic marketing models enable businesses to swiftly adjust strategies to 
align with changing regulations and public sentiment, ensuring their relevance and 
impact. Digital tools and real-time analytics further strengthen strategic agility by 
providing timely insights into policy shifts, while collaboration with policymakers 
fosters trust and regulatory coherence, creating a more predictable investment 
environment. 

The focus on sustainability highlights the growing imperative for businesses to 
integrate environmental and social priorities into their marketing strategies, 
particularly in sectors like renewable energy. Sustainability-oriented campaigns not 
only enhance public trust but also attract policy incentives and environmentally 
conscious investors, positioning businesses as leaders in sustainable development. 

Addressing challenges such as misinformation and populist-driven policy 
dynamics, the study underscores the necessity of enhanced digital governance. 
Effective systems for monitoring and countering misinformation, coupled with 
partnerships with digital platforms and fact-checking organizations, are essential for 
maintaining public trust and protecting corporate reputations. 
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The study offers actionable recommendations, including the adoption of 
advanced digital tools, proactive collaboration with policymakers, and the 
implementation of transparent governance frameworks. These strategies collectively 
reduce political uncertainty, improve investor confidence, and promote a stable, 
sustainable investment climate in Indonesia. 

By filling critical gaps in existing literature, this research provides valuable 
insights into the intersection of marketing, governance, and investment in emerging 
markets. It lays the groundwork for future studies and offers practical implications 
for academics and practitioners, supporting the development of economic resilience 
and strategic alignment in Indonesia's evolving political landscape. 
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