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Abstract 

In 2014, Indonesians were celebrating the inauguration of their newly elected 

president. The victory of Joko Widodo, who came from the grass roots, demonstrated a 

triumph of democracy in Indonesia. The rise of Joko Widodo, or Jokowi, was followed 

by the rise of other leaders from outside of the political mainstream, such as Basuki 

Tjahaja Purnama, Tri Risma Harini, Nurdin Abdullah, and Yoyok Rio Sudibyo. These 

leaders managed to overcome the political barriers made by the oligarchs and gained 

voters’ trust to win major elections in Indonesia. They possess one solid reputation in 

common and that is a commitment to act as a servant for citizens. Furthermore, the 

leaders’ unique personalities and approaches have differentiated them from their rivals, 

even those with greater experience in politics, which suggests they have unique and strong 

political brands that appealed to the citizens. 

The objective of this research is to explain the concept of servant leadership and 

political outsiders in influencing candidates’ political brand image based on their 

personalities from the voters’ perceptions. Following this, the interplay between each 

construct will be analysed. To meet the research objectives, this research examines a 

primary research question:  

How do voters’ perceptions of servant leadership and political outsiders affect 

brand personality as the political leader’s image and subsequently influence their brand 

trust?  

This is followed by two secondary questions:  

Do voters see Jokowi, Ahok, and Risma as servant leaders and political outsiders? 

If so, how? and  

How much influence do servant leadership and political outsiders have on leaders’ 

brand personality as their brand image, and subsequently, brand trust?  

Using a combination of concurrent and sequential mixed methods, this research 

began with qualitative approaches utilising document analysis and interviews to multiple 

sample groups with thematic analysis. These methods were also dedicated to constructing 

scale development of political outsiders based on the case of Indonesian leaders. 
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Following this, a quantitative method was employed using a survey to measure how each 

construct influenced brand trust with brand personality as the mediating variable.  

The findings revealed how the leaders were successful in their approaches and 

demonstrating personalities that developed the political brand of a servant leader, which 

arguably attracted the citizens’ trust. The leaders’ backgrounds as political outsiders 

provided them with an advantage that differentiated them from typical politicians in 

Indonesia, who were seen as ineffective in making positive changes. Finally, this study 

identified candidate’s desirable traits significant to voters’ trust. 

This research makes several contributions to the development theories of servant 

leadership, which is particularly significant as there is insufficient research regarding this 

theory in the political context. The study further contributes to political marketing 

theories, particularly in branding theories such as how leadership brand influences 

candidate’s brand personality and consequently to brand trust. It also provides insights 

into how the leadership brand of servant leader and political outsider may affect voters’ 

trust consideration and impact candidate’s brand image development based on their brand 

personalities during elections.
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Chapter 1: Introduction 1 

Chapter 1: Introduction 

1.1 RESEARCH PROBLEM 

This research explores how a candidate manage to build political brand images as 

a servant leader and a political outsider, subsequently this research attempt to explain how 

these images influence their brand trust with brand personality as the mediating variable. 

The present study is based on the successful examples of Joko Widodo, Basuki Tjahaja 

Purnama, and Tri Risma Harini. An interdisciplinary approach is used in this research 

that emphasizes specific areas of study, including leadership (management), political 

branding (political science and marketing) and Indonesian studies. 

General elections can be perceived as a “civil festival” for democratic nations 

(MacRae & Putra, 2008), where civilians use their electoral rights to vote for their 

preferred leaders. The election period is paramount for political candidates to market and 

‘sell’ themselves to the people in exchange for votes, which shapes political candidates 

as products or commodities and people as consumers (Hockett, 2005; Kaneva & 

Klemmer, 2016; Smith & French, 2009). Political candidates often spend a huge amount 

of money to implement marketing strategies such as market research, targeting, and 

political advertising to distinguish themselves from their political rivals. This concept is 

driven from marketing strategies called positioning or branding (Cicović, 2012; 

Schoenwald, 1987). When branding strategies are utilised in a political environment, it 

forms the concept of political branding.  

Political branding is significant in helping political candidates win elections by 

providing clarity about the political leader’s vision and actions to the voters and can 

further be useful in assisting voters to identify their favourite or preferred leaders (Smith 

& French, 2009). The increasing rate of political marketing experts and consultants being 

hired to direct candidate’s political campaigns is evidence of how political campaign 

activities have adopted marketing values (O'Connor, 1998). Political marketing 

consultants provide a range of services, from suggesting how to respond to specific issues 

and approaching citizens, to advising political candidates on what to wear when making 

public appearances. This is all for the sake of creating a positive political brand image to 

win the peoples’ trust (Plasser & Plasser, 2002). An example of a robust brand image is 

evident in world leaders such as David Cameron who was known as charismatic, a family 

man, passionate, and a positive figure (Pich & Armannsdottir, 2015), or Barack Obama 
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as new, different, and attractive (Burns, 2014). Thus, the idea of elections may lead to the 

engineering of a candidate’s brand to win the war of image as the goal of a political 

campaign rather than focusing on the debates on ideologies and programs (Scammell, 

2015). 

An example of the “war of image” was evident is the 2016 USA presidential 

election between Hillary Clinton and Donald Trump. Both candidates focused more on 

destroying each other’s image by raising personal affairs instead of conducting debates 

on their proposed policies. Hillary’s side tried to build an image of Hillary being the 

‘hope’ of USA, whilst at the same time shaping Trump’s image as one of ‘fear’ by 

accusing Trump of being a racist, inexperienced, misogynist, and someone who have 

avoided paying tax on his billion-dollar portfolio (Banks, 2016). On the other hand, 

Trump was busy exposing Hillary as a typical untrustworthy politician, her CIA emails 

scandal, and her husband’s sexual affair during his presidency from 1993-2001 (Jacobs, 

2016). In previous USA presidential elections, it is argued that Nixon was defeated using 

the war of image, since his dour image was overwhelmed by Kennedy’s young and good-

looking image (Zavattaro, 2010). Losing the war of image may cost a candidate their 

election, as image is often used as a ‘shortcut’ in voters’ decision making (Guzmán & 

Sierra, 2009). Thus, proving the significance of candidates’ political branding, 

particularly during elections. 

1.2 THE RISE OF POLITICAL OUTSIDERS IN INDONESIA 

In 2014, Indonesia, as the fourth biggest population and third largest democracy in 

the world, celebrated the election of Joko Widodo, who came from the grass roots and 

was a relative newcomer with a mission to restore Indonesian democracy as their new 

president (Bachellard, 2014). Mietzner (2014) described this phenomenon as the winning 

of democracy. Joko Widodo (known as Jokowi) managed to penetrate the dense political 

barrier in Indonesia erected by the elite politicians and dynasties of powerful families who 

have influenced the country’s direction for decades (Winters, 2014). Moreover, Jokowi’s 

rival during the presidential election was Prabowo, a retired general, wealthy 

businessman, senior politician, and the son-in-law of the former tyrant of Indonesia, 

Soeharto, who had ruled the nation for more than 30 years. Prabowo was an ‘old player’ 

in Indonesian politics, and had previously run for vice president in 2009, which ended in 

failure (Mietzner, 2015). 

Due to the presidential election, Jokowi, who was the governor of Jakarta, had to 

leave his position, making his vice governor, Basuki Tjahaja Purnama, more popularly 
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known as Ahok, the governor of Jakarta. Whilst Jokowi was known as the ‘good cop’ due 

to his typical soft-spoken Javanese background, Ahok was better known as the ‘bad cop’ 

due to his boldness in shaking up the city’s sleepy bureaucracy (Kapoor & Arvirianty, 

2014). His leadership style was known to be ruthless and firm, although his unprecedented 

frankness and openness were welcomed by Indonesians who felt that such attitudes were 

necessary to deal with the bureaucratic slowness and creating transparent government 

(Nazeer, 2014). 

Ahok is of Chinese ethnicity and Christian religion, with both considered a minority 

background in Indonesia (Burhani, 2017). Based on historical records, the ethnic Chinese 

background has experienced difficulties since the period of Soeharto (1960’s), suffering 

from discrimination, human rights violations, and accusations of an attempt to spread 

communism in Indonesia (Schonhardt, 2016). Ahok suffered from racial slurs mainly 

generated by the hard-line Muslim group known as the Islamic Defender Front or FPI, 

who often conducted protests to reject him as the governor of Jakarta (Hoogervorst, 

2017). furthermore, they protested against Ahok for defaming the Holy Quran and invited 

Muslims to participates in one of the biggest rallies in the history of Jakarta to have Ahok 

sent to jail (Daniel, 2016). 

Despite the resistance from this large group, Ahok received overwhelming support 

from Indonesians. Numerous volunteer organisations declared support for Ahok such as 

“Loyalis Ahok” (Loyalist of Ahok), “Ahok adalah kita” (Ahok is us), “Cinta Ahok” (Love 

Ahok), “Gubernur Ahok Pilihanku” (Governor Ahok is my choice) and 26 other 

organisations (Murdono, 2016). One of the volunteer organizations, “Teman Ahok” 

(Friends of Ahok), managed to gather more than 1 million identity cards from the citizens 

of Jakarta, as a form of support for Ahok to participate in the upcoming 2017 Jakarta 

gubernatorial election as an independent without the support of any political parties 

(Artharini, 2016). 

Whilst Jakarta has its own popular leader, the city of Surabaya boasts the first 

directly elected and first female mayor of Surabaya, Tri Rismaharini. She was recognised 

as one of the best mayors in the world in 2014 for her achievements in transforming 

Surabaya from a concrete dump to a green city filled with the additions of 11 parks and 

outdoor facilities for its citizens. (Hove, Baker, & Schorr, 2015). Her most popular 

achievement, yet perhaps the most controversial, was her success in closing the biggest 

brothel in South East Asia (Sylvina, Handayani, & Sanjaya, 2016). Moreover, she 

provided its workers with new skills and fields of work through job training such as 
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weaving and managing small and medium business as one of her methods for empowering 

the people (Harsaputra, 2014). During the closing down of Dolly, she and her family 

received death threats (Weiss, 2013), yet she did not hesitate and dared to risk her life for 

the sake of the citizens and the nation. Her various major achievements include the 

implementation of e-procurement system which saved 20% of Surabaya’s annual budget, 

launching a plan to build monorail and tram system, and her commitment to guard the 

city from corruption by firing 40 corrupt city officials (Institute for Housing and Urban 

Development Studies, 2015). 

Jokowi, Ahok, and Risma possess reputation as leaders who have genuine intention 

to serve and fulfil the citizens’ needs, which is commonly seen as rare in the Indonesian 

Government, as officials tend to have an image of demanding services instead of 

providing services to the citizens (Djaelangkara, 2010; Liando, 2016; Nasution, 2006; 

Waluyo, 2017).  Jokowi, Ahok, and Risma  have been seen as successful leaders, with 

innovative programs and significant efforts to eliminate the long-lasting problems in 

Indonesia such as corruption (Chen & Dwicahyo, 2016; Gunn, 2018; Istianto, 2014; 

Kimura & Kuhonta, 2018; Kingsbury, 2015; Konishi & Davidson, 2017; Masaaki, 2013; 

Tapsell, 2015; Tyson & Purnomo, 2017). This strong reputation amongst voters indicates 

that they have been successful in developing political brand image (Guzmán & Sierra, 

2009).  Their success as regional leaders has further earned them the reputation of 

reformists (Chen & Dwicahyo, 2016; Gunn, 2018; Istianto, 2014; Kimura & Kuhonta, 

2018; Kingsbury, 2015; Konishi & Davidson, 2017; Masaaki, 2013; Tapsell, 2015; Tyson 

& Purnomo, 2017). However, no empirical studies have attempted to explore how these 

leaders managed to develop their political brand image as servant leaders, which has 

arguably contributed to citizens’ trust and to the advancement of their political careers. 

Furthermore, the rise of these newcomers can be considered an achievement since they 

have strong reputations in the eyes of the citizens despite pencitraan politik being more 

frequently used in contemporary Indonesian politics. Pencitraan politik refers to the 

political marketing strategy of political candidates attempting to polish their own image, 

this strategy can be used to destroy rivals’ political image by saying that they are being 

fake just for the sake of gaining support from voters (Ghazali, 2011). Therefore, the 

present studies attempt to fill these gaps by providing insights of the rise of outsiders from 

leadership and political brand perspectives. Particularly on how their servant leadership 

and reformist attributes affect brand personality and brand trust. 
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This study has also reviewed the implicit leadership theory where individuals used 

cognitive prototypes to categorize perceptions and distinguish leaders (Holmberg and 

Akerblom, 2006). However, this theory may have limitation in depicting the leadership 

brand of the subject leaders in this study. This theory instead, may be used for future 

research to extract general characteristics of political candidate’s leadership style from 

voters’ perspective.  

1.3 SERVANT LEADERSHIP AND THE EMERGENCE OF NEW LEADERS 

Despite the differences in their backgrounds, Jokowi, Ahok, and Risma share a 

common trait; their commitment to engage and serve the people (Ramdhani, 2015; 

Sanjaya, 2014). Jokowi has high citizen engagement through his unique direct approach 

to citizens, known as blusukan, or a strategy of impromptu visits, the term originated from 

Javanese and can be translated as ‘to take to the streets’ (Hatherell, 2014). During his time 

as governor of Jakarta, Jokowi and Ahok often travelled together for blusukan to the 

remote parts and slums of Jakarta to directly communicate with the people, and listen to 

their pleas and needs (Okamoto, 2014). Risma has also used blusukan to receive feedback 

by having direct two-way communications with the citizens, which assists her in 

designing policies and making decisions (Rahmi, 2015). These leaders see their positions 

as servants for the people, they despise formal pleasantries common in Indonesia for 

someone who holds a prominent position, and would rather sit with the people at a street 

vendor and share thoughts with them, which is a rare sight from top tier politicians 

(Oktavia, 2014). During visits, they have declined the assistance of a “Voorrijder” or 

motorcycle outriders to clear their path, instead joining the traffic or receiving a lift on a 

motorcycle or just walking during the worst of the traffic. Moreover, they try to avoid 

protocols and heavy protection and are most often seen mingling with citizens with only 

their personal assistant to allow the citizens to approach them freely (Aan & Ros, 2014; 

Van, 2014). 

Risma once declared that “a city must be first and foremost be a home for its 

citizens”, she further claimed the needs of governing, not only for the people, but also 

together with the people (Hove et al., 2015). On the other hand, Ahok focused more on 

providing the citizens with the appropriate funds for education and healthcare tailored to 

citizens economic backgrounds (Rapsanjani, 2015). Jokowi demonstrated people 

empowerment during his governance in Solo by transforming the crime ridden city into 

a cultural city and improving its economy and tourism factors (Aiyar, 2014). 
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With these identical leadership characteristics, there are indicators that these leaders 

have implemented servant leadership as defined by Greenleaf (1977) as their main 

leadership attributes; however, this is yet to be proven through academic research. 

Greenleaf’s (1977) concept of servant leadership consists of 10 characteristics: 

stewardship, listening and empathy, awareness, healing and persuasion, 

conceptualization, foresight, which are followed by a commitment to the growth of the 

people and building the community.  

1.4 POLITICAL BRAND IMAGE BASED ON LEADERS’ PERSONALITIES 

The leaders’ perceived personalities added to their servant leadership characteristics 

and their status as “political outsiders” may be the source of their strong political brand 

image, which affects voters’ trust during elections (Moulard et al., 2015). The nurturing 

of their political image has become fundamental for a candidate to win an election, 

particularly since not all citizens may grasp the idea of economic policies, international 

diplomacies, or the financial stances that will be implemented by the political candidate 

(Guzmán & Sierra, 2009). Instead, people create a ‘shortcut’ to filter their favourite 

candidate that is derived from the candidate’s image and is rooted in the candidate’s 

personalities (Guzmán & Sierra, 2009). In addition, when political candidates face each 

other it is not only their arguments that are being scrutinized, how they present themselves 

in public is also considered one determinant of creating a positive image (Banks, 2016). 

1.5 INDONESIA THE YOUNG DEMOCRACY 

After gaining independence from 300 years of colonization, the Republic of 

Indonesia entered a new era on the 17th of August 1945 with Soekarno as the new 

president. He further established five principles known as ‘Pancasila’ for the nation’s 

sustainability (Irawanto, Ramsey, & Ryan, 2011). These principles are monotheism, 

internationalism or humanity, Indonesian nationalism, consensus or democracy, and 

social welfare (Hellwig & Tagliacozzo, 2009). Pancasila remains a fundamental national 

principle in Indonesia even in the current era.  

Soekarno’s reign ended when general Soeharto launched a coup and managed to 

overthrow him, triggering the start of The New Order in 1965, Soeharto is known as an 

anti-communist, a capitalist, and the dictator of Indonesia (Elson, 2001). Whilst Soekarno 

favoured alignment with China, Soeharto positioned Indonesia to side with the USA to 

promote capitalism and eliminate communism in Indonesia. The process of the 

elimination of communism in Indonesia resulted in massive casualties and led to the 
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country internal instability, with approximately more than one million people being 

slaughtered all over Indonesia (Yang, 2001). Soeharto ruled Indonesia for 32 years due 

to rigged elections manipulated by himself (Eklöf, 1999), his reign was mainly a 

dictatorship (Howard, 2011), or an oligarchy disguised as a democracy (Von Luebke, 

2011). 

The instability culminated when four students were shot dead by the police on 12 

May 1998 (Darmawan & Rikang, 2014), and the public dissatisfaction manifested 

through chaos spread in the city of Jakarta, causing major damage to infrastructure, rapes, 

ransacking, and more human lives being taken (Aprilia & Swastika, 2014). Soeharto 

resigned as president of Indonesia nine days later on 21 May 1998, triggering the start of 

the reformation era under President Habibie (1998-1999). After a long time, the country 

executed its election with Abdurahman Wahid (1999-2001) from the Islamic party, Partai 

Kebangkitan Bangsa as the winner of that presidential election (Suryadinata, 2002). From 

then, Indonesia retained its government style and advanced as a democratic nation. Under 

the reformation era, elections continued to be held with Megawati (2001-2004), Soesilo 

Bambang Yudhoyono (2004-2014), followed by Jokowi (2014-present) becoming 

president. 

1.6 JOKOWI, AHOK, AND RISMA AS RISING LEADERS 

This section discusses the political career histories and reputations of Jokowi, Ahok, 

and Risma to provide understanding of their distinct characteristics and how they 

managed to achieve political victories despite coming from outside of the political 

mainstream in Indonesia, or the oligarchs. 

1.6.1 The Jokowi Phenomenon 

Jokowi came from a low socio-economic family background and is of the Javanese 

ethnicity. He began his political career as the mayor of Solo in 2005 and demonstrated 

great success, where he was re-elected again in a landslide in 2010 (Gama, Sudardi, 

Wakid Abdullah, & Linuwih, 2017). His popularity rose significantly during that time, 

and he became known as a leader who sided with the grass roots communities, which 

were often neglected by the government (Tapsell, 2015). In 2012, Joko Widodo was 

elected as the governor of Jakarta, with his vice governor, Ahok, through the support of 

Indonesian Democratic Party – Struggle (PDIP), and the Great Indonesian Reform 

Movement Party (Gerindra). His popularity continued to soar with his unique approach 
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“blusukan” until five political parties decided to join together and appoint him as the 

candidate for the presidential election in 2014 (Hamid, 2014).  

In 2014, Jokowi battled Prabowo, who came from a senior political elite 

background with 30 years of experiences and massive wealth, and was supported by seven 

major political parties. Yet, Jokowi managed to win the election and rose to be the seventh 

president of Indonesia.  Jokowi was successful due to support by approximately 1,300 

officially registered groups that declared support for him to become the president, these 

groups were not just located in Indonesia, but also around the world (Hariani, 2014). 

Even as a president, Jokowi continued his blusukan and could be seen going to the 

mall or marketplace on Sunday, mingling and chatting with the people to buy a pair of 

shirts or sandals for Rp 200.000, which is around 20 AUD (Ihsanuddin, 2016). New and 

old leaders began to copy Jokowi’s technique but failed, instead creating negative citizen 

perceptions due to their sudden change of behaviour in mingling with people in slums or 

marketplaces and changing their attire to look more casual (Chirpstory, 2016; Iqbal, 

2016b). Moreover, citizens believe that the original blusukan came from Jokowi, the 

humble and caring leader (Khaerah & Kesmawan, 2016). 

1.6.2 Ahok “The Maverick” 

Ahok was born in Belitung, his grandfather came from Guang Zhou, China, and 

was a tin miner in Belitung. Ahok’s career as a politician began when he was elected 

regent of East Belitung in 2005. He earned the nickname of “the Law” for his vision of 

strictly implementing the law, particularly against corruption (Al Fajri, 2018). As a 

newcomer and a political outsider, he gained national attention for running for and 

shaping a clean and effective local government in a nation where corruption has long been 

a fact of life (Cochrane, 2014).  

Ahok’s achievements and popularity allowed him to be elected as a member of the 

House of Representative from 2009. He had to leave the position due to his successful 

participation in the 2012 Jakarta gubernatorial election as the vice governor of Jokowi 

(Douglas & Eriyanto, 2017). He then became the acting governor of Jakarta in June 2014 

while Jokowi ran as the presidential candidate for Indonesia, and Ahok was then 

appointed as the governor of Jakarta in November 2014 when Jokowi won the presidential 

election. Between June 2014 to November 2014, Ahok made the decision to leave the 

Great Indonesian Reform Movement Party (Gerindra) due to a dispute over the proposed 

controversial bill on regional elections. He left a powerful impression when he left the 
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party saying that he was and would never be loyal to political parties, his loyalty existed 

only to serve the citizens of Indonesia (Syatiri, 2014). 

Ahok became the second Christian Governor of Jakarta, following Henk Ngantung 

who was appointed by Sukarno as the temporary governor in 1964-1965 (Lim, 2017). 

Despite Indonesia’s dark history of discrimination, murders, rape, and savage violence 

against ethnic Chinese (Schonhardt, 2016), Ahok moving on to advance his political 

career.  

Unfortunately, Ahok became an easy target for radical Islamic groups such as the 

Islamic Defender Front. These groups ran several protests at major locations in Jakarta 

demanding Ahok step down from his position because of his background The groups 

accused Ahok of blasphemy of the Quran when he light-heartedly cited the verse of Quran 

and said that this verse was being used for political means (Zylstra, 2016). This event 

caused major protests in Jakarta, with an estimated million Muslims gathered at Monas 

who conducted what they claimed was a peaceful protest, despite a formal apology from 

Ahok (Wildan, 2016). However these protests did not affect Ahok’s decision to 

participate in the 2017 Jakarta gubernatorial election, instead Ahok seemed to have learnt 

his lesson and made changes to his speaking style to be more soft-spoken, yet still direct, 

in contrast to his previous angry and straight forward method (Rudi, 2016). 

1.6.3 Mother Risma the Reformer 

Coming from a Javanese background, Risma served as a government employee for 

20 years. Her last position was the Head of Landscape and Cleanliness Department before 

she was elected as the mayor of Surabaya in 2010, where she transformed the city of 

Surabaya into a green city with more than eleven parks to support the citizens with 

outdoor activities and providing the city with more green areas (Diliani & Susanti, 2015). 

The city of Surabaya has received numerous awards under Risma’s reign, including 

several awards for herself (Institute for Housing and Urban Development Studies, 2015). 

One of her most popular yet controversial achievements was the closure of South-

East Asia’s largest brothel, Dolly. She stated that she could not stand to see her citizens 

involved in sex labour, with even primary students as customers (Nur, 2014). During the 

closing process, she received overwhelming pressure and threats to her life, yet she 

managed to close the brothel and converted the place into small-medium enterprises with 

a view for international trade. Moreover, she provided job training for the sex workers 

and assigned them to new jobs that matched their new expertise (Daulay, Kanto, 

Wisadirana, & Mu'adi, 2018). 
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Risma is known as a motherly figure based on her activities and the way she 

engages with the citizens (Weiss, 2013). During the registration period for the Jakarta 

gubernatorial election in 2017, Risma was nominated by several parties to become the 

candidate to rival Ahok, who during that time was considering running as an independent 

without the support of any parties (Wardhana, 2018). However, for Risma, this was a 

mere distraction and she preferred to dedicate herself to Surabaya (Michico, 2016). 

1.7 RESEARCH QUESTIONS 

This research proceeds from the observation that Indonesians are weary about 

political party systems not meeting their expectations. The ten-year presidency of Soesilo 

Bambang Yudhoyono from 2004 to 2014 failed to eliminate corruption and improve 

public administration services quality followed by government transparency (Mietzner, 

2015). Thus, citizens sought an alternative from the prevailing political system and looked 

for capable political outsiders that were sincerely committed to serving the citizens 

reflected from their robust political brand as new hope.  

Despite a high entry barrier exists for new candidates in Indonesia (Winters, 2014), 

political outsiders with minor privileges and without initial connections to political elites 

have managed to win major elections in Indonesia. These leaders have solid political 

brand images based on their personalities as people who are sincere in wanting to serve 

the people, are trustworthy, caring, and relatively close to the people, particularly to 

people from the grass roots, and are highly committed to their positions, with no ties to 

corruption. 

Based on the management and political marketing areas of study, this phenomenon 

led to the objective of this research, which is to investigate how the concept of servant 

leadership and political outsiders affects leaders’ brand image based on their brand 

personality, and how these constructs directly influence the leaders’ brand trust from the 

voters’ perspective from the successful examples of Jokowi, Ahok, and Risma. To 

successfully achieve these research goals, this study explores the primary research 

question: 

How do voters’ perceptions of servant leadership and political outsiders affect 

brand personality as political leaders’ image, and subsequently influence their brand 

trust? 

This is followed by the exploration of two secondary questions: 
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How do voters see Jokowi, Ahok, and Risma as servant leaders and political 

outsiders? 

How much influence do servant leadership and political outsiders have on leaders’ 

brand personality as their brand image, and subsequently, brand trust? 

1.8 RESEARCH OUTLINE 

This thesis consists of eight chapters. This chapter discussed the research objective, 

background, and research questions, and included the historical background of Indonesia 

as a young democracy, and facts about Jokowi, Ahok, and Risma. Chapter 2 examines 

the relevant research around the concept of servant leadership, political outsider, brand 

personality, brand image and brand trust, whilst addressing the gaps in the literature. 

Chapter 3 discusses the mixed methods utilised for this study, followed by justifications 

of the methodology, and the iterative sequential mixed method using qualitative-

quantitative-qualitative approaches and stances adopted in this research. Chapter 3 also 

discusses the data collection methods for each strand. Chapter 4 presents the results of 

document studies, followed by Chapter 5 with interview results. Chapter 6 provides the 

results of survey and scales development of political outsider in Indonesian context. 

Finally, Chapter 7 provides discussion on the results from the methods implemented and 

Chapter 8 presents the insights, implications, contributions and conclusion of this 

research along with its limitation and direction for future research. 

1.9 CONCLUSION 

This research aims to investigate the concept of servant leadership and political 

outsiders in affecting the leaders’ brand personality as their brand image and how these 

constructs directly influence the leaders’ brand trust from voters’ perspectives based on 

the successful examples of Jokowi, Ahok, and Risma. 

This chapter described the research objective and background and provided 

background on Indonesia, followed by the political career histories and the reputations of 

Jokowi, Ahok, and Risma. The primary and secondary research questions were also 

presented. The research outline was provided to demonstrate the structure and direction 

of this thesis. 
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Chapter 2: Literature Review 

2.1 INTRODUCTION 

This chapter presents a review of the literature and theories relevant to the 

objectives of this research. The first part of this chapter reviews the origin of servant 

leadership theory and how it has given impact to organizations worldwide. Following 

this, the marketing literature and theories of branding are presented, as well as how the 

theories are applied in the political context. A discussion of political outsider theories and 

how these have been developed in the Indonesian context is then provided, followed by 

studies on the concept of trust from marketing and general perspectives related to citizens’ 

trust. 

2.2 SERVANT LEADERSHIP 

Leadership in general is often linked with power, hierarchy, authority, and style in 

managing followers to reach an organization or a nation’s goals (Dierendonck, Patterson, 

& Palgrave, 2010). While these traits are common in each leadership archetype, a 

leadership style exists where leaders place emphasis on acting as a steward for followers, 

with the sole focus on building community, people development, and taking all of the 

stakeholders’ needs and demands into account as the top priority (Spears & Lawrence, 

2004). In this leadership archetype, the leader acts as a steward to serve the people, and 

despite their significant role, position, and power as a decision maker, they possess a 

strong relationship and are indubitably close with the people (Larry, 2004). 

Unlike other leadership approaches that focus on the top-down hierarchical style, 

by becoming a steward, servant leadership emphasizes collaboration, trust, empathy, and 

the ethical use of power (Murari & Gupta, 2012). The emergence of a servant relationship 

has been embraced by the world of academics, with several colleges and universities 

placing this leadership style in their curricula. Moreover, thousands of successful 

companies have implemented this leadership style, with some making it into Fortune 

magazine’s list of 100 Best Companies to Work At for the last five years (Schwantes, 

2015). 

The term ‘servant leadership’ was first coined by Robert K. Greenleaf in 1977. 

Greenleaf (1991) thought that if one is a servant, either as a leader or follower, one is 

always listening, searching, and expecting that a better wheel for these times is in the 
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making. Greenleaf was inspired by a novel he read by Herman Hesse; the story involved 

a band of travellers who fell apart after their servant left them; in conclusion, the servant 

was the one who kept the group together and Greenleaf saw him as the group leader 

(Spears, 1995). Greenleaf argued that great leaders must first serve others and that true 

leadership is generated from those whose primary motivation is a desire to help others 

(D. Frick, 2004). As a servant leader, the individual is a servant first, making the 

conscious decision to lead, with the main intent to better serve others, not to increase their 

individual gains but instead to empower others (Greenleaf, 1977). 

Greenleaf (1991) generated several indicators of servant leadership: stewardship, 

awareness, listening and empathy, healing and persuasion, conceptualization, foresight, 

as well as commitment to the growth of people and building community based on the 

indicators of servant leadership made by Greenleaf (1991) further elaborated these criteria 

and stated that stewardship is the most fundamental aspect for servant leadership, because 

one needs to have a servant attitude toward the people. In this context, stewardship means 

holding something in trust for another. By listening to people, one will be able to 

understand another, and the leader will be able to empathize and focus on the good 

intentions of the people and not reject them (Spears, 1996). These characteristics are why 

servant leadership has tremendous commitment to the growth of people and building a 

community. Greenleaf (1991) further explained how a servant leader has the capability to 

heal oneself and others, making their approach to people more persuasive, as they focus 

on convincing people rather than coercing compliance. Furthermore, a servant leader 

possesses the ability to foresee the likely outcome of a situation and to look at a problem 

from a conceptualized perspective, this is in combination with their commitment to 

further develop people in the long run (Frick, 2004).  

The concept of servant leadership has been further elaborated in the recent era, with 

servant leadership seen as a combination of a leaders’ motivation to lead with the need to 

serve (Van Dierendonck, 2011). Dirk (2011) suggested that servant leadership is 

demonstrated by developing and empowering people, authenticity, expressing humility, 

interpersonal acceptance, and stewardship by providing directions. Furthermore, Dirk 

(2011) mentioned that to be able to demonstrate these factors, leaders may start by 

building the most significant foundation, which is an atmosphere based on a high-quality 

interpersonal relationships, trust, and fairness. These elements are most important to 

encouraging positive job attitudes, self-actualization, organizational performance, and 
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organizational capabilities as a mutual agreement to focus on corporate social 

responsibility and sustainability. 

2.2.1 World Leaders and Political Figures in Servant Leadership 

It is relatively easy to identify servant leaders. While common leaders or politicians 

attempt to receive attention, servant leaders instead attempt to listen to all people, even to 

someone that people consider unimportant (Spears & Lawrence, 2004). Greenleaf’s 

(1977) characteristics of servant leaders show that they look for solutions that benefit the 

people and focus on their wellbeing. If something goes wrong, they take the blame and 

when the plan succeeds, they share the credit. They are honest, even though it is 

sometimes inconvenient. Where they know they do not have the answers, they seek advice 

from others (Greenleaf, 1977). They work hard and spread inspiration for others to do the 

same (Van Dierendonck, 2011).  

An example of servant leadership is evident in Martin Luther King Jr, as he was a 

man who served the people and not himself. Dr King did not care about his own reputation 

and the outcome for himself, he stood for the sake of the people and was able to make 

significant changes in the United States of America (Perry, 2010). Other examples of 

servant leaders would be Mahatma Gandhi, who was able to create major change that led 

India to its independence against Great Britain in 1947; while Gandhi’s vision of Ahimsa 

and Satyagraha (non-violence approach and holding on to the truth) was central to 

protecting the people in the battle against racism in India during this period (Barnabas & 

Clifford, 2012). 

Günther (2002) and Salie (2008) proposed that the Prophet Muhammad is an 

example of servant leadership because he strived to save the people of Arabia despite 

great oppression, threats, and physical and verbal abuse delivered from the people 

themselves. His life resulted in a strong foundation of Islam, where Islam was able to 

shape its golden years with a civilization based on religion. 

Nelson Mandela developed a new concept of leadership in Africa by envisioning 

leadership as a service to humanity and an experience that would bring collective 

dividends and development to the people within the nation, which made him a servant 

leader (Wynne-Jones, 2013). Mandela’s visualization of leadership was outlined in detail 

in his famed book, Conversations with Myself. He taught leadership as a process that 

radiates light, ethical, morals, and sincerity and an authentic leadership that employs a 

people-centric approach to political leadership, which are required for human 

development, empowerment, and wellbeing (Nwagbara, 2013). In the end, Mandela 
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succeeded in promoting democracy and being elected as the new President of South 

Africa at the age of 75; moreover, he was able to eliminate apartheid in South Africa, 

making him one of the greatest political leaders with the attitude of a servant of the public 

(Hicks, 2013). 

2.2.2 The Organizational Impact of Servant Leadership Across Cultures and 

Regions 

Donia, Raja, Panaccio, and Wang (2016) conducted research by utilising time 

lagged data collected from 192 subordinate-supervisor relationships and found that 

servant leadership promotes employee job satisfaction in service sector in Lahore, 

Pakistan. On the other hand, using quantitative analysis with survey, Miao, Newman, 

Schwarz, and Xu (2014) found that servant leadership in the Chinese public sector 

strongly enhances affective as well as normative commitment through the development 

of affective trust instead of cognitive trust. Moreover, the Chinese public sector has a high 

level of job security and a Confucian relationship-based culture, which explains why 

affective trust acts as a mechanism in which servant leadership translates into higher 

levels of affective and normative commitment. Miao et al. (2014) further described that 

the beneficiaries of servant leadership are not just the organization (more committed 

employees) and subordinates (having a leader that nurtures their potential), but also the 

servant leaders themselves, as they will be anonymously evaluated by their employees 

each year. The strong relationship established by servant leaders with their subordinates 

can be expected to lead into high performance appraisals, which will also enhance the 

career potential of supervisors. 

Mittal and Dorfman (2012) analysed the five most important dimensions for 

effective leadership across cultures from the servant leadership traits, which are 

egalitarianism, empowering and moral integrity, as well as empathy and humility based 

from survey from previous studies. Their research concluded that the aspects of 

egalitarianism and empowering were endorsed more in the Nordic/European cultures, 

compared to Asian and similar cultures. At the same time, the servant leadership 

dimensions of empathy and humility were more dominant in Asian cultures compared to 

European cultures (Mittal & Dorfman, 2012). The aspect of moral integrity was dominant 

in all regions and cultures, which suggested that moral integrity is a universal trait for 

leaders. Overall, societies that focused on high performance welcomed servant leadership 

rather than societies that adopted a high power distance culture. Their research 

emphasized the importance and endorsement of servant leadership and advised that future 
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directions should study social dynamics in the endorsement of servant leadership across 

different cultures. 

Zhang, Lin, and Fong Foo (2012) conducted research in the public sector of 

Singapore and discovered that servant leadership has proven to be more acceptable than 

the authoritative leadership style through statistical analysis, because servant leadership 

better reflects the leaders’ use of power. The staff expressed their approval of servant 

leadership because they had seen how the leaders listened to them and provided empathy; 

in other words, the leaders possessed awareness and these traits are three of the main 

characteristics of servant leadership. The number one reason for staff approval of the 

servant leadership style was that it was able to provide opportunities for others to learn. 

A recent study by Shim, Park, and Eom (2016) in South Korea found that servant 

leadership contributes to developing employees’ trust in leadership, benevolent work 

behaviours or organizational citizenship behaviour, and enhancing employees’ 

perceptions of fair work procedures (procedural justice). They further stated that leaders 

who define themselves as servant leaders manage to provide greater work engagement 

opportunities for their employees and a better work environment, with improved 

productivity. 

In Vietnam, Tuan (2016) determined that servant leadership was able to promote 

knowledge sharing amongst public organizations to their public employees through 

quantitative analysis to 562 employees and 197 department managers in public 

organizations sectors (electricity, water and telephone industries). He further elaborated 

that knowledge sharing is imperative within an organization, because when knowledge is 

shared it flows beyond the individual level, which adds to the organization. Servant 

leadership can tap into public service motivation within public organizations, therefore 

improving the quality of service delivered to the people. Corporate social responsibility 

in this context is considered a fine medium to implement servant leadership, because 

community welfare is the focus of servant leadership. The research suggested that servant 

leadership should not only be implemented at the managerial level, it should also be 

diffused and shared throughout the public organization so that every public servant 

transcends their self-interest and actions for the sake of the stakeholders, particularly in 

the community, and that each of them is a secret servant leader and should be nurtured 

into a servant leader at a managerial position. 

Chacksfield (2014) discussed the impact of servant leadership in the United 

Kingdom. In 2011, the Royal Military Academy Sandhurst collaborated with the Kier 
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group, a construction and development giant in the UK to develop Kier Leadership 

Charter, a leadership and development program. The leadership program is rooted on 

British Army Sandhurst’s servant leadership motto “serve to lead”. The philosophy of 

“serve to lead” was rooted in enabling, supporting, and putting others first, based on 

Greenleaf (1977) principles of servant leadership. In 2013, the results of the Kier group 

leadership program were proven to have borne fruit, with the company reporting a profit 

of £70 million, and the Kier Leadership Charter Programme winning the training initiative 

of the year category from the Construction News award (Chacksfield, 2014). 

Several studies have been conducted, particularly in the United States of America. 

A study concluded that there was a highly positive relationship between servant 

leadership attributes and employee job satisfaction, with employees believing that all 10 

attributes of servant leadership are significantly important (Erickson, 2013). Erickson 

(2013) underlined the three most important factors that are fundamental to execute servant 

leadership in this context based on both the qualitative and quantitative approach. The 

first, from his qualitative approach, is communication, followed by trust, and 

development of trust developed from his quantitative approach. The last factor came from 

both qualitative and quantitative approaches, where when the leader implements one 

aspect of servant leadership, it will automatically make the other elements of servant 

leadership came into play. For example, when the leader empowers an employee, the 

employee will then develop trust in the leader. 

Still in the US government context, Washington (2015) discovered that one of the 

main problems with senior executive services is that they do not involve and share 

decision making authorities concerning budgeting and programs, creating a negative 

impact on the relationships between the senior executive services and employees. The 10 

attributes of servant leadership (Greenleaf, 1977) in Washington’s (2015) research were 

perceived as significantly important by the employees, particularly in terms of listening 

and awareness, along with commitment to growth of employees and foresight. The study 

concluded by mentioning that the least lacking aspect of servant leadership in the SES 

(Senior Executive Service) was that of integrity and ethics application, which in one way 

was a thought-provoking theme, not only to government organization performance, but 

also to the fact that integrity and ethics are the fundamental aspects of servant leadership. 

2.2.3 Religiosity and Servant Leadership  

Contemporary research suggest that servant leadership is associated with the 

Christian faith (Banks & Powell, 2000; Blackaby & Blackaby, 2001; Ford, 1991; Wright 
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Jr, Mouw, & Peterson, 2009), although other studies suggest that all major religions 

basically share the concept of servant leadership (Fry, 2003; Hicks, 2002; Kurth, 2003). 

The common principles shared in the major religions is that one is in obedient gratitude, 

serves people, and is a servant to a higher being. In short, servant leadership is about 

‘being’ a servant and ‘doing’ the acts of service (Sendjaya & Sarros, 2002). Moreover, 

Sendjaya and Pekerti (2010) added that servant leadership connects with transcendental 

spirituality, which manifests an inner conviction, that there is an entity beyond the self 

and material world that exists to make life complete and meaningful. Sendjaya, Sarros, 

and Santora (2008) proposed that servant leadership has religious theology components 

in its practises and is rooted in Judeo-Christian theology. Sendjaya et al.’s (2008) servant 

leadership model is shown in Appendix A, however, the ‘Transcendental Spirituality’ 

dimension does not relate to religion. 

Greenleaf’s (1977) philosophy of servant leadership has proven to have significant 

impacts on organizations, particularly on the development of followers. Servant 

leadership is still in a stage of infancy (Donia et al., 2016), meaning that it is an emerging 

topic; thus, few studies have been conducted regarding this topic. Furthermore, no 

research has been undertaken regarding servant leadership in a political context. Some 

articles mention several world figures as servant leaders, although these have not yet been 

academically proven. Greenleaf’s (1977) theory of servant leadership therefore forms the 

basis of the study of the concept of servant leadership in this thesis. This theory has been 

reviewed by other scholars over the decades (Donia et al., 2016; Murari & Gupta, 2012; 

Schwantes, 2015; Van Dierendonck, 2011). 

The following section reviews the theories of political outsiders as the other 

independent variable in this research. The definition of political outsiders may coincide 

with the definition of a political newcomer, and this is also discussed, followed by the 

definitions for these terminologies in the Indonesian context. 

2.3 POLITICAL OUTSIDERS  

This section reviews the concepts and theories regarding political outsiders and 

political newcomers, which may have the same root definition. The section is followed 

by the presentation of political outsider theories in the Indonesian context. 

The terms ‘political outsider’ and ‘political newcomer’ have generated various 

definitions and debate amongst researchers; several researchers believe that both terms 

are intertwined and may overlap (Barr, 2009; Carreras, 2012; Corrales, 2008), since a 
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political newcomer can also be categorized as a political outsider, and vice versa. A study 

concluded that political outsiders are people lacking in previous political experience (in 

the party, cabinet or legislature), such as state governors or politicians working as regional 

leaders of an established party (Samuels & Shugart, 2010). Linz (1985) developed a 

definition quite similar to Samuels and Shugart (2010); in this context, political outsiders 

are candidates not identified or supported by political parties, and sometimes without any 

political nor governmental experience, populist appeal is often based on hostilities to 

political parties and politicians. 

Barr (2009) defined political outsiders as someone who gains political prominence 

through independent or newly established competitive parties. According to Barr (2009) 

there are three types of political outsiders. The first is an amateur who is new to the 

political arena and has joined a well-established party. The amateur is normally lacking 

in political and governmental experience. The second is a maverick who quit their old 

political party and joined a newly established party. This type of outsider is usually an 

experienced politician or leader. The last is a genuine outsider, someone who has just 

become a politician and has less experience and has joined a newly formed party. An 

experienced politician who has been in an established party is considered an insider 

according to Barr (2009). 

Corrales (2008) concluded that political newcomers were harder to define. In his 

findings, Corrales mentioned that some researchers developed a highly restrictive 

definition of political newcomers that stated that a political newcomer is someone who 

does not have a national reputation before the electoral campaign, while some researchers 

have developed a less restrictive definition, saying that a political newcomer is a person 

without electoral experience only in national politics such as governor. Corrales (2008) 

further explained that some scholars acknowledged self-proclaimed identity from the 

candidates as being a political newcomer.  

Corrales (2008) further elaborated that these definitions have problems, the more 

restrictive definition excludes candidates lacking in experience in professional politics, 

though they are well known and popular, such as Hugo Chavez in Venezuela and Donald 

Trump in the US. This definition is limited to research that studies political information 

and voters’ choice, the fundamental criterion here is lack of campaign, administrative, 

and electoral experience, but not necessarily lack of name recognition. The less restrictive 

definition provides the opposite problem, where it makes room for individuals whose 

politics are already well known. Information about their programs and allies is abundant; 



 

Chapter 2: Literature Review 20 

therefore, it is difficult to put them in the same category as a truly inexperienced 

newcomer with a short portfolio. The last political newcomer definition, self-

identification, has a problem where at best it tells voters about their intentions rather than 

previous experience, making it a misleading criterion for measuring the degree of 

information that candidates offer in regard to their record. 

Linz (1994) defined political newcomers as those who run for president with no 

prior electoral experience (running for political office) and no major public administration 

experience. This is a strict definition according to Corrales (2008). To meet this criterion, 

the candidate does not need to be an experienced politician nor a total stranger (the person 

may have been involved in national politics through military activity, party activity or 

simply by being popular or a celebrity). Although, the candidate must be an electoral and 

administrative neophyte, and based on the first criterion, the candidate can qualify to be 

deemed as a political newcomer only once – the first time they run. In general, the rise of 

political outsiders and newcomers was mainly triggered due to severe economic crises, 

as well as the collapse and growing distrust of the political party system (Carreras, 2012). 

Some of the definitions may fit the leaders’ case in this study, such as the lack of 

exposure in governance and major public administration office which is relevant to 

Jokowi but not to Ahok and Risma. However, there was a lack of discussion in the 

literature on how to define the mainstream politicians or the political establishment. This 

is crucial as the characteristics of political outsiders may be the opposite of the political 

mainstream. Moreover, the definitions also did not consider the political candidate’s 

background which is relevant to Ahok’s case as a minority. 

2.3.1 Political Outsiders: World Figures 

The rise of political outsiders has become a global phenomenon and has occurred 

in several countries, although the most memorable may be the rise of business tycoon 

Donald Trump as the president of the US in 2016. Donald Trump did not possess political 

experience, and was seen by some as racist, vulgar, and disrespectful to others (Saul, 

2016). Yet, he won against Hillary Clinton, a senior politician and the wife of former 

President Clinton. 

In France, voters would normally expect a battle between the candidate from right 

wing Republicans against the left-wing Socialists, however, the 2017 election was a 

contest between two political outsiders (Cannane, 2017). Marine Le Pen, the president of 

National Front, a far-right party with the views of anti-immigrant, anti-Islam wanted to 

renegotiate the term of France’s membership in EU fought against Emmanuel Macron, 
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an investment banker who had never run for public office and had just launched his 

political movement in 2016 (Lorimer, Vitiello, Lees, Glencross, & Parsons, 2017). 

In Australia, far-right wing candidate Pauline Hanson finally gained a seat in 2016 

after 20 years of political career, 11 weeks in prison, and controversial proposals such as 

the banning of mosques and Islamic schools (SBS, 2016). Taiwan featured the rise of 

billionaire Terry Gou, as the Foxconn tycoon became a formidable opponent for the 

President Tsai Ing-wen (Times, 2016). 

2.3.2 Political Outsiders: Indonesian Context 

Despite researchers still debating how to define a political outsider, this 

terminology has its own interpretation in Indonesia. This section discusses the definitions 

of political outsider based on the Indonesian context. 

Having more than 300 ethnicities and languages has made Indonesia a democracy 

rich in culture; moreover, each province has their own dialects and culture (Mavridis, 

2015). Each province also elects a governor, mayor and regent every five years, this 

election is also known as “Pemilihan Kepala Daerah” or “Pilkada”, there is also a 

presidential election or “Pilpres” (Hellwig & Tagliacozzo, 2009). Adrian (2014) 

discovered that the politics of ethnicity and identity exists in Indonesian elections. He 

explained that there is an urge to preserve ethnicity and identities in an election and this 

factor may influence voters’ decisions. Adrian (2014) further stated that the identities in 

this context vary by race, ethnicity, gender, and even religion. The slogan “putra daerah”, 

also known as a candidate from the local ethnicity, has been increasing in use by the local 

elites in an attempt to maintain the “stability” of their own political goals by backing up 

their preferred candidate or exploited by the political candidate as a strength or bargaining 

power (Côté & Mitchell, 2016). As such, political candidates who do not share this 

sameness will be deemed an outsider. This phenomenon was seen in the Jakarta 

gubernatorial election in 2012, where Jokowi and Ahok were both branded as political 

outsiders, as they came from outside of Jakarta. Moreover, Ahok is from a Christian-

Chinese minority, which differs from the majority of the local population in Jakarta, who 

are mostly native (or “pribumi” in local language) and of Islamic background (Masaaki, 

2013; Nehru, 2013; Sebastian & Kenawas, 2012). 

Several researchers believe that political outsiders are not part of the political 

mainstream. The mainstream in the Indonesian context refers to what many observers 

have called political oligarchies (Fukuoka, 2012; Hadiz & Robison, 2013; Winters, 2013). 

These researchers generated a theory that the emergence of oligarchs was further 
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triggered by the fall of the Soeharto regime. Soeharto managed to tame the oligarchs, and 

when his regime fell many political entities or factions had to form alliances with each 

other to secure power during that era which led to development of elite groups. During 

the transition to democracy in 1998, Soeharto’s power and control were not the only 

factors that were being removed, the people were also able to claim the new democratic 

processes (Hanan, 2014). 

2.3.3 Oligarchies as the Political Mainstream in Indonesia 

The concept of oligarchies in Indonesia suggests that Indonesia is actually being 

run by several people who possess enormous wealth and power to influence the 

government and political leaders in Indonesia (Winters, 2014). The definition of 

oligarchies in Indonesia mainly derives from prominent scholars whose main expertise is 

in Indonesian history and politics such as Jeffrey Winters (2011) and Hadiz and Robison 

(2013).  

In his literature, Winters (2011) defined oligarchy as “politics of wealth defense 

among materially endowed actors” (p. 7), and Hadiz and Robison (2013) stated that 

oligarchy is a “system of power relations that enables the concentration of wealth and 

authority and its collective defense” (p. 7). Ford, Michele, and Thomas (2013) further 

pointed out the differences between these two major scholars, stating that Winters’s view 

emphasised the Weberian concern of the role and the position of coercion in the politics 

of wealth defence, whilst Hadiz and Robison were clearly neo-Marxist in their positioning 

of oligarchy in the development of global capitalism.  

Ford et al. (2013) further elaborated on the difference between Reorganising Power 

(Hadiz & Robison, 2013) and Oligarchy (Winters, 2011), which signifies that Hadiz and 

Robison argued that the oligarchy in Indonesia is a condition of late capitalism in the 

periphery. This difference was evident where Hadiz and Robison (2013) pointed out the 

collective nature of oligarchy as fundamental, whilst according to Winters (2011), 

oligarchy does not necessarily require collective behaviour by the oligarchs. The 

difference was further pointed out by Ford et al. (2013), particularly in the focus of the 

research between the two points of view, where Winters (2013) stated that oligarchy in 

Indonesia arose due to the uneven distribution of material resources or an extreme 

inequality that occurred in Indonesia during the New Order and post-Soeharto era. 

Winters (2013) added that in 2010, the oligarchs’ average amount of wealth was 630,000 

times the gross domestic product per capita of Indonesia; thus, it is only natural that they 

would attempt to defend their wealth, political position, and influence at the same time. 
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On the other hand, according to Hadiz and Robison (2013), capitalism does not 

necessarily create oligarchy, it is the political relationship between the power holders, the 

state, and the leading family businesses, mainly bourgeoisie, and their ability to adapt and 

survive the political system during the era of Soeharto that makes them able to secure 

ownership, as well as control of capital. The theories generated by Winters (2011) and 

Hadiz and Robison (2013) may be closest to depicting the political conditions and 

political mainstream in Indonesia, which is overrun with oligarchs. Thus, these two 

theories are used as the main theories to define political outsiders in Indonesia in this 

study, which is someone from outside the circle of the oligarchs. However, aside from 

these two theories, there is no clear definition for political outsiders in Indonesia, and the 

term may still be under development. 

The following section discusses the theories of branding and the dimensions that 

originated from the marketing area. Knowledge of these theories is central to 

understanding the concept of political branding, which is driven by marketing theories 

and is the focus of this research. 

2.4 BRAND AND BRANDING 

Theoretical knowledge about brands from the marketing literature is crucial to this 

research. This section first discusses the history and emergence of branding theories, and 

how they became central in the personal and organizational context. This is then narrowed 

down to the dimensions and theories of brands utilised in this research, which are brand 

personality, brand image, and brand trust. 

The term “branding” was born from the discipline of marketing, and became 

popular in the 1990’s, where businesses began to place branding at the strategic level to 

further improve their value propositions (Rooney, 1995). Aaker (1996) emphasized that 

brands are strategic assets and the key to achieving competitive advantage. 

A brand is a term, name, sign, symbol, or a combination of these components, and 

the purpose of branding is to shape the identity of the goods or services of a seller or a 

group in order to distinguish them from the market or competitions (Kotler, Wong, 

Saunders, & Armstrong, 2005). Brands are facts looking for theory, and when it comes 

to branding, the formula is brand = functionality + meaning; for example, how Disney is 

seen as entertainment (not just movies), Nike as performance (not just performances), 

Lexus as luxury (not just a means of transportation), and 3M as innovation (not just 

Scotch tape) (Kornberger, 2010). In contemporary marketing, products and services do 
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not focus solely on their functional attributes, the industries are now investing in a long 

term and more important aspect in their marketing campaign, which makes them distinct 

from their competitors, and this is called branding (Fianto, Hadiwidjojo, & Aisjah, 2014).  

Keller (1993) proposed that branding revolves around two known concepts: brand 

awareness and brand image. Brand awareness relates to brand recall, or in this sense, a 

function of awareness connected to consumers’ memories, such as from symbols, as well 

as recognition and performance (Becker, 2007). Whilst brand image refers to the set of 

associations linked to the brand that consumers hold in their memory, these associations 

may be attributes or characteristics that relate to the brand (Campbell, 2002). Keller 

(1993) argued that brand knowledge affects consumer reaction and responds to current 

marketing activity, which could potentially change the elements of that brand knowledge, 

and subsequently to consumer response on future marketing activities. 

2.4.1 Brand Personality 

Aaker (1997) argued that a brand possesses a set of human characteristics associated 

with it and provided an example by comparing the brand of Absolut Vodka (a brand of 

alcohol), which is personified and tends to be described as a hip, cool, and contemporary 

25-year old, whilst the other brand, Stoli, is often personified as a conservative, 

intellectual, and older man. In contrast to the product-related attributes mentioned in the 

previous chapter, brand personality tends to serve a symbolic and/or self-expressive 

function of a brand. Despite critics on conceptualization of brand personality, Allen and 

Olson (1995) proposed that brand personality is the set of meanings constructed by 

consumers from the personification of a brand based on their attributes. Fournier (1998) 

added that both brand personality and human personality share the same characteristic, 

which is that they are durable, and this may contribute to predicting the actions of buyers; 

whilst Barghava (2011) proposed that authentic brand personality may be developed 

through direct engagement with the buyers, or in this context, the consumers. 

Aaker’s (1997) seminal work identified the “big five” dimensions of brand 

personality, which consists of human traits infused in a brand such as sincerity, 

excitement, competence, sophistication, and ruggedness. These dimensions are shown in 

detail in Figure 1. To improve the validity and transferability of the model, Aaker 

conducted research using 631 respondents, and carefully selected 37 brands with respect 

to 114 personality traits and concluded 42 human traits that may be utilised to associate 

brands with human characteristics, denoting the credibility, validity and transferability of 

these dimensions (Ahmed & Jan, 2015). Since the “big five” model was developed, 
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researchers have utilised this model in three major directions. The first is related to brand 

personality dimensions across countries, the second focuses more on the antecedents of 

brand personality, and the last is the consequences of brand personality. 

 
 

Figure 1. Dimensions of Brand personality by Aaker (1997) 

 

2.4.2 Interplay Between Brand Knowledge, Brand Associations, and Brand Image 

Richards, Foster, and Morgan (1998) proposed that brand knowledge consists of 

the explicit knowledge that emerges from data interpretation, internal systems, and 

processes, it is the essence of what a brand represents and how it can gain competitive 

advantage. Brand knowledge derives from the concept of understanding what influences 

consumers when thoughts about a certain brand come into their minds (Keller, 1993). Its 

concept is similar to brand recall; however, brand knowledge refers to the comprehensive 

understanding of consumers about the brand, which consequently affects brand image 

(Esch, Langner, Schmitt, & Geus, 2006). 

Companies, groups, or individuals exist to engage with customers or the public, and 

this experience generates an image or perception in the minds of people involved with 

these groups or individuals (Chandler & Munday, 2016; Kotler & Kotler, 2012; Logsdon 

& Wood, 2002). Consumers are able to mention one or a couple of perceptions that 

represent those companies, and should the opinion conveyed about a certain company be 

consistent among people, then it can be concluded that the group, company, or individual 

possesses a well refined and authentic brand image (Kotler & Kotler, 2012). Kotler and 

Kotler (2012) concluded that in this phase, the company will decide whether it is satisfied 

with the brand perception shaped in peoples’ minds, or it wants to refine the brand to 

different perceptions. 
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Due to their function, brands inherently possess financial values as they create 

assets that reside in the mind and heart of customers, distributors, and opinion leaders 

(Kapferer, 2008). Kapferer (2008) further explained that these intangible assets are valued 

benefits, identity, and brand awareness. These components construct bonds and 

relationships between people and the brand, which makes branding an intense emotional 

component. Brand image has a significant role in the markets where it is difficult to 

differentiate services or products based on tangible quality features (Mudambi, Doyle, & 

Wong, 1997) 

Breckenfeld (2009) claimed that the most effective way to improve brand image is 

by consistently seeking out roles that continually enhance that image. He provided 

example from the case of Cadillac to Black Eyed Peas. Cadillac was able to promote its 

own brand into a luxury car brand that has a strong identity with rock and roll music; as 

top rock pioneers like Elvis, Jerry Lee Lewis, and Chuck Berry each proudly showed off 

their Caddies to the public as a sign of their success. Artists with strong brand image often 

attract more sponsors or profits, for example, Fergie from the Black Eyed Peas (American 

music band) was paid 4 million USD by Candies, a teen apparel company to write their 

brand into her next album and do a product placement in her music clip. Breckenfeld 

(2009) added that people may wear a Harley Davidson leather jacket to be perceived as a 

masculine-bike gang member or a Black Sabbath shirt to be acknowledged as a heavy 

metal music fan, this phenomenon is called brand image-transfer. 

Keller (1993) introduced the brand knowledge diagram depicted in Appendix B, 

which elaborates the brand image in detail, as discussed in this section. According to 

Keller, brand image consists of uniqueness of brand associations, favourability, strength 

of brand associations, and type of brand associations. Types of brand association in this 

diagram are divided depending on the level of abstraction (Alba & Hutchinson, 1987) 

into attributes, benefits, and attitudes. Keller (1993) explained that attributes are first 

categorized into product related factors, which are the necessary ingredients to perform 

this product or service and consist of physical compositions. The second is non-product 

related elements or the external aspects of the product or service, such as the packaging 

or appearance information, price information, user imagery, or what types of consumers 

mainly consume this product or service, and usage imagery or where and in what kind of 

situations the service or product is used. 

Keller (1993) stated that benefits stand for the personal value consumers confer to 

the products or service attributes. Benefits can be categorized into three different 
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components depending on the underlying motivations that the consumers relate to, these 

components are functional, experiential, and symbolic benefits (Park, Jaworski, & 

Maclnnis, 1986). Functional benefits stand for the inherent advantages driven by product 

or service consumption, these benefits are often linked to the physiological and safety 

needs, and involve the desire to remove problems or avoidance (Fennell, 1978; Maslow 

& Frager, 1987). Experiential benefits refer to what it feels like to consume the product 

and service, whilst symbolic benefits stand for extrinsic advantages driven from non-

related product attributes such as social approval, personal expression, and outer directed 

self-esteem (Solomon, 1983). The last component of types of brand association is brand 

attitudes, which denote the consumers’ overall evaluations of a brand (Wilkie, 1986). 

The success of a marketing program is determined by the creation of favourable 

brand associations, where consumers believe that the brand has benefits and attributes 

that will satisfy their wants and needs; hence, they form a positive overall brand attitude 

(Day, Shocker, & Srivastava, 1979). The strength of brand associations relates to the 

human cognitive response to retrieving information from their memory about the brand 

in relation to the brand capabilities for brand recall and brand awareness (Isen, 1992). On 

the other hand, the uniqueness of brand associations denote the sustainable competitive 

advantage that gives consumers compelling reasons to spend money on that particular 

brand (Keller, 2008). 

2.4.3 Brand Trust 

Brand trust is defined as the willingness of the average consumer to rely on the 

brand’s ability to perform its stated function, it is the foundation of a relationship between 

a brand and customers (Chaudhuri & Holbrook, 2001; Moorman, Zaltman, & Deshpande, 

1992). Doney and Cannon (1997) proposed that brand trust is essential in the concept of 

branding, and in a business as a whole, particularly due to its function to reduce 

uncertainty in an environment where consumers feel vulnerable, because they know that 

they can rely on the brand consumers put their trust into. The development of trust entails 

a “calculative process” based on the brand’s ability to consistently meet its obligations 

and on the estimation of costs against rewards on staying in the relationship. Doney and 

Cannon (1997) added that trust is involved with inference in regard to the firm’s integrity 

to act in the best interests of the customer based on shared values and goals. 

Brand trust also suggests that the relationship can go beyond mere transaction and 

satisfaction (Hess & Story, 2005). Researchers have found that brand trust has a positive 

influence on substantial outcome variables in branding, such as brand commitment 



 

Chapter 2: Literature Review 28 

(Chaudhuri & Holbrook, 2002), brand loyalty (Chaudhuri & Holbrook, 2001), and 

purchasing behaviour or intention (Lacey, 2007). 

2.4.4 Further Interplay Between Branding Dimensions 

Brand personality, brand image, and brand trust are just a part of the big picture of 

brand taxonomy, there are brand theories, such as brand awareness, brand identity, brand 

performance, brand feeling, brand judgment, brand commitment, and brand equity 

(Keller, 2008). Brand theories have many terminologies and elements that are still being 

researched and there is always the possibility of developing new brand dimensions (Keller 

& Lehmann, 2006). 

Brand awareness is the ability for potential consumers to correctly associate a brand 

and a product (Martin, 2011). Kapferer (2008) stated the logic of brand awareness is that 

if the people are not aware of the brand, then they will not be able to generate an opinion, 

let alone a relationship with the product. In the customer-based brand equity model, a 

branding pyramid model designed by Keller (2008), brand awareness lies at the bottom 

of the pyramid, suggesting that it is the most fundamental part of a brand. Brand 

awareness has a significant impact, particularly on the clarity of the product or service to 

make the brand stand out against the competition (Burmann, Jost-Benz, & Riley, 2009), 

assist in forming the brand image (Zaif, 2016), and on consumers’ purchase intention and 

retention due to consumers’ familiarity with the product (Mahesh & Amulya, 2013; 

Perkins, 2015; Yaseen, Tahira, Gulzar, & Anwar, 2011). 

Brand personality is the root of a brand because it determines the outcome of brand 

identity, brand image, brand trust, brand loyalty, and brand equity (Ahmed & Jan, 2015). 

Brand personality contributes to the role of creating a brand image by building self-brand 

connections, or in this sense, the extent to which individuals or groups have incorporated 

brands into their self-concept (Edson Escalas & Bettman, 2003). In addition, brand 

personality has a positive and significant relationship with brand performance (Coleman, 

de Chernatony, & Christodoulides, 2015). 

A strong brand should possess a rich and clear brand identity, which in this sense is 

a set of associations the brand strategist seeks to maintain or create. Contrary to brand 

image, brand identity represents what the organisation wants the brand to stand for; 

therefore, brand identity is within the subject’s control and may be strategically designed 

for the public, although the public perception or the brand image towards the subject may 

differ from the brand identity (Aaker & Joachimsthaler, 2012). 
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How well the brand can meet and fulfil consumers’ expectations is known as brand 

performance, which emphasises the visual representation and brand features (Srivastava 

& Thomas, 2010). Brand performance directly affects brand trust because it is capable of 

meeting consumers’ expectations (Alwi, Nguyen, Melewar, Loh, & Liu, 2016). It has a 

positive influence on a range of brand performance outcomes such as brand equity 

(Aaker, 1991; Keller, 2008), or dimensions of brand equity such as brand loyalty (Lin, 

2010) and awareness (Aaker & Joachimsthaler, 2012). 

The success of a brand is determined by its brand equity or the overall brand value, 

brand equity also signifies the strength of a brand and brand loyalty, which is the level of 

attachment consumers have with the brand, as well as brand associations and brand image 

(Feldwick, 1996). Keller’s (2008) seminal work, the customer based brand equity model, 

argued that brand equity is formed by first building salience that includes brand identity 

and brand associations, followed by brand imagery and performance on the second level 

of the pyramid, brand judgment and feeling on the third level, and finally, brand resonance 

on the top level. Keller (2008) emphasised brand resonance as consumers’ willingness to 

spend additional time and resources voluntarily for the sake of the brand’s wellbeing. 

The literature suggests that brand equity is the measure of attachment formed 

through interactions between a brand and its customers or consumers (Feldwick, 1996; 

Keller, 2008; Lassar, Mittal, & Sharma, 1995; Leuthesser, 1988). Positive brand equity 

refers to the condition where the marketing strategies executed for customers will have 

amplified effects resulting in the customers being more enthusiast, keen, welcoming, and 

willing to spend more resources to obtain the brand and vice versa. For example, the 

release of Apple products has become one of the most anticipated events by its customers, 

despite Apple’s products arguably having relatively the same functions, and being more 

expensive compared with other smartphones. This concept is applicable in the context of 

political branding. Leaders that are successful in developing positive political brand 

equity will find it easier to persuade their voters or followers, whilst those who fall into 

negative political brand equity will have difficulty convincing the voters to vote for them. 

The following section discusses how marketing theories are applicable in a political 

context, making political candidates a brand that must be strategically marketed in order 

to win the consumers (voters) favour. The concept of political branding and the 

dimensions of branding theories applied in this research are discussed, with a focus 

specifically on brand personality, brand image, and brand trust. 
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2.5 POLITICAL MARKETING 

This section first discusses the applicability of marketing theories in the political 

context that raised the theories of political marketing. Based on the previous discussion 

on the significance of strategic branding in marketing and the objective of this research, 

this section reviews how the theory of brand personality has contributed to shaping 

political candidate’s brand image, and thus how this influences brand trust with citizens 

and on their voting behaviour. 

Despite insufficient attention being given to the significant differences between 

political and product or service marketing (Lock & Harris, 1996), marketing is widely 

utilised in politics with the purpose of winning the hearts of people though relationship 

building, and reinforcing political candidates or political party identities (Strömbäck, 

2007). Strömbäck (2007) further added that political campaigning has been conducted 

with much greater and deeper planning that emphasizes the marketing aspects directed to 

build a strong political brand to gain the favour of the people. The application of 

marketing concepts in a political setting has been applied for many years, since 

marketeers realized that voters share the same characteristics as consumers and the ability 

to sell products or services could easily be transferred to selling political candidates 

(Kotler, 1975; Shama, 1975). 

Political marketing is the application of marketing procedures and principles in 

political campaigns by individuals or organizations (Newman & Vercic, 2002). Many 

studies have shown the applicability of marketing theories in political studies (Butler & 

Collins, 1994; O'Cass, 1996; Smith & Saunders, 1990). Political marketing entails the 

analysis, development, execution, and management of strategic campaigns by political 

parties, candidates, governments, lobbyists, and interest groups, where the purpose is to 

advance their own ideologies, drive public opinion, gain public votes to win elections, 

and pass legislation or referendums in response to the needs and wants of groups or 

selected people in society (Newman, 1999). 

Strömbäck (2008) argued that political campaigning has become increasingly 

professionalized, and political marketing has become the new dominant campaign 

paradigm. The concepts of political marketing and political market orientation focus on 

dealing with organizational and political-philosophical principles, whilst the concept of 

professionalized campaigns should be understood as working on expertise for the use of 

marketing techniques before and during the political campaigns (Strömbäck, 2007). 
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2.6 POLITICAL BRANDING 

The application of marketing theories and methods in branding has been taken to a 

higher level in the managerial, academic, and cultural context in contemporary marketing 

(Balmer & Greyser, 2003). The concept of branding has grown, and covers not only 

individual lifestyles, it also influences worldviews, including ideologies, politics, and 

religion, and has triggered the invention of new terms such as personal branding, human 

branding, leadership branding, and political branding (Schroeder, 2009).  

The conceptualisation of political candidates, parties, and ideologies as “brands” 

has become an accepted proposition and a widely-recognised area of research that 

continues to develop and evolve (Harris & Lock, 2010; Schneider, 2004; Smith & French, 

2009; Thomson, 2006). In addition, Guzmán and Sierra (2009) and Rachmat (2014) 

affirmed that limited studies have investigated political candidates as a brand. 

Harris, Lock, Phipps, Brace-Govan, and Jevons (2010) discovered that political 

brands have significant implications that can be drawn out by voters. As a candidate can 

be viewed as a brand, the need to manage political brands arises. One of the main reasons 

for this rise in political branding is the decline of identity possessed by political parties 

and candidates (Dalton & Wattenberg, 2000, p. 19). Several indicators lead to this 

argument, and these include the increasing number of political advertisements used in 

television, radio, or more direct marketing approaches (O'Connor, 1998), the growing 

importance of the use of political consultants (Fritz Plasser & Gunda Plasser, 2002), and 

the shift of power in political campaigns from party leaders to political consultants 

(Ornstein & Mann, 2000). Thus, the fundamental purpose for the use of political 

marketing is to build a strong political identity, also known as political branding (Dalton 

& Wattenberg, 2000). 

Figure 2 explains how the terminology of “brand” and “branding” has increased in 

frequency of use by media in the political context in the U.S, particularly in 2008 during 

the presidential election (Milewicz & Milewicz, 2014). The general trend proposed that 

the U.S media has increasingly acknowledged political branding as an innate element of 

modern political systems. 
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Figure 2. Journalists’ and political figures’ frequency for the use of brand or branding in 

political context in major U.S. Newspaper (1970-2010) 

Note: Data for 2010 reflects newspaper publications through April 8. Source: Milewicz & Milewicz 

(2014). 

Political branding is based on the principle that political candidates, parties, and 

causes can be viewed and managed as products (Kotler, Kotler, & Newman, 1999). 

Political brands are co-created by everything that is experienced by voters in the political 

sphere, moreover, its conceptual nature is that politicians, political parties, political 

competitors, political action groups, other voters, and media all potentially have an impact 

on an entity’s brand (Milewicz & Milewicz, 2014). Political branding is interconnected 

with leadership, where it is generated by the decisions taken and activities conducted by 

political leaders that communicate consistent meanings to audiences (Intagliata, Ulrich, 

& Smallwood, 2000). 

2.7 CANDIDATE’S PERSONALITY AS POLITICAL BRAND IMAGE AND 

MEDIATING FACTORS 

Presidential campaigns generally focus attention on the development of candidate 

trait images due to the fact that the candidate’s image is fundamental to electoral success 

(Funk, 1999). Voters may base their decision on ideology or policies, although most 

voters have now created shortcuts that assist them in determining how to vote and who to 

vote for (Popkin, Gorman, Phillips, & Smith, 1976; Shabad & Andersen, 1979). Some 

voters may find a policy too hard to understand or believe that the political candidate did 

not explain it clearly to the voters, other voters may not even care about the policies, 

instead focussing on the candidate’s image as a means to evaluate and making a decision 

(Caprara, Barbaranelli, & Zimbardo, 1997; Feldman & Conover, 1983; Lock & Harris, 
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1996). Focusing on the candidate’s personality allows voters to estimate or infer how the 

political candidate will later act in office, with this concept supported by several 

researchers that claim voting intentions and perceptions about candidates are more 

commonly centralized on image and personality characteristics, rather than policy 

concerns and partisanship (Guzmán & Sierra, 2009). This explains why the media has 

shifted attention to candidates’ personalities rather than reporting how certain candidates 

react to policy issues. 

The concept of analysing political candidates as brands is not new, although it is 

not commonly discussed in the academic literatures. Nakanishi, Cooper, and Kassarjian 

(1974) conceptualised candidates as brands when attempting to predict voting behaviour.  

Smith (2001) proposed that political parties and politician can be viewed as a brand. This 

argument is supported by Hockett (2005), who studied the political marketing campaign 

of George W. Bush as a brand also known as “W”, pronounced as “Dub’ya”, during the 

US presidential election in 2004. Hockett (2005) concluded that the Bush political 

marketing campaign heavily utilised marketing and advertising principles and treated 

Bush as a brand, to the point that it tended to reduce highly complex socio-political issues 

to facile emotive appeal. Thus, political discourse itself has shifted more to a war of 

images than a war of ideas, resulting in a democratic process that has become increasingly 

dysfunctional and strategically divisive. 

Smith (2001) elaborated on how Tony Blair’s image of youthfulness and energy 

gave him the advantage over John Major’s blandness during the 1997 general election in 

Great Britain. In his article, Smith also quoted former Prime Minister of the United 

Kingdom, Harold Macmillan (1957-1963), who when asked what he feared the most, 

simply replied “events”, saying that events influenced the image of politicians and their 

parties more than they do in a business. In addition, Lock and Harris (1996) argued that 

a political candidate is a complex and intangible product that the voters cannot unbundle; 

therefore, the vast majority of voters make decisions based on the overall political 

package, concept, or image. There are also concerns regarding whether the image of a 

certain politician is authentic or fake. Authentic means that the candidate “was perceived 

as someone that behaves according to his or her true self” (Moulard, Garrity, & Rice, 

2015). 

Scales indicator of brand personality were developed by Aaker (1997). These scales 

were refined and made short by Geuens et al. (2009). 
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2.8 BRAND TRUST IN THE POLITICAL CONTEXT 

These days, consumers lives are highly influenced by brands, particularly in 

decision making about selecting products or services, this concept of making choices 

about brands is similar to the way voters choose political parties (Reeves, Chernatony, & 

Carrigan, 2006). Based on the analogies of commercial marketing, an election is the 

moment of sale, the point of choice and decision making, where voters employ the 

knowledge they possess about a political party or candidate and decide their choice 

(Needham, 2005). In this exchange system, “trust” plays a fundamental role as a 

mediating variable (Aaker, 1991; Gundlach & Murphy, 1993; Keller, 1993). Several 

studies have found that a positive relationship exists between political trust and voter 

turnout (Hetherington, 1999; Shaffer, 1981).  

In the system of political marketing, the political candidates make promises to the 

voters through their campaign or general communication in exchange for their votes 

(Kotler, 1975). Hence, these interactions give rise to the concept of trust in the 

relationship between political candidates and voters. Ganesan (1994) added that there are 

two determinants of long-term relationships between buyer and seller, with trust being 

one, this can therefore be transferred to the voter and politician (or party) in the context 

of political marketing. Bauer, Huber, and Herrmann (1996) stated that the relationship 

between voters and politicians/parties is based on mutual trust, and if this mutual trust is 

violated, it will take a very long time to rectify. Moreover, trust is the foundation of a 

variety of interactions between voters and politicians due to voters being willing to be put 

in vulnerable positions for the sake of actions from politicians (Lucas, 2005). Ahmed, 

Lodhi, and Shahzad (2011) argued that empirical research has shown that political trust 

has a very strong influence on electoral behaviour. They further explained that this 

behaviour has resulted in two kinds of extreme reactions to political candidates. A high 

level of trust demonstrates that voters have faith and are fully confident in the political 

candidates that they will fulfil their expectations. On the other hand, a low level of trust 

indicates that voters have little to no confidence in political figures, and that they tend to 

develop a negative perception about the political candidates. Dissatisfied voters may 

consequently respond differently to show their reaction toward political parties or 

candidates, and there is even the possibility that they will not vote at all, which will result 

in a decline in vote turnover (Hetherington, 1999; Rydgren, 2007). 

Since political candidates can be viewed as a brand, the main goal is then to reach 

brand equity as the overall value and strength of a brand (Keller, 2008). Harris et al. 
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(2010) argued that a politician’s brand equity is affected by politician-voter interaction. 

Delgado-Ballester and Luis Munuera-Alemán (2005) added that brand trust plays a 

significant role in the development of brand equity. 

Recent findings by Rachmat (2014) suggested that brand integrity has a major 

impact on trust in candidates, and this was shown to increase the probability and 

willingness of voters to vote for the candidate during the election for North Maluku 

Governor in Indonesia. He further added that brand integrity in this context is the 

embodiment of moral and ethical conduct, consistency between words and deeds, 

honesty, and keeping promises. Craig, Niemi, and Silver (1990) argued that the central 

idea of political trust is that it will increase or decrease depending on the relationship 

between citizens’ expectations and their perceptions as to how well the government 

performs in order to meet their expectations. However, Koschate-Fischer and Gärtner 

(2015) argued that there is no consistent conceptualization and operationalization of 

brand trust, and it instead remains controversial. They also compiled and reviewed the 

strengths and weaknesses of several articles that presented the dimensions of brand trust 

and developed new, more reliable scales. 

The following section discusses the concept of trust and approval in the context of 

citizens, and how this is determined by leadership. 

2.9 CITIZENS’ TRUST 

This section discusses the theories and concept related to citizens’ trust, and how 

this has become the determinant factor for citizen approval in an election. This section 

also discusses the condition of political distrust that indirectly highlights the importance 

of trust in a government-citizens’ relationship. 

Mayer, Davis, and Schoorman (1995) defined trust as the willingness of a certain 

party to be vulnerable to the actions of another party on the basis of an expectation that 

the other party will perform a particular action that is significant to the trustor, regardless 

of the ability to control or monitor that other party. Still in this context, this definition 

would apply to fellow citizens or an organizational context. Moving to the political 

context, Gamson (1968) described political trust as the probability that the political 

system, or parts of it, will produce the preferred or expected outcome even though it is 

left untended. In this sense, trust is the reflection of performance of the agent who delivers 

their programs to the citizens and the level of performance expected from the agent.  
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Citizens’ trust is imperative as it makes it easy for leaders to implement their 

programs or to make decisions, even without scrutiny, in addition, citizens may approve 

of and follow the decisions of leaders even though they may not be the best thing for 

themselves, which is how citizens’ trust influences governance (Marien & Hooghe, 

2011). Seyd (2015) stated that citizen satisfaction and trust would be the most effective 

and common ways to evaluate government performance. Citizens’ trust is the main 

reflection of citizens’ perception. He added that citizens’ expectations are a factor to 

consider when building trust, which will lead to citizen evaluation, since the agent will 

be expected to solve problems when they are elected. Seyd (2015) concluded that policy 

makers who are more concerned with building public image require much harder tasks to 

improve their performance. 

2.10 THE DECLINE OF TRUST IN POLITICAL CANDIDATES 

The absence of citizens’ trust for the government or political distrust in society 

could be detrimental, as political distrust may indicate that the government does not 

function and produce outputs in accordance with people’s expectations (Miller, 1974). 

Hibbing and Theiss-Morse (1995) stated that political distrust arises amongst citizens due 

to something that should be happening not happening, they also identified distrust as the 

consequence of high public demand and expectations (fuelled by the media and 

politicians themselves) that were not met by the outputs of the political process. The 

decline of citizens’ trust has been identified by several researchers as reflecting factors 

such as poor political performance and a collapsing economy in the area (Cooper, 1999; 

Dalton, 2004). 

Ahmed et al. (2011) found several factors that determine the decline of trust, 

amongst these are the candidate’s weak personality, low levels of relationship between 

candidates and voters, candidates possessing no unique characteristics, and the strongest 

factor, voter cynicism. Voter cynicism emerged because in the current era of information, 

voters have become more educated and informed, more politically mature, and are more 

aware of their rights. The media and internet may be generally responsible for 

empowering voters to evaluate the practices and agendas of politicians against the 

political system and politicians from different nations; thus, this awareness and criticism 

has multiplied voter cynicism, increasing the scrutiny of political candidates. According 

to Kotler, Burton, Deans, Brown, and Armstrong (2015) dissatisfied consumers have a 

greater tendency to spread their experience than satisfied consumers. In countries where 

people are more socially connected (which can be driven by the extended family system, 
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caste system, professions, and culture), this information can be spread more rapidly and 

may result in the tendency for voters to switch their affiliations from one candidate to 

another.  

The next section discusses the survey framework and hypotheses for the 

quantitative study. 

2.11 SURVEY FRAMEWORK AND HYPOTHESES DEVELOPMENT 

Based on the literature review, this study proposes several hypotheses that explore 

the impact of servant leadership and being a political outsider on the political candidates’ 

brand trust with the mediating factor of brand image based on candidates’ brand 

personality. The framework in Appendix C outlines the proposed relationship followed 

by the hypotheses. 

2.11.1 Dependent Variable: Brand Trust 

As previously discussed, brand trust is the foundation of a relationship between a 

brand and its customers because it measures the willingness of average consumers to rely 

on the brand’s ability to perform its stated function (Chaudhuri & Holbrook, 2001). It has 

a positive influence on brand commitment (Chaudhuri & Holbrook, 2002), loyalty 

(Chaudhuri & Holbrook, 2001), and purchasing behaviour or intention (Lacey, 2007). 

Just as trust plays a significant role as a determinant in the decision making process 

when choosing products or services (Aaker, 1991; Gundlach & Murphy, 1993; Keller, 

1993), the concept applies to voter turnout in political candidates ‘moment of sales’ 

during elections (Hetherington, 1999; Shaffer, 1981). This explains the phenomena of 

political candidates employing marketing strategies to gain trust from voters to win 

elections. While the common transaction involves money in exchange for goods or 

services, in an election case, it entails votes in exchange for promises and actions (Kotler, 

1975). This is the point where voters further develop trust for their preferred political 

candidates, which may lead to further approval when the candidate keeps their promises 

or lead to the candidates’ downfall if they fail to realize their promises. 

Trust is the decisive point in voters’ decision-making (Pillai et al., 2003a; 

Hetherington, 1999). Literature suggest various elements that influence candidate’s or 

leader’s trust which are leadership style (Artley, 2017; Cwalina and Drzewiecka, 2019), 

perceived image from voters’ perspective (Shockley-Zalabak et al., 2019; Kaleli and 

Eroglu, 2016) and candidate personalities (Commodore, 2018; Pillai et al., 2003b). The 

literature depicted how trust serves as one of the most significant goals for political 
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candidates. This justified candidate’s brand trust as the dependent variable for this study 

and leadership style (servant leadership and political outsider) as the independent 

variables. The significance of candidate’s brand personality will also be tested as the 

mediating variable. 

2.11.2 Independent Variable: Servant Leadership 

Based on the literature, servant leadership is about being a ‘servant’ to perform ‘acts 

of service’ (Sendjaya & Sarros, 2002). This leadership style was demonstrated by 

newcomers Jokowi, Ahok, and Risma, who were believed to be successful in serving the 

citizens, and this was seen as the reason for their rise. They broke the common image of 

government officials who often demand services instead of providing services to citizens 

(Djaelangkara, 2010; Liando, 2016; Nasution, 2006; Waluyo, 2017). The strong 

characteristics of servant leaders contributed to their political brand image, which may 

have originated from their brand personality. Political brand image and candidates’ 

personalities have been used as a shortcut for voting preferences (Guzmán & Sierra, 

2009). Consequently, these concepts affect the political candidates’ brand trust, which 

serves as a determinant for decision making (Aaker, 1991; Gundlach & Murphy, 1993; 

Keller, 1993). Hypotheses for this research were developed based on the literature using 

the short version of servant leadership by Sendjaya, Eva, Butar, Robin, and Castles 

(2017). The letter provided prior the leader’s name indicate the code for each leader, 

where H refers to Ahok, R to Risma, J for Jokowi and S for SBY: 

H1: Servant leadership is a positive determinant of political leaders’ (H. 

Ahok; R. Risma, J. Jokowi; S. SBY) brand image based on their brand 

personality (a. servant leadership-responsibility; b. servant leadership-activity; 

c. servant leadership-aggressiveness; d. servant leadership-simplicity). 

H2: Servant leadership is a positive determinant of political (H. Ahok; R. 

Risma, J. Jokowi; S. SBY) brand trust. 

 

2.11.3 Independent Variable: Political Outsiders 

The present study proposes that the phenomenon of rising Indonesian political 

newcomers occurred due to the servant leadership (Greenleaf, 1977) demonstrated by the 

leaders during their tenure as regional leaders. This is in addition to their backgrounds as 

anti-establishment, or someone who gained prominence from outside of the political 

mainstream due to their success in achieving the voters’ trust. The Indonesian political 

mainstream is defined by oligarchs (Hadiz & Robison, 2013; Winters, 2013); thus, these 
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three nominated leaders earned reputations as political outsiders. The literature suggests 

that this concept arguably impacts the construction of the leaders’ brand image, which 

originated from their brand personality. Subsequently, the strength of the political 

candidates’ brand image based on brand personality influences their political brand trust, 

which serves as one of the major determinants for voters’ candidate decision making 

(Guzmán & Sierra, 2009). Thus, the following hypotheses were developed: 

H3: Political outsider dimensions (qualities; program and style) are positive 

determinants of political leaders’ (H. Ahok; R. Risma, J. Jokowi; S. SBY) brand 

image based on their brand personality dimensions (responsibility; activity; 

aggressiveness; simplicity and emotionality). (a. qualities-responsibility; b. 

qualities-activities; c. qualities-aggressiveness; d. qualities-simplicity; e. 

program-responsibility; f. program-activity; g. program-aggressiveness; h. 

program-simplicity; i. style-responsibility; j. style-activities; k. style-

aggressiveness; l. style-simplicity). 

H4: Political outsider dimensions (qualities; programs and style) are 

positive determinants of political leaders’ (H. Ahok; R. Risma, J. Jokowi; S. 

SBY) brand trust (a. qualities-brand trust; b. program-brand trust; c. style-

brand trust). 

H5: Political leaders’ (H. Ahok; R. Risma, J. Jokowi; S. SBY) brand 

image based on their brand personality dimensions is a positive determinant of 

their brand trust (a. responsibility-brand trust; b. activity-brand trust; c. 

aggressiveness-brand trust; d. simplicity-brand trust) 

2.11.4 Mediating Variable: Brand Image Based on Brand Personality 

As previously discussed, political candidates’ personalities and image (Caprara et 

al., 1997; Feldman & Conover, 1983; Lock & Harris, 1996) have often been used as 

shortcut  in elections (Popkin et al., 1976; Shabad & Andersen, 1979). Voters may have 

limited ability to understand the candidate’s program, some may not even bother to 

determine their programs. Guzmán and Sierra (2009) proposed that voting intentions and 

the candidate’s image are more commonly centralized on image and personality 

characteristics. Furthermore, they argued that understanding the candidate’s personality 

allows voters to estimate how candidates will later act in the office if they win the election. 

The scales used is based on brand personality dimensions, it is referred as brand image 

since it was based from voters' perspective. Therefore, it is reasonable to hypothesize that: 
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H6: Political leaders’ (H. Ahok; R. Risma, J. Jokowi; S. SBY) brand 

image based on brand personality mediates the relationship between servant 

leadership and brand trust. (a. servant leadership-responsibility; b. servant 

leadership-activity; c. servant leadership-aggressiveness; d. servant 

leadership-simplicity). 

H7: Political leaders’ (H. Ahok; R. Risma, J. Jokowi; S. SBY) brand 

image based on brand personality (responsibility; activity; aggressiveness; 

simplicity and emotionality) mediates the relationship between political 

outsider dimensions (qualities; programs and style) and brand trust (a. 

qualities-responsibility; b. qualities-activities; c. qualities-aggressiveness; d. 

qualities-simplicity; e. program-responsibility; f. program-activity; g. 

program-aggressiveness; h. program-simplicity; i. style-responsibility; j. 

style-activities; k. style-aggressiveness; l. style-simplicity). 

2.12 CONCLUSION 

This chapter reviewed the relevant theories and literature for this research. 

Greenleaf’s (1977) theory of servant leadership, the independent variable in this research, 

was discussed, along with its impact. However, research where servant leadership was 

implemented within political context of a national leader using appropriate academic 

measurement scales was not found. Nominated world leaders such as Dr Martin Luther 

King, Mahatma Gandhi, and the Prophet Muhammad were not based on a servant 

leadership measurement scales and may be opinion based or not yet academically proven.  

The literature also suggests that there is no evidence regarding whether image or 

status as a political outsider assists a political candidate in Indonesia in creating a positive 

brand image and improving trust from voters. The review also suggests that despite 

existing theories, no measurement scales were found for the political outsider context, 

particularly in Indonesia. Based on the review, minimal studies have examined how brand 

personality can influence brand image and thus make an impact on political candidates’ 

brand trust.  

This study aims to address the gap identified during the reviews by exploring how 

voters’ perception of servant leadership and political outsiders influences brand 

personality as political leaders’ brand image, and subsequently impacts their brand trust. 

In order to achieve this goal, a primary research question was generated followed by two 

secondary research questions derived from the critique of the literature. 
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How do voters’ perceptions of servant leadership and political outsiders affect 

brand personality as political leaders’ brand image and subsequently influence their 

brand trust? 

Followed by the generation of two secondary questions: 

How do voters see Jokowi, Ahok, and Risma as servant leaders and political 

outsiders? 

How much influence do servant leadership and political outsiders have on leaders’ 

brand personality as their brand image, and subsequently, brand trust? 

The following chapter discusses the methodology implemented in this study to 

answer the research questions. The adoption of mixed methods in this thesis is discussed 

and justified, along with the utilisation of iterative sequential method that began with 

qualitative study followed by a quantitative study and the final qualitative study. 

Sampling, data collection methods, and methods of analysis are also discussed. Chapter 

3 also discusses the research limitations and delimitations, and the timeline for this 

project. 
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Chapter 3: Methodology 

3.1 INTRODUCTION 

This chapter addresses the research design and paradigms, methodology, and 

methods best suited to answering the research questions and provides justifications for 

their use. It also explores the unit of analysis and sampling techniques, followed by the 

data collection and instruments use to collect data for each study phase. This chapter then 

discusses self-reflection notes, credibility, and transferability, as well as the research 

limitations and delimitations. The method of analysis is then discussed, followed by the 

justification for adopting thematic analysis, the use of software such as Leximancer and 

Nvivo, as well as the use of multiple regressions and SPSS in the quantitative part of the 

study. 

3.2 RESEARCH PARADIGMS AND JUSTIFICATIONS 

The following section discusses the origin of mixed methods and how this was used 

in this study, followed by justifications for employing this method and a discussion about 

paradigms. Following this, details are provided for each study in relation to the methods 

used. 

This research was designed to answer the primary research question: How do 

voters’ perceptions of servant leadership and political outsiders affect brand personality 

as political leaders’ brand image and subsequently influence their brand trust? A mixed 

method approach comprising three studies was operationalized through the three 

secondary research questions mentioned in Chapter 1 to assist in answering the primary 

research question. 

The aim of each study in this research is to explore and gain understanding of the 

audiences’ mindset. Hence, the use of emic research, where the researcher attempts to 

collect facts and perceptions from specific audiences (Morris, Leung, Ames, & Lickel, 

1999).  

Employing only quantitative means in this research would create difficulties in 

interpreting the layers of perceptions about leadership style and leaders’ political brand 

image, as well as in explaining the concept of trust from the voters’ perspective (Marland, 

2013). The use of only qualitative methods could have been employed for this research; 

however, due to the nature of qualitative approach, the research would involve limited 
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participants, which could create challenges regarding generalization of the results 

(Creswell, 2009). The focus of this research is to obtain the views of many participants to 

measure the concept of servant leadership and political outsiders. This is followed by 

collecting voters’ perceptions about leaders’ images, and subsequently, trust to increase 

the validity, reliability, and generalizability of this research.  

Based on the research problems mentioned in the previous chapter, this research 

utilises both qualitative and quantitative or mixed method to fulfill the research objectives 

and answer the research questions. The mixed methods design is a type of research design 

where qualitative and quantitative approaches are combined in stages of a study (Teddlie 

& Tashakkori, 2009, p. 31). Mixed methods research has become increasingly articulated, 

attached to research practice, and has been recognized as the third major research 

approach or paradigm, along with qualitative and quantitative approaches (Johnson, 

Onwuegbuzie, & Turner, 2007). Guba and Lincoln (1994) defined paradigms as the 

systems of belief and worldviews that guide researchers. The constructivist paradigm is 

the basis of qualitative methods, while the positivist paradigm underlies quantitative 

methods (Guba & Lincoln, 1994; Howe, 1988). Authors have presented the compatibility 

thesis as the basis of a different paradigm, which some scholars have called pragmatism, 

and the scholars who operate under that paradigm are pragmatists (Howe, 1988; Reichardt 

& Rallis, 1994).  

This research adopted pragmatism due to the nature of the mixed methods employed 

in this study. Pragmatism entails a deconstructive paradigm that utilises mixed methods 

in research. Mixed methods accepts that there are singular and multiple realities that are 

open to inquiry and positions itself into solving practical problems in the “real world” 

(Feilzer, 2010; Teddlie & Tashakkori, 2009, p. 73). 

3.3 RESEARCH DESIGN AND FRAMEWORK 

This research employed mixed methods divided into three studies, with the 

chronological order of qualitative followed by quantitative. The first two studies utilised  

document analysis and interviews, respectively, and formed the qualitative paradigm 

adopted in this study. Both studies were conducted concurrently prior to the quantitative 

study. According to Morse (2003), the strategies of inquiry in this study are sequential 

mixed methods. This indicates a qualitatively driven project due to the dominance of 

qualitative approaches in the present study as a whole (Mason, 2006). The data gathered 

from the qualitative studies (document analysis and interview) were analysed first in order 

to then proceed to the second phase, the quantitative phase, which involved 
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questionnaires. This was followed by analysis that combined the results of the three 

studies to answer the last research question. 

The utilisation of sequential mixed methods was imperative to this project, as the 

research required an antecedent to first confirm that the research subjects in this study 

matched the criteria of servant leaders and political outsiders in Indonesia. Concurrent 

methods were applied by using both document analysis and interviews to improve the 

rigour of the qualitative studies, as the data collected from the document analysis could 

then be used to confirm the themes determined from the interviews (Creswell, 2009). This 

research does not focus on a specific belief system and actions that lead to a change in 

systems; thus, making it unsuitable for the transformative design (Mertens, 2010). 

In the first study, the qualitative approach was used to undertake an in-depth 

exploration of the compatibility of nominated leaders with the concept of servant 

leadership and political outsiders based on voters’ perceptions, rather than testing the 

hypotheses. Conducting the document analysis as the first study was also deemed the 

most feasible because it could be conducted online to collect relevant articles. Hence, the 

qualitative method as the initial strand was deemed effective for this purpose (Creswell 

& Clark, 2007). This approach was enhanced by utilising Leximancer software to increase 

the validity and reliability of the data, as discussed later in this chapter. The qualitative 

approach was therefore deemed more effective than the quantitative approach as the first 

strand of this research. 

Omojola (2008) strongly suggested that research about the audiences’ mindset and 

perceptions was imperative and compulsory to gain understanding of a candidate’s 

political branding. Interviews were therefore considered the most appropriate strategy for 

the qualitative part of this study, which comprised document studies and interviews. This 

was because this enabled the researcher to explore and draw out opinions from the 

participants (Creswell, 2009). Interviews also provided ample opportunity for the 

researcher to explore explanations of vague answers, or to provide clarification if a 

question was unclear, making this technique one of the most powerful strategies for data 

collection (Teddlie & Tashakkori, 2009, p. 229). In order to assist the reader in gaining 

understanding of this study, the research design is summarised in Appendix D. The 

following sections further explain the sampling strategy, data collection instruments, and 

methods of analysis in detail. 
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3.4 DATA GATHERING PLAN 

This section first discusses the units of analysis, followed by the methods used and 

justifications for their use, as well as sampling, self-reflection, and a discussion on 

validity and reliability. 

3.4.1 Units of Analysis 

Based on their successful examples, Jokowi, Ahok, and Risma were chosen as the 

subjects of this research. The research investigated voters’ perceptions as to how these 

leaders were perceived as servant leaders and political outsiders based on theories and 

obtained understanding of how voters were affected by the leaders’ brand personality as 

brand image of the leaders, and how these concepts influenced their brand trust. The 

investigation of voters’ perceptions is significant to the study of political branding 

(Omojola, 2008); therefore, the research focus and goal was to explore voters’ perception 

of the leaders in order to investigate the relationship between the concepts of servant 

leadership, political outsiders, brand personality as brand image, and brand trust. The time 

frame selected for this research encompassed the leaders’ career when they gained 

national podium. This period is 2012 to 2017, which is the time when Ahok and Jokowi 

participated in Jakarta’s election, and when Risma just started reforming Surabaya. 

3.4.2 Sequential Mixed Methods: Justifications and Procedures 

The mixed methods sequence in this research began with document analysis 

conducted concurrently with interviews prior to conducting the survey. The results of the 

document analysis and interviews were combined to formulate the measurement scales 

for Indonesian political outsiders. Limited research has discussed the growing 

phenomenon of political outsiders. Moreover, no research was found regarding the scale 

items for political outsiders. 

3.5 QUALITATIVE STUDIES JUSTIFICATIONS 

The qualitative approaches in the present studies were operationalized based on the 

first secondary research question: How do voters percieve Jokowi, Ahok, and Risma as 

servant leaders and political outsiders? 

3.5.1 Document Analysis: Justifications 

Document analysis is a systematic procedure dedicated to reviewing and evaluating 

documents from both printed and electronic materials (Bowen, 2009). It is a common 

method used by scholars in social science who use a qualitative approach to verify their 
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findings (Angrosino & Mays de Pérez, 2000). Atkinson and Coffey (1997, p. 47) defined 

documents as ‘social facts’ that are produced, used and shared in a socially organised 

way. Document analysis serves like other analytical methods of qualitative approaches. 

It requires data to be examined and interpreted to generate meaning, gain understanding, 

and developing empirical knowledge (Corbin & Strauss, 2008). Document analysis 

generates data, excerpts, quotations, or entire passages organised into major themes, 

categories, and case examples specifically through content analysis (Labuschagne, 2003).  

In this study, document analysis was used to verify findings, consistencies, and 

corroborate evidence from the interview results to explore how voters perceived Jokowi, 

Ahok, and Risma as servant leaders. However, the document analysis did not explore the 

concept of political outsiders due to the novelty of the terminology in the Indonesian 

language and culture. If the documentary evidence was contradictory rather than 

corroboratory, the researcher investigated further. Additionally, the credibility of the 

findings will be improved if the document evidence corroborated the interview results 

(Bowen, 2009). Previous qualitative research that employed both methods has highlighted 

that document analysis can be used in combination with interviews as a means of 

triangulation, and thus “corroborate findings across data sets” or support findings from 

other methods (Bowen, 2009; Miron, 1992; Owen, 2014; Slaček Brlek, Smrke, & Vobič, 

2017). 

3.5.2 Interview: Justifications 

According to Patton (2002), interviews using a guided approach is a method where 

topics and issues are specified in advance in outline form, where the interviewer decides 

the sequence and wording of the questions in the course of the interview. The purpose of 

interviews in the first study was to gather perceptions regarding whether voters saw 

Jokowi, Ahok, and Risma as servant leaders and political outsiders, along with validating 

how far they matched the characteristics of a servant leader and a political outsider. The 

results were then combined with the quantitative approach to answer the final secondary 

research question. The first phase of this study adopted a qualitative to quantitative 

approach which defined the research paradigm to be explorative according to Creswell 

and Clark (2007). 

At the beginning of the interviews, participants were asked about their general 

opinion on a leadership style that put the leader as a servant and what criteria are necessary 

for a leader to have an image as a leader who is successful in serving the people. 

Following this, Greenleaf’s (1977) concept of servant leadership and political outsiders 
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in the Indonesian context by Winters (2013) and Hadiz and Robison (2014) were 

explained to the participants to help participants make more accurate judgments regarding 

how Jokowi, Ahok, and Risma met the 10 criteria of Greenleaf servant leadership theory 

and political outsiders theories in Indonesian context. 

The guided interviews also investigated whether other leaders may better fit the 

criterion of servant leaders and political outsiders; hence, there was a possibility of 

finding new research subjects for this study. If Jokowi, Ahok, or Risma did not fit the 

concept of servant leaders and political outsiders, the interviewer would then explore 

other political leaders that the interviewees could name and conduct studies about those 

leaders. 

3.6 QUANTITATIVE STUDY JUSTIFICATIONS 

The quantitative study aimed to answer the secondary research question: How much 

influence do servant leadership and political outsiders have on leaders’ brand 

personality as their brand image, and subsequently, brand trust? This study involved the 

use of quantitative approach using paper and online surveys. 

Whilst the interview technique has its own strengths, the need for generalization 

and reaching a larger group in terms of quantity to explore voters’ perceptions was 

significant to this study, particularly to determine to what extent the concept of servant 

leadership and political outsiders resonated with brand personality as leaders’ brand 

image and how these constructs influenced brand trust in the voters’ perceptions. 

Therefore, this research employed a quantitative approach by using questionnaires to 

reach a much larger group. When questionnaires are used in a study, the researcher 

attempts to employ a strategy where participants use self-reporting to express their 

attitudes, perceptions, and feelings toward a topic of interest (Teddlie & Tashakkori, 

2009, p. 232). With the advancement of technology, utilising the internet makes data 

collection very efficient because it is easier to reach participants with email surveys. The 

next section discusses how each strand of the study was executed. Quantitative 

methodology describes, tests, and examines the cause and effect relationship (Bums & 

Grove, 1987) by implementing a deductive process of knowledge attainment (Duffy, 

1985). The employment of a quantitative approach shaped this thesis into a mixed 

methods approach; thus, providing strengths to offset the weaknesses of both qualitative 

and quantitative research (Jick, 1979). 
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Based on the results of the first study, the second study involved a survey by 

providing questionnaires to a large group, these questionnaires employed theoretical 

scales that were developed to measure the characteristics of servant leadership, political 

outsiders, brand personality, and brand trust based on the voters’ perceptions and to study 

the correlations and impacts between each construct regarding the nominated leaders. 

This was used to investigate how much influence servant leadership and political 

outsiders have on brand personality as the leaders’ image, and how these constructs 

influence brand trust. This strand also determined the scales for political outsiders based 

on the citizens’ perspectives from the previous strand. This study used two independent 

variables: servant leadership and political outsiders, as well as brand trust as the 

dependent variable. In addition, the concept of brand personality as brand image was 

explored as the mediating variable. The framework model is shown in Appendix C. 

3.7 SAMPLING 

Brewerton and Millward (2001) mentioned that sampling is dependent on the 

research methodology, which is mixed methods for this study. The sampling strategy was 

therefore divided into two strategies; a qualitative approach and quantitative approach. 

This section discusses the sampling strategy for each method. 

3.7.1 Criteria and Procedures for Document Analysis 

Document analysis is an effective way to track past events where events can no 

longer be observed or when informants have forgotten the details (Atkinson & Coffey, 

1997, p. 47). This was particularly useful to determine whether Jokowi, Ahok, and Risma 

consistently maintained their reputation as servant leaders throughout the selected period. 

The document analysis method in this study specifically studied online news due to the 

ease of access through the internet, which saved the researcher time searching for relevant 

documents. To further assist in tracking documents that contained past events, the Google 

search engine was used as the document analysis method for this research. The search 

range was from 1st of January 2012 to 30 April 2017. The 1st of January 2012 was chosen 

because it was when the nominated leaders reputation rose to the national level (Bunnell, 

Miller, Phelps, & Taylor, 2013; Fealy, 2013; Tapsell, 2015); whilst the 30th April 2017 

marked the period when this research concluded.  

Key phrases in Bahasa Indonesia with the leaders’ name including phrases such as 

“Jokowi pemimpin pelayan” (Jokowi the servant leader) and “Ahok pemimpin melayani” 

(Ahok the leader who serves) were employed in the search engine to filter relevant 
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articles. These key phrases were the result of the back-translation method from the 

phrases “Jokowi the servant leader” and “Ahok the serving leader”. Therefore, the 

keywords here were each leaders’ name combined with the keywords “pemimpin 

pelayan” and “pemimpin melayani”. The documents analysis also attempted to explore 

English articles using the same concept. Articles that appeared in the search results 

without the keywords were not included in the document analysis. The document analysis 

only attempts to explore articles from the online mainstream media due to its exposure to 

mainstream readers in Indonesia. Instead of exploring what personalities the leaders' 

have, this study focused on how the leaders developed their servant leader brand from 

voters' perspective through qualitative studies, hence the chosen keywords. This is 

followed by a quantitative study which was meant to further test the constructs explored 

in qualitative studies. 

The document analysis report began by releasing the results of relevant articles 

discovered about each leader, and which media contributed to these articles from 2012-

2017. In an attempt to provide clarity regarding significant events related to the nominated 

leaders, highlights of events are reported in chronological order prior to reporting the 

findings. Quotes from the articles that supported the nominated leaders’ image as servant 

leaders are provided in the findings as evidence. 

All articles were then uploaded to the Leximancer system and concept maps about 

the leaders were generated. The ‘stop words’ feature in Leximancer was used to eliminate 

all prepositions and conjunctions identified as concepts by Leximancer, since they had 

low semantic contents and were not adequate for further analysis (Leximancer, 2011, p. 

68). Leximancer was then run with no further modifications to the settings.  

The researcher gained understanding from reading all articles and interpreted 

meanings from these articles and the concept maps generated by Leximancer. Information 

relating to theme co-occurrences was provided under the hits section. The analysis of this 

study was further strengthened by the Leximancer output. The document analysis 

concludes with information regarding whether the document analysis corroborated or 

contradicted the interview results. 

3.7.2 Sampling: Interview 

In the qualitative phase of this study (Study 1 and Study 3), this research employed 

purposive sampling as a type of sampling, in which particular persons, settings, or events 

are deliberately selected for the important information they can provide that could not be 

obtained from other choices (Brewerton & Millward, 2001; Maxwell, 2008). A non-
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probability sample was employed for these strands because the researcher had specified 

criterion for the participants of this research and did not provide equal opportunities for 

individuals to be interviewed (Doyle, 2011).  

The sample in the qualitative parts of this study was divided into four groups: 

political experts, media journalists, previous staff of the research subjects, and voters of 

the research subjects. These groups were considered relevant and ideal for this study, as 

explained below.  

Political experts possess the expertise and experience to explain why political 

leaders can attract significant support from the people through their political brand and 

gain voters’ trust to vote for them in an election. For this study, political experts were 

required to have an academic background as a lecturer at a university or possess a 

minimum of five years’ experience as a politician in Indonesia, where they had witnessed 

how Indonesian politicians built their political branding. Researchers in the political 

marketing or political science were also included in this group. Five years of experience 

as a politician was considered sufficient to have knowledge of political branding 

(Marland, 2013).  

Media journalists, as those who collect information to be published to the public, 

hold relevant data regarding how the political leaders’ leadership and achievements may 

have affected or generate voters’ perception particularly on the leaders’ personality as 

their brand image and brand trust.  

Subordinates or previous staff of the research subjects were those directly impacted 

by their leadership. The participants from this group would therefore be able to explain 

the leadership demonstrated by the political leaders. Moreover, as those who spent daily 

time with these leaders, they could provide facts that were not published by the media. 

The staff or previous staff of Jokowi and Ahok included executives and heads of 

divisions, and in Risma’s case, sub-district heads in the province or city (Martani, 2012). 

General voters were believed to have perspectives or specific images that may vary 

from each other, and could provide explanations as to how they perceived these leaders 

from their brand image, leadership, and from their demographic as a political outsiders 

(Brewerton & Millward, 2001), and how these elements impacted brand trust. General 

voters were defined as registered on the electoral roll (Observatory on Politics and 

Elections in The Arab and Muslim World, 2016). Participants from the voters’ segment 

were selected randomly and further verified regarding their eligibility to vote. The voters 

in this case were not limited to supporters of the subjects of this research. 
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Snowball sampling was considered an effective strategy for this method, as it would 

assist the researcher in gaining access to participants through exclusive connections 

through endorsement from previous interviewees (Brewerton & Millward, 2001). The 

first interview was conducted to a politician of National Democrat (Nasdem). 

Patton (2002) stated that there are no rules for sample size in qualitative inquiry, 

although this research aimed to initially interview 20 people in Studies 1 and 3. The 

interviews were conducted until they reached saturation, or the point when the interviewer 

had heard the range of ideas, and was not receiving any new information (Krueger & 

Casey, 2014). Initially, the interviews targeted five people from each segment. 

3.7.3 Sampling: Survey 

For this strand, the probability sampling technique was applied, particularly 

stratified sampling. Teddlie and Tashakkori (2009, p. 172) described stratified sampling 

as occurring when the researcher identifies the strata or subgroup in a population, and 

then selects units from those known strata (p. 172). The subgroup selected in this strand 

was the staff or previous staff of Jokowi, Ahok, and Risma and general voters with the 

same justification from the previous strand. This strand did not include political experts 

and journalists due to the limited quantity of these groups. 

A combination of online and paper-based surveys was used to increase the 

effectiveness of data collection. The sample was divided into 200 people from both 

Jakarta and in Surabaya making a total of 400 respondents. Specifically, the sample 

consisted of 100 general voters and 100 government staff from each city. Government 

staff were selected based on where Jokowi, Ahok, and Risma previously worked, such as 

the Office of Provincial Government of Jakarta (Jokowi and Ahok) and the Mayor’s 

Office of Surabaya (Risma). This study also included Indonesia’s former president, 

Soesilo Bambang Yudhoyono (SBY) in the survey. According to the literature (Fukuoka, 

2012; Hadiz & Robison, 2013; Winters, 2013), SBY fulfils the criteria of an oligarch in 

Indonesia. Thus, SBY was deemed a good comparison between the political outsiders and 

the oligarchs to enrich the findings of this study.  

Snowball sampling was employed starting at the Universitas Indonesia, in Jakarta, 

and at Universitas Airlangga in Surabaya. Barlett, Kotrlik, and Higgins (2001) argued 

that a sample of 384 would possess a 95% confident level, indicating a 95% chance that 

the sample statistics would be representative of the population parameter. The number of 

participants was therefore selected to exceed 384 participants.  
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3.8 METHOD OF ANALYSIS 

This section describes the methods undertaken to analyse the data for this research, 

with the use of Leximancer and NVivo for the qualitative study, along with SPSS for the 

quantitative study. The methods for the qualitative studies included thematic analysis and 

concept maps. Several methods including reliability and validity analysis were used for 

the quantitative studies. This included using factor analysis to simplify complex set of 

data by determining correlations value between variables (Kline, 2014, p. 3),and 

identifying VIF scores to detect multicollinearity. Multicollinearity refers to the extent to 

which a variable can be explained by other variables, with a higher rate of 

multicollinearity meaning it will be harder to determine an impact of one variable due to 

their interrelationships (Hair et al., 2014, p. 7). The scales developed for political 

outsiders needed to pass a reliability test by determining the Cronbach’s alpha value, 

which refers to its internal consistency or how closely related a set of items are as a group 

(Cortina, 1993). Multiple regressions were utilised to measure the impact of the scales to 

brand trust (Hair et al., 2014, p. 2). ANOVA tests were conducted to identify whether 

there were statistically significant differences amongst the means of various respondent 

groups (Boyson, Corsi, Dresner, & Rabinovich, 1999) involved in this study. This was 

important to gain understanding of whether background such as religion or level of 

education may have influenced voting preference and behaviours. 

3.8.1 Qualitative Study: Thematic Analysis 

Thematic analysis is a form of pattern recognition within the data where emerging 

themes shape categories for analysis (Fereday & Muir-Cochrane, 2006). The process of 

generating themes involves mechanical data reduction and analytic categorization of data 

through coding process (Neuman, 2003, p. 442). The process of coding involves noticing 

relevant phenomena, collecting examples of these phenomena, and analysing these 

phenomena with the purpose of finding similarities, patterns, differences and structures 

(Seidel & Kelle, 1995). 

Thematic analysis emphasizes pinpointing, examining, and recording patterns or 

themes within data, the themes are shaped from patterns across the data sets that are 

significant to the description of the phenomenon and are associated to specific research 

questions (Artra, 2013). The present qualitative approach adopted thematic analysis using 

qualitative data analysis software (CAQDAS) such as Leximancer for the document 

analysis and NVivo for the interviews.  



 

Chapter 3: Methodology 54 

NVivo provides an accurate and transparent picture of the data while also providing 

an audit of data analysis process as a whole, which is often identified as missing in 

accounts of qualitative research (Welsh, 2002). Therefore, the application of NVivo is 

one of the most suitable options to analyse data collected through interviews. 

In this research, NVivo was used in the interview analysis to review the interview 

results. In addition, NVivo was utilised in the first part of this study to provide evidence 

by increasing validity and rigour that the research subjects taken in this research matched 

the criteria of servant leadership and a political outsider. The method of analysis was 

conducted by selecting documents or newspaper articles from the timeframe selected 

(from the start of the leaders’ career and to 2016) and determining keywords such as 

“Jokowi’s leadership” and “Jokowi the political outsider”, the keywords were converted 

to Indonesian language without diminishing the substance. The words occurrence 

resulting from the search engine was analysed and used to reinforce the proposition of the 

leaders as a servant leader and a political outsider. 

The interview transcription uploaded into NVivo was automatically analysed by the 

software, thus a concept map was generated. The concept map consisted of themes and 

nodes based on the words frequently used by the interviewees to explain their answers 

regarding the research subjects. This allowed the researcher to explore the meanings and 

perceptions generated from the interviews based on the concept map generated (Lee & 

Kim, 2007). NVivo is one of the most powerful coding tools and saves the researcher 

significant time when conducting analysis for qualitative research (Gibbs, 2002). 

3.8.2 Leximancer 

Thematic analysis was employed in the document analysis to review and identify 

meaningful and relevant passages of text from the documents. Bowen (2009) proposed 

that document analysis entails skimming (superficial examination), thorough 

examination, and interpretation, where the process combines the elements of content 

analysis and thematic analysis with organising information into categories or themes 

related to the central questions of the research.  

The thematic analysis in this method was assisted by the use of Leximancer, a 

qualitative data analysis software. The Leximancer system is a relatively new method for 

transforming lexical co-occurrence information, which moves from natural language into 

semantic patterns in an unsupervised manner (Smith & Humphreys, 2006). Leximancer 

produces concept maps that provide an automated procedure that computes the distance 
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between each theme or term it identifies, and presents the results in a two-dimensional 

spatial representation (Grimbeek, Bartlett, & Loke, 2004). 

Leximancer has many strengths. First, it provides an unbiased and objective method 

for reviewing complex text, and a clear process for justifying decisions about text 

selection through its automated procedures (Grimbeek, Bryer, Davies, & Bartlett, 2005). 

The automated procedures further reduce unreliability and subjectivity that may be 

common in content analysis, and also effectively saves the researcher time in conducting 

content analysis, whilst assisting the analysis through its output features to further identify 

different relational analysis outputs (Biroscak, Scott, Lindenberger, & Bryant, 2017). In 

a head-to-head comparison analysing the same data set with another qualitative software, 

NVivo, Leximancer was shown to be stronger in objective data analysis (Sotiriadou, 

Brouwers, & Le, 2014). 

3.8.3 Interview: Using NVivo  

This research utilised NVivo for thematic analysis of the interviews for data 

analysis purposes. Thematic analysis emphasizes pinpointing, examining, and recording 

patterns or themes within data. The themes are shaped from patterns across the data sets 

that are significant to the description of the phenomenon, and are associated to specific 

research questions (Artra, 2013). 

The researcher considered using Leximancer to analyse the interview results; 

however, based on Omojola (2008), the researcher anticipated that different perspectives 

that formed candidates’ brand image may come from the interviewees. These perspectives 

may be dominant, although there may be some that only referred to a small number of 

participants. Leximancer may not have been able to detect these minor perspectives, as it 

draws concept maps based on word occurrence. Using NVivo can assist the researcher to 

detect these differences and code the themes. NVivo is a computer assisted qualitative 

data analysis software (CAQDAS) that can provide an accurate and transparent picture of 

the data while also providing an audit of data analysis process as a whole, which is often 

identified as missing in accounts of qualitative research (Welsh, 2002). Therefore, NVivo 

was deemed more effective for analysing the interview results. 

In this study, thematic analysis entailed mechanical data reduction and analytic 

categorization of the data into themes using a coding process (Neuman, 2003, p. 442), 

with the assistance of NVivo 11 software to draw concept maps. Neuman (2003) further 

explained that coding is the difficult work of reducing massive amounts of raw data into 

manageable piles that allows the researcher to quickly retrieve the relevant information 
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(p. 442). Based on Strauss (1987, p. 55), the coding procedures in this study were divided 

into three steps: 1) open coding, where the researcher discovered or assigned labels to 

condense the mass of data into categories; 2) axial coding, where the researcher reviewed 

and examined initial codes to identify correlation between the themes; and 3) selective 

coding, where the researcher looked selectively for cases that demonstrated the themes 

and made comparisons and contrasts after the data collection was complete, or nearly 

finished (p. 55). 

The qualitative approaches in this study utilised NVivo software. Previous research 

found that one NVivo feature utilised in this study is the unique advantage of creating an 

indexing system of data categories called “nodes”. The nodes feature provides an 

evolving visual guide to the analysis and integrated coding, therefore opening a node to 

allow viewing data in any given category in its entirety and providing a comprehensive 

view of the data to assist in the coding process (Woods, Paulus, Atkins, & Macklin, 2016). 

This software also has further advantage in managing ideas and data, querying data, visual 

modelling, and reporting, and greatly reduces manual tasks to provide researchers with 

more time to discover tendencies or relationships, recognize themes, and derive 

conclusions (AlYahmady & Alabri, 2013; Robins & Eisen, 2017). 

NVivo also assists in organizing themes through the nodes feature, which provides 

a quantitative tally to determine the number of themes or the significance of the themes. 

It may also generate children nodes, indicating derivation or correlations with the parent 

node (Kaczynski, Wood, & Harding, 2008). NVivo helps the researcher at each stage of 

the research process (Mozzato, Grzybovski, & Teixeira, 2016), particularly in the 

analysis, by boosting and increasing their scope and depth, as well as enabling further 

exploration of the complexity of the data. The use of this software also aims to streamline 

and enhance the analytical material, which facilitates the process of analysis in the 

qualitative research conducted. 

NVivo is one of the most suitable options to analyse data collected through the 

interviews, which allows researchers to further interrogate the data at particular levels 

(Siccama & Penna, 2008). NVivo was therefore used to provide evidence by increasing 

the validity and rigour relating to Jokowi, Ahok, and Risma matching the criteria of 

servant leadership and being political outsiders through the use of its search tools (Welsh, 

2002). 
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3.8.4 Interview: Drawing Concept Maps From NVIVO  

The analysis section of this study in Chapter 5 consisted of presenting the number 

of themes, followed by the generation of concept maps where many themes were 

discovered in a context. The analysis also explored similarities between Jokowi, Ahok, 

and Risma to further validate the themes or factors that confirmed they were seen as 

servant leaders and political outsiders. The analysis results led to the final section of this 

study, the conclusions of this method. 

The thematic analysis in this study entailed discovering themes from the interviews. 

The themes were formed through the coding process, where the NVivo nodes feature was 

used to determine themes. The interview transcripts were first uploaded into NVivo 11, 

and the coding process then began. The significance of the themes was determined by the 

number of co-occurrences recorded at the right-end of the nodes. All themes that appeared 

are reported and explained in the analysis section. The number of themes for each context 

are reported in the form of table, and concept maps are used to further report the findings 

and reduce the data.  

The researcher attempted to explain and report the large number of themes 

discovered within the context by creating concept maps. Novak (1998) stated that concept 

maps can be used to frame a research project, further reduce qualitative data, analyse 

themes and interconnections, and present findings. Concept maps allow the researcher to 

focus on and determine the participants’ meaning and connections that participants 

discuss across concepts, and to ensure that qualitative data is embedded in a particular 

context (Daley, 2004). This is due to the maps focus on the subsumption, progressive 

differentiation, and integrative reconciliations of concepts (Novak & Gowin, 1984, p. 15). 

Concept maps can further be used to illustrate the relationships between major themes 

and lesser themes, which assists in the explaining the analysis, and makes the complex 

set of themes easier to understand (Anderson, Day, & Vandenberg, 2011). 

The analysis report of each context is provided after each concept map. The analysis 

then demonstrates the similarities between Jokowi, Ahok, and Risma from the themes 

obtained regarding their images as servant leaders and a political outsider. This was done 

to gain further insights to answer the research questions. Just like Chapter 4, and Chapter 

6, Chapter 5 ends with the conclusions based on the analysis results. 
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3.8.5 Quantitative Study: Determining Correlations, ANOVA and Multiple 

Regressions with SPSS 

The quantitative method used in this study employed Statistical Package for the 

Social Science (SPSS) software to assist with the data analysis. SPSS is seen as a user-

friendly software that makes it efficient for the researcher to conduct data analysis 

because the software makes learning statistical procedure and basic data manipulation 

easy, without requiring knowledge of software programming language (Ward, 2013). 

The analysis began by inputting the servant leadership, political outsider, brand 

personality, and brand trust questionnaire results into the SPSS database. The software 

then processed the data and the researcher was able to identify correlations between each 

variable. 

Determining the correlations allowed the researcher to analyse the direction, 

strength, and statistical significance of the relationship between each construct, although 

it did not allow for the prediction of values of one variable based on values of another 

variable (Ratner, 2009). Multiple regression analysis was therefore utilised. Multiple 

regression was deemed an effective method to review the data and measure the impacts 

from the measurement scales (Yu, Yu, Li, & Wang, 2014) for servant leadership and 

political outsiders due to the use of the independent variables toward brand personality as 

brand image as the mediating variable, and the three constructs to the brand trust scales 

as the dependent variables. Moreover, an analysis of variance with ANOVA was 

conducted to determine and analyse the demographic differences such as income, 

education, ethnicities and religion that were raised from the questionnaires (Hair, Black, 

Babin, & Anderson, 2014, p. 666). 

3.8.6 Measurement Scales 

The quantitative part of this mixed methods research employed several 

measurement scales for each construct. The measurement scales for servant leadership 

and brand personality were originated from Sendjaya et al. (2008), brand personality by 

Aaker (1997). Alternatively, the short measurements version of servant leadership 

(Sendjaya et al., 2019) (six items) and brand personality (Geuens et al., 2009) (12 items) 

were used, these scales have passed the reliability and validity test, which suggest they 

are fit to represent the original scale and concepts. In term of brand trust, this study 

employed scale from Koschate-Fischer and Gärtner (2015).  

The scale items for political outsiders were generated based on the results of the 

qualitative studies, and theories that encircled political outsiders in the Indonesian 
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context, from Winters (2011) and Hadiz and Robison (2013). The justification for using 

these scales is also discussed in this section. 

3.8.7 Servant Leadership: Measuring the Traits of Servant Leadership in a 

Political Leader 

Sendjaya et al. (2019) scale was utilised in this research, since its short scale version 

have passed the validity and reliability test to represent the 10 criteria of servant 

leadership by Greenleaf (1977). These scales were simplified into shorter versions 

(Sendjaya et al., 2019) as seen in Table 1 (English) and Table 2 (Bahasa Indonesia). 

Employing these scales enabled the researcher to gather perceptions from citizens 

relevant to the religious demography in Indonesia. Moreover, the purpose of employing 

this scale was to explore the characteristics of servant leadership from these leaders, and 

to measure how the concept of servant leadership contributed to the leaders’ brand 

personalities and how both concepts influenced brand trust from the citizen perspectives. 

However, these scales were not utilised in the political context.  

Table 1. Measurement Scales for Servant Leadership (English): Sendjaya et al. (2019) 

Gives me the right to question his or her actions and decision 

Uses power in service to others, not for his or her ambition 

Helps people to generate a sense of meaning out of everyday life at work 

Respect people for who they are, not based on how they make him or her feel 

Enhances peoples' capacity for moral actions 

Contributes to the peoples' personal and professional growth 

 

Table 2. Measurement Scales for Servant Leadership (Bahasa): Sendjaya et al. (2019) 

Tidak membela diri apabila dikonfrontasi  

Lebih tanggap akan tanggung jawabnya ketimbang hak-haknya  

Memakai cara-cara yang benar untuk mencapai tujuan yang benar pula  

Mengijinkan masyarakat untuk bereksperimen dan kreatif tanpa kuatir 

Membangun kapasitas masyarakat untuk bertindak sesuai etis 

Berkontribusi pada pengembangan diri masyarakat secara pribadi dan professional 

3.8.8 Political Outsider: Identifying Political Leaders as Political Outsiders in 

Indonesia 

Based on the literature review, there were no available measurement scales for the 

concept of political outsider, particularly in Indonesia. Therefore, this research generated 

measurement scales for political outsiders from the results of the first qualitative study 

from interviews and documents analysis based on the citizens’ perspective, and existing 

theories mainly from Winters (2011) and Hadiz and Robison (2013). The demographic 
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differences were also explored to view how the concept of political outsiders affected 

brand personality and influenced brand trust. 

3.8.9 Brand Personality: Exploring the Personality of the Political Leaders as 

Their Brand Image 

This study applied the brand personality dimensions of Geuens et al. (2009) with 

the purpose of investigating how the personalities of political candidates were perceived 

by the citizens, and how much influence servant leadership and political outsiders had on 

brand personality and how these influenced the leaders’ brand trust. Knowing the leaders 

personalities led the researcher to determine the consistency of the leaders’ characteristics 

from the voters’ perceptions, and whether the majority of voters saw the leaders in the 

same way as a proof of authenticity of their personality as a brand image that could 

influence the leaders’ brand trust. The measurement scales included “the leader is 

responsible”, “the leader is active”, and “the leader is simple”. The full scales were 

evident in Table 3 (English) and Table 4 (Bahasa Indonesia). 
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Table 3. Measurement Scales for Brand Personality (English) (2009) Geuens et al. 

(2009) 

 

Table 4. Measurement Scales for Brand Personality (Bahasa Indonesia): Geuens et al. 

(2009) 

Responsibility 

Rendah hati 

Stabil 

Bertanggung jawab 

Activity 

Aktif 

Dinamis 

Inovatif 

Agressiveness 

Agresif 

Berani 

Simplicity 

Seperti orang biasa 

Simpel 

Emotionality 

Romantis 

Sentimental 

 

 

 

 

Responsibility 

Down to earth 

Stable 

Responsible 

Activity 

Active 

Dynamic 

Innovative 

Agressiveness 

Aggressive 

Bold 

Simplicity 

Ordinary 

Simple 

Emotionality 

Romantic 

Sentimental 
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3.8.10 Brand Trust: To Identify the Degree of Trust from Voters for Political 

Leaders 

This study employed the recently developed brand trust measurement scales from 

Koschate-Fischer and Gärtner (2015). During the process of developing these scale items, 

Koschate-Fischer and Gärtner reviewed and considered limitations on brand trust scales 

from previous researches such as Chaudhuri & Holbrook (2001), Hess and Jeffrey (1995), 

Li, Zhou, Kashyap, and Yang (2008) and Delgado-Ballester, Munuera-Aleman, and 

Yague-Guillen (2003). Based on the results, Koschate-Fischer and Gärtner argued that 

their scale passed various reliability and validity tests, and held excellent psychometric 

properties. They added that the scale displays nomological validity and resonates with 

various constructs such as customer satisfaction, brand loyalty and brand equity. Most 

importantly, the brand trust scale demonstrates discriminant validity to closely related 

constructs including brand affect, brand attitude, brand love and brand attachment. 

However, this scale has never been employed with political brand, which may be a 

limitation for this scale. “I trust the leader”, “I rely on the leader” and “I am confident in 

the leader’s ability to perform well” were included as the measurement scales. The rest 

of the scales for this construct are shown in Table 5 (English) and Table 6 (Bahasa 

Indonesia). 

Table 5. Measurement Scales for Brand Trust (English): Koschate-Fischer & Gärtner 

(2015) 

I trust this leader  

I am confident in the leader's ability to perform well 

I rely on this leader 

This leader can provide a sense of security to me 

I expect that this leader will deliver his or her promise 

 

Table 6. Measurement Scales for Brand Trust (Bahasa): Koschate-Fischer & Gärtner 

(2015) 

Saya percaya kepada pemimpin ini 

Saya percaya dengan kemampuan pemimpin ini untuk menjalankan performa yang 

baik 

Saya bergantung kepada pemimpin ini 

Pemimpin ini memberikan rasa aman kepada saya 

Saya percaya bahwa pemimpin ini akan merealisasikan janji-janjinya 
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3.9 SELF REFLECTION 

By conducting this project, the researcher was aware that there would be bias 

generated from the researcher’s background as a voter and a person who perceives 

Jokowi, Ahok, and Risma as role models. As mentioned earlier, bias was minimized 

through source triangulation, where perspectives from different types of people were 

compared to gain validation of data (Carter, Bryant-Lukosius, DiCenso, Blythe, & 

Neville, 2014). This method was conducted due to mixed methods being applied in this 

study. In addition, the researcher will be transparent with the research findings to readers 

and interviewees and provide data with accountability from sources.  

The researcher’s academic background was one of the reasons for choosing the 

research topic; to enhance knowledge about marketing politics, particularly in political 

branding. The researcher’s qualifications in marketing assisted in political branding 

studies, because the researcher has branding expertise. In addition, the researcher 

possesses networks of academics and professionals in Jakarta and Surabaya, which 

assisted with the data collections for this project. 

3.10 VALIDITY AND RELIABILITY: QUALITATIVE STUDIES 

The methods used to measure validity and reliability in a study are determined by 

the proposed research questions (Creswell, 2009). Furthermore, validity and reliability in 

qualitative study are decided from credibility and transferability, which means “the ability 

to apply one concept to another” (Johnson, 1999). Patton (1990) stated that credibility 

was determined by the techniques and methods used for obtaining data, the researcher’s 

credibility, and the philosophical stance adopted in the research. In this study, the 

researcher is a higher degree student at the Griffith University, and has followed the 

interview protocol stated in the Griffith University interview guide to ensure that 

interviewees’ consent was granted (Griffith University, 2005). Furthermore, data source 

triangulation was conducted by comparing the findings of the interviews from data 

collected through four different sample groups that comprised political experts, media 

journalists, staff or previous staff of the leaders, and general voters. Conducting source 

triangulation assisted with ensuring that the findings were consistent and valid (Salkind, 

2010). In addition, utilising the NVivo software improved the quality and validity of the 

data and analysis. The researcher will be transparent with the data gathered and data 

presentation to further improve the validity and reliability of this study (Morse, Barrett, 

Mayan, Olson, & Spiers, 2008). 



 

Chapter 3: Methodology 64 

3.11 VALIDITY AND RELIABILITY: QUANTITATIVE STUDY 

Drawing upon the definition from Heale and Twycross (2015), validity in this 

quantitative study was determined by ensuring the use of appropriate measurement scales 

(five scales) to answer the research questions. Reliability in this study was estimated 

through internal consistency through determining the Cronbach’s alpha, with a value 

generated from the instruments to close 0.70 demonstrating high validity of this 

instrument (Santos, 1999).  

3.12 ETHICAL CONSIDERATIONS 

This research involved human subjects as the participants of this study, therefore as 

a prerequisite, this research was required to follow ethical guidelines and obtain approval 

from the Griffith University Human Research Ethics Committee (HREC). The foremost 

ethical concern in this research included the anonymity and confidentiality of participants 

in this project, as well as the potential risks and benefits to the participants. Participants 

of this study were asked whether they approve of their identity to be exposed, should they 

did not approve, their identity will not be exposed. 

Information sheets and consent forms were provided to the participants with details 

about this project and their roles. The information sheet and consent form (in Appendices 

E and F) were given to the participants prior to the interview, and participants were 

required to sign these prior to the data collection. 

Pseudonyms were provided for the interviewees’ names or identity to protect their 

privacy on being exposed to the public. Moreover, researcher asked the interviewee 

during interview for their approval of their identity being exposed. Where interviewees 

provided consent, a pseudonym was not used. Consent for the use of recordings was also 

required from the interviewees and recording was not used if they objected. This phase 

also addressed questions raised by the participants. The interview questions approved by 

the Griffith University Ethics Committee were used in this study, as shown in Appendix 

G. 

All of the collected information will be kept confidential, with only the researcher 

having the access to the data. The recordings generated from interviews will be deleted 

following transcription process within the HREC requirements. Transcriptions will be 

securely kept in the researcher’s office, with all collected data destroyed after five years. 
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3.13 CONCLUSIONS 

The research design and methodology developed for this study resulted from an 

extensive review of literature on mixed methods research, and the particular concepts of 

servant leadership, political outsiders, brand personality and brand trust based on the 

successful examples of Ahok, Jokowi, and Risma.  

This research questions were generated after identifying the areas lacking in 

previous studies. This sequential mixed methods research is divided into three different 

studies, with the combination of two concurrent qualitative studies that consists of 

document studies and interview followed by a survey. This determines the view of this 

research which is exploratory-explanatory approaches. The qualitative studies on this 

research employ thematic analysis with the help of NVivo software on the interview 

methods to generate concept maps, whilst the document studies uses Leximancer to assist 

in the analysis. For the quantitative method, correlations, multiple regressions and 

ANOVA with SPSS are used as method of analysis. Justifications for utilising these 

approaches were provided in this chapter. The chapter also discussed the units of analysis, 

sampling strategy, and data collection methods, followed by a self-reflection note.  

This chapter argued that the research allows for a detailed understanding of voters’ 

perceptions of servant leadership and political outsiders and how this influences the 

subject’s brand personality as their brand image, followed by the consequence for the 

leaders’ brand trust. Furthermore, it provides knowledge about Jokowi, Ahok, and Risma 

as servant leaders and political outsiders from the voters’ perspectives, and to what extent 

these concepts influence the leaders’ brand personality as their brand image and the 

leaders’ brand trust.  

This was followed by understanding of the role of servant leadership, political 

outsiders, and brand personality towards the leaders’ brand trust, and how voters develop 

trust in these main constructs. In addition, a summary table denoting each study with 

sampling strategy, samples, and method of analysis was provided in Appendix D.  
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Chapter 4: Findings – Document Analysis 

4.1 INTRODUCTION 

This chapter begins by presenting a brief summary of the methods used for the 

document analysis. The document analysis results relating to Jokowi, Ahok, and Risma 

between 2012-2017 in the context of how they were perceived as servant leaders through 

the news in the media is then presented. Additionally, events from 2012-2017 are 

provided to track special occasions or incidents that occurred during this period. 

The analysis results derived using Leximancer are presented, followed by the 

conclusions from the document analysis. The document analysis and interviews were 

conducted concurrently, and the document analysis results were used to support the 

interview results. 

As mentioned in methodology section, the Google search engine was used for the 

document analysis. The search range was determined as 1st of January 2012 to 30th April 

2017. The 1st of January 2012 was chosen because this is when the nominated leaders 

reputations rose to the national level. The 30th April 2017 marked the period when this 

research was finalised.  

The document reviews comprised articles from 2012 to 2017. Key phrases in 

Bahasa Indonesia with the leaders’ name including “Jokowi pemimpin pelayan” (Jokowi 

the servant leader) and “Ahok pemimpin melayani” (Ahok the leader who serves) were 

employed in the search engine to filter relevant articles. These key phrases were the result 

of back translation method from the phrases “Jokowi the servant leader” and “Ahok the 

serving leader”. Therefore, the keywords here were each leaders’ name combined with 

the keywords “pemimpin pelayan” and “pemimpin melayani”. With these keywords, the 

Google search engine was able to retrieve negative articles by picking up words such as 

“not a servant leader”. The document analysis only attempted to explore articles in Bahasa 

Indonesia due to its coverage. 

4.2 DOCUMENT ANALYSIS RESULTS 

The article search resulted in 44 articles about Jokowi, 43 articles about Ahok, and 

25 articles about Risma, for a total of 112 articles. The documents came from various 

mainstream media in Indonesia such as Kompas.com, Antara News, Liputan6, Tribun, 

and Tempo, with a total of 21 media sources. Region specific or smaller media were also 
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utilised such as Tribun Makassar (Makassar), Berita Solo (Solo), and Pikiran Rakyat 

(Bandung). Some articles covered more than one leader, while some articles also 

discussed all three leaders. No negative articles were found during the search. 

All media covered only one or two articles related to at least one or all three leaders, 

except for the Kompas Group, which had the highest proportion, with 32 of 112 articles 

that met the search criteria from 2012-2017. The Kompas Group is owned by Jakob 

Oetama, a senior journalist since the Soeharto1 era. Unlike the Jakarta Post, which openly 

declared their support for Jokowi (JP, 2014), the Kompas Group did not declare support 

for any side. 

The article search resulted in 44 articles about Jokowi, 43 articles about Ahok, and 25 

articles about Risma, for a total of 112 articles. The documents came from various 

mainstream media in Indonesia such as Kompas.com, Antara News, Liputan6, Tribun, 

and Tempo, with a total of 21 media sources. Region specific or smaller media were also  

utilised such as Tribun Makassar (Makassar), Berita Solo (Solo), and Pikiran Rakyat 

(Bandung). Some articles covered more than one leader, while some articles also 

discussed all three leaders. No negative articles were found during the search. 

All media covered only one or two articles related to at least one or all three leaders, 

except for the Kompas Group, which had the highest proportion, with 32 of 112 articles 

that met the search criteria from 2012-2017. The Kompas Group is owned by Jakob 

Oetama, a senior journalist since the Soeharto2 era. Unlike the Jakarta Post, which openly 

declared their support for Jokowi (JP, 2014), the Kompas Group did not declare support 

for any side. 

 

4.3 HIGHLIGHTS OF EVENTS FROM 2012-2017 

The document analysis resulted the identification of a significant series of events 

that occurred and involved Jokowi, Ahok, and Risma between 2012 to 2017. These events 

are listed as follows: 

• 2012: The period where Jokowi and Ahok were supported by PDIP and 

Gerindra to run for the Jakarta gubernatorial election (Sobri, 2012; Widodo, 

2012). Some people claimed they were the new hope for Jakarta (Vin, 

2012). The election went for two rounds, resulting in victory for Jokowi and 

 
1 Indonesia’s second president 
2 Indonesia’s second president 
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Ahok. Risma’s reputation was also steadily developing to the national level 

with her achievements in Surabaya (Purwantari, 2012). 

• 2013: Jokowi and Ahok’s first year as governor and vice governor of 

Jakarta. The newcomer Jokowi also received significant support from the 

citizens and political parties to run for the upcoming presidential election in 

2014 (Kompas, 2013). This year also marked the period where public 

perceptions formed regarding Risma’s success in reforming Surabaya’s 

bureaucracy (Sasmita, 2013). 

• 2014: Jokowi ran for the Indonesia presidential election against rival 

Prabowo, causing him to resign as the governor of Jakarta, and Ahok 

became the acting governor of Jakarta (Sihaloho, 2014). The presidential 

election battle resulted in a victory for Jokowi. 

• Ahok decided to leave Gerindra over a disagreement about the amendment 

of the direct regional election policy3 (Huda, 2014). 

• A political drama caused Risma to make a public announcement that she 

would not continue her career as mayor of Surabaya, although she later 

changed her mind (Latif, 2014). There were movements across Indonesia to 

save Risma and support her to continue her career as a politician and mayor 

of Surabaya (Putri, 2014). 

• 2015: Jokowi began his first year of presidency. Ahok also embarked on his 

new duties as the governor of Jakarta whilst receiving major criticism from 

the public saying that he was firm but arrogant (Ferri, 2015). 

• Risma further demonstrated her commitment as a mayor who served the 

people by being present day and night during the Air Asia plane accident, 

in which 155 people died (Praditya, 2015). Risma also received the 

prestigious Bung Hatta Anti-Corruption award for her commitment to and 

success in creating a bureaucracy system that prevents corruption (Sawitri, 

2015). 

• 2016: Jokowi received the Bloomberg award as the best president in Asia-

Australia (Kami, 2016a). National attention seemed to shift from Jokowi to 

Ahok, since he attempted to run for election as an independent without the 

support of political parties, as he had left Gerindra (Santoso, 2016). 

 
3 Several political parties (including Gerindra) proposed a law amendment that regional leaders should be 

elected by the Regional House of Representatives. This proposal quickly became controversial as it was 

thought that it would harm democracy and that law on regional leaders’ election should remain 

unchanged and voted by the citizens. 
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However, Ahok received much resistance from the public, allegedly due to 

his minority background (Carina, 2016). Some citizens of Jakarta and 

politicians wanted Risma to run in the Jakarta governor election against 

Ahok; however, Risma refused this offer, claiming that her tasks in 

Surabaya were not yet finished (Kami, 2016b). 

• 2017: 20 articles were found on Ahok, whilst only one article mentioned 

Jokowi, and three articles mentioned Risma. The notable events during this 

period were the fall of Ahok, where he lost the 2017 gubernatorial election 

against Anies Baswedan and Sandiaga Uno. Furthermore, he was found 

guilty of blasphemy against Islam and required to serve two years in jail, 

only to attract more public sympathy (Azizah, 2017).  

4.4 DOCUMENT ANALYSIS: JOKOWI 

Eleven articles were found in 2012, 13 articles in 2013, 10 articles in 2014, two 

articles in 2015, five articles in 2016, and one article in 2017, with 40 articles found in 

total. 

4.4.1 Jokowi in 2012 

Main events: Jakarta gubernatorial election 2012 

Main themes: Jokowi’s qualities, Jokowi the alternative candidate, support 

for Jokowi 

Most of the articles in 2012 about Jokowi also included Ahok, this may be because 

the two were partnered together as governor and vice governor during the Jakarta 

gubernatorial election. The Jakarta gubernatorial election is the second biggest election 

in Indonesia after the presidential election. This event marked the rise of Jokowi as a 

national figure, who went from leading a small city with a population of 500,000 to the 

capital city of Indonesia with a population over 10 million (Mietzner, 2014). Most articles 

discussed Jokowi’s qualities as a leader. Jokowi was seen as a leader who served instead 

of demanding to be served, unlike the typical politicians in Indonesia (Adi, 2012b; Is, 

2012; Purnomo, 2012), an egalitarian figure who was capable of bureaucracy reform 

(Ysa, 2012), had a clean track record (Is, 2012), and effective problem solving through 

inclusive approaches through dialogue with the citizens (Prabowo, 2012). There were also 

articles that discussed the support of the citizens of Jakarta and several local 

organizations, even though Jokowi came from outside of Jakarta (Ysa, 2012).  
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With his firm leadership, creativeness, willingness to listen and serve his people, 

God-willing that Jokowi will be capable to transform Jakarta to a world-class city 

that humanises the citizens. Fathi, Regional Head Branch of PBR (The 

Reformation Star Party, an Islamist party) (Antara News, 2012) 

 

During the first five years of his period (in Solo), Jokowi worked to serve the 

citizens of Solo. He made many breakthroughs by giving the citizens free 

education and healthcare to the poor. He relocated (thousands) of the street 

vendors through dining table diplomacy before relocating them somewhere else, 

and [had] many other achievements. Ambarita (2012) 

 

An article reporting on Jokowi-Ahok winning the Jakarta gubernatorial election 

stated that the vice mayor of Solo, Hadi Rudyatmo would replace Jokowi as the mayor of 

Solo. Rudy was asked for a comment by reporters, and said: “The quintessence of being 

a leader is being a servant, and Jokowi has proven it” (Cara, 2012). 

Adi (2012) described how Jokowi fulfilled all aspects of servant leadership. 

Jokowi’s servant leadership could be described as an empathetic listener according to the 

article. For example, he often engaged with citizens, sitting together and casually chatting 

with them. Prabowo (2012) concurred with this statement by stating that in July 2012, 

Jokowi invited about 20,000 Jakartans to gather at Istora Senayan to speak with them 

about Jakarta and hear their complaints and input. 

Adi (2012) further continued that after the dialogue with citizens, Jokowi tailored 

programs based on their needs, which resulted in increased citizen satisfaction and trust. 

Through this approach, Jokowi managed to rectify the relationship between government 

officials and the citizens. He was persuasive with his approach that anyone could go to 

his office to complain or provide suggestions, Jokowi even provided meals to people who 

participated in an all day protest in front of his office, according to the article. Jokowi’s 

awareness and commitment to building the community and empowering the people was 

demonstrated during his tenure in Solo. He cut the process of making ID cards from three 

days to just one hour, and provided citizens with free health care and a free education 

program. The article further stated that the city of Solo was transformed to a trade city 

and Jokowi facilitated people with job training programs to increase employment rates.  

Jokowi’s biggest achievement in acting as a servant leader in Solo may have been 

due to the relocation of the Banjarsari market, which did not cause resistance or violence, 

as threatened by the 5,000 market vendors (Wicaksono, 2012). It was later revealed that 
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Jokowi asked the citizens to speak with him during dinner or lunch, and treated them with 

dignity by asking for their opinions, challenges, and expectations and considering these 

factors in his approach. This method is called “diplomasi meja makan” or dining table 

diplomacy, which was also mentioned in other articles (Ambarita, 2012). He used the 

same approach during the relocation of citizens who lived on the Bengawan Solo river 

bank, which was illegal. The citizens there had the privilege of designing their own house 

at their new home location in Mojosongo. Moreover, all fees related to the relocation 

were covered by the government. 

Jokowi and Ahok was seen to have adapted the leadership style of Ali Sadikin4, 

according to Indonesia historian, JJ Rizal (Vin, 2012). Their leadership style dared to 

create breakthroughs in the common bureaucracy style in Indonesia, which was too rigid, 

often impeded the citizens, and was far from the vision of serving the people. Moreover, 

Jokowi and Ahok combated the bureaucracy mafia5, when few politicians dared to stand 

against them. 

4.4.2 Jokowi in 2013 

In an article entitled “How Jokowi Builds Trust” by Khasali (2013), Jokowi 

explained his method for the “meja makan” or the “dining table” method, which he 

successfully implemented in Solo during the Banjarsari market relocation case. He 

planned to use the same method for the relocation of citizens who resided at the Ria Rio 

dam in Jakarta. The relocation went smoothly, and in this article, Jokowi declared: “I do 

not want to stand against the citizens. The citizens shall not be oppressed”. 

The article highlighted how Jokowi put his words into action when it came to 

serving citizens, and that he focused on serving citizens instead of asking to be served. 

The same article explained how Jokowi often bypassed protocols and preferred to meet 

the people directly. Furthermore, he was able to transform the mindset of Jakarta 

government staff to be more service oriented toward the citizens. He therefore became 

very popular in only one year of his tenure as the governor of Jakarta. One article 

mentioned how he resembled Pope Francis with his genuine motives to serve the people 

(Liputan6, 2013).  

 
4 The previous governor of Jakarta from year 1966. Ali was known for his capabilities in swift execution 

of programs and making changes (Budiman, 1969). 
5 It was believed that in the past, bureaucracy was difficult and there were people or politicians who reaped 

benefits from this, these people are referred as the bureaucracy mafia. This phenomenon occurs even in the 

current era (Susila & Suharso, 2018). 
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In August 2013, as the governor of Jakarta, Jokowi was invited to give a speech at 

the Universitas Andalas, Padang, West Sumatra. Vice Director of Humanity Studies 

Harry Effendi Iskandar mentioned that Jokowi was different compared to the typical 

political leaders in Indonesia, and that Jokowi had proven himself as a leader that served, 

nurtured, and protected the citizens (Esvandi, 2013). He also mentioned that Jokowi had 

transformed the image of Indonesian political leaders into a figure that could be loved by 

citizens. 

In August, during Halal bi Halal6, Jokowi mentioned that it is the leader that must 

come to ask for forgiveness from the citizens, since they have made many mistakes in 

serving the citizens, not the opposite. Jokowi celebrated this fest by doing blusukan in 

five areas in Jakarta, an action that had never been done by his predecessors (Suryowati, 

2013). 

4.4.3 Jokowi in 2014 

Jokowi won the presidential election in July 2014, despite not even serving half of 

his tenure as the governor of Jakarta. Several national figures such as Agum Gumelar 

(former Coordinating Minister of Politics, Law and Security and a retired general), Yudi 

Latif (political expert), Rudi Hadyatmo (Mayor of Solo), Michael Umbas (journalist), 

Sidarto Dhanusubroto (leader of the Peoples’ Assembly) and Burhanuddin (Executive 

Director of Indikator Politik) declared their support for Jokowi-Kalla (with Kalla as the 

vice presidential candidate). They gave the same statements about Jokowi, stating that 

Jokowi was the epitome of change in Indonesia with his proven commitment to serving 

the citizens of Indonesia, and that Jokowi was a humble, modest, would always listen to 

the citizens, was an excellent problem solver, and was not afraid to get up close with the 

citizens (Wiwoho, 2014; Yus, 2014). A doctor in strategic management, Harris Turino, 

commented that Jokowi’s vision of “revolusi mental” or “mental revolution” had made 

significant change, where government officials mindsets were transformed into the 

mindset of servants for the citizens (Turino, 2014). 

In March 2014, Jokowi was invited to give a speech at an Islamic event at Monumen 

Nasional, Jakarta (Aziza, 2014) for the upcoming presidential election in June. In his 

speech, he asked the citizens to pray so that Indonesia would get a good leader. He further 

mentioned the criteria of a good leader was: “The kind of leader that serves the citizens, 

 
6 An Islamic ritual where Muslims are required to ask forgiveness from each other at the end of 

Ramadhan. 
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[is] willing to listen to the citizens’ pleas and complaints, [is] close and willing to get 

close with the citizens”. 

The last article described the stunt where three people showed support to Jokowi as 

the next Indonesian president (Wijonarko, 2014). The two men, Ikmal (38) and Triman 

(25) and a boy, Zufa (16), walked about 500km from Ambarawa to Jakarta with “Support 

Jokowi Widodo” written on a 10 meter banner. When interviewed about their motives, 

they claimed: 

With Jokowi’s low-profile characteristics and genuine attitude in serving the 

citizens, whoever his vice president is, I am sure Indonesia will be better. (Ikmal 

one of the people who performed the support walk for Jokowi). 

 

The typical leaders these days only serve the citizens for image purposes, they 

were not really sincere in doing it, they will forget about the citizens after a 

while”. (Ikmal, Triman, and Zufa, the three walkers and supporters of Jokowi). 

4.4.4 Jokowi in 2015 

Only three articles matched the search criteria in 2015. In April, Jokowi attended 

the fourth congress of PDIP in Sanur, Bali. In this article, Jokowi commended the PDIP 

leader Megawati’s leadership speech, saying that: “A leader has to serve the citizens. In 

the end, it all comes down to this, nothing else” (Salim, 2015). 

Jokowi gave a similar statement when he made a speech to the youth of Kawah 

Kepemimpinan Pelajar, a sub-organisation focusing on leadership from the Ministry of 

Education of Indonesia. During the speech he also mentioned the founding fathers of 

Indonesia, and how they dedicated their live to serve Indonesia. 

We can learn from our ancestors. Becoming a leader requires a good disposition, 

willingness to serve the citizens, becoming a pillar for the citizens, and [being] 

willing to dedicate their lives for [sic] the development of our nation. (Meliala, 

2015) 

4.4.5 Jokowi in 2016 

One article mentioned how Jokowi consistently maintained his “blusukan” as his 

signature approach and his closeness with the citizens even after two years as the 

president of Indonesia (Sholeh, 2016). For example, he performed blusukan at Manado 

Town Square, in the city of Manado, North Sulawesi, by buying locally made leather 

shoes from one of the shops. Before he went to Manado, he went to Papua to inspect the 
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power plant despite heavy rain. Jokowi was also present during a raid of the Ministry of 

Transportation by the KPK (Corruption Eradication Commission). During the raid, the 

KPK officers discovered that a billion Rupiahs cash allegedly came from bribery by the 

government officials. This article claimed that Jokowi may be the first president to ever 

participate in this kind of operation. During the visit of the Philippine president, Rodrigo 

Duterte and the prime minister of Australia, Malcolm Turnbull, he brought them to do 

blusukan at the Pasar Tanah Abang, one of the local markets in central Jakarta. 

Jokowi’s gestures as a president were also described in an article by Bremboo 

(2016). The writer claimed that most of his gestures were based on Jokowi’s humbleness, 

and that Jokowi has been acting like this since he was the mayor of Solo in 2005. As a 

president, Jokowi avoided luxury apparel and preferred to wear a locally made wardrobe 

priced below 50 AUD bought from doing “blusukan” at the community market to support 

the local economy. Some of Jokowi’s gestures in his presidency included covering the 

governor of Papua with an umbrella during rain, pouring water into a cup for the governor 

of West Java during an event in West Java, and joining local farmers to plant crops in a 

rice field. The article concluded by emphasizing the title given to Jokowi by the people 

of Indonesia as “the leader who serves”. Jordan (2016) also described a gesture where 

Jokowi and the first lady, Iriana, attended the long-time head servant of Istana Merdeka 

son’s wedding ceremony. Both Jokowi and Iriana casually mingled with the locals at the 

wedding party. The groom, Dwi Rizky mentioned to the press that he was surprised, as 

he did not expect that Jokowi would attend his wedding party. 

As a leader, Jokowi was inspired by Gus Dur, the third president of Indonesia, who 

was known for his deeds to promote diversity in Indonesia. Jokowi kept the “peci7” given 

to him by Gus Dur as a keepsake to remind him of Gus Dur’s teachings. Jokowi said that 

he followed Gus Dur’s example as a national figure that was humble, sincere, and willing 

to sacrifice for the citizens (Batubara, 2016). The rest of the articles repeated Jokowi’s 

qualities from the previous years, such as being a problem solver and his ability to set an 

example as a servant leader. 

4.4.6 Jokowi in 2017 

Only one article was found that matched the search criteria. This article described 

a thesis written by Andi Budi Sulistijanto for his doctorate program at Universitas Sahid. 

Using phenomenology and a qualitative approach, Andi proposed that Jokowi’s political 

 
7 Islamic traditional cap. 
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communication style emphasized persuasiveness and was deeply influenced by Javanese 

culture (Sujantyo, 2017). This political communication style was manifested in two 

categories: the public servant communication style and the “sendiko dawuh” 

communication style. “Sendiko dawuh” referred to Jokowi’s political communication 

style as someone who listens. This style originated from Javanese culture, from the 

“santri”8 background, where Jokowi preferred receiving feedback, whether it was 

complaints or suggestions, which differentiated him from his predecessors. Moreover, 

Jokowi’s predecessors mainly used high context language, whilst Jokowi tended to use 

low context language, which may enabled him to be easily understood by his subordinates 

and by the people. The article continued to mention that Jokowi positioned himself as 

someone who was entrusted with a mandate as the servant of the citizens of Indonesia. 

For example, Jokowi eliminated the gap between ruler and citizens. The significant 

difference between Jokowi and most of his predecessors was that Jokowi focused more 

on the work and realising his programs, whilst his predecessors preferred being 

commanding figures that gave orders rather than being servants. 

4.4.7 Document Analysis summary: Jokowi 2012-2017 

Based on the document analysis from 2012-2017, the themes collected for Jokowi 

as a servant leader are described below. 

4.4.7.1 Man of the People 

The documents reviewed indicated Jokowi was a man of the people, someone who 

understood the people and managed to provide solutions without resorting to force or 

abusing his power. According to the findings, his image as a man of the people was driven 

by his signature direct engagement approaches with the citizens, his modest image, and 

his clean track record and attempts to combat corruption. 

Jokowi used two unique approaches to solve problems and engage with the citizens. 

The first was “blusukan”, or impromptu visits, where he would go straight to problematic 

areas without prior notification to see the actual performance of government staff and the 

real conditions of the citizens. The second approach was diplomasi meja makan or ‘dining 

table diplomacy’, which involves a two-way dialogue in the middle of a banquet. Both 

approaches had been implemented since his tenure as the mayor of Solo and were 

consistently maintained during his presidency. In addition, Jokowi was seen to be more 

focused on work rather than responding to political issues around him. On most occasions, 

 
8 Students at Islamic school 
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particularly those that involved leadership speeches, Jokowi declared that the ideal 

leaders are those who are proactive in serving the people. 

Jokowi was known as a leader who listened and was approachable to the people. 

According to the examined documents, he never utilised a tyrannical approach with the 

citizens and was persuasive to the citizens. The effectiveness of his tailored programs was 

the result of his dialogue and inclusive approach with the citizens, which allowed him to 

map problems and design solutions based on the citizens’ needs. This trait proved to be 

consistent over the five-year timeframe. 

Observers felt that Jokowi tended to avoid luxury and always appeared modest in 

public. This characteristic was well maintained through the five-year timeframe. Even as 

president, he still wore 50 AUD shoes bought from the local market. His humbleness was 

also reflected in his communication style, which was considered polite, soft, and could 

include humour. 

4.4.7.2 Bureaucracy Reformer 

The articles further indicated Jokowi’s consistencies in bureaucracy and policy 

reform from his tenure as the mayor of Solo, to governor of Jakarta, and during his 

presidency. He made many breakthroughs with his policies that resulted in free education 

and health care for the citizens of Solo and Jakarta, and made a significant increase in 

government administration service quality, such as producing building permits and 

business trade licenses for the citizens. 

4.5 DOCUMENT ANALYSIS: AHOK 

There were four articles in 2012, six articles in 2013, seven articles in 2014, five 

articles in 2015, seven articles in 2016 and 18 articles in 2017. 

4.5.1 Ahok in 2012 

As mentioned previously, 2012 was when Jokowi partnered with Ahok to run for 

the Jakarta gubernatorial election. Both Jokowi and Ahok came from outside of Jakarta 

facing the incumbents Foke-Nara. This period marked the rise of Jokowi and Ahok to the 

national stage, particularly Ahok, who came from a minority background and managed 

to become a candidate for the second most prestigious election in Indonesia. 

Ahok was said to have a vision of openness and being transparent to the citizens, 

and was seen as easy to approach by the citizens. Kompas reporter, Afifah (2012), stated 

that long before becoming vice governor of Jakarta, when he was still the regent of 
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Bangka-Belitung, Ahok had been known to provide citizens with his business cards and 

personal phone number so that the citizens would be able to contact him directly if they 

had complaints, feedback, or suggestions. Ahok also had his own website 

(www.ahok.org) and Blackberry messenger PIN to improve communications with 

citizens. Ahok claimed that he did this so that citizens would have quick access to and 

responses from him as a government official. Ahok claimed that this method resulted in 

him receiving 1,000 messages daily from the citizens of Bangka-Belitung, most of which 

were complaints about the government’s performance. The complaints varied from poor 

hospital service, damaged infrastructure, to the illegal charges given by government 

officials to the citizens. 

Being open and transparent to the public is very important, so that citizens would 

[sic] have direct and open access to me without being hindered. Therefore, I can 

see the reality of the public service at the end result. (Asril, 2012) 

Along with Jokowi, Ahok used the method again during the Jakarta gubernatorial 

election campaign in 2012. Except this time, he used six mobile phones to interact with 

citizens, provide responses to journalists’ inquiries, and had lines that connected with the 

Jokowi-Ahok SMS Center. 

A leader should act this way to the citizens considering that the responsibility of 

a governor and a vice governor is to serve the citizens. I do not want to just give 

promises during campaign, and then gone after (Afifah, 2012b). 

 

Everywhere I go, I have my two assistants beside me to read out loud all these 

messages I received from the citizens for me. Then, I will give answers and my 

assistants will reply to the citizens.”. (Kompas, 2012) 

After Jokowi and Ahok won the gubernatorial election in July 2012 , Kompas media 

interviewed Veronica Tan, Ahok’s wife. She told stories of how in the past Ahok would 

often go to the villages and towns in Bangka-Belitung to check on the citizens. She 

claimed that Ahok’s willingness to serve the citizens was genuine and was proven during 

his tenure as the regent of Bangka-Belitung, and that she fully supported him to be the 

next vice governor of Jakarta (Sobri, 2012). 

In October 2012, Kompas released a public survey result from 703 respondents with 

the conclusion that the political candidate background trend had shifted from the military 

to civil backgrounds. This was in contrast with the same survey in 2011, where the results 

indicated that citizens were not yet convinced about the civilians running for prominent 
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positions in government. According to the article, the trend shift was determined by 

several factors, although the most significant was the leaders’ success in developing 

policies that prioritised the citizens and reformed ineffective bureaucracy systems 

(Purwantari, 2012). The then current mainstream leaders were mostly caught up in cases 

of corruption, with a report from the Ministry of Home Affairs saying that out of 33 

governors, 17 were involved in corruption. However, this survey did not include city 

mayors and regents, and it was estimated that the number could reach more than a hundred 

should they be included. The article suggested that more than 80% of participants in this 

survey confirmed that they had been waiting for the kind of leadership that Jokowi and 

Ahok provided. Participants even suggested that this type of leadership was the ideal 

leadership style for political candidates; the kind of leadership that served the citizens, 

emphasized dialogue with citizens, and was free from corruption. This characteristic was 

in contrast to the mainstream leaders, who demanded the citizens serve them due to their 

influence instead of serving the citizens. Furthermore, if conflicts occurred between 

citizens, these leaders would often bypass dialogue with the citizens. 

4.5.2 Ahok in 2013 

2013 marked the first year Ahok was vice governor of Jakarta. A Kompas article 

mentioned that despite being his first year as a vice governor, Ahok had gained a 

reputation as a straight-forward figure who was firm and who was what they seemed 

(Satiri, 2013). He was also said to be known as a leader that was strict about the law, and 

always implored citizens to obey the law. However, Ahok’s straight-forward disposition 

tended to be seen as rude and he was labelled an arrogant figure by people who opposed 

him. He responded calmly, saying that he would leave it for the citizens to choose whether 

they preferred a leader that was said to be rude but not corrupt, or a leader who was polite 

but corrupt. This article also compiled a question and answer section from the citizens for 

Ahok. In this section, Ahok claimed that what Jakarta needed was not a genius person but 

rather an “insane” person. As he said: 

When government officials would refuse and declare war against corruption, 

collusion, and nepotism, they will be perceived to be insane. The same goes to 

[sic] leaders who serve the citizens. Why? Because this attitude is rare these days 

in Indonesia. Government officials who are against corruption means they are 

against business tycoons, and people of higher power than them in the nation. 

Although what I have been doing now is not actually insane, since I am just 

realising my oath and doing what I am supposed to do as a government official 

(Satiri, 2013).  
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During Ramadhan (fasting month for Muslims) in July 2013, an article discussed 

that despite coming from a non-Muslim background, Ahok suggested the idea of a 

“Ramadhan Safari” to Jokowi, where they would do blusukan around Jakarta to mingle 

with the citizens and see their condition during the most festive season in Indonesia 

(Aziza, 2013). Whilst Ahok visited village chiefs’ offices in Jakarta, Jokowi would go to 

mosques in high populated areas around Jakarta. Part of the Ramadhan Safari event was 

Ramadhan Fair, where the offices of mayor and village chief were open to public. During 

this event the offices served free meals for breakfast and market stalls were erected to 

attract the citizens. During his blusukan in Cideng, Ahok engaged directly with the 

citizens, he also implored government officials to go directly to the citizens to see their 

conditions. He spread the same message thrice in the same day. 

I do not want to hear one of the citizens’ houses [has] collapsed or a citizen got 

sick and [was] abandoned in their home. Village heads, district heads, 

neighbourhood associations, and community associations should know their 

citizens, because we are one big family that helps and looks after each other. 

(Aziza, 2013) 

In June 2013, Ahok made an opening speech during a good governance seminar. 

He referred to the Indonesia Governance Index (IGI) data published by an NGO, the 

Partnership for Governance Reform, where Jakarta dropped from the first to third place, 

below Yogyakarta and East Java. Ahok expressed that Jakarta could learn from Surabaya 

(capital of East Java), particularly the problems relating to issuing building permits and 

land conflicts, which counted as the greatest problems in Jakarta (Suprapto & Nurbaya, 

2013). Ahok criticised government officials who acted high and mighty toward the 

citizens due to their influence and demanded special treatment instead of serving the 

citizens:  

Their (the staff) mindset needs to be tuned-up first to serve the citizens, instead 

of acting high and mighty. (Suprapto & Nurbaya, 2013). 

 

I got angry knowing the citizens that live in the flat have to go back and forth to 

the Housing Department, and they cannot even complete it in the same day. How 

hard can it be for them (Housing Department) to bring the documents to the flat?. 

(Suprapto & Nurbaya, 2013). 

On the same occasion, Ahok also commended Risma as the mayor of Surabaya 

(capital of East Java), saying that she had succeeded in managing the city of Surabaya. 
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He even suggested Risma should become the governor of Jakarta if Jokowi won the 

presidential election in 2014. 

In November 2013, Ahok conducted capacity building training for camat (sub-

district heads) and lurah (village heads) all over Jakarta (Azizah, 2013). The training 

covered regional budget handling improvement, where camat and lurah had not 

previously been involved with budget handling. The training also comprised a 

bureaucracy improvement workshop dedicated to improving their capacity in conducting 

efficient bureaucracies. The Governor’s Office decided to undergo bureaucracy reform to 

relocate 1,000 staff from already sufficiently staffed departments to departments that had 

higher priority. Ahok stated that the purpose of this training was to improve the ability of 

government staff to serve the citizens of Jakarta. 

The last article mentioned how Ahok encouraged the younger generation to 

participate in politics during his speech in Tempo media award event, Malam Menjadi 

Indonesia (A night to be Indonesia) (Nurcahyani, 2013). He stated that rather than 

criticising situations, it is better to participate and fix the situations. Furthermore, the 

young generation have the potential to be agents of change in Indonesian politics, as he 

said: “The youth of Indonesia [have] got to have courage to join Indonesian politics, 

becoming honest, clean politicians, and serving the citizens” and  

“The young generation should have more creativity and they have never been involved to 

politics before. Therefore, they are pure and can help to get rid of bad politicians”. Ahok 

concluded his speech quoting Abraham Lincoln’s renowned statement: “If you want to 

test someone’s true character, give the person power. Then you may see whether he or 

she is an honest person or not”. 

4.5.3 Ahok in 2014 

The major event this year was the Indonesian presidential election, where five 

parties, with PDIP as the largest party in this coalition, decided to support Jokowi as their 

presidential candidate. Jokowi had to resign as the governor of Jakarta, meaning Ahok 

replaced Jokowi as governor. Ahok’s rise as the governor of Jakarta was filled with 

resistance, as some groups, particularly the Front Pembela Islam or Islamic Defender 

Front (FPI) rejected him, claiming that he was too arrogant to become the governor of 

Jakarta (Osman & Waikar, 2018). In contrast, several groups supported Ahok’s leadership 

style and stated that Ahok had been successful in making positive changes in Jakarta 

(Aws, 2014). One group that declared support for Ahok was Muhammadiyah, the second 

largest Islamic group in Indonesia (Riyandi, 2014). 
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In September, Ahok made a significant decision to resign from the political party 

that had supported him during the last gubernatorial election, Gerindra, without first 

communicating his disagreement to the party. Ahok affirmed that Gerindra was not 

consistent with their commitment to value the citizens’ vote by supporting the Regional 

Election Law amendment. If the amendment was approved, the regional leader elections 

would be determined by votes from regional house representatives, instead of by citizens’ 

votes. Ahok expressed that this would mean that regional leaders would dedicate 

themselves to pleasing the Regional House of Representatives’ instead of serving the 

citizens because they may aim to be re-elected (Huda, 2014). He further stated that 

politicians who supported this amendment were those who did not possess the spirit of 

the people or democracy. Ahok’s actions resulted in him becoming more popular due to 

always siding with the citizens (Belarminus, 2014); however, he attracted more political 

enemies, as Gerindra responded by saying that Ahok was someone lacking in ethical 

conduct of politics, an opportunist, and an ingrate. 

The rest of the articles reported how despite this resistance, Ahok maintained his 

direct engagement and commitment to serve the citizens of Jakarta. Ahok stated that 

serving the citizens is a way to continue the struggle from the founding fathers of 

Indonesia and past heroes (Khairanny, 2014). Furthermore, Ahok claimed that his biggest 

achievement with Jokowi that year was shifting the government staff mindset to serving 

the citizens. This was manifested with their innovation in bureaucracy called the 

“Pelayanan Terpadu Satu Pintu” (PTSP), or an integrated service on every sub-district 

and village chief offices that made an impact on service quality and economic growth in 

Jakarta (Viva, 2014). He repeated the same message when he made a speech in front of 

the public that the fundamental role of government officials was not demanding service 

from the citizens, but serving the citizens (Keteng, 2014). 

4.5.4 Ahok in 2015 

In 2015, Ahok maintained his blusukan to the citizens of Jakarta (Armindya, 2015; 

Aziza, 2015a), and whenever he had the chance to deliver a speech in public or was asked 

by the journalists, he repeated that the duty of government staff and officials was to 

whole-heartedly serve the citizens, instead of demanding service from the citizens 

(Himawan, 2015; Joko, 2015). Ahok also often visited the PTSP around Jakarta to 

observe its performance quality for the citizens of Jakarta along with his vice, Djarot. 

Government staff, including village chiefs’, perceptions towards Ahok were 

revealed in an article by Carina (2015). They admitted that Ahok had succeeded in 
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transforming the staff mindset to work and serve the citizens. The staff had developed to 

be more professional and committed to serve the citizens according to their quotes: 

Ahok was able to make the staff more dedicated to work and more productive. 

Normally, some of them was evident playing chess at work, but this scene no 

longer exists. These days if we are idle, we need to look for work. If we do not, 

then we will get lower dynamic allowance (a type of allowance decided on staff 

performance). (Maksudi, government staff member at Pegangsaan district). 

 

We favour Ahok’s current leadership since it is fairer than before. Staff that work 

more will be rewarded more. (Susan Jasmine Zulkifli, village chief of 

Gondangdia). 

 

Ahok’s leadership has succeeded in increasing government staff commitment to 

work for the sake of serving the citizens. (Suharni, section head of infrastructure 

of Pegangsaan district). 

4.5.5 Ahok in 2016 

Several articles noted that when Ahok made appearances in public, he repeatedly 

said that he was not a leader but a servant of the citizens of Jakarta, which was also 

mentioned by his vice, Djarot (Carina, 2016; Hutabarat, 2016; Syafril, 2016). Ahok 

expressed that this could be seen in how he responded to citizens’ complaints about the 

crime-ridden “red light” district, Kalijodo. The place was later transformed into an open 

green space with infrastructure that supported citizens outbound activities. 

Ahok also claimed that he inherited knowledge and visions from the fourth 

president of Indonesia and a “pluralist humanitarian”, Gus Dur. He also said that Gus Dur 

supported him to be the governor of Jakarta (Nailufar, 2016).  

The major event this year was Ahok being charged with blasphemy against Islam 

in his speech at Kepulauan Seribu in 6th of October 2016 (Priyadharma, 2018). Ahok 

made a formal apology to the public; however, the prosecution proceeded, whilst anti-

Ahok rallies and agitation intensified. 

4.5.6 Ahok in 2017 

Most articles in this year repeated Ahok traits from the previous years by saying 

that Ahok had a genuine intention to serve the citizens (Hutabarat, 2017; Laksana, 2017; 

Purba, 2017a). Ahok also had a solid reputation as an anti-corruption figure who had the 

courage to stand firm with the law despite being pressured by rival politicians, or political 
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mafias, which resulted in him being awarded the prestigious Bung Hatta Anti-Corruption 

award (Sihaloho, 2017). The articles also mentioned his success with his vision of 

bureaucracy reform, whilst transforming government staff work ethics to be more 

professional, productive, and have more serving attitudes towards citizens (Destryawan, 

2017; Purba, 2017b; Tambun, 2017; Waskita, 2017a). 

Politicians and national figures were divided. Those that supported Ahok mentioned 

that Ahok had succeeded in creating positive changes through his education and health 

policy for Jakartans, particularly the grass root through “Kartu Jakarta Pintar” (Jakarta 

Smart Card) and “Kartu Jakarta Sehat” (Jakarta Health Card) (Destryawan, 2017; Ikbal, 

2017). 

This year marked the fall of Ahok, as he lost in the second round of the 2017 Jakarta 

gubernatorial election. Moreover, Ahok was found guilty of blasphemy and sentenced to 

two years in jail in May 2017. Despite of his label as a ‘blasphemer’, thousands of flower 

bouquets were sent from his supporters worldwide, and they flooded the parking lot of 

the Governor’s Office of Jakarta to the point where no car could park there (Azizah, 

2017). 

4.5.7 Document Analysis Summary: Ahok 

The themes collected about Ahok are discussed below. 

4.5.7.1 Strict, Straight-Forward and Arrogant Leader 

Throughout the five year time frame, Ahok consistently maintained his reputation 

as strict, straight-forward, and more often rude in his communication style. Some groups 

labelled him as an arrogant figure. Nevertheless, these characters became part of Ahok’s 

uniqueness and his identity. The articles indicated that Ahok was aware of these 

personality traits and that he often made scenes and controversies in public that 

demonstrated his temperament. However, these controversial characteristics appeared to 

become one of his sources of support from the citizens, as Ahok proved to be able to make 

changes in Jakarta. 

4.5.7.2 A Law Adherent and an Anti-Corruption Figure 

Based on the articles, Ahok’s anger was mainly triggered due to those who 

attempted to manipulate or bypass the law to pursue their own agenda, be they citizens, 

colleagues, subordinates, or fellow politicians. Furthermore, on many occasions, Ahok 

often implored the citizens to abide and understand the law to create a better society. 
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Ahok’s commitment to eradicating corruption was proven when he was awarded the 

prestigious Bung Hatta Anti-Corruption award. 

4.5.7.3 An Approachable Leader That Value Citizens Engagement 

The findings indicate that Ahok maintained his approachability to the citizens 

throughout the designated timeframe. For example, he repeated his method of giving his 

personal contact information to citizens in the 2012 gubernatorial election, which he had 

also done in Belitung election. Furthermore, Ahok retained his citizens’ engagement by 

having daily meeting with citizens in front of his office to listen to their pleas and 

complaints. He also often undertook inspections around Jakarta to see the actual 

performance of government staff and citizens’ satisfaction. 

4.5.7.4 Government Staff and Bureaucracy Reform 

There were consistent findings that indicated that Ahok made major improvements 

as well as breakthroughs in bureaucracy. He also transformed the staff mindset to be more 

focused on serving the citizens, which resulted in increased productivity through his 

policies. Moreover, Ahok often provided public statements that the sole purpose of 

government staff was to serve the citizens.  

4.6 DOCUMENT ANALYSIS: RISMA 

No article was found in 2012, three articles were found in 2013, three articles in 

2014, four articles in 2015, 10 in 2016, and five articles in 2017. 

4.6.1 Risma in 2012 

No articles were found that matched with the search criteria. 

4.6.2 Risma in 2013 

Two articles were found for this year. The first article explained how Risma had 

succeeded in bureaucracy reform compared with other leaders (Sasmita, 2013).  

Only a few amongst the regional leaders have managed to create a positive 

change, and Risma was amongst these few. Risma is an extraordinary figure, she 

is a down-to-earth woman who did [sic] not really care about physical 

appearance, [is] straight-forward, humble, and very honest, although the media 

did not blow her up (publicize about her enough). (Zuhro, cited in (Sasmita, 

2013). 

The second article discussed how she had a vision to establish a servant mindset in 

the government staff (Listyanti, 2013). Risma had a habit of walking around in Surabaya 
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inspecting city conditions and interacting with the citizens. One day during her walk, 

Risma fired her newly appointed adjutant after seven days of work because the person 

was not eager to pick up rubbish on the street.  

4.6.3 Risma in 2014 

In this year, Risma maintained her reputation as a leader who served the citizens, 

and was seen as a hope for Indonesia (Latif, 2014; Putri, 2014; Yoni, 2014). 

I’ve never met her, never even had a handshake with her before. Although I 

always follow her progress. I think she is a figure who represents a true leader 

that serves the citizens and is capable in [sic] making actual changes. Addie MS, 

national figure and a musician (Putri, 2014). 

Risma was invited to the annual meeting of International Monetary Fund and World 

Bank, where she was appointed the keynote speaker for the topic of good governance 

(Yoni, 2014). She mentioned that good governance could only be realised when the 

citizens basic needs were first fulfilled, and through inclusive approaches. She further 

stated: “The voice of the citizens is the voice of God that have [sic] to be listened [to], 

and the only purpose of politics is to serve the citizens, not serving politicians”.  

4.6.4 Risma in 2015 

Risma proved her commitment to serving the citizens based on major events in 

2015. The first was the Air Asia flight QZ8501 accident on the 28th December 2014, 

Surabaya-Singapore, where no survivors were found from the 162 people aboard. Risma 

stayed at the site for a long time and spent a few days at the Juanda airport in Surabaya 

consoling the families of the victims and helping them with administration (Praditya, 

2015). Despite her full agenda of blusukan for that week, Risma spent so much time going 

to the crisis centre that she almost collapsed due to fatigue. It was later revealed on 1 

January 2015, that she went home at 3am after monitoring the New Year celebration, and 

by 6am she was already at Sumbarejo, West Surabaya to inspect the broken sluice gate 

that caused floods at the border of Gresik (Khotib, 2015). 

Empathy and sympathy to the victims of disaster (of Air Asia accident) have to 

be prioritised. Despite my main duties as a mayor, my empathy as a human being 

for the affected families is far more important. (Mayor Risma in a response to the 

journalists for the Air Asia accident) (Praditya, 2015). 
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In September 2015, Risma was invited to attend the 68th celebration of Women 

Police in Surabaya. The Police Chief Commissioner, Yan Firti, commended Risma by 

saying she was a good role model during her speech: 

Risma is a figure that is dedicated to work, she [has] become phenomenal and [is] 

an inspiration to [the] women of Indonesia, and even worldwide. All of the police 

women have to follow her as a role model in working and in serving the citizens. 

(Priyonggo, 2015). 

 At the end of the year, Risma received the prestigious Bung Hatta Anti-Corruption 

Award. She won the award due to her clean track record, transparent governance, and 

contribution to eradicating corruption. Her innovation with the e-procurement program 

succeeded in preventing corruption, and she managed to create an integrated bureaucracy 

system that resulted in increased effectiveness and efficiency (Sawitri, 2015). She 

invented an e-procurement program in 2002 that made her the first government staff 

member to apply this system in Indonesia (Sawitri, 2015). 

2015 also marked the year where Risma won the mayoral election of Surabaya 

again as an incumbent (Dewi, 2017). 

4.6.5 Risma in 2016 

Risma maintained her reputation as a leader who served (Zainal Effendi, 2016; 

Mahendra, 2016; Rahman, 2016), and she consistently urged her staff to always be 

committed to serve the citizens (Zaenal Effendi, 2016; Wijoto, 2016). Furthermore, an 

article discussed how Risma matched the characteristics of leadership by Jim Collins, 

saying that Risma combined personal humility and personal drive in her leadership 

(Sadewo, 2016). With her innovation for bureaucracy, an article referred to how the rising 

star, Yoyok Rio Sudibyo, the regent of Batang claimed that he learned how to serve the 

citizens through bureaucracy from Risma: 

I am not one of the smartest, and I started this duty without adequate knowledge 

of bureaucracy and governance. Therefore, I went to Risma to learn about e-

procurement systems, and after the inauguration, I went to Jokowi to learn about 

the integrated one door system. (Purbaya, 2016). 

Due to her success in reforming bureaucracy, her clean track record, and proven 

commitment to serve the citizens, Risma was seen to be capable as a candidate for the 

2017 Jakarta gubernatorial election. Several political parties, including her party, PDIP, 
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and community groups were willing to support her to run against Ahok in Jakarta 

(Firdaus, 2016). 

The rest of the articles found in this year repeated Risma’s qualities as a leader who 

served the citizens. 

4.6.6 Risma in 2017 

An article exposed Risma’s unique habit of whenever a massive rainfall occurred 

in the flood prone city of Surabaya, Risma would stop her activity, even in an ongoing 

press conference, and would ask permission from the audience, go outside, stick her hands 

together and say a prayer, ignoring the press that were busy taking photographs of her 

(Effendi, 2017). Risma said: 

I just pray so that nothing will happen (to the citizens). I trust that there are three 

conditions that will make prayers [be] granted. Prayers from those who are 

suffering, those who are faithful, and leaders that pray for the safety of their 

citizens. (Effendi, 2017) 

In February 2017, Risma visited the Facebook headquarters in Menlo Park, 

California to form an agreement and joint programs. During this visit, Risma suggested 

to the Facebook representatives that she wanted the people of Papua in East Indonesia to 

also benefit from Surabaya’s success in public participation based economic growth 

programs (Faizal, 2017b). The representatives then commended Risma for also looking 

after the people from outside of her city. Risma had a close relationship with the people 

of Papua, with locals giving her the nickname of “Mama Papua” and “Mama Risma”. 

Despite differences in religious views and race, Risma claimed: “Everything is given, it 

is preordained, and we cannot do anything except accept it.  Despite of this, every citizen 

of Indonesia deserves to have the same rights.”  

In early and mid 2017, Risma was engaged with the anti-corruption and bribery 

campaigns of her staff. She implored them to not be tempted by money and stated that 

heavy sanctions would be given if her staff were proven to be involved with corruption 

(Prasetyo, 2017). Risma expressed that she had already raised the wages of government 

staff higher above the standard, and if the government staff still felt that their 

remuneration was inadequate, she implored them to resign (Ardianto, 2017). Risma stated 

that the fundamental role of being a public servant was working to serve the citizens, not 

for wealth and position (Faizal, 2017c). 
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The articles found in this year indicated that Risma maintained her commitment to 

serve the citizens and asking the government staff to have the same mindset. 

4.6.7 Document Analysis Summary: Risma 

The themes that emerged from the articles about Risma are discussed below.  

4.6.7.1 The Caring Mother  

The documents analysis results showed that Risma consistently demonstrated a 

motherly nature and caring attitude to the citizens. These findings were supported by her 

daily habits and unique behaviours for the sake of the citizens. During emergencies, 

Risma would accompany and console the citizens in getting through their hardship, most 

often ignoring her own physical condition. She did not differentiate from the citizens and 

was even well known in Papua as “Mama Risma” according to the findings.  

4.6.7.2 Bureaucracy Reformer and Anti-Corruption Figure 

Amongst many breakthroughs made by Risma, the one that created the most 

significant impact in the government was the implementation of an e-procurement system 

to prevent corruption in the government. Risma won many awards because of this system. 

Her commitment in eradicating corruption was consistent through the years. In addition, 

there were consistent findings that evidenced Risma’s success in transforming her staff’s 

attitudes to be more dedicated in serving the citizens. Risma imposed strict laws for her 

staff and would not hesitate to give them heavy punishments should they be involved in 

corruption. Furthermore, Risma’s commitment to getting rid of corruption in the 

government was awarded with the Bung Hatta award, a prestigious award for a public 

figure known to have a clean track record and be free from corruption.  

4.7 LEXIMANCER ANALYSIS RESULTS 

The concept maps were generated using Leximancer software. As mentioned 

previously, Leximancer concept maps provide an automated procedure that computes the 

distance between each theme or term it identifies and presents the results in a two-

dimensional spatial representation that is particularly useful in thematic analysis 

(Grimbeek et al., 2004). Grimbeek et al. (2004) stated that the dominant themes are 

evident from its hot and cold colours, with red indicating the strongest theme and blue the 

weakest theme. 
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This section begins by discussing the concept map for Jokowi, followed by maps 

for Ahok and Risma. Information relating to theme co-occurrences is provided under the 

‘hits’ section. 

4.7.1 Leximancer Results: Jokowi 

The Leximancer output indicated six dominant themes in Jokowi’s concept map 

(see figure 3). Translated to English, the top theme was “Jokowi” followed by “leader” 

(pemimpin), “style” (gaya), “different” (lain), “Solo”, and “DKI”. DKI stands for Daerah 

Khusus Ibukota or special capital city region, which stands for Jakarta, the capital of 

Indonesia.  

The central concept “Jokowi” directly connects with the concept “satu” (one), 

“perubahan” (changes), “warga” (citizens), “Jakarta” and “baru” (new) from the main 

concept “Solo”. This overlapped with the second main theme, “gaya” (style) and was 

directly connected with the concepts of “politik” (politics), “dilakukan” (conducted), 

“blusukan”, “langsung” (direct). The main themes Jokowi had the closest relationship 

with were “gaya” (style), “pemimpin” (leader), and lesser themes such as Solo and DKI 

(Jakarta) intersected with these themes. 

The third strongest theme, “pemimpin” (leader), had the same main node and was 

directly connected and closely aligned with “melayani” (serving) and “pelayan” (servant). 

This confirms that the search criteria on Google and the quantity of articles found about 

Jokowi (44 articles) suggested that Jokowi had an image and reputation as a servant 

leader. The “pemimpin” (leader) node also connected with “publik” (public), “rakyat” 

(citizens), and “seorang” (a person), indicating that the word “pemimpin” was used 

frequently along with these nodes. Furthermore, the “pemimpin” node and theme directly 

connected and intersected with the “lain” (different) theme and node, which suggests that 

Jokowi was a different kind of leader based on the online news articles. 

The Leximancer output confirmed Jokowi’s servant leadership as a dominant theme 

based on its position in the centre, and its red colour. Leximancer also indicated his 

communication style to be the main theme, which highlighted direct approach and 

blusukan as his uniqueness. Jokowi’s achievements in Solo were also seen as one of his 

main themes. 

The online articles found for this study also suggested that his communication style 

appeared to be a powerful attribute that shaped his identity and originality as a reformist, 

as it appeared frequently in the online news. This suggests his unique direct engagement 
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style contributed to the development of his image as a reformer, since this unique style 

was constantly discussed in articles about him as a leader whose perceived to be 

successful in serving the citizens. The media may have had a significant role in shaping 

Jokowi’s identity through the news to the public, as they often appeared during Jokowi’s 

impromptu visits and publicized what he was doing during his direct engagements. 

 

Figure 3. Leximancer results: Jokowi 

4.7.2 Leximancer Results: Ahok 

Ahok Leximancer results ( see Figure 4) indicated that he had strong connections 

with his vice governor candidate, Djarot, and Jokowi. The unique themes that appeared 

on his map were “birokrasi” (bureaucracy), which is closely aligned with “baik” (good), 

and these nodes were connected to “sistem” (system) and “pelayanan” (service). The third 

major theme “warga” (citizens) was also directly connected with “melayani” (serving) 

and the second major theme “Jakarta”, and with “Basuki”, which is Ahok’s real name. 

This suggests that the online news collected in this study emphasized that Ahok’s success 
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in serving the citizens was mainly contributed by his bureaucracy reform in Jakarta. The 

“baik” (good) node was also a major theme, which further confirms this fact, as it 

connected with “satu” (first or one) and “tahun” (year), indicating Ahok’s first year as the 

governor of Jakarta was perceived as good by the online news. This was evident from the 

“Jakarta” theme as the central theme on the map, which directly connected with citizens 

(“rakyat” or “warga”), and the citizens node further connected to words such as service 

“pelayanan” and bureaucracy “birokrasi”. 

The “korupsi” (corruption) node also appeared in Ahok’s theme. This suggests that 

his anti-corruption movement was acknowledged by the media as it appeared as a theme, 

and no article found him to be corrupt. There were also similarities with Jokowi’s 

Leximancer results, where the main Ahok node directly connected with the “lain” 

(different) node. The “langsung” (direct) node connected with “rakyat” (citizens) and 

“pejabat” (official) in the Jakarta theme, confirming the findings of how he often engaged 

with the citizens of Jakarta. 

The Leximancer results suggest that Ahok’s servant leadership themes stemmed 

from his successful bureaucracy reforms in Jakarta, despite not finishing his full tenure 

as the governor of Jakarta.  His direct engagement with the citizens appeared to be other 

themes that were significant in forming his reputation as a servant leader. 
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Figure 4. Leximancer results: Ahok 

4.7.3 Leximancer Results: Risma 

Risma’s concept map (see Figure 5) circled around the words “kerja” (work), 

“membangun” (developing), “pemerintahan” (government), Surabaya, and Indonesia. 

The main theme for each concept maps included “Risma”, “rakyat” (people), “pemimpin” 

(leader), “pejabat” (officials), and two minor nodes of “Jakarta” and “lain” (different). 

The keyword “melayani” (serving) appeared in the main concept map and was directly 

connected with the words “rakyat” (people) and “masyarakat” (civil society). It also 

connected with “baik” (good or satisfying in this context), which suggests that she 

succeeded in improving the public service of the government of Surabaya.  

The analysis confirmed that Risma’s articles indicated that she had a reputation as 

a leader that had succeeded in serving the citizens. The articles referred to her as someone 

who was successful in working to improve the bureaucracy of the city of Surabaya and 

combating corruption. Similar to Ahok, she was awarded the Bung Hatta Anti-Corruption 
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award and was the favourite candidate to run for the Jakarta gubernatorial election, the 

second most prestigious election in Indonesia. 

 

Figure 5. Leximancer results: Risma 

4.7.4 Leximancer Analysis and Qualitative Studies Conclusion 

The Leximancer results and analysis further confirmed that the three leaders 

possessed the image of servant leaders based on the concept maps. The concept of serving 

the people was the main theme for each leader, moreover, the online news articles 

described how the three leaders created reputations as servant leaders. The 10 elements 

of servant leadership (Greenleaf, 1977) can be seen from the leaders’ behaviour and 

approaches. 

The three leaders were known as servant leaders due to their achievements in 

reforming government bureaucracy during their tenures. The successful reform results in 

increased public service quality thus the leaders’ dedication to serve the citizens was 

demonstrated. These achievements indicate their commitment to improve the condition 

of the people and the community by improving the government quality of services. Their 
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success in making reforms further suggest that the leaders have adequate 

conceptualization and good foresight. Moreover, their anti-corruption attitudes suggest 

that they have strong awareness with the current condition of Indonesia particularly with 

the corruption remain unsolved. 

The leaders were known as the kind of leaders that often engaged directly with the 

citizens. The direct engagement they conducted may strengthen their stewardship, 

awareness, willingness to listen and empathy attributes.  On various occasions, they also 

declared that a leader must serve the citizens instead of demanding to be served. These 

characteristics resulted in them being perceived as different kinds of leaders, which made 

them stand out amongst mainstream politicians. Thus, the document studies and articles 

pinpointed the main themes for the three leaders’ servant leadership style which are anti-

corruption persona, successful reforms through implemented programs and high rate of 

citizens engagement. 

The online media articles pinpointed the dominant theme for each leader. Jokowi’s 

concept map suggested that his uniqueness lay in his communication and engagement 

styles. Ahok stood out with his bureaucracy reform in Jakarta and his engagement with 

the citizens. Similarly, Risma was known for her success in Surabaya bureaucracy reform. 

4.8 CONCLUSIONS 

This chapter presented the results of the qualitative study using document studies 

from 2012-2017 based on the cases of Ahok, Jokowi, and Risma. Specifically, this 

method was designed to assist in answering the first secondary question: Do voters see 

Jokowi, Ahok and Risma as servant leaders and political outsiders? If so, how? as a part 

of study to answer the primary research question: How do voters’ perceptions of servant 

leadership and political outsiders affect brand personality as political leaders’ image, 

and subsequently influence their brand trust? 

The articles search resulted in 44 articles about Jokowi, 43 articles about Ahok, and 

25 articles about Risma, and were further analysed using Leximancer. The document 

analysis results indicated that Jokowi, Ahok, and Risma each had a proven track record 

as a servant leader. The analysis noted similarities between the leadership styles of 

Jokowi, Ahok, and Risma, as discussed below.  

4.8.1 Proven Commitment to Serving the Citizens 

As mentioned in the articles, typical regional leaders in Indonesia make many 

promises during their political campaigns; however, few realise these promises, most 
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forget about them once they have won the election. However, Jokowi, Ahok, and Risma 

proved their commitment to their programs and approaches to the citizens, even after they 

gained power. This became the main reason for their rise to the national level and a 

primary source of support from their voters. 

4.8.2 High Level of Citizens and Staff Engagement 

The three nominated leaders maintained high frequencies of interactions with the 

citizens. The meetings with citizens were proven to be not for marketing purpose, like 

typical leaders do in political campaigns, but rather moments to listen to citizens pleas, 

complaints, and involve them in creating solutions. The leaders also provided means to 

contact them, and fast responses to the citizens. Jokowi and Ahok even gave their personal 

numbers to the citizens. The impact of citizens’ engagement was evident from the 

programs made by the leaders, where they were able to satisfy the citizens’ needs. 

Risma went a bit further in expressing her commitment to serving the citizens, such 

as making a daily patrol to collect rubbish. In some cases, she even postponed a media 

conference in the middle of a big rainfall to say a prayer so that the citizens of Surabaya 

would be safe. 

Moreover, the leaders often conducted inspections without prior notification to see 

the actual performance of government staff and the citizens conditions. This may have 

contributed to staff productivity, as staff would not want to be caught being unproductive. 

4.8.3 Increased Staff Productivity Through the Transformation Government Staff 

Mindsets  

As recorded in the articles, there was a stigma where government staff and officials 

could abuse their authority and exploit citizens instead of serving their needs. The three 

leaders proved successful in transforming government staff mindsets into serving the 

citizens. Staff increased productivity and commitment to the citizens. Jokowi and Ahok 

provided an extra performance based allowance, whilst Risma increased staff 

remuneration to boost productivity. 

4.8.4 Bureaucracy Reforms/Innovations Through New Programs and Policies 

The three leaders were shown to have made breakthroughs in policies that improved 

bureaucratic effectiveness and the quality of service for the citizens. One of Jokowi and 

Ahok’s biggest achievements was the implementation of a new integrated service called 

“Pelayanan Terpadu Satu Pintu” (One Gate Integrated Service). Risma developed an e-

procurement system that was copied nationwide due to its effectiveness in eliminating 
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corruption in procurements. They also made efficiencies in and cut down the waiting time 

for services.  

4.8.5 Clean Track Record and Anti-Corruption Practices 

The leaders had proven clean track records, they also demonstrated stances to 

eradicate corruption from their practices and policies. They were also known to be strict 

with staff that were proven to be involved with corruption.  
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Chapter 5: Findings - Interviews 

5.1 INTRODUCTION 

This chapter presents the interview results and analysis of how participants defined 

Jokowi, Ahok, and Risma as servant leaders and political outsiders.  

This chapter first provides details on the demographics of the interviewees. The 

section continues by exploring the general characteristics of servant leadership from the 

participants’ perspectives. Obtaining the participants’ perspectives regarding the general 

definition of servant leadership was fundamental due to the limited research on the 

application of servant leadership in a political context, which is one of the main 

contributions of this research. The collected perspectives were compared with 

Greenleaf’s (1977) definition of servant leadership to determine the similarities and 

identify any differences in political context application. The general definition of servant 

leadership from participants’ perspectives is then reported, followed by their opinions 

(agree or disagree) regarding the Greenleaf’s (1977) 10 indicators of servant leadership. 

Participants’ perceptions of Jokowi, Ahok, and Risma as servant leaders and political 

outsiders are then discussed before advancing to the analysis section. The chapter 

conclusions are then presented based on the uniqueness and similarities of findings and 

analysis from the interviews. 

5.2 INTERVIEW RESULTS 

The interview results explored how Jokowi, Ahok, and Risma each fit the criteria 

of a servant leader and political outsider based on the participants’ perspectives. 

Additionally, the interviews also gathered public perceptions about a general definition 

of servant leadership and opinions about Greenleaf’s (1977) 10 indicators of servant 

leadership by. Furthermore, participants’ perceptions of the concept of political outsiders 

and its phenomenon in Indonesia were also explored. The data collected about the concept 

of political outsiders in Indonesia in this study were used to generate the survey scales 

about political outsiders for Study 2. The interview participants are listed in Appendix H 

with a total of 22 participants. 

The researcher conducted initial interview to ensure that the interview questions 

were effective to obtain data to answer the research questions. This interview was 

conducted with Douglas Pasaribu (marked with an asterisk in the table above), a senior 
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politician from the National Democrat party as the participant. During the mock 

interview, the researcher discovered that it was difficult to translate the term “political 

outsider” into the Indonesian language. Therefore, the term political outsider was 

maintained in English through the whole interviews process and mentioned after 

explaining the term and receiving the participants’ perspectives about this phenomenon.  

The interviews reached saturation with 22 participants. Saturation is reached when 

no new information is obtained from the interview (Mason, 2010). As mentioned in 

Chapter 3, following the participants’ name, a code number is provided to identify the 

sample group. Number 1 represents political experts (academics or politicians), 2 the 

media journalist group, 3 is the staff or former staff of the nominated leaders, and 4 the 

general voter group. 

5.3 GENERAL CHARACTERISTICS OF SERVANT LEADERSHIP FROM 

PARTICIPANTS’ PERSPECTIVES 

The interviews explored the general characteristics of servant leadership in a 

political context from the interviewees’ perspectives. The themes were derived from the 

most mentioned themes.  The servant leadership characteristics identified by participants 

are discussed below.  

5.3.1 Understanding Citizens’ Needs and Responsiveness to Solving Their 

Problems 

Servant leadership is a leadership that focus[es] to fulfil the peoples’ needs to 

achieve public satisfaction. Citizens are always the main consideration when 

making programs and policies. (Eben, Surya journalist) 

 

A leadership style that allows leaders to understand the citizens’ needs. The 

citizens then can feel the presence of their leader, since the leader was able to 

solve their problems. (Kuswanto, academic and head of the Democrat party, 

Surabaya branch) 

 

Servant leaders are the kind of leaders that [are] able to provide solutions to [sic] 

the citizens. These solutions was [sic] evident from the policies and programs 

they make for the people. (Giri Taufik, local citizen of Jakarta) 

These themes were most mentioned by participants. In the national or regional 

leader context, the true commitment of a servant leader to serve the people is 

demonstrated by the impact of their programs and policies for the citizens. Particularly 

regarding how these programs have managed to be the solutions to the citizens’ problems. 
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The findings also suggested that leaders must understand the actual conditions, and the 

citizens’ needs and the problems they have before leaders can design effective programs. 

This also reflects whether leaders truly care about citizens’ wellbeing.  

A few participants suggested that the leaders’ budget spending on their programs 

could reflect the leader’s commitment to citizens. If leaders had good programs for the 

citizens but a low spending rate on those particular programs, then the leader’s 

commitment to serve the citizens may be questioned. 

A servant leader has to know the objective conditions of the citizens, not just the 

macro aspects but also the details. Therefore, the leader will be able to see the 

connectivity between problems. Since the servant leadership here is in 

government context, the leader then must design programs that will be able to 

solve these problems. When the leader has developed programs, the next step is 

to create budget policies. These budget policies are the actual evidence that the 

leader’s governance truly intends to solve problems within the citizens. Low 

budget spending in programs that side with the people may indicate that the 

government was not very committed with their commitment to serve the citizens. 

(Awi, Surabaya Regional House of Representative) 

 

Programs and policies made by the leaders indicate their commitment in serving 

the citizens. If these do not side with the citizens’ needs, then we can question the 

leaders’ intention to serve the citizens. If they have good programs but low budget 

spending rate, then again we can also question why they did not use their funds 

effectively to support these good programs. (Krisiandi, Kompas.com journalist) 

 

If we look at the current rising stars (referring to the rise of new regional leaders) 

now in all over of Indonesia, we can see how these leaders know what they are 

doing. What kind of programs should be implemented to the citizens and they can 

plan effective budget plan for these programs. (Ulin, Jokowi former staff member 

and Ahok campaign staff member) 

According to the findings, government budgeting can be used as a measurement of 

how committed leaders are to solving problems. A low budget can indicate that the 

government did not intend to solve the problem in a related area or does not have the 

capacity to solve these problems. Therefore, government budget spending can be used as 

an indicator of an effective servant leadership indicator in the government context. 
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There were consistent findings amongst the participants that servant leadership is 

the style of leadership where the leader’s presence can be felt by always being responsive 

to the citizens’ needs, particularly during hard times. The leader would be able to motivate 

and inspire the citizens simply by being present. However, their presence should not just 

be in the form of physical attendance but also in the form of policies and programs for 

the people. Citizens will remember leaders who create good programs that are able to 

solve their problems. In addition, a servant leader should have high awareness and be 

responsive, particularly in sensing the emergence of aspirations from the citizens and be 

able to facilitate the citizens’ needs from these aspirations. Servant leaders need to be able 

to provide swift responses to the people, as this reflects their commitment and whether 

they care to the citizens. This includes the leader’s awareness of the citizens’ general 

needs. Kuswanto (1) gave an example such as during Ramadhan9, the price of daily needs 

may have a significant spike due to the citizens high demand and low supplies. A servant 

leader will be aware of this and be able to anticipate this situation due to the leader’s 

responsiveness. They may come up with creative solutions, such as importing produce or 

having the produce sent from Muslim-minority regions in Indonesia. Most participants 

agreed that responsiveness was the fundamental criterion of a servant leader. 

A servant leader has to be quick to sense and response [sic] to aspirations from 

the people. The leader did [sic] not need a long time to act, and people do not 

need to wait for a long time as well. People will suffer if they have to wait for a 

long time and if they are left hanging in uncertainty. People are always in need 

for a [sic] certainty. (Arif An, Head of Karang Taruna, Surabaya) 

 

In society, there are always good and bad aspirations. A servant leader can sense 

the emerging aspirations from the citizens, and they can swiftly respond to 

facilitate these needs. Good aspirations will need to be facilitated and it will lead 

to increased productivity on [sic] the citizens. While bad aspirations can be 

quelled before it [sic] leads to bigger problems. This is how being responsive is 

a fundamental character for a servant leader. (Abdul Hakim, Antara News) 

 

The presence of a servant leader would inspire and motivate the citizens, and it 

would indicate that the leader does put citizens as the main priority. Therefore, 

citizens would always seek the leader knowing that he/she would be able to 

 
9 The holy month for Muslims where they are required to fast. At the end of the month is Iedl Fitr, the day 

where fasting ends with celebrations, mostly involving feasts and family gatherings. There are different 

ways of spelling this event. Usually, it is either Idul Fitri or Eid-ul Fitr. 
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provide them with solutions. These presences [sic] are not just physical presence, 

it [sic] can also be in intangible forms, as in the form of successful policies toward 

citizens. (Kuswanto, Regional Branch Leader of the Surabaya Democrat party) 

Respondents also provided examples that being responsive could be reflected 

through direct engagement by leaders. During emergencies, such as when natural 

disasters or big scale accidents occur, the presence of a leader who directly engages with 

the affected citizens could increase morale. Direct engagement was also seen as a way to 

improve the relationship between leaders and citizens according to the participants. 

When massive floods occurred in Surabaya, the people knew that Risma went 

straight to the affected areas. She was there at 11PM, and by 4AM she was already 

there again. This made the people aware that the government was doing all they 

can [sic] to stop the problem and assist the people. (Didik Prasetyono, PDIP 

politician) 

 

The successful leaders in serving the citizens like Jokowi, Ahok, and Risma went 

straight to engage with the people. They did not use intermediaries and they do 

not hesitate to mingle with the citizens. They have good relationships with the 

citizens, and they struggle along with them. (Novri Susan, local citizen of 

Surabaya) 

 

Being a servant leader means always being there for the citizens. They nurture 

the people and often engage with them. (Rani, Surabaya Mayor’s Office staff 

member) 

Most participants agreed that servant leaders must be able to demonstrate capability 

in providing solutions to the citizens. This leader would not just have visions, but also the 

ability to execute and realise their visions to solve the citizens’ problems and satisfy their 

needs. 

There are leaders who have visions but struggle in realising their vision. There 

are also those that can work but did [sic] not really possess visions. A servant 

leader would have [a] balance between visions and capacities to execute and 

realise their programs. (Giri, law expert at the Centre of Law and Policies Studies 

of Indonesia) 

 

Servant leaders are those that are capable to provide [sic] solutions to the citizens 
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through their programs under the corridor of law. (Rian Ernest, former legal 

specialist of the Jakarta Governor’s Office) 

5.3.2 Stewardship  

The most important part about being a servant leader is [that] he or she must have 

an understanding that they were given power and authorities [sic] as a 

government official for the sole purpose of serving the citizens. Most often they 

(the leaders) have forgotten about this fact once they have tasted power. They 

began to oppress people, and did [sic] not give choices to the people except to 

follow their will. (Tony,  Jakarta citizen) 

 

[A] servant leader is a leader that is being [sic] favoured by the citizens due to 

their personalities that put themselves as a servant for the citizens. For example, 

they are being [sic] responsive when problems emerge. (Aditya, Surabaya citizen) 

 

Servant leadership begins with a character of honour, a character to serve the 

people. The leader works only for the sake of the citizens. They did [sic] not 

pursue their own agenda despite the authority they possess. (Douglas Pasaribu, 

National Democrat party politician) 

Most participants mentioned that leaders should position themselves as a servant to 

the citizens. This is in accordance with the servant leadership criteria (Murari & Gupta, 

2012; Sendjaya & Pekerti, 2010). Leaders should perceive the authority or power they 

possess as a symbol of trust from the citizens to fulfil their hope, not to abuse the power 

given to them and demand to be served or pursue their individual agenda. Furthermore, 

as a steward who knows about the characteristics and qualities of his or her followers, a 

servant leader can promote collaboration and make their subordinates and the people 

work together effectively. 

To be a servant leader you need the quality such as how to manage people, you 

have to care about the people that you lead. Servant leaders should also possess 

good integrity or people would reject them as a leader. (Edwin, local citizen of 

Jakarta and Surabaya) 

A servant leader should use persuasive approaches to engage with problems. They 

should not just give commands or instructions but rather attempt to instil collaboration 

and be inclusive to solve problems. Their focus should be “How can we work together to 

solve these problems?”. 
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It is not about “I am telling you to do this and you should do that, the rest of the 

people do this”. It is more about how to make people able to work together. 

(Ariyatmoko, Risma staff member at the Mayor’s Office, Surabaya) 

 

It is about being a good leader and a bad leader. [A] good leader can persuade 

people to work together, while bad leaders oppress and pressure their 

subordinates to do their bidding. (Richard Saerang, local citizen of Jakarta) 

5.4 COMPARING PARTICIPANTS’ PERSPECTIVES WITH GREENLEAF’S 

(1977) CRITERIA FOR SERVANT LEADERSHIP  

Before being guided by the 10 indicators of servant leadership (Greenleaf, 1977), 

participants were first asked about their own opinion of servant leadership. The main 

element mention by participants was responsiveness to peoples’ problems. All 

respondents agreed with Greenleaf’s (1977) 10 indicators of servant leadership. A small 

number of participants also suggested additional elements to be to the indicators: 

“keberpihakan”, which translated to English means ‘taking sides’. In this context, it 

means supporting the vulnerable members of the society (Giri, 4). The other criterion was 

that a servant leader should be capable of making a positive impact or transformation 

(Awi, 1).  

It is imperative for a servant leader to prioritize the vulnerable parts of the society. 

Us [sic] who lead a normal life do not really need to be served, since we already 

have the general system to facilitate our needs. Although the least fortunate, I am 

talking about those with disabilities, those who came from low-socioeconomic 

backgrounds, they do not have such systems to accommodate their general needs 

yet (in Indonesia). (Giri, law expert at the Centre of Law and Policies Studies of 

Indonesia and local citizen of Jakarta) 

Giri (4) stated that a servant leader must make vulnerable people a priority, which 

in this context referred to those with disabilities or those living in poverty. Approaches 

and policies applied to the grass roots or low-level socio-economics background and 

people with disabilities would have to be tailored. Greater priority should be given to 

those from the grass roots, as they are vulnerable compared with the upper level of 

society. 

In my opinion, we need to add positive transformation as the main indicator of 

servant leadership. How was their (the people) condition before and after the 

leader implemented programs to measure the impact made by the leader. A true 

servant leader would make significant positive impacts to the people from their 
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actions and programs. (Awi, member of the Surabaya Regional House of 

Representatives) 

Awi (1) mentioned that servant leaders must be able to create transformation for 

society with their programs and solutions. According to Awi (1), Risma was able to 

provide access to clean water for Surabaya citizens at the ideal rate of 95% up from 80%. 

However, Tony (4) and Kuswanto (1) both highlighted the same idea, that in a 

political context, it would be hard to implement the concept of servant leadership because 

most often leaders would have to face political forces in the form of negotiation and 

pressure. Furthermore, Tony (4) claimed that there are always people who are unhappy 

with the policies or programs, no matter how beneficial these policies are for the majority 

of citizens, due to the complexity of needs amongst stakeholders. 

5.5 ANALYSIS OF SERVANT LEADERSHIP IN A POLITICAL CONTEXT 

Based on the findings, it can be concluded that Greenleaf’s (1977) 10 criteria of 

servant leadership were suitable for the political environment according to participants. 

Furthermore, respondents suggested that in a political context, the most fundamental 

criterion of servant leadership is responsiveness to citizens pleas. The leader’s 

responsiveness may reflect their knowledge of citizens’ needs and problems, as this 

allows them to provide a swift response. Alternatively, a leader who does not respond or 

is slow in providing a solution was evident as lacking in this particular knowledge. In a 

political context, leaders’ genuine intention to serve the citizens and solve their problems 

was evident from their budget spending in the areas that they promised to improve. If the 

budget assigned is low or the programs are not realised, this indicates that the leader is 

not wholehearted in realising their promise or in solving the citizens’ problems. The 

following sections discuss the perceptions of each leader as a servant leader and political 

outsider, starting with Jokowi, followed by Ahok and then Risma. 

5.6 JOKOWI AS A SERVANT LEADER 

Most participants agreed that Jokowi was a servant leader. Compared with Ahok 

and Risma, most respondents agreed that Jokowi had the highest degree of servant 

leadership. The findings about Jokowi as a servant leader are reported below, beginning 

with the theme most mentioned by participants. 
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5.6.1 Prevalent Infrastructure Development in Indonesia (through Nawacita) 

With his Nawacita, Jokowi provided massive development in infrastructures in 

East Indonesia. The areas that have long been neglected by the previous 

governments. There are more airports, roads, and harbors, which [has] made East 

Indonesia more connected with the other islands in Indonesia. Furthermore, the 

people over there (in East Indonesia) are being [sic] grateful to Jokowi since they 

do not have to pay triple times the price of gasoline, and after decades, their 

homes have finally been installed with electricity. (Eben, Surya journalist) 

 

I went to several areas such as Merauke, Jayapura, Saumlaki, Sorong, and Ambon 

(all in East Indonesia). During my visit, I noticed that the airports, seaports, and 

road conditions have been significantly improved and they looked much more 

presentable. These are other indicators of Jokowi’s commitment to serve the 

citizens. In just two and a half years he has already done so much for the people. 

He was able to fulfil the hope of the people and changed the previous Indonesia 

that was not ok. (Didik Prasetiyono, PDIP politician) 

 

One point that is listed in “Nawacita” is “to boost infrastructure development 

across Indonesia through development of regions including the rural areas”. 

Jokowi has done [sic] a great accomplishment with [the] development of the 

neglected parts of Indonesia, particularly the east side of Indonesia. This is how 

Jokowi has proven himself that he is still a servant leader, despite having the 

number one position in Indonesia. (Bandi, legal staff member at the Governor’s 

Office of Jakarta) 

Greater infrastructure development in Indonesia was mentioned the most during 

interviews. Prior to winning the election, Jokowi promoted his vision of “Nawacita”, a 

vision where he promised to accomplish significant development for the infrastructure in 

Indonesia to better facilitate the citizens and attract foreign investors. Most participants 

stated that during his presidency Jokowi had kept his promise, as he had completed many 

infrastructure projects in Indonesia. Indonesian citizens enjoyed their new roads, 

harbours, and airports. As the president, Jokowi’s commitment to serving the people was 

evidenced by the significant development of East Indonesia, which had long been ignored 

by previous governments. According to the interviewees, some towns in East Indonesia 

did not even have access to electricity. Moreover, the price of some commodities or 

materials like gasoline and cement could cost six to ten times the normal price due to the 

difficulties in access to obtain these resources.  
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Jokowi’s opposition criticized this vision, claiming that Jokowi had spent too much 

money and the national debt was too high. Despite the political disturbances caused by 

the opposition, Jokowi was able to fulfil his infrastructure promises. 

Awi (1), Eben (2), and Ulin (3) all stated that previous governments had increased 

prices, particularly in petroleum and electricity, resulting in resistance and major protests 

from the people. However, in Jokowi’s era, price hikes in these commodities did not cause 

major protests. Some participants mentioned that this may be due to Jokowi’s government 

being able to persuade people that the price hikes were necessary, particularly for the 

development of the East Indonesia, which had long been neglected. 

5.6.2 Past Achievements During Solo Tenure in 2005 

Jokowi has demonstrated genuine servant leadership since the start of his career 

as the mayor of Solo in 2005. The evidence can be seen in how he won the second 

election in Solo with a landslide of more than 90% of votes. He then advanced to 

Jakarta as governor, and now as our president. People knew which candidates put 

their heart to serve the people, and those that only do it merely for image 

purposes. (Ulin, former Jokowi staff member) 

 

Jokowi is a resemblance of Soekarno. He has demonstrated empathy in his 

leadership. A leadership that cares and always listens to the people. He became a 

president with only seven years of experience as a politician and a regional leader. 

His achievements and approaches in Solo managed to create a national buzz in 

Indonesia, and made the people put their trust in him. This is a prove of how the 

people of Indonesia see him as a genuine leader who serves. (Hariyadi, senior 

lecturer at Universitas Airlangga, and Jokowi staff member) 

 

Jokowi’s approaches since his tenure in Solo was unique and have reflected his 

sincerity to serve the citizens. His modesty has broken down the common image 

of a leader in Indonesia, where a leader was usually someone who fancy luxuries 

and demanded service from the citizens. (Edwin, Tribun journalist) 

Most participants implied that Jokowi’s servant leadership has been implemented 

and proven since he was the mayor of Solo in 2005. As a leader, Jokowi had given dignity 

to the people, particularly to those from the grass roots and he had treated people with 

compassion. This was indicated during the Klithikan (Banjarsari) market relocation issue 

in Solo, where he successfully relocated the market without conflict with the citizens. 

Jokowi succeeded in breaking the stereotype in Solo, as the market relocation did not end 
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in violence. Jokowi’s programs in Solo were also mentioned and seen as proof of his 

genuine form of commitment to serve the citizens. 

Jokowi’s achievements in Solo were deemed so phenomenal that citizens started to 

compare him to the late first president of Indonesia, Soekarno. Soekarno was known to 

be a charismatic leader who managed to unite Indonesia and led the nation to gain its 

independence in 1945 (Hering, 2002). Jokowi may have gained brand leverage from 

Soekarno, which provided a positive contribution to his political brand image. 

Most national leaders before Jokowi only cared about themselves, their political 

party, money, and power. But Jokowi is different, he is a new hope for the people. 

(Edwin (4), Surabaya citizen)  

 

Jokowi has proven himself not to engage in his own goals. He did not pursue 

wealth or creating a political dynasty in his family ranks. He is a true example of 

a servant leader. (Ulin, Jokowi staff member) 

Jokowi’s leadership was seen as unique and original, which is rare in Indonesia. 

Participants reported that Jokowi had proven his commitment to serve the people. He was 

seen as a figure that had a genuine intention to serve the people and as a new hope that 

was able to make actual changes in Indonesia and fulfil the citizens’ expectations.  

5.6.3 Jokowi’s Signature Approaches: Blusukan and Politik Meja Makan 

Jokowi [has] maintained blusukan since he was the mayor of Solo. He used this 

method again during the Jakarta governor period, and still retained the same 

method when he became the president by casually mingling with the citizens, like 

in local markets or other crowded places. Blusukan is already part of his brand 

and has proven to be effective to appeal toward the voters. (Eben, Surya 

journalist) 

 

During his early tenure in Solo, Jokowi responded to long time ignored 

complaints from the citizens and restarted neglected government projects. A lot 

of projects were finally completed, such as the construction of highway roads. 

During the relocation of [the] Klithikan market, the vendors there finally accepted 

Jokowi’s proposition and decided to agree with the relocation plan. This was 

because he has succeeded in facilitating the needs of citizens, maintaining 

communications with them through lunches and dinners. Jokowi knows how to 

treat people like humans, he gave dignity to the people, particularly the grass 
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roots. Unlike the typical politicians in Indonesia. (Ulin, former Jokowi staff 

member)  

 

Jokowi’s direct approaches to the people was [sic] evident in his ‘blusukan’. In 

Solo, he did not hesitate to engage and communicate with the citizens during the 

Khlitikan market relocation case. Jokowi patiently negotiated with them through 

several dinners and the stall holders have finally agreed to follow Jokowi without 

resulting in protests or violence, like what happened with the previous 

governments. (Novri Susan, local citizen of Surabaya) 

 

Jokowi’s blusukan was never been implemented by his successors. It was 

impactful to the people since the government has finally come to their senses to 

look for peoples’ actual condition and how their implemented programs were not 

effective. It helped Jokowi to design better programs and we can see the evidence 

now by how the people have come to love Jokowi. (Edwin, Tribun News) 

Most respondents mentioned Jokowi’s signature approaches in detail. These 

approaches were perceived as a form of servant leadership to the people, since this 

allowed Jokowi to listen to the peoples’ needs and demands. These approaches were 

“blusukan” or impromptu visits and “politik meja makan” or “dining table politics”. 

These approaches had been implemented since Jokowi’s tenure in Solo.  

Participants in this study believed that blusukan was the manifestation of servant 

leadership and empathetic approaches from Jokowi. Furthermore, Jokowi managed to 

eliminate the gap between government officials and citizens with this approach. Blusukan 

has been known as Jokowi’s signature approach since he became the mayor of Solo, and 

was believed to be the top quality that delivered him victory in the last presidential 

election in Indonesia. In addition, several participants elaborated how Jokowi 

implemented blusukan and politics of meja makan during the street market Klithikan 

relocation issue in Solo. Jokowi approached the street vendors by inviting them for lunch 

and dinner 49 times, until he proposed that he would relocate them to a new location. The 

street vendors did not reject this and decided to follow Jokowi without any resistance. 

Participants believed that these are Jokowi’s signature approaches since his predecessors 

have yet to apply these approaches, hence these were called Jokowi’s signature 

approaches. 
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5.6.4 Modest Man of the People 

The spirit of serving should be reflected in a leader’s appearance and gestures. 

Jokowi is a humble and modest figure who avoids luxuries. He was aware with 

[sic] the conditions of the people, with a big percentage of our people still living 

below the poverty line. On the other hand, if a leader favours luxury, then there 

is a tendency that this kind of leader would not serve the people. The leader will 

act like a king and would demand to be served instead. (Arif An, Head of Karang 

Taruna, Surabaya) 

 

Jokowi’s modest and humble image added to the success of his political brand. 

This was evident in the last presidential election, where his humble image was 

put in contrast with his rival Prabowo and it attracted more support from the grass 

roots. (Ali Sahab, senior lecturer at Universitas Airlangga)  

 

We can see that Jokowi has succeeded in creating a new trend, where a leader is 

humble and can casually interact with the citizens. He may also have proven that 

Indonesians value this character[istic] more. (Kuswanto, Head Branch of the 

Democrat party) 

Most participants explained that Jokowi was unique and phenomenal, he was seen 

as an anti-mainstream figure compared with the typical politicians in Indonesia. Jokowi 

had a personality that strengthened the peoples’ perception about him as a leader who had 

succeeded in serving the people. Most participants also mentioned Jokowi in public 

appearances, which strengthened his image as a modest figure. Unlike usual government 

officials, Jokowi was perceived as a figure who did not care about wealth nor a high-

profile status, he often appeared in public using local made apparel priced below 10 AUD, 

with no accessories, instead of wearing Rolex or other luxury brands. Jokowi’s humble 

appearance in public made a positive contribution to his image as a servant and 

representative of the people, particularly to the grass roots people. Jokowi’s humbleness 

was not just reflected in his appearances and gestures, but also in how he favoured direct 

engagement with the people, mainly through his blusukan.  

Jokowi’s ‘ndeso’ image has given him advantage during the whole of his political 

career. He was seen as someone who was not greedy to wealth and power. A 

leader who was shaped by the people and made for the people. (Edwin, Tribun 

News) 

 

Jokowi being ‘ndeso’ with his appearances and gestures indicates that he 
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understands the peoples’ conditions, particularly the grass roots, since he was 

once in their place before. This has made the people able to easily relate to him. 

(Hakim, Antara News) 

The word “ndeso” was also mentioned by the participants regarding Jokowi’s 

image. This word originated from the Javanese language and refers to a person who lives 

in the countryside and is not familiar with modern life. In Javanese and Indonesian 

culture, this term is mainly used to make a joke about or humiliate someone. Jokowi’s 

image of ndeso provided him with an advantage for his image according to participants. 

Jokowi was seen as a humble figure, with significant contrast to the mainstream leaders 

in Indonesia. This was the first time in the history of Indonesia that someone who is ndeso 

became the president of Indonesia. 

5.6.5 Jokowi: Bureaucracy Reformer 

For many years people have been questioning about the damaged roads across 

Indonesia. There were plenty of major projects like highway constructions [that 

have] become neglected for decades, that Malaysia even done [sic] their projects 

significantly faster than us. Although with the reign of Jokowi, these projects 

were back on track and were completed in relatively short times. Looking back 

when he was in Solo, the Banjarsari market relocation was smoothly done. The 

street vendors were happy, despite knowing that they were being evicted. The 

kids over there can go to school free of charge, and the people benefited from a 

health care program. In Jakarta, he continued his serving disposition with the 

successful relocation of illegal homes at the river bank. He also made ground-

breaking projects with the LRT (Light Rail Transit; Lintas Rel Terpadu) and 

MRT (Mass Rapid Transit; Moda Raya Terpadu) and highway constructions to 

alleviate the traffic jams in Jakarta. Jokowi’s serving disposition was 

demonstrated with his empathetic approaches and how he has successfully 

tailored the bureaucracy for the sake of the citizens. (Ulin, former Jokowi staff 

member) 

 

Jokowi made a lot of significant changes through his tenure in Solo and Jakarta. 

Even though he was only there for a short time in Jakarta, the legacy of his works 

can be felt by the citizens of Jakarta with the restructuration of Tanah Abang 

market, the PTSP (government integrated system for more efficient services) and 

the KJP (education subsidies) and KJS (healthcare benefit). (Edwin, Tribun 

News) 
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As a citizen, if problems emerge or exist, we would make a report or file a 

complaint to the government, right? Through the official system, then the 

bureaucrats would have to make responses back to us. Now the problem is if these 

people (government staff) are not responding to us! While with Jokowi, he 

provided responses by making his staff respond back to us. He made the 

government staff serve us better. Now that’s what I call a servant leader. (Douglas 

Pasaribu, National Democrat politician) 

A few participants mentioned Jokowi’s achievements in bureaucracy reform, 

particularly how he had streamlined inefficient bureaucratic processes and replaced them 

with simple and effective ones. He managed to continue long neglected projects from 

previous governments and complete these in a short time. Furthermore, with his vision of 

serving the people, Jokowi successfully influenced his staff or subordinates to be more 

committed in serving the citizens. 

5.6.6 Critics of Jokowi’s Leadership 

One of the journalists, who wished to remain anonymous only on this topic, 

mentioned that there was one characteristic of servant leadership that Jokowi lacked. This 

was demonstrated when he was dealing with the hard-line Muslims in Indonesia during 

the massive demonstration that occurred on 2 December 2012. He mentioned that Jokowi 

seemed confused about how to properly deal with them. Jokowi’s reaction was not fast 

enough to prevent the situation from getting worst, he was seen to be lacking in the aspect 

of awareness from Greenleaf’s (1977) 10 characteristics of servant leadership. 

Giri (4) also added that Jokowi’s Nawacita was executed too quickly and that it 

created more problems for citizens who were affected by the masterplan. For example, 

citizens who were forced to move from their houses due to the construction of highways 

but were not compensated properly. There was also a negative economic impact of 

Nawacita where the government experienced a spike in national debt. 

5.7 AHOK AS A SERVANT LEADER 

Most participants agreed that Ahok had demonstrated servant leadership, with only 

Giri (4) disagreeing. He stated that Ahok did not demonstrate proportional justice, 

particularly to the grass roots. However, the researcher acknowledges that Giri was an 

ardent supporter and a member of the campaign team of Anies Baswedan, Ahok’s rival 

during the last Jakarta gubernatorial election. 
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5.7.1 Notes on Ahok 

The researcher also acknowledges that during the interview period, Ahok was being 

prosecuted for blasphemy against the Holy Book of Quran. He was found guilty and 

sentenced to two years in prison on the 9th of May 2017 (Atriana, 2017). Ahok being 

labelled as a blasphemer of the Quran may have had a significant effect on his image, and 

the election, particularly for Muslim voters. 

The blasphemy occurred when Ahok was giving a speech at the Kepulauan Seribu, 

and mentioned that one verse in the Quran, Al Maidah verse 51 (5:51) was used to 

manipulate Muslim voters to vote against him, which upset a huge number of Muslims in 

Indonesia, particularly because Indonesia has the world’s largest Muslim population 

(Priyadharma, 2018). This speech was recorded, and an edited version went viral on the 

internet, causing a national disturbance where Muslims all around Indonesia decided to 

gather at the Monas (National Monument in Jakarta) and conducted a protest for law 

enforcers to put Ahok in jail. Around a million Muslims gathered on for this protest. 

However, most Muslims believed that Ahok was not blasphemous to Islam, with many 

even believing that Ahok was right about his claim and that this blasphemy case was 

highly politicized. 

5.7.2 Changes in Jakarta Through Law Adherence and Innovative Programs 

Ahok has made a lot of achievements in managing the disorganized city of 

Jakarta. We can see that the rivers are now clean in Jakarta, roads are being fixed, 

and government services have been improved. (Didik Prasetiyono, PDIP 

politician) 

 

Jokowi and Ahok has [sic] made significant changes in Jakarta. Slums and 

neglected areas were developed; public transportation, that has been a long-time 

problem, was improved; rivers were normalised to prevent flood; and many other 

developments. (Ulin, former Jokowi staff member) 

 

Ahok was very good, he cared about the city’s development. He was a visionary 

figure that was able to make the impossible happen in Jakarta. Previously Jakarta 

was slow in development. They just did not find any solutions for the floods and 

public transportation issues. (Kuswanto, Democrat party politician and academic) 

 

It was [sic] obvious that Ahok has made a lot of achievements in Jakarta. (Awi, 

PDIP politician and member of the Surabaya Regional House of Representatives) 
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We all know the problems before Ahok made bureaucracy reform in Jakarta. 

Bureaucracy was very slow, very corrupt and the people want[ed] changes. So, 

Ahok changed that in his way and he proved that being a servant also means that 

he struggled to fight for the people’s aspirations. He really followed the people’s 

aspirations. (Novri Susan, Surabaya citizen) 

Based on interviewees’ responses, Ahok’s biggest achievement was in significantly 

improving the conditions of Jakarta through the bureaucracy system with his firm anti-

corruption vision and solving long neglected problems in the city. These problems 

included public transportation, the normalisation of the city river, and health care and 

education packages for the citizens. Furthermore, participants mentioned that Ahok 

managed to achieve this during his short time in Jakarta, which suggests that he genuinely 

worked for the sake of the citizens. 

Ahok’s servant leadership was evidenced by his anti-corruption vision, where he 

succeeded in improving the government staff performance and commitment. This 

is a true commitment to serve the citizens. Corruption has become a long-time 

problem in Indonesia, many leaders [have] promised the citizens to get rid of 

corruption, but not many put their words into actions like Ahok. (Eben, Surya 

journalist) 

 

Ahok spent days and nights understanding the law and documents that he needs 

to sign. He did this by himself, not just handing the documents and throw[ing] 

the responsibilities to his subordinates. This made him capable of understanding 

the details of Regional Proposed Budget. He knew where the potencies of 

corruption may occur, who are [sic] the ‘players’ and where the ‘traps’ were, 

because he actually read all of these documents. (Ulin, former Jokowi staff 

member and social media activist) 

 

Ahok does his homework (reading documents), research by himself, that’s why 

he’s sure about something and the things (executing programs) with him are 

faster. If compared with the previous governors of Jakarta, Ahok is really 

different from them, the difference goes like from sky to earth. There’s no man 

in Jakarta able to manage Tanah Abang (biggest local market in Jakarta), not even 

a general. Moreover, if you see the rivers in Jakarta, they are now clean. (Edwin, 

citizen of Surabaya and Jakarta) 

 

Those (government officials and regional house representative members) that 
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were offended by Ahok’s harsh and strict demeanour were mostly incompetents 

who do not possess integrity (to serve the people). It is only natural if in the end 

these people are not working anymore (fired) with him. Since Ahok would act 

harsh when these thieves are attempting to steal from the citizens. (Douglas 

Pasaribu, National Democrat politician) 

Ahok’s success was also determined through his strong adherence to follow the law 

by eliminating corruption in Jakarta. Ahok had expertise in governance law, and in most 

cases Ahok would always follow the rules. He educated and encouraged the people and 

his staff to always adhere to the law. Ahok had a strong stance against corruption and 

would give staff who were proven to be involved in this practice a substantial punishment. 

In addition, Ahok was also able to create a bureaucracy system able to detect or prevent 

corruption by using advanced technologies. His anti-corruption commitment was seen as 

a form of servant leadership by the participants of this study. 

Ahok was innovative with his programs, particularly in utilising technologies. 

The QLUE app was one of the prove [sic] where citizens can report anything to 

the government through the app. His approachability even surpassed Jokowi by 

keeping his personal contacts open to public. (Didik Prasetiyono, politician of 

PDIP) 

 

Ahok generated the KJP and KJS that prioritize on the poor people. Those are 

evidence of his servant leadership. (Giri, local citizen of Jakarta) 

 

I think the QLUE app was one of the innovations that was implemented by Ahok. 

He understood the importance of using technology these days to increase citizens’ 

participation and improve government monitoring to the periphery of Jakarta. On 

top of that, he maintained his programs with Jokowi before, the KJP and KJS and 

made it better. (Bandi, legal staff member at the Governor’s Office of Jakarta) 

Ahok’s programs such as BPJS (health insurance) and KJP (a subsidiary for the 

poor to assist with children’s educational needs) were seen by participants as successful 

methods to help the low socio-economic class in Jakarta. Ahok also generated innovative 

programs utilising technology such as QLUE, a mobile phone application to monitor the 

performance of neighbourhood chiefs and district heads, where citizens could make 

reports about them. 

Ahok’s openness also played a role in effectively serving the citizens, he provided 

his personal phone numbers to the public. Despite being the opposition, Giri (4) 
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acknowledged that Ahok’s programs, such as KJP (education subsidies for the poor) and 

KJS (healthcare benefits), were a reflection of Ahok’s servant leadership. 

5.7.3 Government Staff Transformation and Bureaucracy Reforms 

There are quite a lot of videos where Ahok [is] engaged with the citizens, hearing 

their complaints and providing them with responses or solutions. He did this 

daily, and [would] always spend between 45 mins to an hour with the citizens 

before going into his office. This is a rare sight on [sic] leadership these days, 

most national leaders when they see there were [sic] lots of citizens gathering in 

the entrance of their office would rather avoid the crowd and take the back door 

to get to their office. (Rian Ernest, Ahok staff member) 

 

Ahok spent two hours daily in the morning to engage with the citizens, listening 

and making sure that the citizens got what they were entitled for [sic]. By doing 

this, he double-checked whether the government’s performance had met the 

citizens’ satisfaction. This daily ritual also helped him to understand the actual 

problems that were happening. He then spent the last 30 minutes to serve the 

citizens in taking selfies with him. He was sincere in [his] commitment to serve 

the citizens and the citizens can see that. (Ulin, former Jokowi staff member) 

 

Ahok’s commitment as a servant leader was evident when he conducted daily 

meetings with the citizens of Jakarta in front of his office. He directly listened to 

their complaints and pleas and assigned his staff to follow up with the solutions 

for them. I believe no leaders in Jakarta have ever done this before. (Krisiandi, 

Kompas.com journalist) 

Rian (3, Ahok) added that in all levels of government in Jakarta from the past to 

2016, the staff had lost the sense of stewardship and responsiveness; moreover, it had 

become a culture. They tended to be corrupt, such as asking for money to get  jobs done 

for the citizens, or not being professional in their duties to the citizens. However, these 

conditions were significantly changed when Ahok became the governor of Jakarta. Most 

government staff no longer dared to ask for or received bribery, and when they were asked 

for the reason, Rian said, “No, if Ahok heard about this, I will be sacked straight away”. 

This opinion was supported by a few other participants, who saw that one of Ahok’s 

greatest successes was that he managed to infuse stewardship and discipline in the 

government staff of Jakarta, and this could only be achieved through Ahok’s genuine 

sense of commitment to the citizens of Jakarta.  
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However, Giri (4) did not see Ahok’s daily meetings with the citizens in the 

morning as a manifestation of servant leadership. He saw this manoeuvre as a failure in 

shaping a whole government system that could listen to the people, and thought it also 

created dependency on Ahok, not to the system. When asked about this statement, Rian, 

a former Ahok staff member, commented that the purpose of Ahok engaging with the 

citizens every morning was first to set an example that “we are here to serve the citizens”. 

He further noted that it should be taken into consideration that the absence of stewardship 

in staff behaviour had become a culture amongst government staff, meaning that it was a 

long-term problem. Thus, changing or reshaping that culture required greater time and 

effort. Furthermore, the professionalism of Jakarta’s government staff was in a state of 

emergency, with the staff lacking expertise and in dire need of an example of the best 

ways to serve the citizens. Thus, Ahok’s manoeuvre could be described as a desperate 

measure in a state of emergency to shape staff mindsets about serving the citizens. 

5.7.4 Critics of Ahok: The Iron Servant Leader 

The significant positive responses given to Ahok as a servant leader were followed 

by major criticisms by the participants, saying that Ahok lacked communication skills, 

particularly regarding his rude and harsh communication style. Ahok’s temperamental 

disposition often resulted in him saying inappropriate things and he even swore in public 

at other government officials and at the citizens who made him mad, allegedly because 

Ahok believed that they were not doing things properly.  

Giri (4) and Bandi (3) pointed to a case where he ridiculed a civilian woman in 

public. He yelled at the woman saying that she was a thief and a robber after her attempt 

to debate Ahok over a policy of Kartu Jakarta Pintar (Jakarta education subsidies 

program). His action attracted criticism from a wide number of civilians, and from the 

National Commissions of Woman, saying that regardless of whether Ahok was right or 

wrong, it was inappropriate to shout that the woman was a thief in public (Aziza, 2015b). 

In addition, Ahok’s ability to be able to set a good example and nurture the people as a 

national leader was highly questioned over this incident. However, according to many 

participants, his harsh personality also benefited him, because some of the voter segment, 

particularly the young voters, favoured this style and perceived that the government staff 

in Jakarta who broke the law deserved to be treated this way.  

Nearing the day of the Jakarta 2017 gubernatorial election, Ahok’s eviction policies 

were highly criticized for his inability to provide solutions to the civilians who had been 

living in illegal zones, and his tyrannical approach to the grass roots. Ahok’s program 
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was meant to relocate the citizens of Bukit Duri who had been living on illegal areas on 

the Ciliwung river bank to two bedroom, 36 square meter condominiums at Rawa Bebek. 

Unfortunately, the citizens did not see this as a solution, since there were no facilities 

such as schools and hospitals around the vicinities. Moreover, they had to pay rent after 

three months of free stay, and Rawa Bebek was too far away from their workplaces, 

meaning they would spend more time in the Jakarta’s worst traffic. Giri (4) and Awi (1) 

claimed that Ahok did not listen to the grass root needs during that time, particularly those 

who lived in Bukit Duri, thus his relocation program was not perceived to be sucessful. 

Ahok was very stubborn and harsh. He delivered his servant leadership with this 

strict and harsh style. Apparently, there are people who favoured this style of him, 

although there are more people who resent it. (Eben, Surya News) 

 

I am not sure if Ahok lost because of the politics of identity and the politicization 

of religion, like what people have claimed, there should be more study on this 

issue. However, I do believe that his rude communications style is one of his main 

problems as a leader. (Ali Sahab, senior lecturer at Dept. of Politics, Universitas 

Airlangga) 

 

I have put high hopes for him, although leaders are mainly dealing with humans. 

They have to make connections with them. Therefore, if Ahok took 

communication lessons in being a leader, I am sure he can [sic] be a really great 

leader for Indonesia because he has the capability, integrity, and passion to serve 

the people. Unfortunately, he does not have the ability to talk. (Edwin, citizen of 

Jakarta and Surabaya)  

 

Ahok’s only weakness was his way of communication that was rude and harsh to 

the people. We have to understand that Indonesia has the culture where politeness 

is highly significant in communicating with people. Although it can’t be denied 

that there are also a good portion of people who supported his rude style, 

particularly when he bashed the members of the House Reps, who often made 

ridiculous propositions. (Rian Ernest, former legal specialist at the Jakarta 

Governor’s Office) 

 

Ahok lost not because of his programs, but due to the politics of identity and other 

deceitful strategy [sic] from his rivals. Ahok still has strong supporters from all 

over Indonesia and even from abroad. This was evident in the whole Governor’s 

Office to its parking lot were [sic] being flooded by massive bouquets 
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commiserating his loss. Furthermore, we can see thousands of Indonesians from 

all over the world, such as in Australia, where they were holding a gathering 

which involved lighting up hundreds of candles as a form of sympathy to Ahok. 

(Ulin (3), former Jokowi staff member.) 

Most participants confirmed that identity politics played a significant part in Ahok’s 

loss during the last gubernatorial election in Jakarta. The use of racial and religious slurs 

was seen as successful in turning voters away from him. However, Sahab (1) disagreed 

and stated that Ahok’s loss was purely due to his poor communication skills. Giri added 

(4) that had he been more wise and soft in his speech, the people would have had more 

sympathy for him, which would have increased his chance of winning the election. 

Despite the accusation that his rival used dirty methods such as identity politics and 

politicization of religion, some participants believed that his bad temperament and 

communication style were the main reasons for his loss in the 2017 Jakarta gubernatorial 

election. However, there were also a good number of participants who believed that Ahok 

lost due to identity politics. 

In contrast, Edwin (2) stated that the citizens of Jakarta might regret their choice in 

voting for Anies Baswedan and Sandiaga Uno, as these two were inexperienced as 

national leaders and had not previously served as regional leaders. Despite the 

controversy, Ahok left a strong legacy for the city and the people of Jakarta in only a 

relatively short time. 

5.8 RISMA AS A SERVANT LEADER 

Participants mostly provided positive responses about Risma as a servant leader. 

There were also consistent findings that Risma had similar characteristics to Jokowi and 

Ahok, and that Risma had a combination of traits from them both. Risma’s programs were 

also mentioned several times, such as the implementation of an e-government system and 

removing high school and vocational school fees for students. 

However, a few participants criticized Risma as lacking the future direction and 

expertise to develop the city. Some participants stated that Risma was good at performing 

public stunts to build her image as a servant leader, but she did not really know how to 

run the city and implement effective programs or policies to improve the peoples’ 

condition. 
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5.8.1 Public Scenes 

Despite the controversies, Risma’s behaviours and actions so far have 

demonstrated how she really cares about the citizens wellbeing. (Edwin, Tribun 

News) 

 

Risma is a very good leader that we have at the moment. She has the intention to 

serve and a high orientation to the people’s wellbeing. However, she does have a 

problem with her temper. (Hariyadi, senior lecturer at Dept. of Political Science, 

Universitas Airlangga, Surabaya, Indonesia) 

 

Risma has passion and capability to serve the people. As far as I can see, I am 

very satisfied with the development of Surabaya. The city is really growing, and 

it is good to see more foreign investments coming to Surabaya. (Edwin, local 

citizen of Jakarta and Surabaya) 

 

I can feel how Risma has been putting [sic] attention to the people of Surabaya. 

She has been trying to accommodate the citizens with various fun events. She 

really wants to facilitate the people with these kinds of events. (Aditya, local 

citizen of Surabaya) 

The interview results indicated that Risma’s strongest aspect of servant leadership 

was her stewardship, which was reflected in her constant direct engagement with the 

citizens, particularly during difficult times in Surabaya. Her stewardship also stemmed 

from her strict maintenance of standards for staff performance, which signified that the 

citizens wellbeing was her top priority. The findings also indicated that Risma had issues 

with her temperament, with many participants criticising her as being too emotional and 

harsh. However, participants also believed that this emotional characteristic provided a 

positive contribution to her reputation as a servant leader, and that most Surabayians 

favoured her style. This is because citizens gain a sense of security from knowing that 

their leader is genuinely working for their sake. 

Participants mentioned Risma’s stewardship was mentioned through a series of 

events, along with her temperamental attitude, which according to participants, was 

similar to Ahok’s. Some participants believed that these stunts made a significant 

contribution to her reputation as a servant leader. Through her emotional personality and 

how she reacted to a series of events, she has succeeded in building trust with the citizens 

of Surabaya. The specific events that highlighted Risma’s behaviour are discussed below. 
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5.8.1.1 Taman Bungkul Incident 2014 

This event was recorded on YouTube. She got extremely angry during the Wall’s 

(the ice cream company name) event at Taman Bungkul, where the participants 

stomped at [sic] the plants there. She shouted, cursed, and swears to [sic] all of 

the people there. [A] similar thing occurred when she berated her staff concerning 

the E-KTP10 procedures. She was lucky that she did not get the same treatment 

as Ahok does [sic]. Although apparently the people of Surabaya loved her stunts. 

(Ali Sahab, senior lecturer at Dept. of Political Science Universitas Airlangga, 

Surabaya) 

 

The incident at Taman Bungkul has absorbed the media attention since it was a 

rare sight to see a regional leader went [sic] angry in public for the sake of the 

citizens. At least that’s how [sic] it looked like. (Abdul Hakim, Antara News). 

 

That event at Taman Bungkul has made Risma famous, I think that was the point 

when Risma started to become the media darling, along with the other stunts she 

did, like directing the traffic during [the] flood. It’s as if she was saying that she 

will do whatever she can for the sake of the citizens and won’t let any harm come 

to the citizens in any way. It made sense though, since the government had spent 

billions of Rupiah from the tax funds to build and maintain that park. (Edwin, 

Tribun News) 

This event took place on 11th May 2014, when one of the major ice cream 

companies gave free ice creams to over 1,000 visitors at Taman Bungkul (Bungkul Park), 

which lies at the heart of Surabaya. Participants referred to this event regarding how 

Risma reacted to the event organizer gaining national attention. Risma was enraged by 

the United Nations award-winning park’s condition after it was severely damaged 

because the organiser did not make proper arrangements to anticipate and accommodate 

the visitors. She yelled, screamed, and berated the organisers in front of the public 

surrounded by journalists from multiple media saying that they had destroyed the asset of 

the people of Surabaya (Fajerial & Ari, 2014). 

5.8.1.2 Directing Traffic During Heavy Rains and Floods 

During the flood, Risma has demonstrated tenacity and responsibility to the 

people by staying late and coming earlier to the flood sites to inspect the 

 
10 Electronic identity card. 
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conditions there. She did not just contribute in giving morale support, she was 

also physically being there with the people. (Didik Prasetiyono, PDIP politician) 

 

 Can you imagine that? I bet even a male mayor would prefer to take a nap at 

home during that situation. She is a woman, yet she would not mind doing this 

kind of physical labour, one proof that her commitment to serve the citizens is 

genuine. (Kuswanto, politician and Head of Democrat Party, Surabaya branch) 

 

People may think “What is a mayor doing there directing traffic during heavy 

rains and floods?”, she did that because it was emergency, and the police have 

[sic] not come yet. She was willing to do that for the sake of the citizens. (Abdul 

Hakim, Antara News) 

 

Risma was not ashamed to directly manage traffic on the street. She wanted to do 

whatever she can [sic] do to help the people, especially during hard times. (Ulin, 

Jokowi former staff member) 

 

Figure 6. Risma directing traffic during flood.  

Source: Terlengkap.net, (5 March 2016) 

 

Risma directing traffic during the flood was constantly mentioned by the 

participants. Participants viewed this as a heroic action, as they believed that not many 

leaders would do this and would rather command someone else to do it on their behalf. 

Didik (1) stated that this could be seen during the flood disaster in Surabaya, 2016, where 
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Risma stayed till late at the flood location until 11pm, and she went back to the sluice 

gate for controlling purposes at 4am the next morning. This was followed by other 

testimonies from participants that signified that Risma had a genuine intention to serve 

the people during this flood disaster. 

5.8.1.3 Monitoring Citizens’ Conditions Through Telecommunication Tools 

With all these evidences [sic] and daily habits that demonstrate [a] caring attitude 

to the citizens, it is hard to say that what she has been doing was just for the sake 

of building [a] fake image. (Didik Prasetyono, PDIP politician) 

 

Despite being a Jakartan, I have heard about how Risma always carry [sic] her 

handy talky so that she can be more responsive to the citizens’ complaints and 

react to her staff. (Rian Ernest, former legal staff member at the Jakarta 

Governor’s Office) 

 

She was always carrying this handy talky and iPad to monitor the citizens. She 

claims that she was doing this to have faster coordination to [sic] her staff and to 

be more responsive to the citizens. (Ali Sahab, senior lecturer at the Dept. of 

Political Science, Universitas Airlangga, Surabaya) 

As a fellow politician from PDIP (Risma’s political party), during fieldtrips or 

business trips to other countries or overseas, Didik (1) witnessed that Risma always 

carried her iPad with her. This iPad was connected to thousands of CCTVs all around the 

city of Surabaya. Risma always checked her iPad to see how the people were doing, even 

during her days off. Once she observed several children playing on the riverbanks on the 

CCTV, and she called the neighbourhood chief straight away and warned the chief to look 

for the kids. Risma also always carrying a handy talky, so that she was always ready to 

communicate with her staff should anything happen to the citizens. 
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Figure 7. Risma’s office filled with 180 screens connected with CCTVs around 

Surabaya  

Source: Tribun Solo, (23 February 2017) 

 

Didik (1) also mentioned that in her daily life, she could be seen working early in 

the morning, at 6am. She mingled with the citizens, and was often seen sweeping the 

street along with the citizens and her staff, and then playing with the children on their 

way to school. Risma managed to influence her staff to be more committed to serve the 

people. She created a WhatsApp group for all of her division heads through to the 

neighbourhood chiefs and directed them through this medium to be more responsive 

toward the people. Didik (1) claimed that it is hard to prove that what Risma was doing 

was only for fake imagery purposes, as some of her rival accused her of, when serving 

the people had become her daily habit. 

5.8.1.4 Closing  of Dolly and Risma’s Empathetic Approach 

One of Risma’s most notable, yet controversial achievements was the closing of 

Dolly, the biggest brothel in South East Asia, which was located in Surabaya. Participants 

reported that the customers of this brothel also consisted of children from primary 

schools, where they paid as little as 0.20 AUD for service at this brothel (An (1), Eben 

(2), Sahab (1)), and this was the main reason why Risma swore to close this brothel. 

As the head of the Karang Taruna, Arif An (3) was responsible for direct 

engagement with the local citizens who were involved in the trafficking business. This 

included prostitutes, distributing agents, and even local thugs who benefited from being 
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personal guards. The closing process took about a year, and during this process, Arif An 

described how Risma demonstrated the qualities of a servant leader by directly 

approaching the people instead just demolishing the place.  

Risma put her life at stake on [sic] the closing down of Dolly, even I received 

several death threats. Though for the sake of a better quality of life for the citizens, 

we are prepared to give our life. Whenever Risma must dealt with problems 

involving the citizens, she always thought “What if I was in the citizens 

position?”, “What if I am being evicted?”, “What if I have got no food to provide 

for my family since I am unemployed?”. She always put empathy first (toward 

the citizens). (Arif An, Head of Karang Taruna of Surabaya, and Risma’s right 

hand man during the closing of Dolly) 

 

I commend Risma’s success in closing Dolly down. It proves that Risma as a 

leader is willing to direct the people of Surabaya to the righteous way. She had 

[sic] completed the impossible considering there were many thugs and mafia 

stand behind the resistance. (Douglas Pasaribu, National Democrat politician) 

 

Risma has demonstrated her benevolence to the people of Surabaya with the 

closing down of Dolly. (Novri Susan, Surabaya citizen) 

 

Risma has proven her persuasiveness during the closing down of Dolly. She 

facilitated and accommodated the people who were involved in the business like 

the prostitutes and the agents to have better and lawful jobs. (Awi, member of the 

Surabaya’s Regional House of Representatives) 

Risma provided job training for the people involved in the brothel, and most now 

worked in a small-medium business industries such as crafting, weaving, and tailoring 

according to Arif An (3). Some were even involved in the export-import industry. 

Participants also saw Risma’s decisions and actions regarding Dolly as a manifestation 

of servant leadership. 

5.8.2 The Authoritarian Reformer 

Risma has a genuine will to serve the citizens, and this has transformed her to 

become an authoritarian figure to her staff. She wants all of her staff to serve the 

citizens and will give us punishment if we did not meet her expectations. Despite 

of [sic] her authoritative attitude, she showed empathy to her staff, and often 

ask[ed] about their condition if they did not look well, she also provided 
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counselling to the staff that have [sic] personal problems, such as family and 

marriage issues. (Rani, staff member of the Surabaya Mayor’s Office) 

 

Risma treated her staff well, although sometimes it all depends on the head of 

departments. They can be very unprofessional despite being well compensated 

by [the] government, and this is when Risma give [sic] them punishments and 

even kicked them out. (Ariyatmoko, staff member of the Surabaya Mayor’s 

Office) 

All of Risma’s staff in this study agreed that Risma was a firm figure and could be 

authoritarian to her staff when it came to the well-being of the Surabaya citizens. For 

Risma, the Surabaya citizens were her top priority, and as such, the staff must work six 

days a week. The staff were well compensated with good remuneration compared with 

staff from other cities. All of her staff in this study confirmed that they were well paid. 

Moreover, despite her firmness, Risma expressed a sense of caring by providing 

counselling session for her staff, particularly for those who had family and marriage 

problems. She was also seen as an anti-corruption figure who would heavily punish her 

staff if they were proven to be involved in corruption. Her strict approach and good 

remuneration rates for her staff improved their performances in serving the people. 

Participants referred to a specific event where Risma undertook a sudden inspection 

of her staff’s performance in the development of e-KTP (electronic identity card). Risma 

found out the citizens were forced to go back and forth to the government office over 

multiple days just to create an identity card. Risma was furious; she berated her staff and 

shouted at them using the words “stupid” and “dumb”, and threatened that they had to fix 

this system by the next day or they would all be demoted. The staff just stood there in 

silence. This event was recorded (see Kompas TV, 2016). 

Risma was enraged, she said “This is a large amount of citizens’ money that you 

took from [them]! So how come the quality of your policy is very bad!? Are you 

telling [me] that people should have [to] take leave from work for days just to get 

their ID done? Have you ever thought if this occurs to pregnant women or a 

mother?”. There were many citizens who actually supported Risma in this case, 

they felt that Risma understood their needs and aspirations. (Novri Susan, 

Surabaya citizen). 

 

The incident during Risma’s e-KTP inspection denoted how Risma understands 
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the bureaucracy in Surabaya and how she cares about the citizens’ wellbeing. 

(Ulin, former Jokowi staff member). 

 

It appears [sic] on Aiman (a TV program). Risma was berating her staff over their 

incompetence. Apparently, most of the citizens were happy with this unpleasant 

scene. Obviously because they thought that these people (the staff) deserved it 

and they saw that Risma was fighting for the better service for the citizens. (Ali 

Sahab, senior lecturer at the Dept. of Political Science at Universitas Airlangga, 

Surabaya) 

Many participants believed that Risma was truly defending the citizens’ rights 

during this event. However, a few stated that Risma’s rage was unnecessary, she could 

have educated her staff in better ways (Hariyadi (1), Sahab (1)). 

5.8.3 Anti-Corruption Vision Manifested In e-Government System 

Risma’s servant leadership was also reflected through the changes in bureaucracy 

system, where she implemented the e-procurement system within the 

government. (Hariyadi, senior lecturer at the Dept. of Political Science, 

Universitas Airlangga, Surabaya) 

 

I think she is (a servant leader). Surabaya is quite far from the central (Jakarta), 

so this place was not really exposed by the media before. Surabaya was a stagnant 

city, not much development happening, no new roads, no decent parks and 

corruption was rampant here. It all changed when Risma came here, bringing the 

e-government system. (Edwin, citizen of Jakarta and Surabaya). 

 

As a servant leader, Risma has succeeded in creating a system that made things 

easier for the citizens through bureaucracies, like the making of permits. These 

systems have been conducted until now and the citizens have been made satisfied 

with it. (Eben, Surya News). 

This theme was mentioned by the participants, although the frequency was not as 

high as the other themes. Participants perceived Risma’s implementation of the e-

government policy, particularly the e-procurement system, as proof of her commitment 

to eradicating corruption in the Surabaya Mayor’s Office. The purpose of this system is 

to make transactions conducted by the government free of manipulation, such as mark-

ups in budgeting or even the money being stolen. 
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This also signified her genuine commitment to serve the citizens and strengthened 

her reputation as a figure with a clean track record from corruption according to the 

participants. 

5.8.4 The Beautification of Surabaya Through Major Development of Parks 

Surabaya was not really a liveable city before, although it changed when Risma 

[was] first elected as the mayor. Citizens were being entertained by these 

beautiful parks where everyone, regardless of their class, can visit these parks. 

Moreover, Surabaya looks more appealing to the tourists now. (Abdul Hakim, 

Antara News). 

 

Citizens of Surabaya can enjoy the luxury of being a pedestrian by having parks 

all around them. They do not need to travel far to see flowers and greeneries. 

These parks have been a great stress relieve [sic] for the citizens. (Kuswanto, 

Head Branch of Democrat party, Surabaya) 

 

Before Risma was elected, I know [sic] Surabaya as a city with bad traffic jams 

and how it was lacking in open green spaces. It is basically just a city filled with 

concrete. The city was not very interesting. Risma did her magic and beautified 

the city. It looks much better now, and the citizens are able to enjoy more free 

entertainment now, particularly the lower class. (Tony, citizen of Jakarta) 

Participants referred to Risma as a mayor who had made major developments in 

improving Surabaya by creating parks or RTH (open public spaces) across Surabaya. 

These programs were seen as a form of servant leadership by providing parks where 

people could mingle, and many events were conducted as a form of entertainment for the 

citizens. 

5.8.5 Risma: The Mother 

Risma has succeeded in building her image as a mother during her tenure in 

Surabaya. She appears in public like a typical mum in Surabaya. She may be 

moved to the point of crying when she sees sad things. And if something irritates 

her, she can go vocal and shout to express her rage, like the typical mum in 

Surabaya. (Eben, Surya News) 

 

When Risma was first introduced as the mayor candidate in 2010 election. We, 

the politicians of PDIP launched [a] campaign which encouraged people to make 

history by voting for Risma as the first woman mayor in Indonesia. And it 

succeeded big time despite the fact that Risma came as an outsider during that 
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period. (Awi, senior PDIP politician and member of the Surabaya Regional 

House of Representatives) 

 

Risma did many physical things that are uncommon for a woman to do. Yet she 

ignored this aspect and keep [sic] on doing it with the conviction of helping the 

people. People sympathise with this characteristic of her and in one way it 

contributes to Risma’s figure as a servant leader (Kuswanto, Head of Democratic 

party, Surabaya branch). 

Gender was reported to have provided a positive contribution to Risma’s image as 

a servant leader. She always appears in public with the apparel of a typical Muslim mother 

in Indonesia, trousers and long sleeves with a hijab covering her hair, making it easy for 

Indonesian Muslim women to relate to her. Participants further mentioned that when 

natural disasters or incidents occurred, Risma cried with the people, hugging them and 

wiping their tears. Risma demonstrated her caring aspects as a mother who was always 

there for the children as mayor of Surabaya. Her motherly figure contributed to her 

positive image. The image of a mother amplified her daily activities such as 

accompanying children to school, crying with the victims of disaster, and doing the night 

patrol to spot high school students who were not home yet. She was also the first woman 

mayor in Surabaya, which according to participants, contributed to strengthen her image 

as a female leader. 

5.8.6 Critics of Risma’s Leadership 

The interview results mentioned Risma as a figure who would not hesitate to go 

straight to the field and perform functional works, such as directing road traffic or 

sweeping the streets. However, Ali Sahab, a senior lecturer at the Department of Politics 

of Universitas Airlangga, was not impressed with these stunts. He mentioned that Risma 

held a high-level position that possessed authority, and she should not be performing 

functional tasks, and should instead focus on managerial and conceptual level issues. He 

added that Risma’s acts would appeal to her voters who mostly came from low 

educational background and did not continue their education to the university level based 

on the survey that he conducted. Sahab referred to these voters as “emotional voters”, the 

group that would get excited and support her when Risma went on a rage and verbally 

abused her staff due to their low level of performance. 

In his research, “The Hyper Reality of Risma’s Political Image: Citizens 

Perceptions of Risma’s Performance as Mayor of Surabaya 2010-2015”, Sahab (1) 
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revealed many of Risma’s promises that she was not able to fulfil, and that the citizens 

may have been infatuated to her without realizing the truth. During her last election, 

Risma promised the citizens of Surabaya that if she won, she would start the construction 

of trams and monorails in Surabaya in 2015 and it would be completed in 2017. However, 

at the time of Sahab’s was writing (2017) this project had not even started and Risma was 

silent on this. Furthermore, Sahab (1) and Hariyadi (1) mentioned Risma’s plan to 

alleviate flood using the box-culvert infrastructure technology without proper pre-

assessment, causing the infrastructure to be restructured many times, which led to larger 

costs and health problems for the citizens around the vicinity. 

Some of her false promises were evident in the low local government spending rate 

in fundamental departments, although citizens were drawn more to how Risma spoke in 

public with her fiery attitude, shouting “I will do anything to protect the citizens”, “How 

can you do this to the citizens?”, “Do you not think of the consequences to the citizens?”, 

creating an image that the citizens were her top-most priority. During the election, Risma 

declared that she sided with the grass roots, and would do anything to improve their 

quality of life by providing more jobs and developing small-medium enterprises in 

Surabaya. However, according to Awi (1), Kuswanto (1) and Sahab (1), Risma’s biggest 

issue (in 2017) is that she has been unable to manage poverty and unemployment issues. 

This was made worse with the 2014 local government spending absorption rate on the 

Department of Job Affairs only residing at 73.74%, followed by 12.12% in the current 

jobs trend identification budget. The spending rate on the citizens-based entrepreneurship 

training program amounted to 59.96%, whilst the development program for institutions 

productivity and entrepreneurship training was calculated at 72.33% (Sahab, 2017, p. 51). 

When she was asked about these issues she replied, “The government needs to save 

funds” without elaborating on the purpose, according to Ali Sahab (1). These data may 

lead to questions about Risma’s efforts and commitment in providing job opportunities 

and eradicating poverty in the city of Surabaya. 

Sahab (1) reported that his survey indicated that Risma was better known for being 

the “park mayor” due to the 20 parks she had erected during her reign, instead of her other 

programs. However, the parks that she built, and that delivered her several awards, were 

only built around the city centre, there were none in the outer suburbs. Edwin (2) saw this 

as a way for Risma to look good at the “front stage” or in front of the public and an attempt 

to hide the reality of the “back stage”. 
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Many participants provided comments about Risma’s personality, where they saw 

Risma as someone who got emotional too quickly and often victimized herself. As a 

journalist, Hakim (2) once wrote an article saying that Risma was unable to build good 

relationships and conduct her political role with the people of DPRD (regional assembly), 

and that she did not get along well with the reps. 

5.9 THE RISE OF POLITICAL OUTSIDERS IN INDONESIA AS A 

PHENOMENON 

During the interviews process, the researcher found that most participants from all 

groups were not familiar with the term ‘political outsider’, whether it was said in English 

or in Indonesian, even though the term was generated from theories about political 

outsiders in the Indonesian context and has been used by academics worldwide. However, 

despite this unfamiliarity, most participants confirmed that the rise of political outsiders 

has occurred in Indonesia. Their confirmation was based on the theories used in this study. 

As mentioned in the literature, political outsiders in the present study have two main 

characteristics, the first is a political candidate who does not possess enormous wealth. 

The second criterion is a candidate who started from scratch from outside the political 

establishment, the circle of elites and political dynasty, or in this context, the anti-

establishment. 

The interview results suggest that the leaders’ success and implementation of 

innovative approaches through their programs and their engagement style with the people 

were the strong factors that caused the rise of political outsiders in Indonesia. All 

participants widely accepted this concept. Most participants had positive responses to 

Jokowi, Ahok, and Risma as political outsiders. They also acknowledged that the 

phenomenon of the rise of political outsiders was currently occurring in Indonesia.  

Most participants saw the rise of political outsiders as good news for Indonesia. 

One reason is because it is proof that democracy has become more firmly rooted in 

Indonesia as the government system, and promises that anyone can become a national 

leader if the citizens want them to. Due to the novelty of the term, participants did not 

provide much input aside from the confirmation of the occurrence of this phenomenon, 

and that Jokowi, Ahok, and Risma matched the given criteria. However, there were 

significant findings that these political outsiders were able to rise because they had proven 

their capabilities as regional leaders to serve the citizens and significant attributes of 

servant leadership were identified in the brand of Indonesian political outsiders. 
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The interview results reported several findings that contributed to triggering the 

phenomenon of the rise of political outsiders in Indonesia, and these findings are listed 

below. 

5.9.1 Proven Performance and Commitment to Serving by Political Outsiders 

These new leaders have made actual positive impacts to [sic] the people. They 

are not corrupt, and they serve the people, unlike most of their predecessors. 

(Aditya, local citizen of Surabaya) 

 

The predecessors of Jokowi, Ahok, and Risma were very bad. Most of them do 

[sic] not listen, not even care to [sic] the citizens. They exploited their positions 

to pursue their own agenda such as wealth, influence, and higher positions. (Tony, 

Jakarta citizen) 

 

This is a really interesting topic to do research about. If we look back at the 

Indonesian history, it was almost impossible to spot good leaders like Jokowi and 

Ridwan Kamil in political parties. This is because the political parties did not 

function as they were supposed to be to generate capable leaders. (Edwin, local 

citizens of Jakarta and Surabaya) 

Most participants confirmed that the reason for the rise of political outsiders was 

because they had proven their capabilities and commitment to serve the citizens of 

Indonesia, despite lacking massive personal wealth or family connections to political 

power. These commitments were reflected in their actions, behaviour, policies, and 

programs dedicated for the sake of the citizens. The leaders’ clean reputations from 

corruption also provided strong proof of their performance and commitment to serve the 

people. 

5.9.2 Momentum and The Shifting Trend of Leadership 

Soesilo Bambang Yudhoyono as the predecessor, for example, did not really 

make [a] significant impact nor legacy from his programs, despite the 10 years of 

reign. On top of that, we had Soeharto with his 30 years of reign. We have been 

ruled by the people from military background for far too long and people started 

to look for alternative leaders. (Bandi, legal staff member of the Governor’s 

Office of DKI Jakarta) 

 

The media has noted that political candidates with many achievements who did 

not came from military and politician background were usually favoured by the 
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voters. They were usually seen as the black horse in an election. In addition, the 

news about them would sell more than the typical candidates. (Krisiandi, 

Kompas.com news) 

 

Jokowi, Ahok, and Risma has [sic] not just proven themselves to be innovative 

and flexible leaders. They have also proven that regional leaders do not need to 

always be formal to [sic] the citizens, that their unique style actually works. (Ulin, 

social media activist) 

A few participants mentioned that ‘momentum’ had provided a significant 

contribution to the rise of political outsiders. The people had grown weary of leaders that 

came from military backgrounds, who were strict with protocols and hierarchy influenced 

from feudalism. Moreover, the previous national leaders normally came from a 

background of wealth and elites. Despite the significant difference and contrasting 

backgrounds, the political outsiders proved that they were capable of leading through 

their approaches, programs, and many achievements. 

An egalitarian servant and citizens engagement style had become the new trend in 

leadership approach. However, this emerging new trend also has weaknesses, where any 

leader can just imitate this style and they will be more focused on people engagement 

whilst ignoring the need for reform in government bureaucracy11.  Haryadi (1), Edwin (2) 

and Bandi (3) expressed that the leadership trend in Indonesia has shifted from a military 

style where people “worshipped” the leader to the citizens engagement style. In this 

context, Jokowi was the most successful example, and the one to set up this new trend 

through his blusukan or impromptu visits.  

It can be said that Jokowi was the pioneer of this concept (political outsider). He 

has made the leadership trend shifted [sic] from the strict military style into [an] 

egalitarian style that emphasizes on [sic] citizens’ engagement, and he did it 

with[in] only seven years of [his] career. (Edwin, Tribun News) 

Edwin further mentioned that this new leadership style was prone to imitation. The 

image of a servant leader can be manipulated by appearing so in the “front stage” or in 

front of the cameras of journalists, and acting differently or showing their true self on the 

“back stage” or in situations where there are no cameras involved and there are no citizens 

around. Edwin (2) pointed out that Ridwan Kamil, the then mayor of Bandung12 was an 

 
11 The bureaucracy in government of Indonesia particularly in the public service has been known to be ineffective and inefficient for 

the citizens. This apply to most provinces in Indonesia. Moreover, it often involves under the table transactions for applications to be 

processed, which is one form of corruption. 
12 The capital of West Java province, Indonesia. 
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example of this kind of leader. He elaborated that on the front stage, Ridwan Kamil 

appeared as someone who was close with the citizens, friendly and approachable, 

although the back stage told different story. Amongst journalists, Ridwan Kamil was seen 

as a ruthless, authoritative figure, someone who when criticized will threaten the 

journalists that the Mayor’s Office will not advertise in their media. Thus, the leaders’ 

images raise a fundamental question regarding whether what they have been doing is 

genuine and reflects their true characters, or is just a stunt directed to appeal to the public, 

and show them that they are a servant leader. 

5.9.3 The Media Darling and Role of Journalists: A New Media Commodity 

Journalists so far have been committed to publicize new rising stars, particularly 

those who were nobody before. These people were seen as the new hope, they 

were able to make positive changes and solutions even though they have different 

backgrounds from the typical oligarch leaders. (Abdul Hakim, Antara News) 

All journalists in this study believed that the media and journalists played 

significant roles in raising the popularity of political outsiders through news exposure. 

The journalists saw these outsiders as the new hope for Indonesia.  

Edwin (2) elaborated that a leader who focused only on working behind the desk 

no longer appeals to journalists, as their actual actions and impact is what is sought by 

the citizens, and this has made this type of leader a commodity for the journalists.  

Citizens love to hear about the new rising star who started from scratch, yet [is] 

able to make impacts to [sic] the citizens. They are bored hearing about leaders 

from the old days who do not actually do much these days, except on [sic] making  

dramas. (Edwin, Tribun News) 

 

Behind those stunts, such as her (Risma) helping the fire brigade in extinguishing 

[a] fire, and Risma went on sweeping the main roads, she actually received a lot 

of critics in [sic] her governance. I am sure that you (referring to the researcher) 

don’t know that there exists a kampung (small village) in the vicinity near the 

Tunjungan Mall (a posh shopping centre in the heart of Surabaya), that still do[es] 

not have access to clean water. Moreover, the people there are still using 

communal toilets, three toilets to accommodate a whole village. Why these kinds 

of things were [sic] not exposed by the media? The media exposed more of 

Risma’s stunts because it sells more than anything to the people. That is just one 

reason why Risma has become the media darling in Surabaya. (Eben, Surya 

journalist) 
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I am sure most journalists would agree that Jokowi has took [sic] the national 

attention and became the media darling when he endorsed and promoted 

ESEMKA13 during his tenure in Solo. That was not a common decision that a 

politician in Indonesia would make. (Krisiandi, Kompas.com news) 

Krisandi further explained that this was because the citizens of Indonesia have long 

been ignored and abandoned by the previous governments. Therefore, they need a figure 

who will listen, nurture, and is able to provide solutions to the citizens. Leaders who often 

go out to engage with the people, and are popular with them are perceived as someone 

who fits with these criteria. The media journalists then concurred by providing the 

example of how Jokowi, Risma, and Ahok managed to become media darlings due to 

their different approaches and proven commitment to serve the people throughout their 

careers as national leaders. The mainstream media in Indonesia are also owned by 

politicians and leaders of political parties. The leader of National Democrat party, Surya 

Paloh, owns the Metro TV and Media Indonesia group, whilst Hary Tanoe, who used to 

be in Nasdem and is currently the leader of Perindo party, is the owner of MNC group 

(Boby, 2018). The National Democrats sided with Jokowi in the 2014 presidential 

election, whilst Perindo sided with Prabowo. 

5.9.4 The Direct Elections and The Rise of Political Outsiders 

I am not sure that a commoner or someone who are [sic] committed to the citizens 

would be able to become a national leader if the elections are decided by the 

Regional House reps. They (the house reps) would have maintained the ‘right 

candidate’ to continue to do their biddings instead of working for the sake of the 

citizens. (Rian Ernest, professional staff member of the Jakarta Governor’s 

Office) 

In 2015, a referendum was proposed to change the direct election into an indirect 

election to choose regional leaders, which would mean that citizens would lose their right 

to vote for national leaders such as governor, regent, and city mayors. Instead, the political 

parties would appoint these leaders. This referendum was believed to be a stratagem 

proposed by political parties so that they would have more control over regional elections. 

The referendum was widely criticized and protested by the citizens; thus, it was cancelled 

(Dani, 2015). 

 
13 Local car brand manufacturer. 
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Rian (3, Ahok) believed that the direct election had a significant part in the rise of 

political outsiders. This is because people can vote for any candidate, they feel are capable 

He made example about how the leaders started their career from scratch, not as a 

politician. Jokowi was a furniture businessman before he became the mayor of Solo. Ahok 

had his own company before he became the regent of Bangka/Belitung. They started their 

careers as a politician from scratch and managed to gain the people’s support to be 

national leaders. Rian added that direct elections are the true form of democracy, which 

allows anyone to become a leader if the majority agrees. 

5.9.5 The Terminology and Concept of Political Outsiders and Oligarchs 

All participants affirmed to the concept of political outsiders and oligarchs used in 

this study in Indonesia, though most of them were not familiar with these terminologies, 

except for a few from the political expert group. This indicates that the phenomena of 

raising political outsiders in Indonesia does exist.  

Despite the emergence of political outsiders, many participants expressed that the 

oligarchs still held a significant role in the success of political outsiders, and even for the 

future of Indonesian politics. The existence of oligarchs in the future may be more focused 

on the back stage supporting their favoured candidates. Participants specifically 

mentioned several figures in Indonesia that they referred to as the oligarchs who took part 

in assisting Jokowi, Ahok, and Risma to win their elections. Oligarchs possess the 

resources, power, and influence to help their favoured outsiders to win elections. This 

proposition may raise the argument that one way to prove a candidate’s worth for support 

from oligarchs is whether that candidate is capable of garnering the peoples’ support.  

Jokowi would not [have] succeed[ed] without the support of the oligarchs behind 

him such as General Luhut Panjaitan, General Wiranto as the leader of Hanura 

party, and the leader of PDIP and daughter of Soekarno, Megawati Soekarno 

Putri. On the other case [sic], Ahok would not be the governor of Jakarta without 

the initial support of Prabowo. The same goes with [sic] Risma, who received 

strong support from Megawati when she first went for the Surabaya mayor 

election. (Edwin, Tribun News) 

 

The approval of the oligarchs is a necessary factor for new political leaders or 

outsiders to be able to achieve prominent positions in the government. They are, 

after all, the owners of political parties in Indonesia. (Abdul Hakim, Antara 

News) 
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Ridwan Kamil (mayor of Bandung) implicitly stated that no political parties 

would be able to tell him what to do, and that he will [sic] stand above political 

parties as one of his requirements to parties that are willing to support him. This 

has significantly made him lose support from political parties, with only [the] 

National Democrat party supporting him. There is even a chance that he would 

[sic] not be able to run as a candidate with National Democrats only possess[ing] 

four seats in the parliament (in 2017). The oligarchs are established systems in 

Indonesia. Therefore, political leaders, be it senior or new, have to seek their 

approval to secure elections. (Hariyadi, senior lecturer at Universitas Airlangga 

and Jokowi staff member) 

5.10 JOKOWI AS A POLITICAL OUTSIDER 

All participants agreed that Jokowi should be defined as a political outsider. 

Participants highlighted that Jokowi started as a furniture entrepreneur, and then joined 

the PDIP in 2004 before he won his first election in Solo in 2005, all the way through to 

the governor election in DKI Jakarta, and that he did not come from the oligarch circle. 

Moreover, he managed to become the president of Indonesia in 2014 with less than 10 

years’ experience. Participants provided comments about how Jokowi became a 

successful political outsider, as detailed below. 

5.10.1 Jokowi and Good Relationships With the Media 

Hakim (2) and Didik (1) believed that Jokowi’s popularity boom at the national 

level was first triggered when he declared to the public that the Mayor’s Office would use 

ESEMKA as their official car as a form of support for the local car manufacturing 

industry. Hakim (2) saw this as a unique approach, where normally government officials 

would prefer to use luxury brands for their comfort and prestige. This event drew media 

and public attention and was consequently the start of Jokowi becoming a media darling 

due to his unique approach to the public. Jokowi managed to bring forth a new atmosphere 

in politics, where officials could colloquially interact with journalists without strict 

protocols. Eben (2) claimed that with Jokowi’s personality and approach, journalists and 

reporters highly favoured Jokowi over his predecessor, Soesilo Bambang Yudhoyono. 

Journalists were attracted to Jokowi due to his different approaches. I believe his 

decision of supporting local products by choosing ESEMKA as the official car of 

[the] Mayor’s Office was the first time he was able to steal the spotlight and the 
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heart of the media. He could have chosen BMW or Mercedes instead. (Abdul 

Hakim, Antara News) 

The journalists participants in this study concurred that journalists have had a good 

relationship with Jokowi since his tenure in Solo. The atmosphere during press 

conferences was usually relaxed and they were always treated with respect and dignity. 

This type of relationship is still maintained through Jokowi’s presidency.  

Jokowi treated journalists with respect and dignity. His governance stance and 

treatment to the media and journalists was a lot better than during SBY’s 

presidency. (Edwin, Tribun News) 

5.10.2 Humble Approaches and Responses to Other Politicians 

“Yes, I am stupid, I still need to learn from everyone. If I am being called so, then 

it is fine by me”. That was how Jokowi responded when being attacked by fellow 

politicians, Bibit Waluyo, governor of Central Java. He did not make the problem 

worse, but rather taking it to him and attempt[ing] to soothe the situation. This is 

a rare behaviour one can get from politicians in Indonesia. (Awi, PDIP politician 

and member of the Surabaya Regional House of Representatives) 

Jokowi’s other unique approach was mentioned by Awi (1), which is how Jokowi 

responds to criticism by other politicians. Jokowi, as the mayor of Solo, was harshly 

criticized by the governor of Central Java (2008-2013), Bibit Waluyo, where he literally 

said that “the mayor of Solo was stupid” due to Jokowi’s decision to protect the 120 year 

old ice factory of Saripetojo. Yet, instead of demolishing the place and converting it to a 

shopping mall, Jokowi chose to protect the factory and recognized it as a conservation 

building. Jokowi’s reaction was rather unexpected and is believed to have increased his 

public appeal. Instead of replying in fury, Jokowi was calm. This behaviour may also 

reinforce his modest and humble attitude as a servant leader. 

5.10.3 Ability to Consolidate Power Despite Being a Political Outsider 

Eben (2), Ulin (3), and Edwin 4) mentioned that despite how he appears, Jokowi is 

a highly capable politician, which is evident in how he has managed to consolidate his 

own power and stand against the old power. Ulin (3) mentioned that not every leader can 

stand up on their own this way, and the example was evident in Jokowi eliminating 

PETRAL14 a government subsidiary on oil and gas import in Indonesia, in 2016. It was 

 
14 PETRAL is a subsidiary of Pertamina, a wholly owned government company in oil sector. There was a 

strong indication that PETRAL was just being used as a cartel of oil amongst the mafia instead of 

fulfilling its duty to procure oil supplies for Indonesia (Fira, 2016).  
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believed that PETRAL was unnecessary and was only there for the mafia of oil and gas 

to reap benefits. The elimination of PETRAL provided the government an additional US$ 

390 million for 2016-2017 (Idris, 2016). 

He may look clumsy, weak, and inadequate. Truth is that he is a strategist and a 

cunning figure, a true politician. (Eben, Surya journalist) 

 

Jokowi demonstrated his power by the abolition of PETRAL. Not only that, he 

showed that he does not side with the oligarchs, he has also proven that he is not 

part of problems from the past. (Ulin, former Jokowi staff member) 

 

One thing I adore about him is that he can manage the corrupt powers. A lot of 

people supported him when he became the president in 2014, but not all of them 

are good people. Some have [had] bad track records in the past, but they 

supported him, sometimes the elected leader can be affected by the corrupt power, 

but not Jokowi, instead they followed him. (Edwin, citizen of Jakarta and 

Surabaya) 

5.11 AHOK AS A POLITICAL OUTSIDER 

All participants confirmed that Ahok was a political outsider. Ahok’s reputation as 

a political outsider was also based on him coming from a minority background, 

particularly a Chinese and Christian background. In addition, participants also added that 

Ahok demonstrated that he does not really have a strong alignment to any particular 

political party. This was evident when he resigned from Gerindra over the previously 

mentioned amendment on direct regional election. 

5.11.1 Courage Despite Disadvantages as a Minority Background 

It is a common knowledge in Indonesia that your background matters if you want 

to win a major election. In Ahok’s case, he came from a minor background and 

has [sic] to fought [sic] in the second biggest election in Indonesia, which is 

Jakarta. Albeit, Jokowi and Ahok has [sic] proven their commitment to serve the 

citizens with major changes in Jakarta that none has [sic] ever done before. (Ulin, 

freelance journalist) 

 

Ahok kept on being committed to the citizens despite the disadvantages he had 

by coming from [a] minority background. He got through the resistance he 

received during his tenure just because of his race and religion, yet he did not 
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waver at all, not one bit. This proves his genuine intention to serve the people of 

Indonesia. (Eben, Surya News) 

Ahok as a genuine political outsider was seen as obvious, mainly due to his 

background as a minority (Chinese and Christian) in Indonesia. He did not receive much 

resistance when he ran as the vice governor in Jakarta. However, he received resistance 

from Jakarta when he was appointed as the governor of Jakarta, substituting for Jokowi, 

who ran as the presidential candidate. The resistance became significantly worse when he 

was charged with blasphemy prior to the 2017 Jakarta gubernatorial election.  

Despite these disadvantages, Awi (1) described Ahok as a “fighter” and thought 

that he enjoyed fighting his way to win the elections, no matter how hard the fights were. 

Despite the disadvantages he had, he started from scratch and had managed to win all the 

way through to the governor of Jakarta. However, he suffered a big loss in the 2017 

Jakarta gubernatorial election and ended up in jail due to charges of blasphemy.  

Eben (2) claimed that these disadvantages had become advantages since Ahok kept 

pushing forward and dared to fight back against the power against him, which 

demonstrated his sincerity to serve the citizens. 

5.12 RISMA AS A POLITICAL OUTSIDER 

The participants of this study gave mostly positive responses about Risma as a 

political outsider, based on the definitions provided. The definite factor that defined 

Risma as a political outsider was the same as for Ahok and Jokowi, her leadership style 

was seen to differ from her predecessors in regards to wealth and political dynasty.  

Risma was a bureaucrat for 20 years before PDIP supported her for the mayor 

election in Surabaya, 2010. Risma had a clean track record and was known to be an able 

government member throughout her 20 year career. Hariyadi (1) and Awi (1) stated that 

the reason why Risma was chosen by PDIP despite other more experienced political 

candidates such as Bambang DH (mayor of Surabaya during that time) and Wisnu 

Saktibuana was still unknown. They further explained that before Megawati (leader of 

PDIP) appointed Risma as the mayoral candidate, the Jakarta Post, a long-established 

media in Indonesia stated that they supported Risma as the mayoral candidate of 

Surabaya. However, the reason remains unknown. 

Risma started as a staff [member] in the government. She possessed vision, 

mission, and has clean track record. These were the reasons of [sic] her success 

and what attract[ed] political parties to her. (Rani, staff of Surabaya mayor office) 
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Participants saw that as a senior bureaucrat, Risma had a greater advantage to be a 

politician than Jokowi and Ahok. Her position as the head of Landscape and Cleanliness 

and previously as the Head of Programs Controlling division in the Mayor’s Office of 

Surabaya would have benefited her in her position as mayor, as she should have been 

familiar with the bureaucracy. These experiences manifested in the significant increase 

in green open space in Surabaya. Moreover, her clean track record contributed to her rise 

as a politician. 

5.13 OTHER FIGURES WITH THE CHARACTERISTICS OF SERVANT 

LEADERSHIP AND POLITICAL OUTSIDERS 

Participants in this study mentioned several figures that may also fit the criteria of 

a servant leader and political outsider. These names include the mayor of Bandung, 

Ridwan Kamil, with his unique way of using social media to casually engage with the 

citizens. He was also seen as a figure capable of providing quick and appropriate solutions 

to the mayor office stakeholders. 

The regent of Batang, Yoyok Riyo Sudibyo was seen as an egalitarian figure. He 

sacrificed his career in the army to focus his dedication on business to provide jobs for 

the people. He also maintained a non-formal communication style with his staff, 

eliminating the gap of boss-subordinates. Other names that were mentioned included the 

current deputy governor of East Java, Saifullah Yusuf; governor of NTB, Zainul Majdi; 

and the governor of Central Java, Ganjar Pranowo. Regents were also mentioned such as 

Bojonegoro, Suyoto, regent of Trenggalek; Emil Dardak, regent of Kulon Progo; Hasto, 

regent of Blitar, Samanhudi; and regent of Banyuwangi, Azwar Anas. This finding further 

confirms that the rise of political outsiders currently exists, with many figures being 

identified as political outsiders by the participants. 

The next section discusses the analysis from participants general definitions of 

servant leadership in a political context based on the cases of Jokowi, Ahok, and Risma, 

followed by defining each leader’s unique themes and similarities. Conclusions from the 

interviews are followed by its synthetization with the document study conclusions 

provided at the end of this chapter. 

5.14 ANALYSIS: THEMES TABLE AND CONCEPT MAP OF SERVANT 

LEADERSHIP IN POLITICAL CONTEXT 

NVivo was used to count and organize the nodes, with the consistent themes for 

participants general definitions or opinions on servant leadership listed in table 7.. 
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Table 7. Themes table of servant leadership in political context 

No. Themes F 

1 Understanding and orientation for the peoples' needs and satisfaction through programs 11 

2 Characters and commitment to serve the people 7 

3 Responsive and provide solutions 7 

4 Having presences within the society through programs and direct engagement 6 

5 Possess both vision and expertise 2 

6 Good people skill 2 

 

Based on the themes mentioned from the interviews, participants agreed that the 

most fundamental aspect of being a servant leader is understanding the peoples’ needs 

and satisfaction with programs. Based on the themes, the next most mentioned answers 

were stewardship and commitment to serve the people, followed by being responsive and 

providing solutions to the people. A small number of participants mentioned that a servant 

leader should possess both vision and expertise to interact with and direct people. 

Therefore, both concepts were acknowledged as findings instead of being added into the 

main themes. 

The findings also suggest that the responses and perspectives given by the 

participants in the context of defining servant leadership for regional leaders were 

interconnected. Thus, fulfilling the criterion of one theme mentioned above may have led 

to the strengthening of other themes. A leader who conducts direct engagement may have 

better understanding of the problems within society, and thus be able to create an effective 

solution in the form of programs for the citizens. 

Similarities between the themes were identified in the themes two, three, and four, 

where these three themes represented the characters or personalities desirable for one to 

be defined as a servant leader based on the participants’ perspectives. These 

characteristics were responsiveness, providing solutions, and utilising direct engagement 

with the people. 

Participants may have had their own perspectives about the concept of servant 

leadership, though they agreed with Greenleaf’s (1977) 10 indicators of servant 

leadership under the context of regional leaders (governor, regent, mayor), or even at a 

higher scope, as president, considering Jokowi is a subject of this study. This further 

indicates that the concept of servant leadership can be applied in the government context, 

where the leader acts as a servant with the sole purpose of serving the citizens. 

Furthermore, these findings validate participants overall perceptions about Jokowi, Ahok, 
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and Risma where they agreed that these nominated leaders could be defined as servant 

leaders. 

 

Figure 8. Concept Map of Servant Leadership in Political Context 

Based on the results of the thematic analysis, a refined proposition in a form of a 

concept map was generated to assist in reporting the analysis results. Using an inductive 

approach, this concept map identified the factors that contributed to shaping the 

implementation of servant leadership in a political context based on the synthetization of 

the interview results and Greenleaf’s (1977) criteria for servant leadership. 

 All participants mentioned that servant leadership is a leadership style that focuses 

on serving the citizens. Applying servant leadership in a political context can be achieved 

by delivering programs or policies that solve the peoples’ problems. The next important 

factor is that the citizens can feel the presence of the leader, which demonstrates that the 

leader does care about and is working on solutions for the citizens. Effective programs 

and the leader’s presence were two outputs that may determine the implementation of 

servant leadership. These outputs stemmed from stewardship, which consisted of various 

components. These components were solutions driven, responsiveness, direct 

engagement with the citizens, good people skills, having vision and expertise, with 

understanding of citizens’ need being the most important component. 
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The elements of Greenleaf’s (1977) criteria for servant leadership proved to be 

intertwined with each component of the diagram. Stewardship in a political context 

comprises six different elements, with the output of effective programs and the leader’s 

presence being felt by the people. Successful implementation of programs that have 

solved citizens’ problem suggest that the leader has fulfilled all of the 10 characteristics 

of Greenleaf’s (1977) servant leadership in a political context. Improving government 

services and solving citizens’ problems indicates a commitment to community growth, 

whilst successful implementation requires good conceptualization and foresight.  

On the other hand, successful programs determine the leader’s existence and 

suggest that the government is genuinely working for the sake of the citizens. The leader’s 

presence within society can further be enhanced by their responsiveness and constant 

direct engagement with the citizens. These two attributes demonstrate empathy, 

willingness to listen, awareness, persuasiveness, and intention to ease the problems 

currently being experienced by the citizens. 

 

 

 

 

5.15 ANALYSIS: JOKOWI’S SERVANT LEADERSHIP THEMES - TABLE 

AND CONCEPT MAP 

The main themes relating to Jokowi as a servant leader based on the participants’ 

perspectives are listed below. 

Table 8. Jokowi’s Servant Leadership Themes Table 

No. Themes F 

1 Significant infrastructure development in Indonesia (Nawacita) 13 

2 Proven commitment to serve (since tenure in Solo, 2005) 11 

3 Direct approaches (blusukan and politik meja makan) 10 

4 The Bureaucracy Reformer 8 

5 The Man of The People (Modesty/ humbleness) 8 

 

The findings recorded several themes that defined Jokowi as a servant leader from 

the participants’ perspectives, including Jokowi’s vision and implementation of 

Nawacita, his presidential vision, and how he had proven his servant leadership since he 

first started his career as a politician during his tenure as the mayor of Solo. His signature 
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approaches of blusukan and politik meja makan were also considered persuasive 

approaches that reflected the criteria of servant leadership. His success in generating 

programs that benefit the people, as well as improving the bureaucracy and government 

services in Solo and Jakarta gave him the title of bureaucracy reformer, someone who 

made numerous significant achievements in government bureaucracies. His humble 

image also contributed to his reputation as a servant leader, where the people see him as 

a considerate government official, one that dislikes luxuries and understands the 

hardships of the people. 

 

 

 

 

 

 

 

 

 

A concept map was generated of Jokowi as a servant leader based on the 

participants’ perception. The concept map depicted Jokowi’s approaches to the people. 

Analysis of how Jokowi fit Greenleaf’s (1977) 10 indicators of servant leadership is 

discussed in below. 
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Figure 9. Jokowi’s Servant Leadership Concept Map 

It was evident that the strongest aspect of Jokowi’s servant leadership was empathy, 

which had been demonstrated since his tenure in Solo, 2005.  Jokowi generated health 

care benefits and education benefits programs for the citizens of Solo. Participants 

mentioned the case of the Banjarsari or Klithikan market relocations as Jokowi’s major 

achievements in Solo. The street markets were in illegal areas, and boasted over 5,000 

street vendors who refused to move and threatened to use violence is they were forced to 

move. The previous Mayor’s Office had been burned down twice by the citizens due to 

bad communications between the mayor and the citizens (Wicaksono, 2012). Jokowi’s 

unique approaches of blusukan and politik meja makan, where he went straight to the 

market to communicate with the street vendors and invited them for dinner and lunch 49 

times allowed this process to occur without violence. Jokowi did this to get to know the 

vendors and he managed to accommodate their needs. Despite possessing the power and 

authority, Jokowi did not use force like the previous governments. Instead, Jokowi used 

persuasive approaches and treated these vendors who mainly came from low 

socioeconomic background, with dignity and empathy, resulting with the vendors happily 

accepting Jokowi’s proposition. Jokowi even provided better facilities and access in the 

new location for the street vendors and local citizens which allowed Jokowi to fulfil the 

other criteria of servant leadership. Jokowi’s commitment to building the community, to 

the growth of the people, and the successfulness of healing the people helped them to 

function well again within society. Jokowi’s achievements in Solo was further proven by 
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how he won his second Solo mayoral election in 2010 by a landslide, with 90.09% of the 

votes. This also proves that the citizens of Solo saw Jokowi as a leader that had succeeded 

in serving the citizens through his approach and programs. Jokowi maintained his 

approaches and programs in Jakarta as well. With many significant positive changes, 

Jokowi was evident as a figure of reform in Indonesia where he has been successful in 

transforming the government, particularly in Solo and Jakarta, into one that effectively 

functions to serve the people.  

Jokowi’s characteristics of being humble and modest in fashion appearances also 

contributed to his reputation as a servant leader. As previously mentioned, his avoidance 

of luxuries and privilege showed him to be understanding of the hardships of the people, 

particularly the grass roots who were still living in poverty. This humble personality also 

set him apart from the typical leaders or politicians in Indonesia, who are often clad in 

luxuries and tend to abuse power and demand to be served by the people instead of serving 

them. 

Jokowi’s vision of Nawacita was the most mentioned theme that defined him as a 

servant leader, particularly because participants saw that the government was finally 

paying attention to the Eastern part of Indonesia through massive development of 

infrastructure. This was seen as a way of answering the long neglected pleas from the 

citizens of East Indonesia. According to participants, the villages in East Indonesia now 

have better roads, airports, harbours, and electricity installed in their homes. They also 

benefited from purchasing resources at standard prices, where previously they had to pay 

triple to six times the normal price due to the lack of infrastructures and access to 

resources. The term ‘Nawacita’ was developed as Jokowi’s vision during his presidential 

election. The development of infrastructure starting from the villages at the periphery of 

Indonesia is listed as part of this vision. Jokowi had a vision where he wanted Indonesia 

to have adequate infrastructure to support and improve the quality of life of the people, 

and to attract more foreign investors to Indonesia. 

Based on the participants’ perspectives and the analysis results, it can be determined 

that Jokowi fulfilled the criteria of servant leadership (Greenleaf, 1977) and could be 

defined as a servant leader. He produced programs that benefitted the people, followed 

by approaches or characteristics that reflected servant leadership. These analysis results 

also suggest that the concept of servant leadership can be applied in a presidential context. 
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5.16 ANALYSIS: THEMES TABLE AND CONCEPT MAP OF AHOK’S 

SERVANT LEADERSHIP 

Based on the findings, the most frequent theme discussed about Ahok as a servant 

leader came from his significant achievements in making positive changes in Jakarta. He 

was also known to be a visionary leader that had the ability to execute plans and programs 

to realise his visions. Ahok’s vision of law adherence and anti-corruption were also firm 

in the participants’ perceptions. This vision allowed him to make significant changes in 

the bureaucracy of Jakarta’s Governor’s Office, resulting in improved government 

service in bureaucracy to the citizens. 

Table 9. Ahok’s Servant Leadership Themes Table 

No. Themes F 

1 Significant Positive Changes in Jakarta 13 

2 Visionary and an Executor 11 

3 The Bureaucracy Reformer  9 

4 Law Adherence/ Anti-Corruption Figure 9 

 

The concept map suggests that Ahok’s servant leadership was determined by his 

major achievements in improving Jakarta and his image as a visionary who could 

complete tasks swiftly while adhering to the law. According to the interviews, these 

achievements were only possible due to his vision of serving the citizens, which 

manifested through his programs. At the same time, he also possessed the ability to 

execute his policies and programs.  
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Figure 10. Ahok’s Servant Leadership Concept Map 

 

Ahok generated many programs that benefitted the citizens. He also ventured to 

areas that not many leaders dared to go with the development of technology to serve the 

citizens through QLUE mobile phone app, indicating foresight and further commitment 

to developing the community and educating the people to use technology to increase 

peoples’ participation and monitor the Jakarta government’s performance. Ahok’s anti-

corruption commitment also signified how he was genuinely committed to safeguarding 

the resources sacrificed by the citizens, and to fulfilling their hopes regarding the 

development of Jakarta. 

Ahok’s daily morning meetings with the citizens were frequently mentioned by the 

participants. This activity was deemed a unique approach by the citizens, some 

participants even claimed that no previous leaders had done this before in Indonesia. The 

daily meetings with the citizens reflected Ahok’s responsiveness and willingness to 

swiftly solve the citizens’ problems. This also indicates that Ahok conducted direct 

engagement with the citizens. 

The interview results indicate that Ahok fulfilled most criteria of the servant 

leadership indicators by Greenleaf (1990). However, the results also demonstrated 

criticism that Ahok was temperamental and lacking in communications capabilities. He 

tended to get angry in front of the public and would not hesitate to berate those who 

opposed or criticised him. This was evident, as Ahok did not have a significant event that 
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emphasised his persuasiveness with the people, particularly regarding how he had 

involved the people in negotiations or decision making, unlike Jokowi. However, even 

with his unpleasant communications style and the absence of persuasiveness, most 

participants still viewed Ahok as a genuine servant leader, and there were those who 

acknowledged his servant leadership. This indicates that servant leadership may be 

implemented in a strict and authoritarian form, with Ahok as the example. 

5.17 ANALYSIS: THEMES TABLE AND CONCEPT MAP OF RISMA’S 

SERVANT LEADERSHIP 

The most mentioned theme regarding Risma’s servant leadership was gestures and 

approaches to a series of events. As the name implies, this theme comprised several 

incidents or events mentioned by the participants that were perceived to have 

strengthened Risma’s image as a servant leader. Some of these events included the 

incident at Taman Bungkul and her efforts in directing traffic during floods. The next 

most common themes were her emotional personality, followed by her reputation as a 

reformer of bureaucracy. Her implementation of an e-government system was mentioned 

the most in this theme. She was also reported to have a gender advantage, with the 

reputation as a caring mother, and a woman who did not hesitate to perform hard labour 

for the sake of the citizens. 

Table 10. Risma’s Servant Leadership Themes Table 

No. Themes F 

1 Gestures and Approaches to Series of Incidents 17 

2 Surabaya City Restructure/ Beautification 8 

3 Strict and Emotional Character  8 

4 The Bureaucracy Reformer 6 

5 Figure of a Caring Mother (Gender Advantage) 5 

 

Risma’s servant leadership image was based primarily on her gestures and 

approaches to a series of incidents recorded in the interviews. These gestures and 

approaches were mostly influenced by her emotional personality and her caring motherly 

attitude. The series of incidents included her rage over Taman Bungkul corporate disaster 

event, which caused billions of Rupiah damage, as well as yelling at and threatening her 

staff in front of media over their insufficient performance in creating a bureaucracy 

system for e-KTP program. In her rages, she almost always said that the people of 

Surabaya were suffering because of them, creating an image that she would not stand to 

see the people suffering  On the other hand, Risma’s empathy and patience were exercised 

during the closing of Dolly. Instead of using her power and authority, she used persuasion 
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and succeeded in encouraging sex workers to participate in job training programs. Most 

people who were involved with this prostitution business were finally able to secure better 

jobs according to participants. Risma was also reported as directing traffic during floods 

to assist citizens and the police, and carrying her iPad whenever she went outside or on a 

business trip to monitor the citizens’ condition. These behaviours projected an image of 

how she genuinely cared about the citizens’ wellbeing. Moreover, the participants 

mentioned these incidents and gestures to describe how Risma met the criteria of servant 

leadership. 

The series of incidents and gestures indicate that the leader’s response toward 

problems or cases is the determinant of their image, and in this context, Risma succeeded 

in constructing her image as a servant leader through her approach and gestures related 

to these incidents. The role of the media was also important to the construction of this 

image, since most of these incidents can be found in media articles with pictures and 

videos. Risma was conscious of the presence of the media during the e-KTP incident. 

Despite her success in creating an image as a servant leader, there were consistent 

critics who stated that Risma was only good at providing “public stunts” for the people, 

but in the end, did not really have a vision or foresight about what kind of city Surabaya 

would be shaped as in the future. Many participants also believed that Risma lacked the 

cognitive aspect of how to run a city and develop effective programs for the people. 

Based on the concept map, it is evident that Risma’s image as a servant leader was 

primarily based on her personality, where according to the participants, she was 

emotional, authoritarian, with a strong image as a mother who looked after the citizens as 

if they were her children. Moreover, her image as a servant leader stemmed from her 

success in reforming Surabaya city and its government through improving the city 

structure and the government staff’s performance. 
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Figure 10. Risma’s Servant Leadership Concept Map 

5.18 ANALYSIS: SIMILARITIES BETWEEN JOKOWI, AHOK, AND RISMA 

AS SERVANT LEADERS 

The analysis determined the uniqueness of how each nominated leader succeeded 

in constructing their reputation or image as a servant leader. To further strengthen the 

analysis and to reach conclusions, this section discusses the similar patterns between the 

leader success in building their reputations. 

The similarities of each leader in successfully making their reputation as a servant 

leader were:  

1. Each leader had their own original approaches for direct engagement with the 

citizens. This allowed the citizens to provide direct feedback to the leaders, 

while at the same time making the leaders’ personalities known to the citizens, 

making the leaders stand out amongst the political mainstream. 

2. Each leader had a reputation for success in improving the bureaucracies and 

creating innovative and effective programs to improve the citizens’ wellbeing. 

They were also known for significantly improving the performance of 

government staff in serving the citizens.  
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3. The leaders were known to have clean reputations from corruption. They 

further demonstrated their commitment to eliminating corruption in the 

government through their programs and actions. 

5.19 ANALYSIS AND SIMILARITIES BETWEEN JOKOWI, AHOK, AND 

RISMA AS POLITICAL OUTSIDERS 

Most participants confirmed that they agreed that Jokowi, Ahok, and Risma could 

be defined as political outsiders based on the provided criteria. The first criterion was that 

they did not initially possess massive wealth or come from a wealthy family background. 

The second criterion was that these leaders did not initially come from an influential or 

elite family background that could influence the government. Participants also mentioned 

the three leaders had a track record of not being affiliated with certain political parties or 

did not come from political background before they decided to join political parties. These 

leaders proved that one does not need to come from an elite or mainstream background 

(such as military background) to be capable leaders. 

In this context, Jokowi was seen as the most phenomenal political outsider because 

he managed to become the president of Indonesia with only seven years’ experience, and 

had a contrasting background to the typical politicians and presidents in Indonesian 

history. He disliked formality and protocol, had a clean reputation, and often made 

appearances in public engaging the citizens with modest wardrobe and humble fashion 

style. This contrasting background was also seen to have reinforced his image and identity 

as an outsider, making him a capable alternative to the typical political mainstream. He 

even managed to defeat the oligarch, Prabowo, during the last Indonesian presidential 

election. 

Each nominated leader had their own uniqueness that was widely known to the 

people and this made them stand out amongst the other politicians. This was reinforced 

by their solid achievements in programs and bureaucracy that reflected their competence 

as capable leaders. In addition, the leaders’ unique approaches attracted the peoples’ 

attention to the point where the media saw them as a new commodity of journalism. There 

were also media or journalists who supported their rise and provided them with good 

publicity, earning these leaders the title of media darlings. 

Although they respected the political parties that supported them, the three leaders 

demonstrated that the citizens were their top priority, and they would not make political 

parties their priority. As the president of Indonesia, Jokowi was applauded for his ability 

to handle politics. He demonstrated that he could manage to garner his own power and 
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was able to execute his programs smoothly despite political pressure from the old powers 

and the opposition. Ahok came from a minority background and had succeeded in turning 

this disadvantage into proof of his intention to genuinely serve the citizens through his 

many achievements. Risma also demonstrated her competence through her clean track 

record, which made PDIP take an interest in her. They were also known to be free from 

any burden from the past or from being involved in scandals. 

5.20 INTERVIEW CONCLUSIONS 

This chapter presented the results of the interviews that formed part of the 

concurrent studies with the document studies based on the cases of Ahok, Jokowi, and 

Risma. Specifically, this method was designed to answer the first secondary question: Do 

voters see Jokowi, Ahok and Risma as servant leaders and a political outsiders? If so, 

how? as a part of study to answer the primary research question: How do voters’ 

perceptions of servant leadership and political outsiders affect brand personality as 

political leaders’ image and subsequently influence their brand trust? 

The 22 interview participants comprised experts and actors in Indonesian politics; 

media journalists; staff or former staff of Ahok, Jokowi, and Risma; and general voters. 

The analysis results indicated that most participants defined Jokowi, Ahok, and Risma as 

servant leaders and political outsiders. In this study, Jokowi was described as the closest 

description of a servant leader.  

This study determined that Jokowi had demonstrated consistency in implementing 

the same original approaches (blusukan and diplomasi meja makan) since his tenure as 

the mayor of Solo in 2005. Despite his presidency, he maintained impromptu visits with 

citizens and would shake hands with them in crowded places such as the local market. He 

also succeeded in maintaining the image of a servant leader during his presidency through 

his Nawacita program. Overall, his vision of Nawacita was manifested through major 

development of infrastructures all over of Indonesia. He also addressed the issue of the 

Indonesian Government neglecting the development of the eastern part of Indonesia 

through major developments that strengthened his political brand image as a servant 

leader. His modest traits also contributed to his image as a servant leader. He was seen as 

someone was not interested in luxuries and personal gains and this served as evidence of 

his commitment to serve the citizens. 

Ahok proved that servant leadership could also be implemented through an “iron 

hand”, despite the loss of persuasive factor as one of the main criteria, so long as leaders 
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have a vision for the citizens’ wellbeing, and the ability to execute programs. He made 

the “impossible become possible” through his achievements, such as cleaning the rivers 

around Jakarta and improving the bureaucracy and public servants’ performance across 

Jakarta. He also improved communication by handing out his personal contact 

information to the public. His daily morning meetings with the citizens at the Governor’s 

Office proved to contribute to the construction of his political brand image as a servant 

leader, one that could provide swift responses to the citizens’ immediately in contrast to 

the typical government officers in Indonesia according to the interviewees. 

Risma proved that leaders’ gestures and responses to problems and to the people 

are a determinant of one’s political brand image. She was always responsive to problems 

and would not stand idle when her citizens were suffering. Many of her deeds can be 

found in the media, such as why she decided to fight against the mafia powers to shut the 

biggest brothel in South East Asia, known as Dolly. She was also known to always bring 

her iPad and handy talky to monitor the citizens’ conditions and improve coordination 

with her staff. Her emotional personality contributed to the construction of her image as 

a servant leader, where she expressed her emotions in ways that appeared like she would 

be furious with anyone that would or had made the citizens suffer. She was also known 

as a mayor that succeeded in the beautification of Surabaya through the construction of 

parks across Surabaya, and her innovation in bureaucracy with the e-government system. 

The analysis results regarding the three leaders affirmed prior findings that 

Greenleaf’s (1977) concept of servant leadership can be applied at different levels of 

government, from mayor to governor office, and even during the leader’s tenure as a 

president. In the government context, servant leadership can be implemented through 

proven achievements in generating programs that benefit the people, and from leaders’ 

characteristics or personality. The latter factor comprises their physical appearances in 

public, gestures, methods of communication, and their approach to problems. The three 

desirable leadership traits for citizens are direct engagement, responsiveness, and the 

ability to provide solutions for the citizens. In addition, servant leaders should be able to 

transform the government to be a functional government free of corruption. 

The analysis identified similarities between Jokowi, Ahok, and Risma as servant 

leaders. These leaders were known to have unique and original approaches to serving 

their citizens, and these attributes were reflected in their programs and policies. The 

leaders made significant achievements in improving the bureaucracy system in their areas 

and government staff performance, earning them the title of bureaucracy reformers. 
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Finally, the leaders were known to have clean track records from corruption, they were 

also actively involved in anti-corruption campaigns. 

In the context of rising Indonesian political outsiders, most interviewees were aware 

of the phenomenon; however, Indonesians may need to invent a new label, since the term 

“political outsider” is difficult to translate to the Indonesian language. The analysis results 

confirmed that all participants agreed that the rise of political outsiders was mainly 

triggered due to their leadership success as regional leaders. This may lead to a conclusion 

that significant attributes of servant leadership exist in Indonesian political outsiders due 

to their strong political brand image as servant leaders. In addition, the media played a 

significant role in the development of political outsiders by introducing these candidates 

and their achievements to the public. 

5.21 QUALITATIVE STUDIES CONCLUSIONS 

The interview conclusions indicated similarities with the conclusions from the 

document studies. This suggests that the document studies corroborate the interview 

results. The major conclusion from both studies was that significant attributes of servant 

leadership are shown by political outsiders. Based on these results, the next chapter 

formulates the measurement scales for political outsiders in the Indonesian context. 

Specifically, the quantitative study attempts to answer the last research question: How 

much influence do servant leadership and political outsiders have on leaders’ brand 

personality as their brand image, and subsequently, brand trust?  





  

Chapter 6: Survey 159 

Chapter 6: Survey 

6.1 INTRODUCTION 

The qualitative study results determined that the three leaders; Jokowi, Ahok, and Risma 

possessed strong political images as servant leaders and political outsiders. The next phase 

measured the three leaders’ characteristics of servant leadership, political outsiders, brand 

personality, and brand trust with a broader base of voters. This was achieved through a quantitative 

method utilizing a survey to provide more representative results for the overall research. 

Previous studies have determined the effectiveness of developing scale items from 

qualitative study. This method enriches the quality of questionnaire items (McKenna et al., 2011) 

and assists in improving understanding of new concepts (Willis, 2005). Furthermore, it allows 

researchers to learn about almost any aspects of the instrument, such as determining the appropriate 

wording for the questions (Thankachan, Price, & Hitchcock, 2012), determining response options, 

and grouping questions (Dillman, Smyth, & Christian, 2014, p. 125). Amongst the different kinds 

of qualitative methods, individual interviews are commonly employed to generate questionnaire 

items (Ricci et al., 2018). 

As mentioned in the previous chapters, the quantitative study developed measurement scales 

for Indonesian political outsiders based on the previous qualitative study results. This chapter 

begins by providing the justification for establishing the instruments. Following this, the 

procedures of developing these scales, which entailed a pilot test, are described.  

6.2 JUSTIFICATION AND PROCEDURES FOR DEVELOPING SCALES FOR 

POLITICAL OUTSIDERS 

As mentioned in the research design, one of the main goals of the interviews and document 

analysis method in this study was to generate measurement scales for political outsiders to be 

utilized in a survey in the quantitative part of this research. The literature review in Chapter 2 

attempted to explore and identify the measurement scales for the concept of political outsiders. 

However, despite the phenomenon occurring worldwide, there is limited research available that 

attempts to explain the definitive term of this concept, and no research was found that attempted 

to generate measurement scales for political outsiders. Therefore, generating political outsider 
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measurement scales in an Indonesian context based on the qualitative study results was deemed 

necessary to answer the second research question of this study. A measurement scale for political 

outsiders in the Indonesian context was deemed necessary because the criteria for political 

outsiders may vary depending on the candidate’s country location and the political party system 

there (Akkerman, Mudde, & Zaslove, 2014; Barr, 2009). 

The process of developing measurement scales for political outsiders in this research was 

based on Hinkin, Tracey, and Enz (1997) methods, whose works built on Churchill (1979) in the 

marketing field, and Hinkin (1995). Hinkin et al. (1997) proposed the steps of developing 

measurement scales and analysis, which are: 1) item development, 2) content adequacy 

assessment, 3) questionnaire administration, 4) factor analysis, 5) internal consistency assessment, 

6) construct validity, and 7) replication. Further explanation of these steps and how they were 

applied in this research is provided in the following sub-section. However, since this study did not 

focus on scale items or construct development, this study bypassed the sixth and seventh steps. 

Thus, this may be a direction for future research. 

The nature of this scale development method refers to exploratory factor analysis, where the 

researcher has no clear expectations or has incomplete expectations about the underlying structure 

of correlations (Fabrigar & Wegener, 2012, p. 4). 

6.2.1 Item Generation 

According to Hinkin et al. (1997), the process of developing scales begins with the creation 

of items to assess the construct under examination, which is divided into two different approaches, 

inductive and deductive. A deductive approach was taken for this step, as the items are determined 

from prior studies based on the interviews and document analysis results (Schwab, 1980). 

The interview and document analysis results highlighted themes that constantly appeared 

and denoted similarities between Jokowi, Ahok, and Risma as political outsiders where they were 

seen to be different or unique compared with their counterparts. These themes were the leader’s 

unique background, leader’s unique qualities, leader’s unique programs, and leader’s engagement 

style with the citizens.  

The scales denoting background were derived from Hadiz and Robison (2013), and Winters’ 

(2014) counter-factual theory to define political outsiders in Indonesia in terms of wealth and 
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nobility factors, as the outsiders came from unique backgrounds compared to mainstream 

politicians. 

The proposed measurement scales for political outsiders in Indonesia are shown in Table 11. 

Table 11. Proposed Measurement Scales for Indonesian Political Outsiders 

Background 

1.      Came from outside of the political mainstream background 

2.      Did not come from a wealthy family background 

3.      Did not come from an influential family background 

Qualities 

4.      Is seen as a capable leader 

5.      Has many positive achievements 

6.      Has been financially successful in their previous career 

7.      Has clean track record from corruptions 

Programs 

8.      Has effective programs to solve problems 

9.      Has innovative programs 

10.  Has different approaches to solve problems 

11.  Is seen to be capable in creating a clean government 

Style 

12.  Has different approaches to engage with the people 

13.  Is close with the people 

14.  Was mostly presents for the citizens, particularly during hard times 

 

6.2.2 Content Adequacy Assessment 

Hinkin et al. (1997) proposed three methods for this phase. However, due to the novelty of 

the term ‘political outsider’ in Indonesia, the most feasible step according to their article was 

content adequacy assessment based on the analysis of variance. This method is very simple, 

straightforward, and involves a statistical test of content adequacy. It may be conducted with a 

relatively small sample and has a very low cost in both time and money (Hinkin et al., 1997). 

Therefore, in compliance with this procedure, the proposed scales were pilot tested with 20 

random respondents who had the right to vote in Indonesia, and were based in either Jakarta or 

Surabaya, the areas where Jokowi, Ahok, and Risma were elected. The purpose of this pilot test 

was to see whether the survey questions for the political outsider construct were administered 

effectively in term of wording. Despite the inadequate number of respondents, this preliminary 

pilot test served to assist the researcher in obtaining initial insights about the leaders’ political 
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outsider images. The respondents for Ahok and Risma were limited to 20 because only Jakartans 

could respond to questions about Ahok, and Surabayans could respond about Risma. Neuman 

(1997, p. 232) suggested that “a small set of respondents” would be sufficient for pilot testing (p. 

232). While Hertzog (2008) mentioned that a sample of 10-15 respondents for a pilot study would 

be sufficient to determine feasibility. 

6.2.2 Adding Soesilo Bambang Yudhoyono to the survey 

To improve the effectiveness of the data analysis, the researcher decided to add one of the 

oligarchy figures in Indonesia into the survey for comparison purposes. The figure that matched 

the criteria of an oligarch based on Hadiz and Robison (2013) in this context was former president 

of Indonesia, Soesilo Bambang Yudhyono, better known as SBY. SBY maintained his position by 

acclamation as the leader of Democrat Party while serving as the president of Indonesia. 

Furthermore, SBY was believed to have attempted to build a political dynasty to preserve his 

position as the oligarch by withdrawing his son, Major Agus Harimurti Yudhoyono, from the 

Indonesian army after 16 years of service to run in the Jakarta gubernatorial election in 2017 

(Firdaus, 2013; Viva, 2016). SBY’s political background as a former general of the Indonesian 

army also suggested that he came from the typical background of politicians or the oligarchs in 

Indonesia, which corresponded with the findings from the qualitative studies in this research. 

As the president and former president of Indonesia, the leadership scope of Jokowi and SBY 

covered all cities of Indonesia, where most Indonesians have experienced their leadership; and 

thus, would have opinions about their leadership. Therefore, both Jakartans and Surabayans could 

respond to questions about these two leaders. Forty respondents were therefore asked to complete 

the questions about Jokowi and SBY. 

6.2.3 Questionnaire Administration 

The purpose of this step was to determine whether the proposed scales confirmed 

expectations about the psychometric properties. Since there were no other established measures, 

this test only utilized the proposed scales based on the qualitative study. The scales used a six-

point Likert scale as measurements between five or seven points have demonstrated evidence in 

showing the variance required for examining the relationships among items and scales, and this 

also creates adequate coefficient alpha (internal consistency) reliability estimates (Lissitz & Green, 
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1975). These scales included a “do not know” answer option for respondents who were not able to 

provide responses and to prevent them from giving misleading data (Krosnick, 2002). 

6.2.4 Factor Analysis: Varimax Rotation 

Confirmatory analysis was adopted in this study due to the deductive approach chosen at the 

beginning of the steps. Its purpose was to test the significance of the scales according to Hinkin et 

al. (1997). The factor analysis in this pilot test used the varimax rotation method. Varimax rotation 

simplifies the loading of items by removing the middle ground, and more specifically, identifies 

the factors upon which data load. In other words, the objective of this rotation method is to identify 

the rotation or alignment of the axis in a way that best represents the shared variance amongst other 

components (Allen, 2017). The varimax rotation results for each leader are shown in Appendix I.  

The pilot test varimax rotation results indicated that there were questions that may not relate 

to one leader but appeared to relate to other leaders. There were questions that resulted in negative 

values (number two and three), which suggested the questions needed to be reworded, since the 

purpose of these scales was to determine a positive relationship between the scales and the leaders. 

In addition, a case existed where a question proved to be inconsistent for all leaders (number six). 

In this case, the researcher decided to eliminate the question since this question (was financially 

successful in their previous career) could overlap with question number five (has many positive 

achievements). The rest of the questions appeared to be reliable, with a factor loading of at least 

.70 to at least one leader; thus, passing the reliability test (Yong & Pearce, 2013) and were 

maintained. 

6.2.5 Internal Consistency Assessment: Cronbach’s Alpha 

Following the factor analysis result, this step tested the scale’s reliability. For this purpose, 

the most common method is through internal consistency assessment, also known as Cronbach’s 

alpha, which shows how well the items measure the same construct (Price, 1997, p. 308). A 

sufficient value of coefficient alpha is considered to be above .70 (Greco, O'Boyle, Cockburn, & 

Yuan, 2018), as this value provides a homogeneity or strong item covariance that suggests that the 

sampling domain has been captured (G. Churchill, 1979). A coefficient alpha below .70 is 

considered to have low reliability (Cortina, 1993); thus, the scale item or group can be discarded 

to improve the analysis and increase the scale’s reliability (Tavakol & Dennick, 2011). The 

Cronbach’s alpha results for the pilot test are listed in Table 12. 
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Table 12. Pilot test Cronbach’s alpha results 

Dimension Leader Α 

Background   

 Ahok 0.50 

 Risma -0.71 

 Jokowi 0.79 

  SBY 0.84 

Qualities   

 Ahok 0.65 

 Risma 0.68 

 Jokowi 0.83 

  SBY 0.48 

Program 
  

 Ahok 0.89 

 Risma 0.92 

 Jokowi 0.96 

  SBY 0.82 

Style   

 Ahok 0.87 

 Risma 0.93 

 Jokowi 0.88 

  SBY 0.80 

 

The reliability assessments indicated that the scale groups of background and qualities 

required refinement since there were scores below .70. This was evident for Risma, with a score 

of -.71, and .48 for SBY for qualities. These scores violated the reliability model assumptions 

(Tavakol & Dennick, 2011), which was evidence of the need to modify these scale groups. 

Furthermore, the test results suggested that none of the items from the background group had 

adequate scores. Therefore, the researcher decided to exclude the background dimension and 

proceed with the existing three groups (qualities, programs, and style). The programs and style 

scale groups fulfilled the reliability score; thus, the questions in these groups were maintained. 

Based on the previous analysis, some scale items from the first and second group were 

reworded. One item from the qualities and competence group “was financially successful in their 

previous career” was deleted, as it could fall under the category of “has many positive 

achievements”, scale item number 5.  
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6.2.6 Revised Scale Items 

The new scale items are shown in Table 13. 

Table 13. Revised scale items 

Political Outsider dimensions 

Qualities 

1.      Is seen as a competent leader 

2.      Has many positive achievements 

3.      Has clean track record from corruptions 

Program 

4.      Has effective programs to solve problems 

5.      Has innovative programs 

6.      Has different approaches to solve problems 

7.      Is seen to be capable in creating a clean government 

Style 

8.      Has different approaches to engage with the people 

9.      Is close with the people 

10.  Was mostly presents for the citizens, particularly during hard times 

 

This concluded the development of the scales for Indonesian political outsiders, and the 

survey was launched using the updated scale items. 

6.3 SURVEY RESULTS 

Chapter 3 discussed the survey data collection method; therefore, this section presents the 

survey results. Overall, 662 online surveys were submitted; however, 209 were incomplete, 

leaving 453 fully completed surveys, indicating a 68.4% response rate. These 453 responses 

comprised 154 Jakartans (36 staff members from the Jakarta Governor’s Office and 118 general 

voters) and 300 Surabayans (106 staff members and 194 general voters). One participant resided 

in both Jakarta and Surabaya. The survey was circulated through social media such as WhatsApp 

groups and Facebook, and some were given out as hard copies to government staff in Jakarta and 

Surabaya. 

As mentioned previously, most surveys utilize a five-point Likert type scale to determine 

respondents’ answers ranging from 1 = strongly disagree to 5 = strongly agree. For this survey, a 

‘do not know’ option was provided for each answer should the respondents not have knowledge 
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on the questions. To maintain relevant scores, the ‘do not know’ answer was not included in the 

measurement scale, which resulted in the difference between the population numbers for the 

survey results. 

6.4 SURVEY DEMOGRAPHICS 

The demographic profiles of the respondents are shown in Appendix J. The participants 

consist of 33.8% Jakartans and 66.2% Surabayans, where 53.4% of the respondents stated that 

they have no party preference. 58.5% participants are male and 66.2% from the total respondents 

are Muslims. The general voters in this survey amounted to 68.7%, which left government staff to 

a portion of 31.3% (23.4% from Surabaya Mayor Office and 7.9% from Jakarta Governor Office). 

6.5 CHALLENGES IN SURVEYING JAKARTA’S GOVERNMENT STAFF 

The Surabayan respondents completed the survey within three weeks; however, it took 

researcher three months to conclude the survey in Jakarta, particularly at the Governor’s Office. 

The researcher hired several assistants for the data collection. The findings from the field indicated 

that recent political developments made surveying the Jakarta government staff highly 

challenging. This was due to the former governor of Jakarta, Ahok, being found guilty of 

blasphemy against Islam. Ahok had to serve two years in jail not long after he lost the 2017 Jakarta 

governor election against Anies Baswedan.  

The survey in Jakarta was launched in early September in 2017. The field reports stated that 

most of Ahok’s direct staff, which comprised 32 people had moved to a different department when 

Anies Baswedan took over the Governor’s Office. The hired survey agent continued to survey 

Ahok’s indirect staff with the approval received from the Indonesian Government Institute of 

Political Research. However, they did not want to complete the survey despite the survey being 

anonymous. Reasons given by these staff members included, “We need to be neutral”, “Please do 

not do this (survey) here, we want to keep the situation cool here and get ready for next year 

(referring to the Indonesian presidential election)”. After significant effort, the first survey agent 

then decided to withdraw from this project. 

By late October 2018, the second agent had managed to survey 118 general voters and 22 of 

Ahok’s direct staff. The agent then decided it would be too difficult to continue and resigned. In 

early November, a third assistant was hired. The survey strategy was changed to focus on 
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government staff at the village office, which still fell under the Jakarta governor’s jurisdiction. 

However, the same difficulties remained. The third agent stated that it would be too difficult to 

continue the survey at this point. He had surveyed 16 staff from the village office. At this stage the 

researcher considered several aspects, such as the time constraints and the fact that researcher had 

obtained data from 70% of Ahok’s direct staff, which was considered representative. The 

researcher then decided to conclude the data collection and proceed to data analysis, keeping in 

mind that the total participants from Jakarta was much lower than in Surabaya. 

6.6 MEANS AND FACTOR ANALYSIS RESULTS: SERVANT LEADERSHIP 

The means results in Table 14 suggest that the nominated political outsiders; Jokowi, Ahok 

and Risma had high servant leadership scores compared with the oligarch SBY. Drawing from the 

first scale item, the results further indicate that the leaders were seen to act defensively when 

confronted. In this case, SBY had lower scores compared with the three leaders.  

Table 14. Means: Servant Leadership 

Leader Component N Mean 
Std. 

Deviation 
Leader Component N Mean 

Std. 

Deviation 

Ahok SL01 147 3.15 1.246 Risma SL01 272 3.29 1.027 

 SL02 150 4.32 0.854 
 

SL02 294 4.33 0.746 

 SL03 148 4.08 0.986 
 

SL03 294 4.30 0.765 

 SL04 146 3.92 0.88 
 

SL04 296 4.30 0.655 

 SL05 151 4.03 0.909 
 

SL05 292 4.16 0.754 

  SL06 149 4.19 0.774   SL06 298 4.34 0.622 

Jokowi SL01 415 3.45 0.964 SBY SL01 399 2.65 1.069 

 SL02 438 4.04 0.801 
 

SL02 421 3.06 1.018 

 SL03 433 4.08 0.827 
 

SL03 418 3.11 0.974 

 SL04 439 4.08 0.807 
 

SL04 405 3.25 0.904 

 
SL05 437 4.05 0.82 

 
SL05 418 3.28 0.916 

  SL06 438 4.12 0.79   SL06 411 3.29 0.881 

 

The component matrix in Table 15 indicates that the four leaders all had low scores on the 

first servant leadership scale item. SBY in this case, has an even lower mean score (2.65). Item 

number one in this scale was “the leader is not defensive when confronted.”, this suggests that a 

defensive attitude may be common in politicians, regardless of whether they are from the political 

mainstream or are outsiders. The low factor loadings for Jokowi, Ahok, and Risma indicate 
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conflicting opinions amongst voters regarding the three leaders’ defensive attitudes when 

confronted. 

Table 15. Factor analysis: servant leadership 

Leader Component 
R component 

matrix 
Leader Component 

R component 

matrix 

Ahok SL01 0.237 Risma SL01 0.351 

 SL02 0.842 
 SL02 0.727 

 SL03 0.801 
 SL03 0.782 

 SL04 0.766 
 SL04 0.720 

 SL05 0.851 
 SL05 0.772 

  SL06 0.820 
  SL06 0.850 

Jokowi SL01 0.564 SBY SL01 0.665 

 SL02 0.862 
 SL02 0.885 

 SL03 0.888 
 SL03 0.882 

 SL04 0.875 
 SL04 0.856 

 SL05 0.896 
 SL05 0.884 

  SL06 0.852 
  SL06 0.868 

 

6.6.1 Means and Factor Analysis Results: Political Outsider 

The mean results for political outsiders components indicated the same characteristics as 

servant leadership, where the three leaders had relatively higher scores than SBY (see Table 16). 

SBY had low scores for items number 3, “known as a leader who is clean from corrupt practices” 

and 7, “known as a leader who has the capacity to build a government that is free from corruption”. 

This may suggest that SBY’s had a political image of not being a clean politician and was incapable 

of creating a clean government compared to Jokowi, Ahok, and Risma. 
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Table 16. Means: Political outsider 

Leader Component N Mean 
Std. 

Deviation 
Leader Component N Mean 

Std. 

Deviation 

Ahok PO01 152 4.39 0.814 Risma PO01 299 4.54 0.640 

 PO02 150 4.38 0.791 
 

PO02 298 4.65 0.542 

 PO03 145 4.32 0.912 
 

PO03 294 4.45 0.745 

 PO04 151 4.35 0.793 
 

PO04 296 4.46 0.604 

 PO05 151 4.29 0.837 
 

PO05 296 4.48 0.627 

 PO06 151 4.30 0.790 
 

PO06 292 4.36 0.702 

 PO07 151 4.39 0.856 
 

PO07 294 4.39 0.730 

 PO08 152 4.21 0.777 
 

PO08 296 4.34 0.675 

 PO09 151 4.10 0.878 
 

PO09 299 4.59 0.597 

  PO10 150 4.13 0.900 
  

PO10 295 4.57 0.629 

Jokowi PO01 449 4.21 0.882 SBY PO01 440 3.24 0.956 

 PO02 442 4.21 0.861 
 

PO02 430 3.12 0.989 

 PO03 438 4.19 0.913 
 

PO03 421 2.58 1.202 

 PO04 445 4.10 0.822 
 

PO04 427 3.07 0.929 

 
PO05 444 4.16 0.794 

 
PO05 426 3.06 0.958 

 
PO06 440 4.16 0.793 

 
PO06 413 3.02 0.934 

 
PO07 440 4.17 0.925 

 
PO07 432 2.58 1.151 

 
PO08 443 4.25 0.758 

 
PO08 415 3.01 0.934 

 
PO09 449 4.46 0.722 

 
PO09 433 3.03 0.947 

  
PO10 445 4.27 0.799 

  
PO10 422 3.14 0.927 

 

The factor analysis test returned consistent and high reliability results (see Table 17). Three 

items appeared to be inconsistent in Risma’s case, despite high mean scores. The three items were 

number 3 “known as a leader who is clean of corrupt practices”, number 6 “has a different approach 

than other leaders in general in solving problems” and number 7 “known as a leader who has the 

capacity to build a government that is free from corruption”. However, this only occurred in 

Risma’s case, while it was consistent for the other leaders. 
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Table 17. Factor analysis: Political outsider 

Leader Component 

Rotated 

Component 

Matrix 

Leader Component Rotated Component Matrix 

          1 2 

Ahok PO01 0.886 Risma PO01 0.655 
 

 PO02 0.928 
 PO02 0.717 

 

 PO03 0.898 
 PO03 

 
0.789 

 PO04 0.915 
 PO04 0.710 

 

 PO05 0.899 
 PO05 0.775 

 

 PO06 0.862 
 PO06 0.466 0.642 

 PO07 0.903 
 PO07 0.406 0.708 

 PO08 0.886 
 PO08 0.567 

 

 PO09 0.846 
 PO09 0.802 

 

  PO10 0.839   PO10 0.792   

Jokowi PO01 0.879 SBY PO01 0.828  

 PO02 0.866 
 PO02 0.841  

 PO03 0.818 
 PO03 0.775  

 PO04 0.849 
 PO04 0.870  

 PO05 0.879 
 PO05 0.892  

 PO06 0.811 
 PO06 0.870  

 PO07 0.824 
 PO07 0.820  

 PO08 0.774 
 PO08 0.833  

 PO09 0.768 
 PO09 0.799  

  PO10 0.816   PO10 0.830   

 

6.6.2 Means and Factor Analysis Results: Brand Personality 

The mean results for brand personality dimension indicated that Risma had the highest 

average score compared with the rest of the leaders (see Table 18). All leaders also had consistently 

low scores on the brand personality scale group for ‘emotionality’ (BP 11 and BP 12), this group 

had two questions that asked whether the leaders were ‘sensitive’ and ‘sentimental’. For this 

dimension, SBY again had relatively low scores compared to the other leaders. 
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Table 18. Means: Brand personality 

Leader Component N Mean 
Std. 

Deviation 
Leader Component N Mean 

Std. 

Deviation 

Ahok BP01 150 3.82 1.075 Risma BP01 296 4.23 0.709 

 BP02 150 3.46 1.066 
 

BP02 295 4.05 0.872 

 BP03 153 4.40 0.781 
 

BP03 300 4.53 0.580 

 BP04 153 4.44 0.706 
 

BP04 300 4.58 0.528 

 BP05 152 4.18 0.870 
 

BP05 295 4.35 0.698 

 BP06 152 4.29 0.803 
 

BP06 296 4.48 0.610 

 BP07 147 4.24 0.855 
 

BP07 290 4.15 0.982 

 BP08 154 4.51 0.743 
 

BP08 298 4.56 0.624 

 BP09 150 3.63 1.039 
 

BP09 294 4.08 0.900 

 BP10 153 3.95 0.830 
 

BP10 289 4.11 0.868 

 BP11 118 3.09 0.906 
 

BP11 194 3.06 1.056 

  BP12 135 3.44 0.943   BP12 231 3.29 1.033 

Jokowi BP01 450 4.35 0.716 SBY BP01 432 3.23 0.932 

 BP02 444 4.12 0.793 
 

BP02 429 3.27 0.925 

 BP03 447 4.25 0.805 
 

BP03 434 3.30 0.934 

 BP04 451 4.27 0.743 
 

BP04 434 3.34 0.877 

 
BP05 442 4.16 0.774 

 
BP05 426 3.22 0.893 

 
BP06 443 4.18 0.767 

 
BP06 433 3.09 0.952 

 
BP07 425 3.32 1.139 

 
BP07 418 3.15 1.004 

 
BP08 444 3.98 0.860 

 
BP08 433 3.29 1.040 

 
BP09 450 4.28 0.820 

 
BP09 427 2.60 0.967 

 
BP10 443 4.26 0.780 

 
BP10 418 2.72 0.958 

 
BP11 328 3.47 1.031 

 
BP11 320 3.24 1.002 

  
BP12 341 2.86 1.037 

  
BP12 331 3.24 1.083 
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The factor analysis for brand personality dimensions appeared to have inadequate factor 

loadings for most groups (see Table 19). In particular, Jokowi had the most consistent results. This 

suggests divided opinions regarding the leaders’ personalities from the voters’ perspective. 

Furthermore, the results may indicate that the short version of brand personality scales (Geuens et 

al., 2009) may require refinement to be used in human brands or political branding contexts or in 

the Indonesian context. Specifically, the dimension of emotionality had inconsistent factor 

loadings for all leader. 

Table 19. Factor analysis: Brand personality 

Leader Component 
Rotated Component 

Matrix 
Leader Component 

Rotated Component 

Matrix 

    1 2 3     1 2 3 

Ahok BP01 0.494 0.599 
 

Risma BP01 0.564 0.604 
 

 BP02 
 

0.789 
 

 BP02 0.562 
  

 BP03 0.859 
  

 BP03 0.724 
  

 BP04 0.912 
  

 BP04 0.769 
  

 BP05 0.871 
  

 BP05 0.619 0.484 
 

 BP06 0.876 
  

 BP06 0.689 0.449 
 

 BP07 0.789 
  

 BP07 0.507 
 

0.461 

 BP08 0.918 
  

 BP08 0.779 
  

 BP09 
 

0.729 
 

 BP09 
 

0.753 
 

 BP10 0.465 0.507 
 

 BP10 
 

0.756 
 

 BP11 
 

0.634 0.554 
 BP11 

  
0.717 

  BP12     0.903   BP12     0.841 

Jokowi BP01 0.831 
 

 
SBY BP01 0.689 0.462 

 

 BP02 0.820 
 

 
 BP02 0.660 0.460 

 

 BP03 0.890 
 

 
 BP03 0.777 

  

 BP04 0.816 
 

 
 BP04 0.863 

  

 BP05 0.850 
 

 
 BP05 0.849 

  

 BP06 0.857 
 

 
 BP06 0.852 

  

 BP07 
 

0.792  
 BP07 0.514 

 
0.649 

 BP08 0.699 0.416  
 BP08 0.832 

  

 BP09 0.690 
 

 
 BP09 

 
0.794 

 

 BP10 0.796 
 

 
 BP10 

 
0.776 

 

 BP11 
 

0.718 
  BP11 

  
0.725 

  BP12   0.826     BP12     0.798 
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6.6.3 Means and Factor Analysis Results: Brand Trust 

The leaders’ brand trust average scores demonstrated that SBY had a low trust rate average, 

with a score of 2.8 compared to the other three leaders (see Table 20). The political outsiders had 

high political brand trust, with scores averaging 4.0 to 4.2. 

Table 20. Means: Brand trust 

Leader Component N Mean 
Std. 

Deviation 
Leader Component N Mean 

Std. 

Deviation 

Ahok BT01 151 4.21 1.022 Risma BT01 299 4.40 0.618 

 BT02 150 4.31 0.891 
 

BT02 300 4.40 0.590 

 BT03 152 3.50 1.207 
 

BT03 298 3.83 0.841 

 BT04 151 3.92 1.105 
 

BT04 299 4.11 0.769 

 BT05 149 4.19 0.956 
 

BT05 296 4.28 0.664 

Jokowi BT01 445 4.11 0.826 SBY BT01 439 2.92 0.980 

 BT02 445 4.13 0.829 
 

BT02 438 2.97 1.012 

 BT03 443 3.65 1.008 
 

BT03 436 2.47 1.011 

 BT04 445 3.85 0.953 
 

BT04 437 2.84 0.974 

  BT05 441 4.06 0.901   BT05 429 2.85 1.050 
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The factor analysis test for brand trust measurement returned high results for all 

leaders, indicating that the scale items were reliable (see Table 21). 

Table 21. Factor analysis: Brand trust 

Leader Component 
 Component 

matrix 
Leader Component 

 Component 

matrix 

Ahok BT01 0.927 Risma BT01 0.822 
 BT02 0.920  BT02 0.832 
 BT03 0.793  BT03 0.636 
 BT04 0.919  BT04 0.777 

  BT05 0.938   BT05 0.821 

Jokowi BT01 0.925 SBY BT01 0.936 
 BT02 0.917  BT02 0.940 
 BT03 0.827  BT03 0.875 
 BT04 0.899  BT04 0.887 

  BT05 0.903   BT05 0.923 

6.7 CORRELATIONS AND VIF RESULTS 

Overall, the correlation tests returned significant results in all dimensions, with a 

few exceptions (see Table 22). The brand personality dimensions of aggressiveness and 

simplicity had low correlations for all leaders, except Ahok, his aggressiveness had high 

correlations with other dimensions (except with responsibility). Risma showed relatively 

lower scores compared with Ahok, Jokowi, and SBY in all dimensions, indicating low 

(0-0.3) to moderate (0.3-0.7) levels of relationships between the variables (Ratner, 2009). 

Table 22. Correlations results 

 
  

Ahok 1 2 3 4 5 6 7 8 9 Risma 1 2 3 4 5 6 7 8 9

SL 1 SL 1

Qual .802** 1 Qual .590** 1

Prog .784** .928** 1 Prog .595** .719** 1

Styl .778** .896** .876** 1 Styl .574** .616** .672** 1

Resp .781** .759** .742** .767** 1 Resp .589** .582** .563** .547** 1

Acti .701** .823** .877** .769** .666** 1 Acti .562** .618** .581** .569** .696** 1

Aggr .699** .768** .794** .705** .578** .834** 1 Aggr .416** .442** .495** .316** .395** .462** 1

Simp .588** .494** .474** .522** .569** .407** .390** 1 Simp .468** .420** .470** .463** .490** .430** .254** 1

BT .765** .848** .828** .840** .768** .782** .695** .518** 1 BT .602** .526** .599** .590** .604** .617** .367** .436** 1

Jokowi 1 2 3 4 5 6 7 8 9 SBY 1 2 3 4 5 6 7 8 9

SL 1 SL 1

Qual .732** 1 Qual .756** 1

Prog .780** .847** 1 Prog .752** .878** 1

Styl .725** .745** .816** 1 Styl .748** .730** .798** 1

Resp .742** .751** .807** .789** 1 Resp .751** .767** .758** .757** 1

Acti .701** .742** .788** .734** .819** 1 Acti .739** .772** .764** .747** .801** 1

Aggr .477** .549** .538** .434** .502** .596** 1 Aggr .509** .522** .533** .449** .484** .626** 1

Simp .536** .507** .566** .600** .645** .602** .376** 1 Simp .533** .458** .515** .563** .586** .543** .340** 1

BT .728** .708** .780** .735** .769** .686** .454** .531** 1 BT .742** .790** .818** .766** .763** .764** .538** .509** 1

**. Correlations is significant at the 0.01 level (2-tailed).
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The VIF scores in Table 23 indicate a value below 10 from all leaders. According 

to Hair et al. (2014, p. 200) for multicollinearity, VIF scores under 10 can be tolerated, 

indicating that the data is acceptable for further analysis. 

Table 23. VIF scores 

DV=SL VIF DV=SL VIF DV=SL VIF DV=SL VIF 

JKW_PO 4.753 JKW_SL 2.925 AHOK_PO 6.711 RISMA_PO 1.936 

JKW_BP 3.842 JKW_BP 3.051 AHOK_BP 5.714 RISMA_BP 1.994 

JKW_BT 2.898 JKW_BT 2.593 AHOK_BT 4.143 RISMA_BT 1.956 

DV=PO   DV=PO   DV=PO   DV=PO   

SBY_PO 5.347 SBY_SL 2.755 AHOK_SL 3.978 RISMA_BP 1.968 

SBY_BP 4.223 SBY_BP 3.752 AHOK_BP 4.151 RISMA_BT 1.886 

SBY_BT 4.349 SBY_BT 3.422 AHOK_BT 4.035 RISMA_SL 1.774 

6.8 RELIABILITY TEST RESULTS 

The reliability tests indicated that emotionality from brand personality dimension 

had low reliability scores (below .70) (see Table 24). Therefore, this dimension was 

withdrawn from further analysis because it did not pass the reliability test. On the other 

hand, the aggressiveness dimension had adequate score loading for Ahok, and was 

therefore maintained. 

Table 24. Reliability Test Results 

Component (α) SL Brand Trust    

Ahok 0.792 0.936    
Risma 0.768 0.824    
Jokowi 0.900 0.935    
SBY 0.914 0.949    

Political Outsider (α) Qualities Program Style   
Ahok 0.916 0.926 0.881   
Risma 0.739 0.821 0.782   
Jokowi 0.891 0.893 0.846   

SBY 0.875 0.923 0.899   

Brand Personality (α) Responsibility Activity Aggressiveness Simplicity Emotionality 

Ahok 0.735 0.881 0.756 0.632 0.525 

Risma 0.767 0.820 0.594 0.721 0.552 

Jokowi 0.866 0.894 0.605 0.782 0.597 

SBY 0.860 0.906 0.565 0.882 0.619 

 

6.9 MULTIPLE REGRESSION ANALYSIS 

Appendix K demonstrates that Ahok (.813), Jokowi (.695) and SBY (.768) had high 

adjusted R² values in the direct effect between servant leadership, political outsiders, and 

brand personality to brand trust. This indicates that the model explained a significant 

amount of variability of the response data around its mean. In Risma’s (.570) case, it 
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moderately explained the variability of the response data based on its mean. The model 

was significant for all leaders, with the same scores of .000. 

6.10 DIMENSIONS INTERPLAY RESULTS FOR EACH LEADER CASES 

This section presents the results of the test for each leader. The results of the 

dimension interplay are shown in Appendix K (with brand trust as the DV) and Appendix 

L (with brand personality as the DV). The results are presented starting from Ahok, 

Risma, Jokowi, and SBY. 

6.10.1 Ahok: Variables Direct Effect to Political Brand Trust 

The data suggest that each leader had their own uniqueness according to the value 

of the standardized beta from each dimension (see Appendix K). Ahok’s highest 

contribution for his political brand trust came from his quality (.371, p 0.005) followed 

by responsibility (.230, p 0.003), activity (.238, p .029) and style (.195, p .066). However, 

his program (-.119, p .396) diminished his political brand trust. Ahok’s servant leadership 

(.010, p .905), aggressiveness (.006, p .942), simplicity (.077, p .145) were not significant 

to his political brand trust. Therefore, hypotheses H4Ha, H5Ha and H5Hb were 

supported, while hypotheses H2H, H4Hb, H4Hc, H5Hc, H5Hd were not supported. 

6.10.2 Ahok: Independent Variables Direct Effect on Brand Personality 

For the direct effect on brand personality as the dependent variable (see Appendix 

L), the adjusted R² returned the following scores: responsibility (.677, p .000), activity 

(.786, p .000), aggressiveness (.633, p .000) and simplicity (.367, p .000). Overall, there 

was at least one dimension with a significant effect on Ahok’s brand personality 

dimensions.  

In responsibility, the highest contributor and the only significant factor was his 

servant leadership (.489, p .000). The rest of the dimensions: qualities (p .547), program 

(p .691), and style (p .067) did not have a significant impact. 

In the activity dimension, program had a significant contribution (.863, p .000). The 

rest of the dimensions: servant leadership (p .902), qualities (p .754), and style (p .438) 

did not reach significance. 

On the other hand, the aggressiveness dimension had significance with program 

(.562, p .000). Whilst servant leadership (p .102), qualities (p .294), style (p .625) were 

not significant. 



  

Chapter 6: Survey 177 

Finally, Ahok’s simplicity was affected by his servant leadership (.511, p .000); 

however, qualities (p .658), program (p .594), and style (p .069) were not significant. 

Therefore, the following hypotheses were supported: H1Ha, H1Hd, H3Hf, H3Hg; 

while these hypotheses were not supported: H1Hb, H1Hc, H3Ha, H3Hb, H3Hc, H3Hd, 

H3He, H3Hh, H3Hi, H3Hj, H3Hk, H3Hl. 

6.10.3 Risma: Variables Direct Effect to Brand Trust 

In Risma’s case, for direct effect to political brand trust (see Appendix K), her 

activity (.277, p .000) trait had the highest score followed by program (.196, p .000), style 

(.160, p .000) and responsibility (.180, p .000). Additionally, her servant leadership (.182, 

p .000) also contributed to her high score of political brand trust. Risma had minor 

negative scores from her quality (-.084, p .255) and aggressiveness (-.011, p .841) traits. 

Risma’s simplicity trait did not have a significant effect on her political brand trust (.013, 

p .798). Therefore, these hypotheses were supported: H2R, H4Rb, H4Rc, H5Ra, H5Rb, 

while these hypotheses were not supported: H4Ra, H5Rc, H5Rd. 

6.10.4 Risma: Independent Variables Direct Effect to Brand Personality 

For Risma’s dimensions, direct effect on brand personality as the dependent 

variable (see Appendix L), the adjusted R² returned with scores of responsibility (.458, p 

.000), activity (.487, p .000), aggressiveness (.300, p .000), and simplicity (.300, p .000).  

In responsibility, all dimensions significantly affected Risma’s brand personality. 

The highest contributor was her servant leadership (.262, p .000), followed by qualities 

(.215, p .547), program (.182, p .691), and style (.140, p .067).  

In the activity dimension, most dimensions exceeded significance, with scores of 

servant leadership (.197, p .001), qualities (.294, p .000), style (.188, p .007), while her 

programs did not reach significance (p .065). 

On the other hand, all dimensions significantly affected Risma’s aggressiveness. 

The scores returned as: servant leadership (.157, p .029), qualities (.201, p .021), program 

(.399, p .000); whilst her style (-.176, p .000) had a negative effect on her aggressiveness. 

For the simplicity factor, all dimensions had a significant effect, except quality (p 

.637). The significant dimensions were servant leadership (.250, p .001), program (.248, 

p .006), and style (.183, p .025). 
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Based on the regression test results, it can be concluded that these hypotheses were 

supported: H1Ra, H1Rb, H1Rc, H1Rd, H3Ra, H3Rb, H3Rc, H3Re, H3Rg, H3Rh, H3Ri, 

H3Rj, H3Rk, H3Rl, while these hypotheses were not supported: H3Rd, H3Rf. 

6.10.5 Jokowi: Variables Direct Effect to Brand Trust 

Jokowi’s political brand trust was mainly contributed through his programs (.319, 

p .000) and responsibility (.295, p .000) (see Appendix K). Following this, his style (.148, 

p .013) and servant leadership (.173, p .001) played moderate roles in shaping his political 

brand trust. Jokowi’s activity (-.075, p .237) had a minor negative impact on his political 

brand trust. His aggressiveness (.023, p .552) and simplicity (.006, p .882) did not have a 

significant impact on his political brand trust. 

 Jokowi’s direct effect of servant leadership and political outsider on brand 

personality returned adjusted R² scores of responsibility (.731, p .000), activity (.702, p 

.000), aggressiveness (.332, p .000), and simplicity (.395, p .000). 

Therefore, it can be concluded that these hypotheses were supported: H2J, H4Jb, 

H4Jc, H5Ja, while the following hypotheses were not supported: H4Ja, H5Jb, H5Jc, H5Jd. 

6.10.6 Jokowi: Independent Variables Direct Effect to Brand Personality 

In responsibility, all dimensions had a significant impact on brand personality (see 

Appendix L). The most significant factor was style (.313, p .000) followed by program 

(.263, p .000), servant leadership (.218, p .000), and qualities (.015, p .000).  

In the activity dimension, all dimensions reached significance, with scores for 

program (.341, p .000), qualities (.237, p .000), servant leadership (.125, p .010), and style 

(.199, p .000). 

On the other hand, only qualities affected Jokowi’s aggressiveness. The rest of the 

dimensions, which included servant leadership (p .070), program (p .059), and style (p 

.205) did not reached significance. 

In the simplicity factor, only style (.363, p .000) and servant leadership (.195, p 

.005) dimensions had significance. The dimensions of quality (p .539) and program (p 

.449) were insignificant. 

Therefore, it can be concluded that these hypotheses were supported: H1Ja, H1Jb, 

H1Jd, H3Ja, H3Jb, H3Jc, H3Je, H3Jf, H3Ji, H3Jj, H3Jl, while these hypotheses were not 

supported H1Jc, H3Jd, H3Jg, H3Jh, H3Jk. 
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6.10.7 SBY: Variables Direct Effect to Brand Trust 

Based on the regression test results, SBY had a relatively low political brand trust 

compared to Ahok, Risma, and Jokowi. His low level of political brand trust was mainly 

contributed by his programs (.296, p .000) style (.182, p .002), and responsibility (.195, p 

.001) scores. The rest of the dimensions, servant leadership (.071, p .155), qualities (.086, 

p .184), aggressiveness (.071, p .054), and simplicity (.026, p .703) did not affect his 

political brand trust. It can be concluded that these hypotheses were supported: H4Sb, 

H4Sc, H5Sa, while the following hypotheses were not supported: H2S, H4Sa, H5Sb, 

H5Sc, H5Sd. 

6.10.8 SBY: Independent Variables Direct Effect to Brand Personality 

SBY’s direct effect of servant leadership and political outsider on brand personality 

returned adjusted R² scores of responsibility (.720, p .000), activity (.693, p .000), 

aggressiveness (.307, p .000), and simplicity (.350, p .000). 

In responsibility, all dimensions, except to program (p .175) had a significant 

impact (p .000).  

In the activity dimension, only program (p =0.175) was insignificant. The rest of 

the dimensions: qualities (.297, p =0.000), style (.282, p .000), and servant leadership 

(.234, p .000) were significant. 

On the other hand, only program (.237, p .037) and servant leadership (.219, p .006) 

dimensions had a significant effect on SBY’s aggressiveness. His qualities (.087, p .401) 

and style (.065, p .463) were not significant. 

In the simplicity dimension, only style (.316, p .000) and servant leadership (.235, 

p .002) were significant. The dimensions of quality (p .925) and program (p .432) were 

insignificant. 

Therefore, it can be concluded that these hypotheses were supported: H1Sa, H1Sb, 

H1Sc, H3Sa, H3Sb, H3Sg, H3Si, H3Sj, H3Sl, while these hypotheses were not supported: 

H1Sd, H3Sc, H3Sd, H3Se, H3Sf, H3Sh, H3Sk. 

6.11 MEDIATION TEST RESULTS (SOBEL TEST RESULT) 

This section presents the test results regarding whether brand personality mediated 

the relationship between servant leadership on political brand trust, and political outsider 

on political brand trust through the Sobel test. The Sobel test results are shown in 

Appendix M. The Sobel test showed that only 7 out of 60 hypotheses were not supported. 
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In H6, only Risma’s aggressiveness did not support the mediation between servant 

leadership on brand trust (H6Rc). Whilst in H7, all hypotheses that were not supported 

involved aggressiveness: H7Hc, H7Hg, H7Rg, H7Jc, H7Jg, H7Sg. 

The Sobel test results indicate that all components were associated with p-values 

below .05. The fact that most of the observed p-values fell below the established alpha 

level of .05 indicates that the association between the independent variables and 

dependent variable (servant leadership on political brand trust and political outsiders on 

brand trust) was significantly reduced by the inclusion of the mediator (candidates’ brand 

image based on their brand personality) in the model. Therefore, there was evidence of 

mediation in the model based on the four leaders’ cases. 

6.12 ANOVA TEST RESULTS 

This section presents the significant results from the ANOVA tests. Conducting 

ANOVA tests contributes to the objective of this study, particularly measuring the 

concept impacts on different group of respondents. Overall, the results indicate that there 

was no significant difference in voting behaviour, except for political party preference 

(see Appendix N), voters’ religion (see Appendix O), and government staff and non-staff 

perspectives (see Appendix P).  

From a religion basis, Christians had overall lower mean scores for SBY and higher 

scores for Ahok and Jokowi compared to the Muslims. In political party preference, the 

results suggest that voters from pro Prabowo-Uno parties had lower mean scores for Ahok 

and Jokowi, and relatively higher mean scores for SBY compared with the pro Jokowi-

Amin and those who did not have a political party preference. 

From the staff perspective, Risma’s staff at the Mayor’s Office had better 

perceptions than the non-government staff for all aspects of her political outsider 

dimensions. This also applied to her brand personality dimensions, except her simplicity. 

On the other hand, Ahok’s former staff had significantly lower mean scores for SBY than 

the Surabaya mayor’s staff (highest scores) and the non-government staff. 

6.13 DISCUSSION ON LEADERS’ SIMILARITIES 

The complete hypotheses results, and summary are shown in Appendix Q. 

Based on the mean scores (see Figures 36, 38, 40, and 42) the quantitative study 

showed that the political outsiders in this study, Ahok, Jokowi, and Risma, had overall 

better scores as servant leaders than SBY (4.1, 4.3, 4.1, and 3.2, respectively), and as 
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political outsiders (4.3, 4.5, 4.2, and 3.0, respectively). They also had stronger perceptions 

about their political brand personality (4.1, 4.3, 4.1, and 3.1, respectively) and better 

political brand trust (4, 4.2, 4, and 2.8, respectively) than SBY. SBY was used as a 

representative of the oligarchs as a comparison for the political outsiders in this study. 

Specifically, Indonesian voters in this study had greater trust in Ahok, Risma, and 

Jokowi’s political brand compared with SBY. This may lead to a conclusion that 

implementing servant leadership and being a political outsider may result in a stronger 

perception of political brand personality, which could consequently lead to better political 

brand trust. 

In the direct effect on brand personality (see Appendix L), the tests revealed that 

implementing servant leadership had a positive impact on traits such as responsibility and 

simplicity for Ahok, Risma, and Jokowi. In Ahok’s case, servant leadership was not 

significant for activity and aggressiveness. On the other hand, this was not significant for 

Jokowi’s aggressiveness and SBY’s simplicity. Following this, servant leadership had a 

significant effect on all aspects of Risma and SBY’s brand personality, and mostly on 

Jokowi’s. 

For the direct effect of the political outsider dimensions on brand personality 

dimensions, Ahok’s test results revealed that the only significant effect came from his 

programs on his activity and aggressiveness traits. This result increases the importance of 

programs generated by regional leaders, as they may improve their political brand image, 

which is amplified by their brand personality. Jokowi and Risma were similar, where 

most hypotheses had a significant influence, particularly on qualities and style (in Risma’s 

case except qualities to simplicity and program to activity). Risma’s style had a significant 

influence on all brand personality factors, indicating that her engagement with the people 

was effective as a way to strengthen her character to further improve her political brand 

image. For SBY, style also had a significant influence on all dimension of brand 

personality except on his aggressiveness. SBY’s qualities also played a significant role 

on all dimensions except simplicity. This finding further highlights the importance of 

unique and direct engagement with voters. 

The quantitative study revealed that servant leadership and political outsider 

dimensions benefited Jokowi and Risma with their development of political brand trust. 

Despite having a strong political brand image as a servant leader in the qualitative study, 

the quantitative study did not prove that Ahok’s servant leadership had a significant effect 

on his political brand trust. On the other hand, SBY did not have a strong perception as a 
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servant leader based on the results, where this did not affect his low level of political 

brand trust. 

In the political outsider dimensions, Ahok’s qualities stood as the only significant 

factor for his political brand trust. On the other hand, Jokowi, Risma, and SBY had the 

same significant factors affecting political brand trust: program and style. These findings 

suggest that a political outsider may succeed in gaining the peoples’ trust, even if they 

only possess one dominant factor. 

In the brand personality dimension, the responsibility trait was significant for all 

leaders’ political brand trust. Ahok and Risma’s activity had a significant impact on their 

political brand trust. 

Overall, five out of eight dimensions were prominent from the leaders’ 

characteristics. The responsibility dimension appeared to be the most significant 

characteristic for all leaders. This was followed by leaders’ programs and engagement 

styles, which may indicate that Indonesian voters’ value leaders that have modest and 

responsible traits, whilst at the same time are able to maintain a close relationship with 

the people and create solutions from their programs that will impact the peoples’ lives. 

This close relationship came from the results of leaders’ constant direct engagement with 

the people. Servant leadership and activity characteristics were significant for political 

brand trust for some leaders. 

The leaders’ programs also had a significant impact on their political brand trust. In 

Ahok’s case, this had a negative impact, allegedly due to his pragmatic approach in 

evicting the residents that illegally lived on the riverbanks without proper communication 

during his tenure as the governor of Jakarta. Alternatively, Ahok’s qualities allowed him 

to gain the support of Jakartans, despite coming from a double minority background. 

These findings confirm the conclusions from the qualitative results regarding Ahok’s 

qualities. 

The leaders’ activity traits also contributed to the development of their political 

brand trust. However, Jokowi’s activity dimension had a negative impact on his brand 

trust. Based on the qualitative findings, this may be due to his slow response and 

indecisiveness over the 212 demonstration in 2016. This finding may support more focus 

for future research, as Jokowi’s political branding may have undergone several changes 

due to his rapid rise from mayor of small city to governor of the capital city, and finally, 

as the president of Indonesia. 
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In the mediation test results, brand personality mediated the relationship between 

servant leadership and brand trust. The only exception was Risma, particularly her 

aggressiveness (H6Rc, see Appendix M). 

In political outsider dimensions, all hypotheses mediated the relationship on brand 

trust except aggressiveness on programs for all leaders (H7Hg, H7Rg, H7Jg, H7Sg). 

Additionally, for Ahok and Jokowi, aggressiveness did not mediate the relationship 

between qualities and brand trust. 

6.14 CONCLUSION  

This chapter presented the survey results based on the model designed in Chapter 

2. The model comprised multiple constructs such as servant leadership and political 

outsider as the independent variables, brand personality as the mediating variable, and 

brand trust as the dependent variable with 453 respondents. This study was drawn based 

on the cases of Ahok, Risma, Jokowi, and SBY. 

Specifically, this method was designed to answer secondary question two; “How 

much influence does the political brand of servant leadership and political outsider have 

on leaders’ brand personality as their brand image, and subsequently, brand trust?” to 

answer the primary research question: “How do voters’ perceptions of servant leadership 

and political outsiders affect brand personality as political leaders’ image and 

subsequently influence their brand trust?”. 

The results of this study indicate that Risma and Jokowi shared the same 

characteristics in all variable test results, whilst Ahok had different results despite the 

three possessing similarities of having strong political brands as servant leaders and 

political outsiders. 

This study concluded that servant leadership had a significant impact on the 

candidate’s brand personality; generally, their responsibility, activity, and simplicity 

traits. Ahok’s servant leadership also had a significant influence on his activity and 

aggressiveness traits. 

The influence of being a political outsider on a candidate’s brand personality was 

explained in this study. Despite different results for each leader, most dimensions had 

significant influences on brand personality factors. Ahok’s results were insignificant, 

except his programs, which had significant results on his activity and aggressiveness traits 

and his servant leadership, which was significant for his responsibility and simplicity 

traits.  
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This study further revealed that servant leadership had a significant impact on 

leaders’ political brand trust. In Ahok’s case, this did not prove valid. From the political 

outsider and brand personality dimensions, the results indicated that the aspects of 

responsibility were found to be significant for all leaders. Following this, the leaders’ 

program and engagement style traits were found to be dominant for most leaders. 

Leaders’ servant leadership and activity traits also had a significant impact on the leaders’ 

brand trust. This study found Ahok’s qualities were his main source of trust from 

Indonesian voters. 

In term of brand personality dimensions, further findings of this study revealed that 

the responsibility and activity traits had a significant impact on political brand trust for 

Indonesian voters. Thus, these two traits may serve as the most desirable traits for political 

candidates for Indonesian voters. 

The mediation test showed that brand personality mediated the relationship between 

servant leadership and brand trust. Brand personality also mediated the relationship 

between political outsider dimensions and brand trust, with the exception of the 

aggressiveness trait, which did not mediate candidates’ programs on trust for all leaders. 

Discussion that covers all methods (document studies, interview and survey) is 

provided in the Chapter 7. Following this, Chapter 8 discusses the research contributions 

and provides suggestions for future research.
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Chapter 7: Discussion 

7.1 INTRODUCTION 

The literature reviewed in Chapter 2 identified several areas lacking in previous 

studies about servant leadership and political branding, particularly in relation to brand 

personality and brand trust. The concept of a political outsider was also reviewed. There 

is currently limited research on the application of Greenleaf’s (1977) servant leadership 

in a political context. The literature review further indicated that despite the rise of non-

mainstream politicians in Indonesia, little work has been done to determine whether 

certain political images, personalities, and that they came from outside of the ‘political 

establishment’, more popularly known as political outsiders, affects voters’ trust. 

As one of the main constructs in this study, the need to develop political outsider 

measurement scales, arose because no scales were found in the literature. This rationale 

was further strengthened by the fact that each nation may have different criteria to 

determine political outsiders (Akkerman et al., 2014; Barr, 2009). Chapter 6 discussed 

the development of scales for this construct, where researcher was successful in 

developing the indicators of political outsider in Indonesia based on the similarities 

between Ahok, Risma and Jokowi. 

Based on the literature, the objective of this study was developed, which was to 

explore how the concepts of servant leadership and political outsiders influence 

candidates’ political brand image based on their personalities from the voters’ perception. 

Following this, the impact of servant leadership, political outsiders, and brand image 

based on brand personalities on the candidates’ brand trust was measured and analysed. 

To meet the research objectives, Chapter 3 discussed and justified the best-suited 

methodology, design, and framework. Chapters 4 and 5 then presented the research 

findings and analysis from the qualitative methods, followed by the findings and analysis 

from quantitative approach in Chapter 6. 

This chapter addresses how the overall analysis from both the qualitative and 

quantitative results relate to the literature presented in Chapter 2 in an attempt to answer 

the research questions. The main research question of this study is: 
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How do voters’ perceptions of servant leadership and political outsiders affect 

brand personality as political leaders’ image, and subsequently influence their brand 

trust? 

Followed by the secondary research questions: 

Do voters see Jokowi, Ahok, and Risma as servant leaders and political outsiders? 

If so, how? 

How much influence do servant leadership and political outsiders have on leaders’ 

brand personality as their brand image, and subsequently, brand trust? 

To answer the research questions, this chapter integrates and builds discussions 

based on the findings from the mixed methods employed in this study. Similar patterns 

between each leader are first discussed to obtain insights from the leaders’ cases. 

Subsequently, the uniqueness of each leader in their servant leadership brand is discussed, 

followed by the influences of these constructs on the voters’ trust based on the 

quantitative study results. 

To provide better clarity, a summary of the leader’s characteristics based on the 

findings from the three methods is provided in Table 25. Despite differences in approach 

to staff, overall, the leaders managed to be perceived as a servant leader due to their 

success in making reforms within the government through improvement of public 

services and policies. This made them perceived as a leader that genuinely work for the 

sake of the citizens. Individually, Ahok may be perceived as an authoritarian leader due 

to his direct, rude and arrogant demeanour, however, his swiftness in providing responses 

to the citizens strengthened his perceived qualities which attracted public trust. Risma’s 

maternalistic leadership was one of the main reasons for her strong image as a servant 

leader. Her motherly and caring attitude were reflected in the actions she made to the 

citizens which made her seen as an active and responsible leader and become source of 

trust from the citizens. On the other hand, Jokowi’s perceived soft personality which was 

manifested through his unique direct approaches was successful in creating a persona of 

a responsible leader thus led him to obtain the citizens’ trust. 
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Table 25. Summary of leaders’ characteristics  

Leader's 

characteristics 
Ahok Risma Jokowi 

Source of image as 

SL Bureaucracy reform 

Actions in front of 

public 

Direct approaches to 

citizens 

Approach to staff Egalitarian Authoritarian Formal (hierarchical) 

Perceived 

personalities Direct, rude, arrogant 

Emotional, caring to 

citizens 

Soft, calm, casual to 

citizens 

Significant BP to CT 

Responsibility, 

activeness 

Activeness, 

responsibility Responsibility 

Dominant factors of 

PO Qualities Program and style Program and style 

        

*SL = Servant 

Leadership 

*PO= Political 

outsider *BP= Brand personality  *CT= Citizen trust 

7.2 THE PATHWAY OF REGIONAL LEADER AND ITS POLITICAL 

BRANDING COMPONENTS 

Findings from this research suggest that the rise of political outsiders in Indonesia 

was mainly triggered by politicians who were able to prove themselves as regional 

leaders. Ahok began his career as the regent of Belitung, whilst Jokowi was mayor of 

Solo. They managed to leverage these positions and gained a pathway to represent their 

political parties as Jakarta gubernatorial candidates. As outsiders, they gained national 

reputations when they won the Jakarta gubernatorial election. Risma began her political 

career as the mayor of Surabaya. She was re-elected in 2015 and is often encouraged to 

run for governor of Jakarta (Michico, 2016). Therefore, the rise of these non-mainstream 

politicians, particularly Jokowi, who was re-elected as president of Indonesia in 2019, 

further increases the value and prestige of government positions at the regional level.  

In terms of political brand image, the literature suggests that candidates’ image and 

personalities are judged by voters and may be used as a shortcut for voters’ decision 

making (Guzmán & Sierra, 2009). Their physical appearances in public, such as how they 

dress, also shapes their political image (Banks, 2016). The document analysis and 

interview results suggest that as government leaders, their political images were shaped 

by proposed and implemented programs and perceived qualities and by personalities that 

stemmed from their communication and engagement style. These were the main 

categories mentioned by participants of this research. 

The leaders’ personal backgrounds as outsiders contributed to shaping their 

political brands. Based on the literature, political outsiders are often seen as newcomers 

(Barr, 2009; Carreras, 2012; Corrales, 2008) who do not have national reputations before 

they win an election, or those lacking in political experience (Samuels & Shugart, 2010). 
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In the cases of Ahok, Risma, and Jokowi, the interviews found that these leaders were 

believed to start their political career as nobodies and without initial connections with the 

elites, nor were they from wealthy families, and they were therefore seen as being part of 

the grass roots and understanding their needs. The qualitative findings suggest that this 

identified them as ‘leaders that were shaped and born from the people’ instead of typical 

politicians who gained strategic positions due to leverage of wealth or elite connections. 

They paved their way to success and ended up leaving a strong influence from their 

leadership during their tenure. Consequently, this created a strong voters base, since they 

proved their qualities. The perception of an outsider may have proven to be a great asset, 

as they could be seen as an alternative and a new hope with clean track record compared 

with typical politicians in Indonesia – who according to the findings of this study, are 

unproductive, not dedicated to serving the people, and often corrupt. Furthermore, the 

phenomenon of the rise of political outsiders may weaken the political barrier made by 

the oligarchs in Indonesia, as suggested by Winters (2014), since they are able to gain 

pathway to advance their political career through gaining support from the people. 

7.3 THE BRAND AUTHENTICITY AND COMPETITIVE ADVANTAGE 

The quantitative results revealed that each leader scored above 4.0 on the 

personality scales, except Ahok on simplicity (3.8) and Jokowi on aggressiveness (3.7). 

In comparison, SBY scored around 3.0 (responsibility 3.3; activity 3.2; aggressiveness 

3.2; simplicity 2.7). This signifies that Ahok, Risma and Jokowi each had stronger brand 

personalities and that the citizens were more familiar with the three leaders than with 

SBY, despite his 10 years of tenure as the president of Indonesia. Jokowi, Ahok, and 

Risma proved themselves to be authentic with their characteristics as servant leaders and 

political outsiders. In this context, authentic means that they were perceived as someone 

that behaves according to his or her true self (Moulard et al., 2015). The findings further 

indicated that Jokowi, Ahok, and Risma each had a strong voter support base due to their 

proven genuine leadership styles. This is important, considering that the citizens have 

been daily served up and fed with pencitraan politik, in English, this term means a 

political marketing strategy that attempts to reinforce self, or destroy a rival political 

image to gain support in Indonesian politics (Ghazali, 2011). These findings reaffirm the 

concept that brand personality is a prerequisite of strong brand identity, brand image, 

brand trust, brand loyalty, and brand equity (Ahmed & Jan, 2015). The analysis suggests 

that the three leaders’ brand personalities were authentic, which means they behaved as 

their true selves. 
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Due to their success in implementing servant leadership, Jokowi, Ahok, and Risma 

succeeded in creating a new leadership trend in Indonesian politics. Approaches to the 

people that involved direct engagement and two-way communication in casual ways have 

become new trends (Faqih, 2013; Simorangkir & Pamungkas, 2017). 

Several politicians have attempted to imitate Jokowi, Ahok, and Risma’s style and 

approaches, as they have attempted to create an image where they could casually mingle 

with the citizens (Iqbal, 2016a; Waskita, 2017b). This resulted in further disapproval of 

these politicians because they were seen to be inconsistent with their true self or as not 

being authentic according to the theory (Moulard et al., 2015); thus, their attempts were 

not successful. 

The qualitative results suggest that the three leaders were perceived as different. 

This indicates that the implementation of servant leadership in the Indonesian government 

following their background as outsiders may make them a rare breed or even unique. This 

leadership uniqueness became one of the determinants of their strong brand image 

(Keller, 2013, p. 68; Till, Baack, & Waterman, 2011). Brand positioning strategies often 

involve attempts to differentiate through unique associations, this differentiation often 

becomes the source of competitive advantage (Chaudhuri, 2002; Farquhar, 1989; Lu, 

Kadane, & Boatwright, 2008), which in this case made these leaders stand out from other 

mainstream leaders. Furthermore, this strong brand image derived from ‘uniqueness’ and 

consistencies proved that they succeeded in creating a strong and clear brand identity 

(Aaker & Joachimsthaler, 2012). 

7.4 THE IMAGE OF A SERVANT LEADER AND THE RISE OF POLITICAL 

OUTSIDERS  

The characteristics of servant leadership are listening, empathy, awareness, healing, 

conceptualization, persuasive, foresight, stewardship, community building, and 

committed to the growth of others (Greenleaf, 1977). The findings indicated that Jokowi, 

Ahok, and Risma had strong political brand images of servant leaders and political 

outsiders. Based on findings of their similarities, it can be argued that another reason for 

their rise was due to successful implementation of servant leadership, which made them 

very popular amongst voters. The literature suggests that there is limited research into the 

application of servant leadership in a political context. Based on the qualitative findings, 

this study found that leaders who adopt the characteristics of servant leadership and are 

successful in implementing it in political context may be perceived as reformists. 

Moreover, these findings demonstrate that servant leadership may be one of the most 
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favoured or suitable leadership styles in the context of politicians/civil society 

relationships in Indonesia. This is because these political outsiders are able to obtain the 

citizens’ trust through their votes, and break through the political barriers made by the 

oligarchs (Winters, 2014) due to their strong image as servant leaders. The quantitative 

results showed that the three leaders had higher scores for all variables compared with 

SBY. This suggests that the political outsiders had stronger political images and higher 

levels of trust in their leadership compared with SBY’s leadership, as he fit the criteria of 

the oligarch in this study. 

This research analysed the similarities of each leader and found that their political 

images matched the criteria of servant leadership (Larry, 2004; Spears & Lawrence, 

2004). The findings about Ahok, Risma, and Jokowi revealed that despite having the 

people as their top priority, the implementation of servant leadership in political context 

may have different dynamics on the leaders’ engagement style with their staff. However, 

the main priority was the same; to better serve and provide solutions for the citizens. 

Based on this study, some indicators that servant leadership was effectively implemented 

with the citizens were that the staff increased productivity and performance in serving the 

citizens and that the citizens were familiar with the leader, which determined their close 

relationship. Furthermore, the findings revealed that the leaders had different dynamics 

relating to the implementation of servant leadership, which suggests that each leader had 

their strongest and least strong aspects of the 10 characteristics of servant leadership. This 

resulted in different implementation of servant leadership. In the three leaders’ cases, it 

can be concluded that they all had solid reputations as someone with strong commitment 

to serve the citizens, which indicates strong aspects of stewardship from all of the leaders. 

Despite the different implementation of servant leadership, it can be concluded that 

stewardship is the most fundamental part of being a servant leader, and that this precedes 

the rest of the nine traits. 

In Ahok’s case, he had a strong political image as a servant leader; however, this 

could have been limited to his base voters, and there may be many who opposed this 

concept. This is arguably due to him being found guilty of blasphemy and the evictions 

he conducted to grass roots people in several locations in Jakarta that made him seen as 

someone lacking in good communication approaches. The differences in the strongest 

and least aspects of servant leadership are provided for each leader in the sections below. 
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7.5 RESPONSIBLE AND ACTIVE, THE TWO MOST DESIRABLE TRAITS 

FOR INDONESIAN VOTERS 

This section discusses the most common variables based on their significance with 

brand trust from the leaders’ cases. Reviewing the results of these findings revealed the 

most desirable traits selected from brand personality items (Geuens et al., 2009) for 

political candidates from the voters’ perspectives. The variables tested were responsible 

(modest, stable, and accountable); active (being seen as active, dynamic, and innovative), 

aggressiveness (bold and aggressive), and simplicity (ordinary and simple). The 

emotional aspect, which consisted of whether the leader was seen as romantic and 

sentimental, did not have an adequate reliability score; thus, it was excluded from the 

analysis.  

The quantitative findings revealed that the responsible dimension appeared 

significant to brand trust in all candidates’ cases. Following this, both qualitative and 

quantitative studies confirmed that the three leaders had strong reputations as responsible 

leaders who fulfilled their duties to serve the citizens and genuinely cared about the 

peoples’ wellbeing. According to the qualitative findings, the responsibility factor, which 

consisted of traits such as modesty, stable, and accountable reflected on how they dressed 

in front of public. Being modest is a sign that the politicians are not inclined to corruption 

and stealing money to fulfill their own needs or maintain their elite status. The three 

leaders were not found to wear luxury brands, which enhanced the perceptions that they 

were modest and part of the people. This confirms the proposition from Mittal and 

Dorfman (2012) that servant leadership in Asian culture relates more to empathy and 

modesty, which makes the image of merakyat (down-to-earth) an effective political brand 

image for political candidates as vote getters. According to the findings, the three leaders 

earned the image of merakyat with their characteristics, such as being approachable to the 

citizens and by often avoiding privileges and luxuries.  

In addition to responsible character, voters highly valued the active factor (being 

seen as active, dynamic, and innovative) traits from leaders’ personalities. The activity 

trait provided a significant impact on voters’ trust for Ahok and Risma. Moreover, activity 

had the most significant effect on trust in Risma’s case. However, the quantitative 

findings suggested that this did not have the same effect for Jokowi, which suggests that 

voters may have changed their perceptions about Jokowi’s active trait, despite his 

previous success with signature approaches of blusukan (impromptu visit) and diplomasi 

meja makan (dining table diplomacy). According to the quantitative findings, these traits 

can be polished through candidate’s direct engagement with the citizens and through their 
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program implementation. If the programs are effective in making positive changes for the 

citizens, this will have a positive impact on voters’ trust, as proposed by Craig et al. (Craig 

et al., 1990). Following responsibility and activity, the candidate’s programs and 

engagement style were found to be significant for both Risma and Jokowi. The 

candidate’s programs (effective, has many achievements, innovative and different 

approaches) and engagement style (is close with the citizens, always there for the citizens 

particularly during crisis) were part of the measurement scales for political outsiders 

developed from the qualitative studies, along with qualities (competent, anti-corruption 

figure and has many achievements). This signifies that voters will scrutinize how political 

candidates can provide or suggest solutions to the citizens through their proposed or 

implemented programs. The present studies suggest that strong brand image from the 

responsible and activity dimensions can be attained through a high level of engagement 

with the citizens and effective programs based on the evidence from the three leaders. 

This proposition confirms the branding theory that authentic brand personality is 

leveraged through consumers’ engagement (Barghava, 2011). 

Therefore, a high level of engagement with the citizens, or in this case, voters, may 

be the antecedent and one of the success factors for effective programs, whilst it may 

subsequently contribute to strong political brand image and brand personality. This is in 

accordance to political branding theory, where voters are considered the primary target 

of a political brand, which makes them the consumers, since they are the targets of the 

candidates’ brand and behaviour (Peng and Hackley, 2009). 

The rest of the traits, such as aggressiveness and simplicity, did not have a 

significant effect on trust. The sentimental trait from the developed scale was also not 

found to be reliable. This may suggest that voters do not know about the leaders’ 

emotional character, or it may prove to be insignificant to them. These findings may invite 

further studies of political brand personality in the Indonesian context, particularly to 

further explore which personalities are desirable amongst Indonesian voters 

The unique findings about each leader are further discussed in the following 

sections. 

7.6 DISCUSSION: AHOK 

The qualitative studies found that Ahok was known for his innovative programs to 

reform bureaucracy in the Jakarta Governor’s Office. He was deemed someone who was 

successful in making significant changes in Jakarta and was often compared with his 
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predecessors. He was further known as a figure who was swift to respond to the peoples’ 

problems and this was demonstrated in the daily meetings conducted with the citizens in 

front of the Jakarta Governor’s Office. He had a strong reputation as an anti-corruption 

figure, one that did not hesitate to confront anyone, including politicians who he deemed 

as having an indication of corruption. His struggle to close-down an illegal red-district 

zone, Kalijodo, and transform the place into a community park with sport and recreation 

facilities also proved to be fruitful to his political image. 

From the quantitative perspective, the voters’ background from the ANOVA 

analysis produced findings. Ahok’s staff made positive remarks about his achievements 

and how he truly cared about the citizens’ wellbeing. He always acted swiftly to respond 

to people in distress. The younger staff claimed that they were always given opportunities 

to attend high level meetings to gain experience and exercise their problem-solving 

capabilities. Furthermore, Ahok’s former staff members who had been on Jokowi’s staff 

during his tenure as the governor of Jakarta claimed that Ahok was much more 

approachable and more egalitarian compared to Jokowi, who maintained a gap and 

hierarchy with his subordinates. In addition, Ahok’s former staff had significantly lower 

perceptions of SBY compared with Risma’s staff and the general voters in Jakarta and 

Surabaya. Despite 10 years of presidency, Ahok’s former staff did not trust SBY’s 

leadership, instead they had better perceptions of Ahok in all aspects of this study, 

indicating that they saw Ahok as a more effective leader than SBY. As governor’s staff, 

they may have experienced effective leadership under Ahok; thus, they had a higher 

benchmark when comparing leadership styles. 

In addition to staff, the ANOVA results in the quantitative study revealed that 

compared with Muslims, the Christians, which are divided into Protestants and Catholics 

in Indonesia, had overall stronger and more positive perceptions of Ahok and Jokowi and 

significantly lower perceptions of SBY. However, the religious factor did not have a 

significant effect in Risma’s case. This signifies that voters’ religion also counted as a 

factor for voting depending on the voters’ characteristics, which could include culture and 

be region specific, along with the candidates’ background and history. In other words, 

identity politics contributed to Ahok’s support base. This may be due to Ahok’s 

background himself as a Chinese and Christian. Ahok’s biggest resistance mainly came 

from the hard line Islamist mass organization known as Front Pembela Islam or Islamic 

Defender Front (Yugaswara, 2016). FPI is known for their repressive and vigilantism 

approach (Ahdar, 2017), they often yelled racial slurs at Ahok, which in turn shaped 
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negative public perceptions, showing them as anti-pluralism (Shofan, 2018). This may be 

one of the main reasons why most Christians supported Ahok and Jokowi, if FPI’s 

demonstrations had driven Ahok away, then this could lead to a further threat to the 

minorities and pluralism. In Risma’s case, she did not receive such support from religious 

or identity factors, and this may be due to the different voter characteristics in Surabaya, 

or arguably, because the citizens had a higher degree of tolerance. Further research is 

required to draw conclusions about this particular issue. 

In contrast to Risma and Jokowi, who had similar results, findings from quantitative 

research indicate that despite having a strong political brand image of a servant leader, 

Ahok’s servant leadership did not have a significant impact on his political brand trust. 

However, it contributed to strengthening his brand personality factors, particularly his 

responsible and simplicity traits. This finding provides evidence of Ahok’s characteristics 

as he was seen as a responsible and straight-forward servant leader, derived from his 

simple characteristics. For Risma, Jokowi, and SBY, there were consistent findings about 

the qualities dimension not having a significant impact on brand trust, whilst programs 

and engagement style had a significant influence on brand trust based on. However, Ahok 

had different results, where his qualities in the political outsider dimensions was the only 

factor that accounted for voters’ trust. Factors from political outsider dimensions did not 

affect many of his brand personality traits; however, his programs dimension did affect 

his brand image to be seen as an active and aggressive leader. This corresponds with the 

qualitative findings, where he was seen to be lacking in a humanist approach and 

communications when he evicted the people of Jakarta who lived illegally on the 

riverbank. This may be because he was compared to Jokowi, who used a soft and 

persuasive approach with the citizens. Nevertheless, Ahok’s implementation of servant 

leadership strengthened his responsibility and simplicity traits, as in this research, the 

responsibility trait was found to be the most desirable trait for Indonesian voters. These 

findings suggest that Ahok’s capabilities were more dominant in shaping his image as a 

servant leader, which contrasts with Risma and Jokowi, who were more prominent in 

servant leadership due to their empathetic approaches with the citizens. 

Despite his positive image and perceptions, most participants revealed during the 

interviews that Ahok most notable problem was his rude and confronting communication 

style. He would not hesitate to confront and berate anyone in public regardless of their 

background as a civilian or fellow politician. Furthermore, various evictions he conducted 

without further communication suggested that he was not persuasive to the citizens. Most 
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of these citizens were fishermen, and they were relocated far from their location of work, 

which caused them to have to travel extra hours to reach their workplace. The two themes, 

rude communications style and evictions, stemmed from his approach or policies, 

suggesting that Ahok was lacking in persuasiveness, listening, and healing from the 10 

criteria of servant leadership (Spears, 2010). Most participants believed that these were 

the main reasons why Ahok lost the last Jakarta gubernatorial election. 

The previous findings indicated that Ahok’s servant leadership style was of a 

pragmatic servant leader, one that placed emphasis on the impact and delivery speed of a 

program to the citizens. His strongest aspect of servant leadership was conceptualization, 

as in a short time of his tenure, he managed to make significant changes in Jakarta. His 

least strong aspects of servant leadership were evident in his persuasiveness, listening, 

and healing. Unlike Jokowi, Ahok tended to act based on his judgment and when he 

thought he had strong standing, he would not focus on convincing others that his method 

may be more appropriate and effective, which often became problematic. 

These three factors may have been lower due to his temperamental attitude. On the 

other hand, his emotional and strict attitude helped him succeed in transforming the 

government bureaucracy and staff performance by not hesitating to confront whoever 

violated the law. He was able to withstand the political pressure from his rivals as well as 

the Islamist group and claimed that he would survive all this for the sake of better living 

for Jakartans. Thus, with his strict approach and aggressive temperament, the findings 

based on Ahok’s case also suggest that servant leadership can be implemented in an 

authoritarian way. 

The present research concludes that the “Jakarta bureaucracy reform” theme was 

found to be dominant for Ahok, along with strong perceived qualities related to building 

a functional government as the sources of his strong political image as a servant leader 

and a political outsider. Voters perceived Ahok to be a capable leader who genuinely 

cared about the citizens’ welfare through his stern commitment to combating corruption 

and ability to execute programs. 

7.7 FINDINGS INTRODUCTION FOR RISMA AND JOKOWI 

The quantitative analysis suggested that Risma and Jokowi had similar findings 

regarding how each variable influenced the others. In Jokowi’s case, his aggressive trait 

proved to be insignificant for most variables. From Risma’s perspective, her servant 

leadership significantly affected all aspects of her brand personality and most of the 
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political outsider dimensions. This indicates that servant leadership was a powerful 

approach in improving Risma’s political brand image, brand personality, and brand trust. 

Similar to Risma, Jokowi’s servant leadership also magnified all of his brand personality 

traits, except aggressiveness. This finding from the quantitative study supported the 

qualitative results, where Jokowi’s leadership personality was seen as soft, patient, and 

using soft, empathetic approaches to solve the peoples’ problems. In Risma’s case, most 

of the political dimensions affected her aggressiveness, meaning that unlike Jokowi, she 

had an image as an aggressive leader. These findings confirm that Risma’s servant 

leadership often involved her being aggressive to her staff and to those who she saw as 

conducting harmful activities such as low performance and indication of corruption to the 

people. Here, the qualitative findings revealed that Risma was similar to Ahok in her 

temperamental communication style. It can be concluded that Risma’s leadership 

characteristics were a mix between Ahok and Jokowi’s. In one way she was 

temperamental, yet she could use empathetic approaches to the citizens with her motherly 

personality.  

7.8 DISCUSSION: RISMA  

The quantitative results indicate that Risma’s activity trait had the most significant 

effect on voters’ trust. This finding confirms the qualitative study results where Risma’s 

servant leadership was most determined by her public presence, particularly during 

emergency situations. Furthermore, her servant leadership had a significant impact on all 

factors of brand personality in this study, including her aggressiveness. This further 

confirms the qualitative findings where she was seen to be emotional and often aggressive 

when she was displeased. 

As a political outsider, Risma’s quality dimension did not have a significant 

influence on her brand trust, which also applied to Jokowi. Moreover, as with Jokowi, her 

programs, engagement style, and servant leadership had a significant effect on voters’ 

trust. Similar to Ahok, Risma’s responsible and active traits had a significant impact on 

voters’ trust. These findings suggest that citizens related to both Risma and Jokowi 

through their image, rather than their competence or capabilities. 

Based on the qualitative findings, the empathy element to the citizens from servant 

leadership was seen to be Risma’s strongest aspect, despite her authoritative stance to the 

with her staff. It can be argued that empathy was the main reason for Risma frequent 

public presence, particularly during emergencies. In addition, her motherly image 

strengthened her empathy trait, as she was often seen sharing tears with citizens during 
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hard times, which indicates a gender interplay relating to her servant leadership image 

and brand personality. 

On the other hand, the findings revealed that Risma’s staff saw her as an 

authoritative figure who would not hesitate to punish and shame them in front of the 

public. In addition, despite being well compensated, the Mayor’s Office staff had to work 

six days a week. However, the ANOVA results revealed that her staff had overall stronger 

perceptions for all variables in this study compared to the general voters of Surabaya.  

Regardless of Risma’s authoritarian approach and aggressive behaviours in front of 

the media, she did not receive the same reaction as Ahok. Footage of her aggressive and 

confronting behaviour can be easily found on the internet; however, there was no hard 

resistance from community groups against Risma compared to what Ahok experienced 

through similar behaviour. This may lead to different arguments such as the differences 

in voter characteristics between the Jakartans and Surabayans, or that Risma may have 

significantly stronger political brand equity than Ahok, or that demographic interplay 

such as gender and Ahok’s double minority background may have played a role in this 

issue, suggesting that more studies are required for this particular topic. Moreover, during 

interviews with the political experts, through Ali Sahab’s unpublished book The Hyper 

Reality of Risma’s Political Image: Citizens Perceptions of Risma’s Performance as 

Mayor of Surabaya 2010-2015, Ali revealed the fact that Risma had many problems with 

the implementation of her programs, with the programs she implemented often not 

counting the long-term impact. His arguments were supported by most political experts 

in the group. They all agreed and questioned Risma’s promises and commitment to 

alleviating poverty due to the low government spending on programs by the relevant 

department. However, despite these issues, she had not received many critiques from the 

citizens or her rivals. This indicates that Risma’s least strong aspects of servant leadership 

were foresight and conceptualization, as she was not able to predict the long-term impact 

of the implemented programs and was not believed to have strong visions for the 

development of the government programs. This finding may confirm why Risma’s 

programs did not have significant impacts on her activity trait. 

7.9 DISCUSSION: JOKOWI 

Despite being the president of Indonesia and no longer being on the same level as 

Ahok and Risma (who are known as regional leaders), the qualitative study results 

confirmed that Jokowi had maintained a strong brand image as a servant leader, a political 

image that he was seen to have maintained since the start of his career as the mayor of 
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Solo in 2005. Jokowi was seen as the most phenomenal outsider due to his political 

success to become the number one person in Indonesia with less than 10 years of political 

experience. Further findings concluded that amongst the three leaders in this study, 

Jokowi had the closest description to a servant leader and a political outsider.  

As a successful outsider, Jokowi was known as a reformist based on his 

achievements in Solo and Jakarta. The policies he implemented in both cities were 

similar, such as subsidies for education and health programs for the people. His 

engagement style also did not change. Blusukan and the dining table diplomacy that he 

conducted in Solo managed to avert resistance and violence during the market relocation 

issue. During his presidency, Jokowi maintained his blusukan by conducting visits to 

places most Indonesian presidents have yet to go. This provided evidence that his political 

brand remained consistent. Furthermore, his engagement style may have helped him 

formulate effective programs for the people. The programs and signature approaches that 

he implemented have shifted the peoples’ perceptions, since the qualitative findings 

suggest that citizens increasingly recognized that the government actually cared about 

their well-being under Jokowi’s tenure. The findings show that in term of Greenleaf’s 

(1977) 10 factors of servant leadership, it was evident that Jokowi’s unique and strongest 

aspects were his persuasiveness and willingness to listen. Following this, the quantitative 

study showed that Jokowi’s programs, responsible traits, engagement style, and his 

servant leadership had a significant impact on his political brand trust. In terms of brand 

personality, implementing servant leadership strengthened Jokowi’s responsibility, 

activity, and simplicity traits, which suggests that servant leadership was effective in 

enhancing his brand personality. However, most variables from the political outsider 

dimensions (qualities, programs, style) did not have a significant influence on Jokowi’s 

aggressiveness. His qualities were the only significant variable for his aggressiveness, 

which suggests that Jokowi’s personality was not aggressive. 

The qualitative findings suggest that Jokowi’s modesty was the main theme of his 

brand personality, this was projected in his physical appearances in public and through 

his communication style. This trait differentiated him from the typical politicians who 

tended to prefer luxuries. His modesty and tendency to reject luxuries showed him to be 

a leader that understood the suffering of the people and that exerted empathy to the 

people, which further strengthened his political brand image as a servant leader. These 

findings support the proposition that brand personality is the prerequisite of strong brand 

identity, brand image, brand trust, brand loyalty, and brand equity (Ahmed & Jan, 2015). 
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The analysis suggests that Jokowi’s brand personality is authentic, which means he 

behaves as his true self. 

The quantitative study revealed that Jokowi’s activity trait did not have a significant 

impact on his political brand trust. These results contradict the qualitative findings, where 

Jokowi was seen as an active leader through his signature approaches, blusukan, and 

diplomasi meja makan. As the qualitative findings mainly discussed the period of 

Jokowi’s rise (2009-2017) as the mayor of Solo and the governor of Jakarta, this may 

indicate that his political brand image changed during his presidency, which may be a 

potential topic for future research. 

The quantitative study revealed that Jokowi’s servant leadership had a significant 

influence on his high level of political brand trust. The Nawacita vision that he promised 

to the people, particularly in the development of infrastructure, was seen to have been 

fulfilled, particularly in the East Indonesia region. This further strengthened Jokowi’s 

image as a servant leader, since he proved his commitment to building Indonesia through 

its infrastructure, particularly the Eastern part, which had often been neglected by 

previous governments. This evidence further highlights the importance of a candidate’s 

programs, as Jokowi successfully maintained the consistencies of his programs as a 

servant leader, which could be tracked from the start of his career as a regional leader to 

the present as president. Moreover, he also succeeded in building a strong political brand 

image as a political outsider, which became one of his brand strengths in winning the 

presidential election. With his unique approaches and personality, Jokowi was seen as a 

different kind of leader who may be able to fulfill the hope of the people, who felt that 

the previous governments did not made significant changes despite their long tenures. 

Despite his many achievements, the interview participants suggested that Jokowi 

was unable to be independent from Megawati’s (current leader of PDIP) instructions 

when making decisions. Furthermore, he was seen to be slow when reacting to the mass 

demonstration by the Islamists known as the 212 movement, which made the situation 

worse. In addition, there were claims in the interviews that the mass development of 

infrastructure has raised Indonesia’s debt, and since the Nawacita program was executed 

at a relatively quick pace, there were many matters with the citizens left unresolved, 

which had led to more problems than before, such as those who had to be evicted due to 

the development without proper procedures. Thus, whilst the implementation of Nawacita 

improved Jokowi’s image as a servant leader, in the future this may also serve to be seen 

as one of his shortcomings. 
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These findings indicate that Jokowi was found lacking in the aspects of 

conceptualization and foresight from Greenleaf’s (1977) 10 criteria of servant leadership. 

However, further studies are required to confirm this argument, as these opinions were 

not dominant during the interviews compared with the criticisms about Ahok and Risma. 

7.10 CONCLUSION 

Through comparing the findings from the mixed methods, which consisted of 

document studies, interviews, and a survey, this research established the similarities and 

uniqueness of Ahok, Risma, and Jokowi whilst answering the three research questions. 

The findings support that the three leaders in this study had strong political brand images 

as servant leaders and political outsiders. In terms of servant leadership, Ahok’s political 

brand trust stemmed from his success in significant bureaucracy reform in Jakarta through 

increasing the quality of government services and performance. His quality as a visionary 

anti-corruption figure made him stand out and helped him to overcome his disadvantage 

of having a double minority background. Risma’s frequent public presence and 

empathetic approaches to the citizens were the main sources of her servant leadership 

image. Her servant leadership amplified all aspects of her political brand personality, 

including her aggressiveness. Her responsible and active traits were the main 

determinants of her personality to her political brand trust.  Jokowi’s servant leadership 

image was built on his modest attitude and signature direct approaches, which involved 

soft communications and citizen involvement.  

In answering the last secondary question, the quantitative findings supported the 

findings from the qualitative studies. Similar to Jokowi, Risma’s servant leadership and 

political outsider dimensions were found to be significant to the development of her 

political brand personality and trust. This is in contrast to Ahok, where servant leadership 

was the main source of his political brand trust, although his perceived qualities and 

competence were his main sources of trust, followed by his responsible and active traits. 

The study revealed that the three leaders had overall high scores for all factors 

included in this study: servant leadership, political outsiders (quality, program, 

engagement), and brand personality (responsible, active, simplicity, aggressiveness) 

compared with SBY, the representative of the oligarch used for comparison in this 

research. Risma and Jokowi had relatively similar findings, whilst Ahok had unique 

results. The impact of servant leadership was found to be significant to voters’ trust for 

Risma and Jokowi, but not Ahok. For the political outsider factors, program and 

engagement style were found to be significant to voters’ trust for Risma and Jokowi; 
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however, Ahok’s qualities was the only significant factor for voters’ trust. This study also 

confirmed that the candidates’ personality traits, such as responsible and active, were 

fundamental to voters’ trust. 

Based on this research, Chapter 8 further discusses potential topics for future 

research. This chapter also presents the limitations of the current research, whilst 

highlighting the insights and contributions made. 
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Chapter 8: Conclusions 

8.1 INTRODUCTION 

Chapters 4, 5, 6, and 7 outlined the study results and contrasted the findings with 

the literature. This chapter provides the conclusions and further discusses the theoretical, 

practical, and policy contributions, followed by implications of the findings. 

This chapter begins by reviewing the studies by summarising the overall thesis, 

including the methodology employed. Following this, the insights generated from the 

findings and implications are presented. This chapter concludes by providing 

recommendations for future research. 

8.2 OVERVIEW OF STUDY 

The objective of this study was to explain the concept of servant leadership and 

political outsiders in influencing candidates’ political brand image based on their 

personalities from the voters’ perception. Following this, the impact of the concept of 

servant leadership, political outsiders, and brand image based on the brand personalities 

to the candidates’ brand trust was analysed. The objectives of this research were derived 

from the literature reviewed in Chapter 2. 

Marketing theories and practices in a political context have been implemented for 

decades, long before marketeers realized that voters have the same characteristics as 

consumers and political candidates’ ability to sell themselves for votes is similar to selling 

products and services in a marketing context (Kotler, 1975; Shama, 1975). In political 

marketing, voters fall under the criteria of consumers, since they are the target of 

marketing and branding from political candidates (Peng & Hackley, 2009). Branding 

literature suggests that political candidates’ images and personalities may be used as 

shortcut for voter’s decision making (Guzmán & Sierra, 2009). Meaning that candidate’s 

political image and personality are the most fundamental parts of political branding and 

may be a source of trust from voters’ perspectives. 

Indonesia is currently undergoing a significant change in its leadership trends with 

the victory of political outsiders in prestigious elections. Initial findings suggest that 

political outsiders’ leadership, in this case, that of Ahok, Risma and Jokowi, matched 

Greenleaf’s (1977) 10 criteria of servant leadership (Spears, 2004; Spears, 2010; Van 

Dierendonck, 2011), a leadership archetype where the leader acts as a servant to the 
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members to achieve the goals of organization and maintain sustainability. Servant 

leadership has 10 criteria: stewardship, listening, empathy, healing, foresight, awareness, 

persuasion, conceptualization, and lastly commitment to the growth of the people and 

building community (Spears, 2010; Van Dierendonck, 2011). However, several gaps 

were discovered in literature, as there is a scarcity of research about the implementation 

of servant leadership in a political context. The impact of this leadership style on citizens’ 

trust and leaders’ political branding has yet to be explored. This research aimed to fill this 

gap by examining the rise of Ahok, Jokowi, and Risma through their servant leadership 

based on their political brand image and brand personality, and how these concepts 

subsequently impacted their political brand trust, which is considered the major 

determinant for consumer decision making (Chaudhuri & Holbrook, 2001). Moreover, 

limited research has discussed the concept of political branding in a government context, 

particularly regional leaders. 

The literature suggests that Ahok, Jokowi and Risma fall under the category of 

political outsiders, as they did not possess a national reputation before their electoral 

campaigns (Corrales, 2008), did not have major public administration experience (Linz, 

1994), and were considered political newcomers (Barr, 2009; Carreras, 2012; Corrales, 

2008). The literature review found limited research about political outsiders, as such, no 

indicators or scales had been developed to define a political outsider. 

To meet the research objectives, this research generated an overall research 

question: 

How do voters’ perceptions of servant leadership and political outsiders affect 

brand personality as political leaders’ image, and subsequently influence brand trust?  

This was followed by two secondary questions: 

 Do voters see Jokowi, Ahok, and Risma as servant leaders and political outsiders? 

If so, how?  

and  

How much influence do servant leadership and political outsiders have on leaders’ 

brand personality as their brand image, and subsequently, brand trust?  

To answer these questions, a pragmatic paradigm was developed using mixed 

methods with the focus on qualitative studies. These studies consisted of three different 

methods, which were divided into three different chapters: document studies (Chapter 4), 

guided interviews with multiple groups of participants (Chapter 5), and the survey 
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(Chapter 6). Thematic analysis was employed for both qualitative studies. Thematic 

analysis is a form of pattern recognition within the data where emerging themes shape 

categories for analysis (Fereday & Muir-Cochrane, 2006), this was particularly useful in 

this study to determine the key terms that shaped candidate’s political branding. 

Leximancer software was used to assist in determining the document study themes. A 

concept map approach was taken to reduce data and assist in generating themes from the 

interviews. Regression analysis was employed to analyse the impact of variables 

determined in this study (independent variable 1: servant leadership, independent variable 

2: political outsiders, mediating variable: brand personality, dependent variable: brand 

trust). 

Document studies and interviews were considered the most appropriate strategies 

for the qualitative parts of this research, as in order to understand candidate’s political 

branding, research regarding the mindset of the participants and their perceptions was 

imperative and compulsory (Omojola, 2008), due to their function that enables the 

researcher to explore and draw out opinions from the participants (Creswell, 2009). 

Moreover, the qualitative methods attempted to establish the characteristics and criteria 

of Indonesian political outsiders based on the similarities between Ahok, Jokowi, and 

Risma. This was due to limited research on the general characteristics of political 

outsiders from the literature. In terms of the survey, several analysis methods were 

employed, such as correlations, regression, ANOVA to determine the characteristics of 

voting behaviour from the leaders’ staff and general voters. After discussing the results 

of each method, Chapter 7 synthesized and analysed the findings from the three different 

methods. 

8.3 INSIGHTS: QUALITATIVE STUDIES 

In answering the research questions, the qualitative findings confirmed that Ahok, 

Jokowi, and Risma possessed strong political brand images as servant leaders and 

political outsiders. Moreover, the studies found that the three leaders showed significant 

characteristics of servant leadership. In the document studies, the thematic analysis 

revealed the themes from each leader that shaped their political brand image as servant 

leaders. Ahok was known for his success in bureaucracy reform in Jakarta, where staff 

performance was known to have gained a significant increase through the application of 

the merit system. Jokowi’s unique themes were based on his communication style, which 

reflected his soft “Javanese” personality in addition to his signature blusukan, or 

impromptu visit approach. Risma’s themes in the document studies mainly referred to 
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what she had accomplished in building the city of Surabaya and making the city more 

liveable. The three leaders also often declared in front of the media that the main 

responsibility of a leader is to serve the citizens. Overall, there were similarities regarding 

the perspectives of brand image formed amongst the leaders from the results of the 

documents studies. These similarities were: 1) the leaders were shown to have proven 

commitment to serve the citizens; 2) the leaders had a close relationship with the citizens 

through a high rate of direct engagement, which in return helped to amplify their brand 

personality and brand image; 3) the leaders managed to transform their staff’s mindset to 

be better public servants, resulting in increased staff productivity; 4) each leader 

accomplished bureaucracy reform through effective programs and innovations; and 5) the 

leaders consistently maintained their strong stance in combating government corruption.  

The findings from the interviews explored how the leaders managed to build strong 

political brand images as servant leaders and political outsiders. First, the leaders were 

found to have implemented programs consistent with benefiting the people in the form of 

education, health, and social welfare subsidies, particularly for the poor. Moreover, the 

three leaders had high rates of engagement with the citizens. Ahok held daily meetings in 

front of Jakarta’s Governor’s Office with the citizens. He listened to their complaints and 

pleas, then ordered his staff to confront the issues. Jokowi had his signature approaches 

of direct engagement; blusukan and diplomasi meja makan. These signature approaches 

managed to lessen the gap between government officials with the citizens, as Jokowi was 

seen casually mingling, having dialogue, or eating at the street vendors with the citizens. 

He was known to be the first contemporary politician who made direct engagement a 

popular approach to solve problems and build relationships with the citizens. In Risma’s 

case, her direct engagements with the citizens proved to contribute the most to shaping 

her political brand image as a servant leader. During emergencies, she was often seen to 

be involved at the affected location, assisting field officers in carrying out their duties to 

the extent of overworking herself. This approach showed her to be a servant leader, since 

she was willing to be involved and sacrifice herself for the sake of the citizens. The 

leaders’ program implementation and high rate of engagement increased their reputations 

as competent leaders and politicians who had clean track records and were capable of 

combating corruption, which has become a persistent problem in the Indonesian 

government. 

The interviews suggested that most participants agreed that the three leaders came 

from different backgrounds than the political mainstream. They were not born as part of 
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the political elite or from wealthy or famous families. They were all seen as someone who 

started from scratch and without privileges. For Ahok, despite having the disadvantage 

of coming from a double-minority background, only one participant mentioned this issue. 

However, these findings contradicted the pilot test results, as the background factor had 

low reliability scores. The questions about leaders’ family background turned out to be 

factual questions rather than opinion-based questions.  

The interviews further revealed the leaders’ personalities. Ahok and Risma were 

known to be emotional and temperamental. For some voters, these attitudes appealed to 

them, as these characteristics may be necessary to punish underperforming government 

staff or those planning to exploit the people using their position. There were also 

perceptions from voters that Ahok and Risma were known to be aggressive because they 

were running out of patience with government corruption. Thus, they wanted to protect 

the citizens with their attitudes, which in turn made some voters feel safe. On the other 

hand, Jokowi was known as a typical Javanese, he spoke slowly, smiled a lot and was 

often relaxed when talking in public, he was also known to be soft when speaking to the 

citizens. Overall, the three leaders managed to build personalities that were strongly 

embedded in voters’ minds. 

In addition, the interviews further explored how the leaders managed to attain the 

political brand image of servant leaders and political outsiders. Ahok was known to have 

a strong reputation as an anti-corruption figure who did not hesitate to confront other 

politicians for the sake of the people. Ahok managed to significantly increase the 

government staff performance in Jakarta through his strict adherence to law and policies. 

These approaches showed him to be consistent with his commitment as a government 

official and as someone who was truly dedicated to serving the citizens, a servant leader. 

Aside from exploring detailed facts regarding how the leaders managed to build strong 

brand images of servant leaders and political outsiders, the interview findings on 

similarities corroborated the findings from the document analysis. 

 The qualitative results suggested similarities between Jokowi and Risma’s 

leadership. They focused on empathetic approaches to the citizens. Jokowi utilised his 

blusukan and dining table diplomacy to build communication and dialogue with the 

citizens to solve problems. The dining table diplomacy was also used to smooth 

relationships with fellow politicians. In Risma’s case, she was known to have a high direct 

engagement rate with the citizens. During a crisis, Risma was always known to be present 

for the citizens, she could be seen hugging them and cried with them. 
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8.4 INSIGHTS: QUANTITATIVE STUDY 

In the quantitative results, two independent variables were tested: servant leadership 

(Sendjaya et al., 2019) and the political outsiders scale, which were developed from the 

qualitative studies (quality, program, engagement). The other variables were brand 

personality (Geuens et al., 2009) as a mediating variable (responsible, active, simplicity, 

aggressiveness) and brand trust (Koschate-Fischer & Gärtner, 2015) as the dependent 

variable. 

The quantitative results suggested that the three leaders had significantly higher 

mean scores for all variables compared with SBY, the representative of the oligarchs used 

for comparison with the political outsiders in this research. This signifies that despite 

SBY 10 years of tenure, voters had stronger perceptions about the three leaders in terms 

of servant leadership, characteristics as a political outsider, the candidates’ brand 

personality, and their political brand trust compared to SBY. Moreover, the three leaders’ 

servant leadership followed by distinct approaches to the citizens, which made voters 

familiar with them and their government reforms made during their tenure, may have 

been significant factors relating to the trend shift in Indonesian leadership.  

The quantitative results revealed that Risma and Jokowi had relatively similar 

findings, whilst Ahok had unique results. The impact of servant leadership was found to 

be significant to voters’ trust relating to Risma and Jokowi, but not in Ahok’s case. In the 

political outsider factors, programs and engagement style were found to be significant to 

voters’ trust for Risma and Jokowi. However, Ahok’s qualities was the only significant 

factor to voters’ trust. In terms of brand personality, this study confirmed that candidates’ 

personalities, such as responsible and active, were fundamental to voters’ trust. In 

answering the last secondary question, the quantitative findings supported the findings 

from the qualitative studies. 

8.5 CONTRIBUTIONS AND IMPLICATIONS OF FINDINGS 

The primary implications of this research are that it provides better understanding 

of how a candidate’s political brand image may influence their brand personality, and 

subsequently, public trust. This indicates that the objective of this research to explain the 

concept of servant leadership and political outsiders in influencing candidates’ political 

brand image based on their personalities from the voters’ perception was fulfilled. 

Accomplishing the research objective by gaining knowledge in this interdisciplinary 
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research signifies several theoretical and practical contributions in the areas of 

management, marketing, and political science. 

The contributions and implications section are divided into three sections servant 

leadership, political outsiders, and brand personality along with brand image. As 

previously mentioned, the contributions and implications are centred around how 

concepts interplay with brand trust.  

8.5.1 Contributions and Implications of Findings: Servant Leadership 

The present studies contribute to the development of servant leadership theory, 

particularly how this concept can be applied in political environment in the government 

context. There are limited studies about this topic, since most research on servant 

leadership focuses on the organizational context (Chacksfield, 2014; Donia et al., 2016; 

Erickson, 2013; Miao et al., 2014; Tuan, 2016; Washington, 2015). The present studies 

concluded that servant leadership can be applied in government and political contexts. 

Moreover, the cases of Ahok, Jokowi and Risma exemplified that servant leadership can 

be implemented with different ways. For example, Jokowi with his soft approaches to the 

citizens, Ahok with his directness and rude style and Risma with her authoritarian and 

maternalistic style. Yet, the leaders’ top priority would be the needs and aspirations of the 

citizens. 

 It suggests that a leader can act as a steward by making the citizens the primary 

stakeholders. This conclusion extends the theory of servant leadership (Greenleaf, 1977; 

Murari & Gupta, 2012; Schwantes, 2015). In addition, the scales developed for political 

outsiders in this study may extend the servant leadership scales by Sendjaya et al. (2019). 

This is because this study found significant elements of servant leadership (Greenleaf, 

1970) from the leaders, which further suggests evidence of how the theory of servant 

leadership can be applied in a political context. In relation to this proposition, major 

characteristics of servant leadership were identified in the scales developed for political 

outsiders in this study. This research also provides empirical evidence by examining the 

leaders using existing scales and found that strong servant leadership characteristics in 

the leaders’ political branding, which became a source of trust from voters’ perspective. 

This allowed them to have strong voter bases, which allowed for advancement of their 

political careers despite thick barriers made by the political mainstream or the oligarchs 

(Winters, 2014).  

The leaders in this research mainly came from regional leader backgrounds such as 

district head, mayor, and governor and advanced as far as the leader of a nation. This 
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suggests that servant leadership can be applied from highest level of leadership in the 

government structure to the lower ranks of government officials, such as the village head 

and sub-district head. 

In addition to management theory, this research provides theoretical and practical 

contributions regarding the relationship between leadership and three concepts from the 

political marketing field of science: political brand image, brand personality, and brand 

trust. The present studies add further evidence to the application of branding theories to 

the democratic realm in political science, particularly during elections. The findings 

confirm the importance of the candidate’s political brand image, as it often used as a 

shortcut in voters’ decision-making processes (Guzmán & Sierra, 2009). Drawing from 

the three leaders’ cases, it can be concluded that there are significant relationships 

between the candidate’s leadership style, approach, and personality to the construction of 

political brand image. 

The studies found that, in most cases, the candidate’s leadership image and 

personality significantly affected voter trust. Moreover, direct engagement with the 

citizens and leader’s programs contributed to the development of political brand image, 

in addition to its contribution on shaping authentic brand personality (Barghava, 2011). 

Direct engagement with the citizens is a manifestation of the servant leadership criteria 

(Greenleaf, 1977). It reflects the stewardship of a leader, willingness to listen, and 

commitment to serve the citizens, particularly if the direct engagement has led to 

innovation and reforms that have made impact to the citizens’ welfare. Furthermore, these 

studies found that there were significant characteristics of servant leadership from 

political outsiders who were also known as reformists. This suggests two conclusions: 1) 

servant leadership is still rarely implemented in the Indonesian government context, 

which makes the leaders image distinct amongst rival politicians, and 2) servant 

leadership may be the appropriate leadership style to push the reform agenda and instil 

positive changes in the Indonesian Government and for the citizens. These findings 

contribute to the development of campaign strategies for leaders, politicians, and political 

marketing consultants. Moreover, they provide directions for approaches that are best 

suited to developing a strong political brand. 

8.5.2 Contributions and Implications of Findings: Political Outsider 

The successful leaders who implemented servant leadership during their tenure 

were known to have come from outside of the political establishment, which was defined 

as the oligarchs in this research. The oligarchs’ main purpose is to maintain their current 
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position and wealth (Hadiz & Robison, 2013; Hadiz & Robison, 2014; Winters, 2013). 

Thus, the existence of oligarchs has a created barrier that makes it hard for political 

newcomers to advance their political career without approval from the oligarchs (Winters, 

2014). However, the political outsiders managed to penetrate this barrier and advance 

their political careers due to their success in obtaining the peoples’ support. This signifies 

that implementing servant leadership in a government context may contribute to 

leadership efficacy and assist in increasing government service performance for the 

citizens.  

The political outsider scales established from the findings of this research suggest 

three areas that will need to be developed for candidates, particularly those who come 

from outside of the political establishment. These criteria are qualities (proven track 

record of being competent and free from corruptions), programs (innovative, effective, 

different approaches, capable in creating a clean government) and direct engagement style 

with the citizens (unique approaches to engage citizens, close with the people, mostly 

present for the citizens, particularly during a crisis). This research further concluded that 

the direct engagement style approach is the most effective in shaping candidate’s political 

brand, building relationship with voters, and to become familiar with problems that lead 

to more effective solutions through government programs. 

Outsiders, especially those who have just entered the political arena, may be a novel 

choice, especially with a clean track record, which will give them an advantage compared 

to mainstream politicians. The outsiders’ distinct approach to problems and unique 

personalities in this study made them further stand out amongst the mainstream 

politicians. This uniqueness and novelty attracted media attention to the leaders, which in 

return saw the outsiders publicized more often and become more popular. Consequently, 

the role of media to introduce outsiders to the public may create a pathway to advance the 

outsiders career. This signifies that politicians or political marketing consultants need to 

polish the candidate’s uniqueness and use it to enhance their political brand image.   

Jokowi fell under the category of a newcomer (Barr, 2009; Corrales, 2008), his 

political brand proved to assist in his rapid rise. In this context, this research makes a 

practical contribution by presenting evidence of how and what parts of newcomers 

political branding play a significant role in advancing political careers, particularly for 

newcomers in obtaining media attention for publicity and earning the citizens’ trust. In 

Ahok case, findings suggest that his rise was due to the implementation of servant 

leadership and demonstrated capabilities from being a political outsider, despite having 
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double-minority issues. This suggests how powerful the impact of political brand is 

despite coming from minority background, which conform to the findings that his 

downfall was due to his rude communication style which triggered the blasphemy case. 

Furthermore, the proposition made by Dalton and Wattenberg (2000) regarding the 

decline of identity of political parties and its candidates suggest that this phenomenon has 

also occurred in Indonesia. This explains how political outsiders manage to develop 

strong political brands can stand out amongst political mainstream and become an 

alternative choice for voters. 

8.5.3 Contributions and Implications of Findings: Political Brand Personality 

This research confirms Allen and Olson’s (1995) theory that proposed that brand 

personality is constructed by consumers, or in this case, voters. Furthermore, this research 

found that candidates’ political brand image derived from their brand personality, which 

suggests that political candidates must polish and attempt to make their personalities 

known to voters. It also confirms findings from a previous study that brand personality 

affects voters’ behaviour (Fournier, 1998). 

The findings from this research show that the emotional dimension (Geuens et al., 

2009) did not pass the reliability test of the respondents in Jakarta and Surabaya. This 

may suggest that this trait was not popular with those voters. Moreover, it may indicate 

that more studies are required to determine which other traits may be favourable to 

Indonesian voters, considering that each country may have their own significant brand 

personality (Aaker, 1997). 

The present studies concluded that responsible and active attitudes were adopted by 

the three leaders and that these two attitudes were imperative to attaining voters’ trust. 

Therefore, leadership consultants may want to polish their candidate’s image by 

developing these attitudes to help them contribute more to Indonesian citizens. 

Furthermore, the findings suggest that implementing servant leadership in political 

context may also contribute to strengthening the leader’s perception as a responsible and 

active leader which extend the work of Sendjaya et al. (2019). Therefore, the candidate’s 

leadership style can be polished according to the ‘market’ needs, or voters’ demands, 

making knowing the voters’ demands regarding their desirable leadership style 

imperative in order to polish candidate’s political branding to appeal to voters.  

In addition to the theoretical and practical contributions, the present research 

provides policy contributions by demonstrating how programs and approaches 
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implemented by political leaders may significantly contribute to their development of 

political brand image, which can lead to voters’ trust. These programs must provide direct 

benefits in terms of financial support (subsidies) to the citizens in primary areas, such as 

health and educations. Moreover, the programs may have to be focused on the grass roots 

and people from lower socio-economic backgrounds, as the findings suggest that their 

rights and welfare had been constantly neglected by previous governments. This extend 

the works of image Caprara et al. (1997); Feldman & Conover (1983); Guzmán & Sierra 

( 2009) and Lock & Harris (1996) who stated that voters will consider candidate’s image 

and personality as factors to consider for ‘shortcut’ in decision-making process. 

The findings of this research indicate that the three leaders gained leverage from 

their direct engagement with the citizens. This may provide significant effect to the 

leader’s brand image, and subsequently, their brand trust. Indonesian leaders may need to 

implement this practice more often to build relationship and gain insights directly from 

citizens to gather aspirations. The political outsiders in this research each employed a 

high rate of citizens engagement, and according to Barghava (2011), direct engagement 

is one of the most effective way to develop authentic brand personality. There are two 

theoretical contributions and implications that can be highlighted from this finding. Brand 

personality is the determinant of brand image (Ahmed and Jan, 2015; Edson Escalas and 

Bettman, 2003), whilst according to the findings of this research, authenticity is the main 

source of trust. This was demonstrated through the oligarchs’ attempts to imitate the 

leaders’ brands that were previously mentioned; however, this failed because these 

oligarchs were not seen as authentic. This demonstrates that authenticity is essential to 

political candidates as brand trust refers to the willingness of the average consumer to 

rely on the brand ability to perform its stated function (Moorman et al., 1992; Chaudhuri 

and Holbrook, 2001), which intersects with the definition of authenticity as ‘behaving to 

one true self’ (Moulard et al., 2015). Therefore, politicians and consultants, particularly 

in Indonesia, will need to consider implementing an effective way of engaging with the 

citizens, as simply mingling together with the citizens without a purpose appears to be an 

ineffective strategy. The engagement must have a purpose, such as consoling citizens 

during a crisis or attempting to listen to the citizens and solve complex problems. This 

engagement will then lead to positive changes through changes or new implementation 

of policies. 
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8.5.4 Contributions and Implications of Findings: Political Brand Trust 

Reflecting on the cases of Ahok, Risma and Jokowi, the present studies provides 

insight that the leader’s programs is one of the most important factors to attract citizen 

trust, as these programs provides evidence about whether the leader is genuinely working 

for the sake of serving the citizens. Alternatively, the candidate’s image and personality 

also attract citizen trust. This research found modest attitude contributes to improving 

citizen trust, additionally this may be reflected in their chosen apparel when making 

public appearances. A modest personality creates the impression that the leader is humble 

and not pursuing their own self-interest; thus, the leader is ready to serve the citizens. 

Therefore, politicians and political marketing consultants will need to polish these 

attributes in order to gain citizens’ trust. 

Drawing from the concept of brand trust (Chaudhuri & Holbrook, 2001; Moorman 

et al., 1992), it can be concluded that Ahok, Jokowi, and Risma had performed well as a 

leaders in meeting the citizens’ expectation through their perceived qualities, programs, 

and engagement style with the citizens. Furthermore, the three leaders were seen to have 

authentic traits due to consistent findings amongst voters, which contributed to voters’ 

trust (Kotler & Kotler, 2012). This research contributes to the practical implications by 

identifying how the political brand of these outsiders managed to be seen as authentic. As 

mentioned in the findings, there were attempts to imitate their brand by mainstream 

politicians; however, this resulted in backlash against their image where these figures 

were seen to be fake in the attempt to create a modest image. Therefore, another 

theoretical and practical contribution from this research is that voters’ trust is derived 

from the candidate’s authenticity, where authenticity can be measured by the consistency 

of voters’ perceptions and whether the candidates are being their true self (Moulard et al., 

2015). 

8.6 AREAS FOR FUTURE RESEARCH 

The present studies found that in term of brand personalities, public disapproval 

was known to be high due to Ahok’s rude communication style; however, this did not 

prove to have similar effect on Risma despite having a similar temperamental style. Risma 

easily won her second election as the mayor of Surabaya, whilst Ahok lost allegedly due 

to his rude demeanour. This leads to several arguments: 1) that there are different voter 

characteristics (Kendall, Nannicini, & Trebbi, 2015) in Jakarta or Surabaya, or that 

Ahok’s loss during his second election may have been due to the blasphemy against Islam 

case despite his high approval rating (Setijadi, 2017), or 2) some components of Risma’s 
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political brand were exceedingly strong, which made the citizens like her so much that 

they overlooked her shortcomings (Rachmat, 2014). This may prove to be a significant 

topic regarding the impact of political branding to voters’ approval. 

This research concluded that Jokowi’s strong political brand was found to be one 

of the most significant key factors that delivered him to the seat of presidency. Tracing 

back to Jokowi’s early career, there may have been significant changes from the transition 

of his career from the mayor of a small city to be the governor of Indonesian capital, 

Jakarta. Not long after his victory in the Jakarta gubernatorial election, Jokowi made a 

giant transition when he became the seventh president of Indonesia with less than 10 years 

of experience as a politician. As the president, he may not have the freedom to perform 

impromptu visit as often, nor implement soft approaches to solve problems. His scope of 

work expanded to the whole nation; moreover, he had to deal with foreign issues and 

politics that may have been new areas for him. This added to the pressure and demands 

of political parties and oligarchs that took part in his winning. Jokowi’s rapid 

advancement in his political career may have impacted his political brand, although he 

recently won his second term. This may be a potential topic for future research, since 

Jokowi’s political brand may have changed to fit his current role, or even transgressed 

(Burgess, Spinks, & Sharma, 2017). 

The findings suggest that Jokowi’s rise was due to his achievements in Solo and 

that he was able to win the Jakarta election, which provided him with a national 

reputation. As the most successful leader in developing political branding, a study that 

involved interviewing his political marketing consultants would make significant 

contributions to the development of political marketing theories, as it would reveal the 

strategies or deliberate actions taken to polish Jokowi’s political brand image, particularly 

from his personality, communications style, and his programs. This study could be 

applied to other political marketing consultants, particularly those that have helped their 

candidates succeed in winning elections. 

Another potential area of study is to further test the scales developed in this 

research. Although the scales were based on the similarities between successful political 

outsiders, these scales may indicate an extension of existing servant leadership (Sendjaya 

et al., 2019; Sendjaya & Pekerti, 2010) as this was applied in political context and the 

scales have similar attributes to Greenleaf’s (1977) 10 indicators of servant leadership. 

As mentioned from the findings, the three leaders were known as reformists; moreover, 

they had high scores in these scales, indicating that these scales could also be used to 
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define Indonesian reformists. Therefore, a study that attempts to further test these scales 

with different leaders in Indonesia will further contribute to the development theory of 

servant leadership in a political context. Moreover, these tests could also be performed 

with leaders from different countries for generalization purposes. 

8.7 RESEARCH LIMITATIONS 

When conducting this study, the researcher considered the various limitations and 

took measures to counter these gaps. The document analysis method in this study differed 

from media studies. Media studies are much more comprehensive, detailed, and involve 

a greater number of articles from all types of media, offline or online. The documents 

analysis method in this study only analysed online news through the Google search 

engine, it did not cover the paper media, and only focused on the context of Ahok, Jokowi, 

and Risma and their political brand image or reputations as servant leaders. The 

documents found may have provided insufficient details, as they may have been created 

independent of a research agenda, such as to support their preferred candidate. 

Furthermore, the researcher was aware of the nature of low-retrievability factors from 

document analysis method, where documents may be unable to be retrieved or blocked, 

and due to the political contents, the articles may contain bias from the writers who 

produced the articles. To help their favourite candidates, the media may become 

subjective and only produce good stories about certain candidates. 

The survey in this research was conducted when Ahok had just been charged with 

and then found guilty of blasphemy. Therefore, opinions regarding Ahok may have 

changed. In addition, the eviction policy he developed regarding the people of Bukit Duri 

may have affected his political brand image and the respondents’ answers. However, this 

was considered by the researcher, who acknowledges that Indonesian politics are highly 

dynamic.  

The researcher was aware that investigating this topic would be limited to the 

experience of the research subjects in this study only; Jokowi, Ahok, and Risma, while 

there are other subjects around the world from various eras that may be of relevance to 

this study from various times such as Mahatma Ghandi (India), Harun Al-Rashid (Saudi 

Arabia), Pope Francis (Vatican), and even Donald Trump, who  won the 2016 presidential 

election in the US. Therefore, this may present a challenge for generalizing the findings 

in this study to the other cases due to its time-bound and context-bound nature. 

Specifically, in the differences between the era the subjects currently live in, and the 

culture and demographics of different nations. 
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Each province in Indonesia has their own dialects and cultures (Hellwig & 

Tagliacozzo, 2009); however, this research included only Jakarta and Surabaya, whilst 

there are major cities such as Medan and Makassar where voters may hold different views 

to the subjects of this research due to the different cultures, ethnicities, and religious 

views. 

The researcher considered that despite the research subjects winning their elections, 

this does not necessarily mean that the voters believed in them. The victories may have 

been due to the phenomenon of “the lesser evil”, or where voters chose a political leader 

because they do not like the other option, or that they see this particular leader as less 

corrupt than the other (Molloy, 2009). Furthermore, there is also the phenomenon of 

“money politics” in Indonesia, which may impact voters’ choices during elections. 

In terms of the methodology, the researcher acknowledges that methods for 

qualitatively analysing quantitative data and interpreting conflicting results requires 

further research (Johnson & Onwuegbuzie, 2004). Alternatively, this research may 

contribute to the development of theory on how to counter this limitation. 

In regards to the brand personality scales, Aaker (1997) mentioned the limitation of 

her research and pointed out that the model represented the United States population only, 

therefore different results may emerge if this model is applied in other countries, and this 

concept applies to culture and religion (as part of culture). Lee and Kang (2013) 

mentioned that culture is an important element of a country, thus it may pose problem to 

generalizability due to different perception consumer has on brand personalities in the 

context of their culture. Research in Korea resulted in a new dimension replacing one 

dimension in the big five model, the dimension is “cute” (Yang & Cho, 2002), whilst in 

other countries “passion” was found to be significant in Spain, “peaceful” in Japan 

(Aaker, Benet-Martinez, & Garolera, 2001), and in the political context, “handsome” is a 

considerable element for a political candidate amongst the voters in Mexico (Guzmán & 

Sierra, 2009). Aaker’s (1997) scales were developed in Western culture, which may have 

a cultural gap in relation to the Indonesian culture regarding meanings when the scales 

are translated into the Indonesian language (such as “the leader is Western”). 

8.8 RESEARCH DELIMITATIONS 

This study aims to contribute to the development theory and application of servant 

leadership in national and political context, the concept of political outsiders in 

Indonesian context, and political branding, particularly in brand personality and brand 
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trust. Specifically, political branding is considered emergent in academics (Lock & 

Harris, 1996; Marland, 2013) despite generalization issues.  

Employing mixed methods in this study provides benefited from both qualitative 

and quantitative study, such as the in-depth nature of qualitative and the precise numerical 

data and generalizability of quantitative method (Teddlie & Tashakkori, 2009, p. 33). 

Furthermore, it can add insights to overcome the limitations where only one method is 

used. The application of mixed methods holds inherent strengths that will lead to stronger 

evidence for conclusions, increase generalizability, and create more complete knowledge 

necessary to inform theory and practice (Johnson & Onwuegbuzie, 2004). 

Furthermore, conducting source triangulation assists in ensuring that findings are 

consistent and valid (Salkind, 2010). As mentioned previously, source triangulation of 

the data was conducted by comparing the findings from the interviews and questionnaires 

from data collected from four different groups that consisted of political experts, media 

journalists, staff (or previous staff), and voters. 

The researcher used number codes next to the name of interviewee to define their 

sample group and to increase the ease of reading for readers. Number 1 denotes a political 

expert, number 2 is for media journalist, number 3 for staff or ex-staff, and number 4 for 

general voters. 

The fact that some scales have not been used in a political context is a contribution 

of this thesis. The researcher’s ability as a native speaker of the Indonesian language also 

assisted in translating the measurement scales into the Indonesian language. During the 

translation, some of the words were modified and justified without diminishing the 

substance to match with Indonesian understanding. This researcher noted that Aaker’s 

(1997) measurement scale has been used in developed countries (Guzmán & Sierra, 

2009). Therefore, using these scales in Indonesia contributes to the development of these 

theories. 

8.9 CONCLUSION 

The present research utilised mixed methods using a combination of document 

analysis and guided interviews, followed by a survey. The results of both qualitative 

methods were synthetized and analysed to explore voters’ perceptions of Ahok, Jokowi 

and Risma as servant leaders and political outsiders 

The conclusions presented in this chapter discussed the insights and contributions 

to theories and practices, followed by minor policy contributions. The limitations of the 
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research were also acknowledged, and efforts were made to counter these limitations, 

though some factors remained beyond the researcher’s control. Furthermore, suggestions 

were made for potential research where more evidence is required to draw conclusions 

based on the findings of this research. 

The present research suggests that candidate’s leadership is a significant aspect that 

may influence leaders’ political brand image, particularly in relation to their brand 

personality and brand trust. Furthermore, the findings indicate that the candidate’s image 

may precede their competence, which suggests that political brand image may be more 

fundamental than candidate’s abilities or qualifications. Favourable leadership types and 

aspects of personality can be identified by exploring the voters’ mindset, which can be 

achieved through direct engagement with voters. It may be imperative to create a 

curriculum for new political candidates, and for them to learn more about their 

responsibilities, law, and policies. The scales developed from this study may be used to 

further guide political candidates in understanding the citizens and provide effective 

leadership. 
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Appendix A. Servant Leadership Model: Sendjaya et al. (2008) 
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Appendix B. Dimensions of Brand Knowledge, Keller (1993) 
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Appendix E. Consent Form 

THE RISE OF SERVANT LEADERS AND POLITICAL OUTSIDERS IN 

MODERN INDONESIAN POLITICS: A STUDY OF POLITICAL BRAND 

IMAGE BASED ON THE PERSONALITIES OF JOKOWI, AHOK AND RISMA  

CONSENT FORM 

Research Team: 

Chief investigator: Associate Professor Peter Woods (Principal supervisor) 

Griffith Business School International 

Contact phone: (07) 373 56641 Ext. 56641  

Contact email: p.woods@griffith.edu.au 

 

Investigator: Dr Denni Arli (Supervisor) 

Griffith University Dept. of Marketing 

Contact phone: (07) 373 57344 Ext 57344  

Contact email: d.arli@griffith.edu.au 

 

Investigator: Professor Colin Brown 

Griffith University IBAS 

Contact phone: (07) 3735 3730 

Contact email: colin.brown@griffith.edu.au 

 

Principal researcher: Gunaro Setiawan (HDR student) 

Griffith University IBAS 

Contact phone: +61411980617 

Contact email: gunaro.setiawan@griffithuni.edu.au 

 

By signing below, I confirm that I have read and understood the information package and in  

particular have noted that: 

•  I understand that my involvement in this research will involve a face to face interview;  

•  I have had any questions answered to my satisfaction; 

•  I understand the risks involved; 

•  I understand that there will be no direct benefit to me from my participation in this research;  

•  I understand that my participation in this research is voluntary; 

•  I understand that my participation will be recorded using an audio / visual device; 

•  I understand that only the research team will have access to recordings of this discussion; 

•  I understand that all recordings will be erased following transcription; 

•  I understand that if I have any additional questions I can contact the research team; 

•  I understand that I am free to withdraw at any time, without explanation or penalty; 

•  I understand that I can contact the Manager, Research Ethics, at Griffith University Human  

Research Ethics Committee on +61 7 3735 4375 (or research-ethics@griffith.edu.au) if I have  

any concerns about the ethical conduct of the project; 

•  I agree to respect the privacy of comments made by others during the interview; and  

•  I agree to participate in the project. 

 

Name:    _________________________________________________________ 

 

Signature:  _________________________________________________________ 

Date:    _________________________________________________________ 
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Appendix F. Consent Form for Participants 

THE RISE OF SERVANT LEADERS AND POLITICAL OUTSIDERS IN 

MODERN INDONESIAN POLITICS: A STUDY OF POLITICAL BRAND 

IMAGE BASED ON THE PERSONALITIES OF JOKOWI, AHOK AND RISMA  

 

Consent Form 

 

 

I consent to participate in the research project as described in the information sheet, 

which I have read and understood. I understand that my participation is voluntary, that I 

can end the interview or recording of the interview at any time, and that the Project 

Director will protect the confidentiality and privacy of the information I give. 

 

 

____ I consent to have the interview recorded 

 

____ I consent to be participant only and do not wish my name to be used in reporting 

the findings 

 or 

____ I consent to be a participant and to be identified in my role as director, manager, 

or staff member on the project/practice 

 

 

Signature:  

 

Name (Printed): 

 

Date: 

 

PAGE TO BE RETAINED BY RESEARCH TEAM MEMBER 
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Appendix G. Interview Questions 

1. What are your thoughts on servant leadership? 

2. According to the definitions, servant leadership possess these elements: stewardship, 

awareness, listening and empathy, healing and persuasion, conceptualization, foresight, 

as well as commitment to the growth of people and building community. What are your 

thoughts on this definition? 

3. What are your thoughts on Jokowi as a servant leader? 

4. What are your thoughts on Ahok as a servant leader? 

5. What are your thoughts on Risma as a servant leader? 

6. What are your thoughts on the concept of political outsider in Indonesia? 

7. According to the definitions, political outsider in Indonesia is someone from outside of 

the circle of oligarchy or the elites. It is someone who was born with standard or low 

privileges, from low-middle socio-economic background, and without initial connections 

with the elites, or influential people. They also did not possess much wealth compared to 

the oligarchs. What are your thoughts on this concept? 

8. What are your thoughts on Jokowi as a political outsider in Indonesia? 

9. What are your thoughts on Ahok as a political outsider in Indonesia? 

10. What are your thoughts on Risma as a political outsider in Indonesia? 

11. Do you have any other figure in Indonesia who possess the characteristics of a servant 

leader and a political outsider? 

12. Do you have other indicators for a leader to be called a servant leader and a political 

outsider in Indonesia? 
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Appendix H. Interview participants 

 
  

Name Profession Category and Group Code Age Range Duration

Awi Member of Regional House Reps of Surabaya Political expert (1) 40-50 1 hour

Kuswanto Head branch of Democrat Party in Surabaya Political expert (1) 50-60 35 mins

Didik Prasetyono Politician of PDIP Political expert (1) 30-40 40 mins

Ali Sahab Senior Lecturer at Uni Airlangga, Dept. of Politics Political expert (1) 30-40 33 mins

Douglas Pasaribu* Politician of National Democrat Political expert (1) 40-50 17 mins

Ulin Yusron Freelance Journalist Media Journalist (2) 40-50 40 mins

Kris Sacawisastra Journalist at Kompas.com Media Journalist (2) 30-40 30 mins

Edwin Tribun Journalist at Tribun News Media Journalist (2) 30-40 44 mins

Abdul Hakim Senior Journalist at Antara News Media Journalist (2) 30-40 30 mins

Eben Haezer Journalist at Surya News Media Journalist (2) 30-40 1 hour

Hariyadi Information and Intelligence Staff of Jokowi Staff, Jokowi (3) 40-50 35 mins

Bandi Legal Staff at Governor Office of Jakarta Staff, Jokowi & Ahok (3) 30-40 45 mins

Rian Ernest Former Legal Specialist at Governor Office of Jakarta Staff, Ahok (3) 30-40 42 mins

Richard Saerang Founder of Teman Ahok, dedicated to support Ahok in elections Staff, Ahok (3) 20-30 50 mins

Ariyatmoko Coordinator of Rumah Bahasa at the Mayor Office of Surabaya Staff, Risma (3) 20-30 23 mins

Arif An Head of Karang Taruna, Surabaya Staff, Risma (3) 30-40 20 mins

Rani Staff at Mayor Office of Surabaya Staff, Risma (3) 20-30 21 mins

Novri Susan Local citizen of Surabaya General voters (4) 30-40 36 mins

Aditya Local citizen of Surabaya General voters (4) 20-30 12 mins

Edwin Local citizens of Jakarta and Surabaya General voters (4) 20-30 25 mins

Giri (Giri Taufik) Local citizen of Jakarta General voters (4) 30-40 30 mins

Tony Local citizen of Jakarta General voters (4) 30-40 23 mins
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Appendix I. Pilot test varimax rotation results 

Leader Component Rotated Component Matrix Leader Component Rotated Component Matrix 

    1 2 3 4     1 2 3 4 5 

Ahok PO1    0.744 Risma PO1  0.741    

 PO2  0.673 -0.674  
 

PO2  -0.723    

 PO3   0.488 0.554 
 

PO3    -0.909  

 PO4  0.407 0.648 0.415 
 

PO4 0.930     

 PO5 0.571 0.525  0.562 
 

PO5 0.939     

 PO6   0.820  
 

PO6  0.572  0.506  

 PO7  0.891   
 

PO7  0.525 0.779   

 PO8 0.805 0.403   
 

PO8 0.844  0.477   

 PO9 0.789    
 

PO9 0.844  0.477   

 PO10 0.805 0.403   
 

PO10   0.476 0.650  

 PO11 0.792    
 

PO11  0.723  0.548  

 PO12 0.857    
 

PO12 0.460  0.876   

 PO13 0.733 0.461   
 

PO13   0.841   

  PO14 0.831 0.445       PO14   0.904       

Jokowi PO1  0.701   
SBY PO1    0.854  

 PO2  0.819   
 

PO2    0.781  

 PO3 0.544 0.677   
 

PO3    0.917  

 PO4 0.782    
 

PO4 0.764     

 
PO5 0.879    

 
PO5 0.527 0.600    

 
PO6   0.879  

 
PO6     0.812 

 
PO7 0.902    

 
PO7  0.783    

 
PO8 0.876    

 
PO8   0.827   

 
PO9 0.802    

 
PO9  0.593 0.546   

 
PO10 0.794    

 
PO10   0.899   

 
PO11 0.848    

 
PO11  0.918    

 
PO12 0.616  0.497  

 
PO12 0.742  0.440   

 
PO13 0.661  0.505  

 
PO13 0.884     

  PO14 0.868         PO14         0.650 
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Appendix J. Survey participants demographic 

Demographic N = 453 Percent 

Participants Jakarta 33.8 

 Surabaya 66.2 

Staff Jakarta 7.9 

 Surabaya 23.4 

 Non-Staff 68.7 

Gender 
Male 58.5 

Female 41.5 

Age 18-24 28.9 

25-34 26.0 

35-44 28.5 

45+ 16.6 

Education Primary-High School 22.7 

Diploma 7.1 

Undergraduate 55.2 

Postgraduate 15.0 

Religion Islam 66.2 

Christian/Catholic 32.5 

Other 1.3 

Income (Monthly) Less than Rp 2.5 million 24.9 

Rp 2.5 million - Rp 5.9 million 43.9 

Rp 6 million - Rp 9.9 million 16.3 

Rp 10 million -Rp 19 million 10.2 

More than Rp 20 million - Rp 40 million 4.6 

Interests to politics Not interested 14.8 

Neutral 46.1 

Interested 32.7 

Very interested 6.4 

Political Party 

Preference 

Pro Jokowi-Amin parties 38.2 

Pro Prabowo-Uno parties 8.4 

NO PARTY PREFERENCE 53.4 

Means to get info of 

favorite political 

candidates 

Social media  28.7 

Conventional media 29.1 

Online news  33.3 

Online chat  5.1 

Opinion websites  0.4 

Religious figure 2.9 

Political figure 0.4 
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Appendix K. Multiple regression test to brand trust as the DV 

Ahok Standardized beta t-value Significance 

Constant  
-3.377 0.001 

SL 0.010 0.120 0.905 

PO (Qual) 0.371 2.888 0.005 

PO (Prog) -0.119 -0.852 0.396 

PO (Styl) 0.195 1.857 0.066 

BP (Resp) 0.230 3.084 0.003 

BP (Acti) 0.238 2.213 0.029 

BP (Aggr) 0.006 0.073 0.942 

BP (Simp) 0.077 1.469 0.145 

R²= 0.813 F-value= 61.960   

Adjusted R²= 0.800 Significance = 0.000      

Risma Standardized beta t-value Significance 

Constant  
1.298 0.196 

SL 0.182 2.980 0.003 

PO (Qual) -0.084 -1.141 0.255 

PO (Prog) 0.196 2.523 0.012 

PO (Styl) 0.160 2.424 0.016 

BP (Resp) 0.180 2.716 0.007 

BP (Acti) 0.277 4.016 0.000 

BP (Aggr) -0.011 -0.201 0.841 

BP (Simp) 0.013 0.256 0.798 

R²= 0.585 F-value= 38.815   

Adjusted R²= 0.570 Significance = 0.000      

Jokowi Standardized beta t-value Significance 

Constant 

 
-2.450 0.015 

SL 0.173 3.308 0.001 

PO (Qual) 0.027 0.425 0.671 

PO (Prog) 0.319 4.172 0.000 

PO (Styl) 0.148 2.486 0.013 

BP (Resp) 0.295 4.557 0.000 

BP (Acti) -0.075 -1.185 0.237 

BP (Aggr) 0.023 0.596 0.552 

BP (Simp) 0.006 0.148 0.882 

R²= 0.702 F-value= 98.538   

Adjusted R²= 0.695 Significance = 0.000      

SBY Standardized beta t-value Significance 

Constant 

 
-3.374 0.001 

SL 0.071 1.424 0.155 

PO (Qual) 0.086 1.331 0.184 

PO (Prog) 0.296 4.302 0.000 

PO (Styl) 0.182 3.152 0.002 

BP (Resp) 0.195 3.274 0.001 

BP (Acti) 0.066 1.088 0.277 

BP (Aggr) 0.071 1.934 0.054 
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BP (Simp) 0.026 0.703 0.483 

R²= 0.774 F-value= 122.491   

Adjusted R²= 0.768 Significance = 0.000      

DV for all model is BT.    
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Appendix L. Multiple regression test to brand personality as the DV 

Ahok DV= BP Resp Standardized beta t-value Significance 

 Constant 

 
-0.798 0.427 

 SL 0.489 5.435 0.000 

 PO (Qual) 0.095 0.604 0.547 

 PO (Prog) 0.058 0.398 0.691 

 PO (Styl) 0.236 1.845 0.067 

 R²= 0.688 F-value= 67.670   

  Adjusted R²= 0.677 Significance = 0.000      

Ahok DV= BP Acti Standardized beta t-value Significance 

 Constant 

 
3.655 0.000 

 SL -0.009 -0.123 0.902 

 PO (Qual) -0.040 -0.313 0.754 

 PO (Prog) 0.863 7.350 0.000 

 PO (Styl) 0.080 0.778 0.438 

 R²= 0.793 F-value= 120.684   

  Adjusted R²= 0.786 Significance = 0.000      

Ahok DV= BP Aggr Standardized beta t-value Significance 

 Constant 

 
3.249 0.001 

 SL 0.157 1.646 0.102 

 PO (Qual) 0.178 1.054 0.294 

 PO (Prog) 0.562 3.582 0.000 

 PO (Styl) -0.067 -0.490 0.625 

 R²= 0.643 F-value= 55.846   

  Adjusted R²= 0.633 Significance = 0.000      

Ahok DV= BP Simp Standardized beta t-value Significance 

 Constant 

 
1.811 0.073 

 SL 0.511 4.093 0.000 

 PO (Qual) -0.098 -0.444 0.658 

 PO (Prog) -0.108 -0.534 0.594 

 PO (Styl) 0.326 1.837 0.069 

 R²= 0.386 F-value= 19.686   

  Adjusted R²= 0.367 Significance = 0.000      

Risma DV= BP Resp Standardized beta t-value Significance 

 Constant 

 
1.739 0.083 

 SL 0.262 4.152 0.000 

 PO (Qual) 0.215 2.870 0.004 

 PO (Prog) 0.182 2.333 0.020 

 PO (Styl) 0.140 1.967 0.050 

 R²= 0.467 F-value= 52.158   

  Adjusted R²= 0.458 Significance = 0.000      

Risma DV= BP Acti Standardized beta t-value Significance 

 Constant 

 
4.138 0.000 

 SL 0.197 3.238 0.001 

 PO (Qual) 0.294 3.979 0.000 

 PO (Prog) 0.140 1.854 0.065 
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 PO (Styl) 0.188 2.721 0.007 

 R²= 0.495 F-value= 58.597   

  Adjusted R²= 0.487 Significance = 0.000      

Risma DV= BP Aggr Standardized beta t-value Significance 

 Constant 

 
3.067 0.002 

 SL 0.157 2.200 0.029 

 PO (Qual) 0.201 2.315 0.021 

 PO (Prog) 0.399 4.467 0.000 

 PO (Styl) -0.176 -2.191 0.029 

 R²= 0.311 F-value= 26.892   

  Adjusted R²= 0.300 Significance = 0.000      

Risma DV= BP Simp Standardized beta t-value Significance 

 Constant 

 
-0.013 0.990 

 SL 0.250 3.459 0.001 

 PO (Qual) -0.041 -0.473 0.637 

 PO (Prog) 0.248 2.768 0.006 

 PO (Styl) 0.183 2.259 0.025 

 R²= 0.312 F-value= 26.498   

  Adjusted R²= 0.300 Significance = 0.000      

Jokowi DV= BP Resp Standardized beta t-value Significance 

 Constant 

 
3.326 0.001 

 SL 0.218 4.723 0.000 

 PO (Qual) 0.135 2.434 0.015 

 PO (Prog) 0.263 3.916 0.000 

 PO (Styl) 0.313 6.045 0.000 

 R²= 0.731 246.991   

  Adjusted R²= 0.728 Significance = 0.000      

Jokowi DV= BP Acti Standardized beta t-value Significance 

 Constant 

 
4.092 0.000 

 SL 0.125 2.581 0.010 

 PO (Qual) 0.237 4.057 0.000 

 PO (Prog) 0.341 4.836 0.000 

 PO (Styl) 0.199 3.648 0.000 

 R²= 0.702 F-value= 213.945   

  Adjusted R²= 0.698 Significance = 0.000      

Jokowi DV= BP Aggr Standardized beta t-value Significance 

 Constant 

 
3.483 0.001 

 SL 0.135 1.816 0.070 

 PO (Qual) 0.362 3.986 0.000 

 PO (Prog) 0.205 1.892 0.059 

 PO (Styl) -0.105 -1.270 0.205 

 R²= 0.332 F-value= 43.430   

  Adjusted R²= 0.324 Significance = 0.000      

Jokowi DV= BP Simp Standardized beta t-value Significance 

 Constant 

 
5.871 0.000 

 SL 0.195 2.824 0.005 

 PO (Qual) 0.051 0.615 0.539 
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 PO (Prog) 0.076 0.757 0.449 

 PO (Styl) 0.363 4.694 0.000 

 R²= 0.402 F-value= 60.950   

  Adjusted R²= 0.395 Significance = 0.000      

SBY DV= BP Resp Standardized beta t-value Significance 

 Constant 

 
4.437 0.000 

 SL 0.232 4.578 0.000 

 PO (Qual) 0.295 4.473 0.000 

 PO (Prog) 0.100 1.359 0.175 

 PO (Styl) 0.302 5.335 0.000 

 R²= 0.724 F-value= 200.741   

  Adjusted R²= 0.720 Significance = 0.000      

SBY DV= BP Acti Standardized beta t-value Significance 

 Constant 

 
4.228 0.000 

 SL 0.234 4.452 0.000 

 PO (Qual) 0.297 4.369 0.000 

 PO (Prog) 0.098 1.305 0.193 

 PO (Styl) 0.282 4.823 0.000 

 R²= 0.697 F-value= 177.893   

  Adjusted R²= 0.693 Significance = 0.000      

SBY DV= BP Aggr Standardized beta t-value Significance 

 Constant 

 
8.221 0.000 

 SL 0.219 2.773 0.006 

 PO (Qual) 0.087 0.841 0.401 

 PO (Prog) 0.237 2.092 0.037 

 PO (Styl) 0.065 0.735 0.463 

 R²= 0.315 F-value= 35.480   

  Adjusted R²= 0.307 Significance = 0.000      

SBY DV= BP Simp Standardized beta t-value Significance 

 Constant 

 
3.139 0.002 

 SL 0.235 3.063 0.002 

 PO (Qual) 0.009 0.094 0.925 

 PO (Prog) 0.086 0.786 0.432 

 PO (Styl) 0.316 3.644 0.000 

 R²= 0.359 F-value= 42.515   

  Adjusted R²= 0.350 Significance = 0.000      
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Appendix M. Sobel test results 

Ahok (SL-BP) a Sa b Sb Sobel Test p value 

Responsibility 0.948 0.067 0.554 0.092 5.541 0.000 

Activity 0.780 0.068 0.663 0.080 6.718 0.000 

Aggresiveness 0.801 0.072 0.423 0.090 4.329 0.000 

Simplicity 0.740 0.088 0.177 0.075 2.272 0.023 

Ahok (PO-BP) a Sa b Sb Sobel Test p value 

Qual-Resp 0.786 0.057 0.336 0.075 4.261 0.000 

Qual-Acti 0.752 0.044 0.345 0.099 3.415 0.001 

Qual-Aggr 0.713 0.051 0.124 0.090 1.371 0.170 

Qual-Simp 0.525 0.078 0.148 0.057 2.422 0.015 

Prog-Resp 0.791 0.060 0.441 0.073 5.492 0.000 

Prog-Acti 0.841 0.038 0.367 0.125 2.911 0.004 

Prog-Aggr 0.762 0.049 0.162 0.100 1.611 0.107 

Prog-Simp 0.516 0.080 0.208 0.059 3.093 0.002 

Styl-Resp 0.791 0.056 0.346 0.077 4.282 0.000 

Styl-Acti 0.708 0.049 0.414 0.086 4.567 0.000 

Styl-Aggr 0.655 0.056 0.244 0.080 2.951 0.003 

Styl-Simp 0.558 0.076 0.130 0.059 2.110 0.035 

Risma (SL-BP) a Sa b Sb Sobel Test p value 

Responsibility 0.655 0.057 0.392 0.052 6.303 0.000 

Activity 0.549 0.051 0.470 0.055 6.693 0.000 

Aggresiveness 0.053 0.074 0.120 0.042 0.695 0.487 

Simplicity 0.697 0.084 0.133 0.038 3.225 0.001 

Risma (PO-BP) a Sa b Sb Sobel Test p value 

Qual-Resp 0.650 0.054 0.382 0.050 6.450 0.000 

Qual-Acti 0.618 0.047 0.472 0.057 7.007 0.000 

Qual-Aggr 0.578 0.070 0.112 0.042 2.538 0.011 

Qual-Simp 0.622 0.080 0.175 0.035 4.205 0.000 

Prog-Resp 0.618 0.054 0.347 0.047 6.204 0.000 

Prog-Acti 0.566 0.048 0.418 0.053 6.556 0.000 

Prog-Aggr 0.639 0.067 0.068 0.042 1.596 0.110 

Prog-Simp 0.696 0.079 0.134 0.035 3.511 0.000 

Styl-Resp 0.623 0.057 0.372 0.045 6.593 0.000 

Styl-Acti 0.566 0.048 0.420 0.053 6.577 0.000 

Styl-Aggr 0.416 0.074 0.149 0.038 3.216 0.001 

Styl-Simp 0.693 0.079 0.142 0.035 3.682 0.000 

Jokowi (SL-BP) a Sa b Sb Sobel Test p value 

Responsibility 0.743 0.034 0.593 0.054 9.812 0.000 

Activity 0.707 0.037 0.429 0.053 7.453 0.000 

Aggresiveness 0.594 0.057 0.131 0.037 3.352 0.001 

Simplicity 0.573 0.046 0.218 0.044 4.604 0.000 

Jokowi (PO-BP) a Sa b Sb Sobel Test p value 

Qual-Resp 0.649 0.028 0.633 0.053 10.617 0.000 

Qual-Acti 0.648 0.028 0.406 0.057 6.808 0.000 

Qual-Aggr 0.591 0.045 0.057 0.039 1.453 0.146 
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Qual-Simp 0.463 0.038 0.241 0.042 5.191 0.000 

Prog-Resp 0.774 0.028 0.443 0.055 7.733 0.000 

Prog-Acti 0.752 0.029 0.192 0.056 3.399 0.001 

Prog-Aggr 0.634 0.050 0.022 0.034 0.646 0.518 

Prog-Simp 0.572 0.041 0.137 0.040 3.326 0.001 

Styl-Resp 0.827 0.031 0.568 0.056 9.481 0.000 

Styl-Acti 0.778 0.035 0.373 0.054 6.596 0.000 

Styl-Aggr 0.564 0.058 0.145 0.034 3.906 0.000 

Styl-Simp 0.663 0.043 0.154 0.045 3.341 0.001 

SBY (SL-BP) a Sa b Sb Sobel Test p value 

Responsibility 0.778 0.037 0.569 0.054 9.420 0.000 

Activity 0.775 0.038 0.537 0.051 9.356 0.000 

Aggresiveness 0.531 0.049 0.256 0.045 5.037 0.000 

Simplicity 0.590 0.051 0.222 0.044 4.625 0.000 

SBY (PO-BP) a Sa b Sb Sobel Test p value 

Qual-Resp 0.671 0.028 0.474 0.049 8.970 0.000 

Qual-Acti 0.687 0.003 0.434 0.049 8.851 0.000 

Qual-Aggr 0.477 0.039 0.185 0.038 4.523 0.000 

Qual-Simp 0.448 0.044 0.208 0.034 5.244 0.000 

Prog-Resp 0.697 0.031 0.413 0.046 8.338 0.000 

Prog-Acti 0.725 0.031 0.386 0.046 7.898 0.000 

Prog-Aggr 0.508 0.410 0.173 0.037 1.198 0.231 

Prog-Simp 0.524 0.045 0.155 0.035 4.139 0.000 

Styl-Resp 0.742 0.033 0.493 0.051 8.881 0.000 

Styl-Acti 0.751 0.034 0.488 0.048 9.235 0.000 

Styl-Aggr 0.456 0.046 0.277 0.037 5.974 0.000 

Styl-Simp 0.613 0.046 0.142 0.040 3.430 0.001 

Mediation Test. DV = Brand Trust in all model   
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Appendix N. ANOVA test results: party preference 

 

Ahok 
(Party Preference) (SD) 

F Sig 
Joko-Amin Prab-Uno No Pref 

SL 4.2 (0.50) 3.3 (0.68) 3.9 (0.65) 11.997 0.000 

POQUAL 4.7 (0.48) 3.5 (0.72) 4.3 (0.77) 18.659 0.000 

POPROG 4.7 (0.53) 3.6 (0.63) 4.3 (0.77) 16.783 0.000 

POSTYL 4.4 (0.59) 3.4 (0.70) 4.1 (0.79) 12.527 0.000 

BPRESP 4.2 (0.67) 3.0 (0.76) 3.9 (0.76) 15.130 0.000 

BPACTI 4.6 (0.57) 3.5 (0.70) 4.3 (0.70) 15.123 0.000 

BPAGGR 4.7 (0.54) 3.6 (0.77) 4.3 (0.70) 15.606 0.000 

BPSIMP 3.9 (0.82) 3.4 (0.74) 3.8 (0.79) 2.587 0.079 

BT 4.5 (0.70) 3.0 (0.97) 4.0 (0.87) 19.317 0.000 

Jokowi           

SL 4.2 (0.60) 3.2 (0.87) 4.0 (0.62) 32.920 0.000 

POQUAL 4.4 (0.65) 3.3 (0.95) 4.2 (0.73) 38.566 0.000 

POPROG 4.4 (0.60) 3.4 (0.87) 4.1 (0.68) 33.027 0.000 

POSTYL 4.5 (0.53) 3.6 (0.91) 4.3 (0.61) 34.219 0.000 

BPRESP 4.4 (0.57) 3.4 (0.85) 4.2 (0.65) 34.205 0.000 

BPACTI 4.3 (0.57) 3.6 (0.79) 4.2 (0.71) 19.733 0.000 

BPAGGR 3.8 (0.79) 3.0 (0.82) 3.6 (0.86) 15.159 0.000 

BPSIMP 4.3 (0.69) 3.6 (0.97) 4.3 (0.68) 16.785 0.000 

BT 4.2 (0.60) 3.3 (0.97) 3.9 (0.82) 25.355 0.000 

SBY           

SL 3.0 (0.87) 3.4 (0.75) 3.1 (0.79) 3.501 0.031 

POQUAL 2.8 (0.93) 3.4 (0.83) 3.1 (0.95) 8.801 0.000 

POPROG 2.8 (0.90) 3.4 (0.82) 2.9 (0.90) 6.562 0.002 

POSTYL 3.0 (0.91) 3.5 (0.79) 3.0 (0.80) 5.780 0.003 

BPRESP 3.2 (0.85) 3.6 (0.73) 3.3 (0.80) 3.829 0.023 

BPACTI 3.1 (0.86) 3.6 (0.69) 3.3 (0.83) 5.573 0.004 

BPAGGR 3.1 (0.86) 3.3 (0.67) 3.3 (0.87) 3.444 0.033 

BPSIMP 2.6 (0.92) 2.8 (0.99) 2.7 (0.90) 1.034 0.356 

BT 2.7 (0.93) 3.2 (0.85) 2.8 (0.85) 4.759 0.009 
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Appendix O. ANOVA test results: Religion 

 

 

 

 

 

 

 

 

 

  

Ahok 
(Religion Means) (SD) 

F Sig 
Islam Chri/Cath 

SL 3.8 (0.66) 4.3 (0.56) 9.417 0.000 

POQUAL 4.1 (0.84) 4.7 (0.49) 13.328 0.000 

POPROG 4.1 (0.79) 4.6 (0.56) 8.156 0.000 

POSTYL 3.9 (0.82) 4.5 (0.59) 9.316 0.000 

BPRESP 3.7 (0.81) 4.3 (0.63) 12.408 0.000 

BPACTI 4.1 (0.76) 4.6 (0.58) 7.482 0.001 

BPAGGR 4.2 (0.72 4.7 (0.58) 10.848 0.000 

BPSIMP 3.7 (0.97) 4.5 (0.59) 2.769 0.066 

BT 3.7 (0.97) 4.5 (0.59) 16.192 0.000 

Jokowi   
  

SL 3.9 (0.70) 4.3 (0.58) 14.784 0.000 

POQUAL 4.1 (0.84) 4.6 (0.52) 21.741 0.000 

POPROG 4.0 (0.74) 4.5 (0.56) 24.621 0.000 

POSTYL 4.2 (0.69) 4.6 (0.50) 21.308 0.000 

BPRESP 4.1 (0.72) 4.5 (0.50) 21.241 0.000 

BPACTI 4.1 (0.72) 4.4 (0.55) 13.139 0.000 

BPAGGR 3.6 (0.87) 3.9 (0.81) 6.742 0.001 

BPSIMP 4.2 (0.75) 4.5 (0.61) 12.278 0.000 

BT 3.8 (0.82) 4.4 (0.59) 30.250 0.000 

SBY 
  

  

SL 3.3 (0.72) 2.8 (0.92) 14.029 0.000 

POQUAL 3.2 (0.90) 2.5 (0.87) 29.792 0.000 

POPROG 3.2 (0.86) 2.5 (0.80) 35.144 0.000 

POSTYL 3.3 (0.77) 2.7 (0.89) 22.539 0.000 

BPRESP 3.44 (0.75) 2.9 (0.87) 20.352 0.000 

BPACTI 3.4 (0.76) 2.9 (0.88) 22.112 0.000 

BPAGGR 3.3 (0.83) 3.0 (0.89) 6.668 0.001 

BPSIMP 2.8 (0.91) 2.4 (0.90) 6.420 0.002 

BT 3.0 (0.85) 2.4 (0.91) 28.132 0.000 
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Appendix P. ANOVA test results: Government Staff 

 

 

 

 

 

 

 

 

 

 

 

Risma 
(Government Staff Means) (SD) 

F Sig 
Jakarta (Ex Ahok) Surabaya Non staff 

SL  4.2 (0.55) 4.1 (0.51) 2.367 0.125 

POQUAL  4.6 (0.50) 4.5 (0.54) 4.194 0.041 

POPROG  4.6 (0.47) 4.3 (0.55) 16.621 0.000 

POSTYL  4.6 (0.45) 4.5 (0.57) 4.403 0.037 

BPRESP  4.4 (0.57) 4.2 (0.62) 3.875 0.050 

BPACTI  4.6 (0.49) 4.4 (0.54) 4.740 0.030 

BPAGGR  4.6 (0.63) 4.2 (0.71) 14.718 0.000 

BPSIMP  4.1 (0.81) 4.1 (0.77) 0.001 0.973 

BT   4.2 (0.46) 4.2 (0.56) 0.168 0.682 

SBY           

SL 2.9 (0.81) 3.5 (0.63) 3.0 (0.85) 10.026 0.000 

POQUAL 2.6 (0.95 3.2 (0.81) 2.9 (0.97) 7.130 0.001 

POPROG 2.6 (0.96) 3.3 (0.69) 2.8 (0.93) 12.896 0.000 

POSTYL 2.7 (0.82) 3.6 (0.50) 2.9 (0.87) 31.906 0.000 

BPRESP 2.9 (0.91) 3.6 (0.54 3.2 (0.86) 15.407 0.000 

BPACTI 2.8 (0.91) 3.5 (0.65) 3.1 (0.86) 12.743 0.000 

BPAGGR 2.8 (0.78) 3.4 (0.83) 3.2 (0.86) 6.335 0.002 

BPSIMP 2.4 (0.90) 3.0 (0.83) 2.6 (0.92) 8.371 0.000 

BT 2.3 (0.92) 3.2 (0.60) 2.7 (0.96) 19.323 0.000 
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Appendix Q. Hypotheses summary 

Hypothesis Path p-value Result 

H1 Servant leadership → Brand Personality     

Ahok a. Responsibility 0.000 Supported 

 
b. Activity 0.902 Not Supported 

 
c. Aggresiveness 0.102 Not Supported 

 
d. Simplicity 0.000 Supported 

Risma a. Responsibility 0.000 Supported 

 
b. Activity 0.001 Supported 

 
c. Aggresiveness 0.029 Supported 

 
d. Simplicity 0.001 Supported 

Jokowi a. Responsibility 0.000 Supported 

 
b. Activity 0.010 Supported 

 
c. Aggresiveness 0.070 Not Supported 

 
d. Simplicity 0.005 Supported 

SBY a. Responsibility 0.000 Supported 

 
b. Activity 0.000 Supported 

 
c. Aggresiveness 0.006 Supported 

  d. Simplicity 0.002 Not Supported 

H2 Servant leadership → Brand trust     

Ahok  
0.905 Not Supported 

Risma  
0.003 Supported 

Jokowi  
0.001 Supported 

SBY   0.155 Not Supported 

H3 Political outsider → Brand personality     

Ahok a. Qual-Resp 0.547 Not Supported 

 
b. Qual-Acti 0.754 Not Supported 

 
c. Qual-Aggr 0.294 Not Supported 

 
d. Qual-Simp 0.658 Not Supported 

 
e. Prog-Resp 0.691 Not Supported 

 
f. Prog-Acti 0.000 Supported 

 
g. Prog-Aggr 0.000 Supported 

 
h. Prog-Simp 0.594 Not Supported 

 
i. Styl-Resp 0.067 Not Supported 

 
j. Styl-Acti 0.438 Not Supported 

 
k. Styl-Aggr 0.625 Not Supported 

 
l. Styl-Simp 0.069 Not Supported 

Risma a. Qual-Resp 0.004 Supported 

 
b. Qual-Acti 0.000 Supported 

 
c. Qual-Aggr 0.021 Supported 

 
d. Qual-Simp 0.637 Not Supported 

 e. Prog-Resp 0.020 Supported 

 f. Prog-Acti 0.065 Not Supported 

 g. Prog-Aggr 0.000 Supported 

 h. Prog-Simp 0.006 Supported 

 i. Styl-Resp 0.050 Supported 
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 j. Styl-Acti 0.007 Supported 

 k. Styl-Aggr 0.029 Supported 

 l. Styl-Simp 0.025 Supported 

Jokowi a. Qual-Resp 0.015 Supported 

 b. Qual-Acti 0.000 Supported 

 c. Qual-Aggr 0.000 Supported 

 d. Qual-Simp 0.539 Not Supported 

 e. Prog-Resp 0.000 Supported 

 f. Prog-Acti 0.001 Supported 

 g. Prog-Aggr 0.059 Not Supported 

 h. Prog-Simp 0.449 Not Supported 

 i. Styl-Resp 0.000 Supported 

 j. Styl-Acti 0.000 Supported 

 k. Styl-Aggr 0.205 Not Supported 

 l. Styl-Simp 0.000 Supported 

SBY a. Qual-Resp 0.000 Supported 

 b. Qual-Acti 0.000 Supported 

 c. Qual-Aggr 0.401 Not Supported 

 d. Qual-Simp 0.925 Not Supported 

 e. Prog-Resp 0.175 Not Supported 

 f. Prog-Acti 0.193 Not Supported 

 g. Prog-Aggr 0.037 Supported 

 h. Prog-Simp 0.432 Not Supported 

 i. Styl-Resp 0.000 Supported 

 j. Styl-Acti 0.000 Supported 

 k. Styl-Aggr 0.463 Not Supported 

  l. Styl-Simp 0.000 Supported 

H4 Political outsider → Brand trust     

Ahok a. Qualities 0.005 Supported 

 b. Program 0.396 Not Supported 

 c. Style 0.066 Not Supported 

Risma a. Qualities 0.255 Not Supported 

 b. Program 0.012 Supported 

 c. Style 0.016 Supported 

Jokowi a. Qualities 0.671 Not Supported 

 b. Program 0.000 Supported 

 c. Style 0.013 Supported 

SBY a. Qualities 0.184 Not Supported 

 b. Program 0.000 Supported 

  c. Style 0.002 Supported 

H5 Brand personality → Brand trust     

Ahok a. Responsibility 0.003 Supported 

 b. Activity 0.029 Supported 

 c. Aggresiveness 0.942 Not Supported 

 d. Simplicity 0.145 Not Supported 

Risma a. Responsibility 0.007 Supported 

 b. Activity 0.000 Supported 

 c. Aggresiveness 0.841 Not Supported 
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 d. Simplicity 0.798 Not Supported 

Jokowi a. Responsibility 0.000 Supported 

 b. Activity 0.237 Not Supported 

 c. Aggresiveness 0.552 Not Supported 

 d. Simplicity 0.882 Not Supported 

SBY a. Responsibility 0.001 Supported 

 b. Activity 0.277 Not Supported 

 c. Aggresiveness 0.054 Not Supported 

  d. Simplicity 0.483 Not Supported 

H6 Brand personality mediates SL and BT     

Ahok a. Responsibility 0.000 Supported 

 
b. Activity 0.000 Supported 

 
c. Aggresiveness 0.000 Supported 

 
d. Simplicity 0.023 Supported 

Risma a. Responsibility 0.000 Supported 

 
b. Activity 0.000 Supported 

 
c. Aggresiveness 0.487 Not Supported 

 
d. Simplicity 0.001 Supported 

Jokowi a. Responsibility 0.000 Supported 

 
b. Activity 0.000 Supported 

 
c. Aggresiveness 0.001 Supported 

 
d. Simplicity 0.000 Supported 

SBY a. Responsibility 0.000 Supported 

 
b. Activity 0.000 Supported 

 
c. Aggresiveness 0.000 Supported 

  d. Simplicity 0.000 Supported 

H7 Brand personality mediates PO and BT     

Ahok a. Qual-Resp 0.000 Supported 

 
b. Qual-Acti 0.001 Supported 

 
c. Qual-Aggr 0.170 Not Supported 

 
d. Qual-Simp 0.015 Supported 

 
e. Prog-Resp 0.000 Supported 

 
f. Prog-Acti 0.004 Supported 

 
g. Prog-Aggr 0.107 Not Supported 

 
h. Prog-Simp 0.002 Supported 

 
i. Styl-Resp 0.000 Supported 

 
j. Styl-Acti 0.000 Supported 

 
k. Styl-Aggr 0.003 Supported 

 
l. Styl-Simp 0.035 Supported 

Risma a. Qual-Resp 0.000 Supported 

 
b. Qual-Acti 0.000 Supported 

 
c. Qual-Aggr 0.011 Supported 

 
d. Qual-Simp 0.000 Supported 

 e. Prog-Resp 0.000 Supported 

 f. Prog-Acti 0.000 Supported 

 g. Prog-Aggr 0.110 Not Supported 

 h. Prog-Simp 0.000 Supported 

 i. Styl-Resp 0.000 Supported 
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 j. Styl-Acti 0.000 Supported 

 k. Styl-Aggr 0.001 Supported 

 l. Styl-Simp 0.000 Supported 

Jokowi a. Qual-Resp 0.000 Supported 

 b. Qual-Acti 0.000 Supported 

 c. Qual-Aggr 0.146 Not Supported 

 d. Qual-Simp 0.000 Supported 

 e. Prog-Resp 0.000 Supported 

 f. Prog-Acti 0.001 Supported 

 g. Prog-Aggr 0.518 Not Supported 

 h. Prog-Simp 0.001 Supported 

 i. Styl-Resp 0.000 Supported 

 j. Styl-Acti 0.000 Supported 

 k. Styl-Aggr 0.000 Supported 

 l. Styl-Simp 0.001 Supported 

SBY a. Qual-Resp 0.000 Supported 

 b. Qual-Acti 0.000 Supported 

 c. Qual-Aggr 0.000 Supported 

 d. Qual-Simp 0.000 Supported 

 e. Prog-Resp 0.000 Supported 

 f. Prog-Acti 0.000 Supported 

 g. Prog-Aggr 0.231 Not Supported 

 h. Prog-Simp 0.000 Supported 

 i. Styl-Resp 0.000 Supported 

 j. Styl-Acti 0.000 Supported 

 k. Styl-Aggr 0.000 Supported 

  l. Styl-Simp 0.001 Supported 
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Appendix R: Survey English 

Indonesian Leadership Survey: Image and Trust 

Welcome to our survey. 

This survey aims to examine the relationship between leadership style and the political image 

of leaders in Indonesia. Some political figures in Indonesia who are well known to the public 

will appear in this survey. Questions that will be addressed range in the area of leadership, 

background of the leader, character of the leader and how far you trust your leader. 

If you require more information about this research, you can contact me as the main person in 

charge of this survey: Gunaro Setiawan, doctoral candidate at Griffith University, Brisbane, 

QLD, Australia, department of  International Business & Asian Studies , with an email 

address: gunaro.setiawan@griffithuni .edu.au 

The research has passed the ethical test from Griffith University with reference 

number: 2017/283 and obtained permission for research recommendations from the  National 

Unity and Political Agency (BAKESBANGPOL)  Indonesia with reference 

number: 200.02 / 4370 / polpum. 

We sincerely hope and appreciate your participation in this research. By filling out this 

survey you will contribute to the development of theory and science in the fields of 

management, marketing and politics in the Indonesian context. 

We thank you very much for the time you have given. 

Regards 

Gunaro Setiawan 

PhD Candidate 

Griffith University 

Department of International Business & Asian Studies 

Brisbane, QLD, Australia 

 

 

 

 

 

There are 57 questions in this survey 

City 

[] In which city do you live in now? * 

Check all that apply 

 

Please choose all that apply: 

 Jakarta 

 Surabaya 

AHOKSL 

[] 

Basuki Tjahaja Purnama 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Ahok is the leader who... 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Was not being 

defensive       
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when 

confronted 

More 

responsive to 

his 

responsibilities 

than his rights 

      

Use the right 

ways to 

achieve the 

right goals too 

      

Allow people 

to experiment 

and be creative 

without 

worrying 

      

Build 

community 

capacity to act 

ethically 

      

Contributing 

to the personal 

development 

of the 

community 

personally and 

professionally 

      

AHOKPO 

[] 

Basuki Tjahaja Purnama 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer.  

Ahok is the leader who ... 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

comes from 

different 

backgrounds 

than political 

leaders in 

Indonesia in 

general 

      

comes from a 

non-military 

background 
      

born from an 

influential 

family 

background 

      

[] * 
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Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

competent 

leader 
      

known as a 

leader who 

has many 

positive 

achievements 

      

known as a 

leader who is 

clean of 

corrupt 

practices 

      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

leader who 

has many 

effective 

programs 

      

known as a 

leader who 

has many 

innovative 

programs 

      

have a 

different 

approach 

than other 

leaders in 

general in 

solving 

problems 

      

known as a 

leader who 

has the 

capacity to 

build a 

government 

that is free 

from 

corruption 

      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 
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  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

have a 

different 

approach 

than other 

leaders in 

general in 

interacting 

with the 

community 

      

close to the 

people       

always 

present to 

the people, 

especially 

during 

emergency 

situations 

      

AHOKBP 

[] 

Basuki Tjahaja Purnama  

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

  Ahok is the leader who... 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Humble 
      

Stable 
      

Responsible 
      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Active 
      

Dynamic 
      

Innovative 
      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Aggressive 
      

Brave 
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[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

Like an 

ordinary 

person 
      

Simple 
      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Romantic 
      

Sentimental 
      

AHOKBT 

[] 

Basuki Tjahaja Purnama 

 Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 

= NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 

6 if you DO NOT KNOW the answer. 

Your level of trust in Ahok: 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

I believe 

in this 

leader 
      

I believe 

in the 

ability 

of this 

leader to 

perform 

well 

      

I depend 

on this 

leader 
      

This 

leader 

gave me 

security 

      

I believe 

that this 

leader 

will 

realize 

his 

promises 

      

RISMASL 
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[] 

Tri Rismaharini 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer.  

Tri Rismaharini is a leader who ... 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Was not being 

defensive 

when 

confronted 

      

More 

responsive to 

his 

responsibilities 

than his rights 

      

Use the right 

ways to 

achieve the 

right goals too 

      

Allow people 

to experiment 

and be creative 

without 

worrying 

      

Build 

community 

capacity to act 

ethically 

      

Contributing 

to the personal 

development 

of the 

community 

personally and 

professionally 

      

RISMAPO 

[] 

Tri Rismaharini 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Tri Rismaharini is a leader who ... 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 
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  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

come from 

different 

backgrounds 

than political 

leaders in 

Indonesia in 

general 

      

comes from a 

non-military 

background 
      

born from an 

influential 

family 

background 

      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

competent 

leader 
      

known as a 

leader who 

has many 

positive 

achievements 

      

known as a 

leader who is 

clean of 

corrupt 

practices 

      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

leader who 

has many 

effective 

programs 

      

known as a 

leader who 

has many 

innovative 

programs 

      

have a 

different 

approach 
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than other 

leaders in 

general in 

solving 

problems 

known as a 

leader who 

has the 

capacity to 

build a 

government 

that is free 

from 

corruption 

      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

have a 

different 

approach 

than other 

leaders in 

general in 

interacting 

with the 

community 

      

close to the 

people       

always 

present to 

the people, 

especially 

during 

emergency 

situations 

      

RISMABP 

[] 

Tri Rismaharini 

  

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Tri Rismaharini is a leader who is ... 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Humble 
      

Stable 
      

Responsible 
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[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Active 
      

Dynamic 
      

Innovative 
      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Aggressive 
      

Brave 
      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

Like an 

ordinary 

person 
      

Simple 
      

[] * 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Romantic 
      

Sentimental 
      

RISMABT 

[] 

Tri Rismaharini  

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Your level of trust in Tri Rismaharini: 

* 

Only answer this question if the following conditions are met: 

Answer was at question '1 [City]' (In which city are you currently residing in?) 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

I believe 

in this 

leader 
      

I believe 

in the 

ability 
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of this 

leader to 

perform 

well 

I depend 

on this 

leader 
      

This 

leader 

gave me 

security 

      

I believe 

that this 

leader 

will 

realize 

her 

promises 

      

JOKOWISL 

[] 

Jokowi 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Jokowi is a leader who ... 

* 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Was not being 

defensive 

when 

confronted 

      

More 

responsive to 

his 

responsibilities 

than his rights 

      

Use the right 

ways to 

achieve the 

right goals too 

      

Allow people 

to experiment 

and be creative 

without 

worrying 

      

Build 

community 

capacity to act 

ethically 

      

Contributing 

to the personal 

development 

of the 

community 

      



  

Chapter 8: Conclusions 283 

personally and 

professionally 

JOKOWIPO 

[] 

Jokowi 

 Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 

= NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 

6 if you DO NOT KNOW the answer. 

Jokowi is a leader who ... 

* 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

come from 

different 

backgrounds 

than political 

leaders in 

Indonesia in 

general 

      

comes from a 

non-military 

background 
      

born from an 

influential 

family 

background 

      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

competent 

leader 
      

known as a 

leader who 

has many 

positive 

achievements 

      

known as a 

leader who is 

clean of 

corrupt 

practices 

      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

leader who 

has many 

effective 

programs 
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known as a 

leader who 

has many 

innovative 

programs 

      

have a 

different 

approach 

than other 

leaders in 

general in 

solving 

problems 

      

known as a 

leader who 

has the 

capacity to 

build a 

government 

that is free 

from 

corruption 

      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

have a 

different 

approach 

than other 

leaders in 

general in 

interacting 

with the 

community 

      

close to the 

people       

always 

present to 

the people, 

especially 

during 

emergency 

situations 

      

JOKOWIBP 

[] 

Jokowi 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Jokowi is a leader who ... 

* 

Please choose the appropriate response for each item: 
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  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Humble 
      

Stable 
      

Responsible 
      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Active 
      

Dynamic 
      

Innovative 
      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Aggressive 
      

Brave 
      

[] * 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

Like an 

ordinary 

person 
      

Simple 
      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Romantic 
      

Sentimental 
      

JOKOWIBT 

[] 

Jokowi 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

   

Your level of trust in Jokowi: 

* 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

I believe 

in this 

leader 
      

I believe 

in the 

ability 

of this 

leader to 
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perform 

well 

I depend 

on this 

leader 
      

This 

leader 

gave me 

security 

      

I believe 

that this 

leader 

will 

realize 

his 

promises 

      

SBYSL 

[] 

Soesilo Bambang Yudhoyono (SBY)   

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

   

SBY is a leader who ... 

* 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Was not being 

defensive 

when 

confronted 

      

More 

responsive to 

his 

responsibilities 

than his rights 

      

Use the right 

ways to 

achieve the 

right goals too 

      

Allow people 

to experiment 

and be creative 

without 

worrying 

      

Build 

community 

capacity to act 

ethically 

      

Contributing 

to the personal 

development 

of the 

community 
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personally and 

professionally 

 

SBYPO 

[] 

Soesilo Bambang Yudhoyono (SBY)  

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

 SBY is a leader who ... 

* 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

come from 

different 

backgrounds 

than political 

leaders in 

Indonesia in 

general 

      

comes from a 

non-military 

background 
      

born from an 

influential 

family 

background 

      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

competent 

leader 
      

known as a 

leader who 

has many 

positive 

achievements 

      

known as a 

leader who is 

clean of 

corrupt 

practices 

      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

known as a 

leader who 

has many 

effective 

programs 
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known as a 

leader who 

has many 

innovative 

programs 

      

have a 

different 

approach 

than other 

leaders in 

general in 

solving 

problems 

      

known as a 

leader who 

has the 

capacity to 

build a 

government 

that is free 

from 

corruption 

      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

have a 

different 

approach 

than other 

leaders in 

general in 

interacting 

with the 

community 

      

close to the 

people       

always 

present to 

the people, 

especially 

during 

emergency 

situations 

      

SBYBP 

[] 

Soesilo Bambang Yudhoyono (SBY) 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

SBY is a leader who is... 

* 

Please choose the appropriate response for each item: 
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  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Humble 
      

Stable 
      

Responsible 
      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Active 
      

Dynamic 
      

Innovative 
      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Aggressive 
      

Brave 
      

[] * 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

Like an 

ordinary 

person 
      

Simple 
      

[] * 

Please choose the appropriate response for each item: 

  Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do 

not 

know 

Romantic 
      

Sentimental 
      

SBYBT 

[] 

Soesilo Bambang Yudhoyono (SBY) 

Please select the number that best represents your opinion: 1 = STRONGLY DISAGREE, 2 = 

NOT AGREE, 3 = NEUTRAL, 4 = AGREE and 5 = STRONGLY AGREE. Select number 6 

if you DO NOT KNOW the answer. 

Your level of trust in SBY: 

* 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Do not 

know 

I believe 

in this 

leader 
      

I believe 

in the 

ability 

of this 

leader to 

perform 

well 
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I depend 

on this 

leader 
      

This 

leader 

gave me 

security 

      

I believe 

that this 

leader 

will 

realize 

his 

promises 

      

RESPONDENT BACKGROUND 

[] Are you currently working as a civil servant or have worked as subordinates of Jokowi or 

Ahok or Tri Rismaharini? * 

Choose one of the following answers 

Please choose only one of the following: 

 Yes, in the Jakarta Provincial Government 

 Yes, in the Surabaya City Government 

 Not a civil servant 

Age 

[]How old are you? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

 65 and above 

Gender 

[] Gender:  * 

Please choose only one of the following: 

 Female 

 Male 

Marriage 

[] What is your marital status? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Single 

 Married 

 Divorce 

 Widower 

 Widow 

Education 

[] Your last education? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Elementary school 

 Middle school / high school 

 Diploma 
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 S1 

 S2 

 S3 

 Other  

Income 

[] What is your level of income per month? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Less than Rp 2,500,000 

 IDR 2,500,000 - IDR 5,900,000 

 IDR 6,000,000 - IDR 9,900,000 

 IDR 10,000,000 - IDR 19,900,000 

 IDR 20,000,000 - IDR 40,000,000 

 Above Rp. 40,000,000 

Religion 

[] Your religion? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Buddha 

 Hindu 

 Catholic Christianity 

 Christian Protestant 

 Confucius 

 Islam 

 Other  

Religiousness 

[] 

Regardless of your religion, how far do you think your level of obedience to the rules of 

religion you embrace? 

* 

Choose one of the following answers 

 

Please choose only one of the following: 

 Very obedient 

 Compliant enough 

 It cannot be said to be obedient, but it also cannot be said to be disobedient 

 Not obey 

 Very disobedient 

Political Party Preference 

[] Choose your favorite political party from the list below: * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Nasdem 

 PAN 

 PDIP 

 PKS 

 PKB 

 PSI 

 Gerindra 

 Golkar 

 I don't have a favorite party 

 Other  
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 Interest to Politics 

[] How big is your interest in politics in Indonesia? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Very uninterested 

 Not interested 

 Ordinary 

 Interested 

 Very interested 

Updates to Politics 

[] Do you follow political developments in Indonesia? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Does not matter 

 Do not follow 

 Ordinary 

 Follow 

 Very following 

Source of Information 

[] What medium do you use most often to get information about your favorite or preferred 

political candidate? * 

Choose one of the following answers 

 

Please choose only one of the following: 

 Social media (Facebook, twitter and the like) 

 Conventional news media (RCTI, Metro TV, Kompas daily newspapers and the like) 

 Online news media (viva.com, kompas.com, detik.com, kumparan, tirto and the like) 

 Online forums (kaskus, flicker, kompasiana and the like) 

 Online chat (Whatsapp, Facebook messenger and the like) 

 Opinion websites (portalpiyungan.com, seword.com, katakita.com and the like) 

 The religious figure you trust 

 Political figure 

 Other  

  

Congratulations, you have finished filling out this survey. 

Thank you for your participation and contribution! 

 

 

 

Submit your survey.  

Thank you for completing this survey. 
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Appendix S: Survey – Bahasa Indonesia 
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