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ANALISIS CREATIVE BRAND PUBLICITY SASA “REBUTAN
RENDANG”

IMAM HERGYANTO KUSUMA

ABSTRAK

Penelitian ini fokus pada perbincangan publik, netizen, media, dan khalayak
pembaca berita daring terkait strategi komunikasi Creative Brand Publicity (CBP)
Sasa "Rebutan Rendang”. Menggunakan metode Etnografi Diskursif Daring dan
pendekatan teori Wijaya’s Creative Brand Publicity, penelitian ini mengamati,
menyelidiki dan menganalisa teks-teks digital terkait aspek Mood, Moment dan
Movement dalam percapakan publik, netizen, media dan khalayak media sosial
serta pembaca berita daring. Creative brand publicity sebagai strategi komunikasi
pemasaran yang tidak terduga seperti yang dilakukan Sasa mampu meningkatkan
brand awareness dan engagement karena dibicarakan banyak orang dan
memperoleh respon positif terhadap kreativitasnya. Strategi komunikasi merek
melalui creative brand publicity yang dilakukan Sasa bisa ditiru oleh brand lain

untuk meningkatkan wawasan orang terhadap brand dengan eksekusi yang tepat.

Kata kunci: Strategi Mood, Strategi Moment, Strategi Movement, Etnografi
Diskursif Daring, Wijaya’s Creative Brand Publicity
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ANALYSIS CREATIVE BRAND PUBLICITY SASA “REBUTAN
RENDANG”

IMAM HERGYANTO KUSUMA

ABSTRACT

This study focuses on public conversations, netizens, media, and online news
readers regarding the Sasa "Rebutan Rendang" Sasa Creative Brand Publicity
(CBP) communication strategy. Using the Online Discursive Ethnography method
and the theoretical approach of Wijaya's Creative Brand Publicity, this study
observes, investigates, and analyzes digital texts related to aspects of Mood,
Moment, and Movement in public conversation, netizens, media, and social media
audiences as well as online newsreaders. Creative brand publicity as an unexpected
marketing communication strategy like Sasa's is able to increase brand awareness
and engagement because many people talk about it and get a positive response to
their creativity. Sasa's brand communication strategy through creative brand
publicity can be replicated by other brands to increase people's insight into the
brand with proper execution.

Keywords: Mood Strategy, Moment Strategy, Movement Strategy, Online
Discursive Ethnography, Wijaya’s Creative Brand Publicity
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