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ANALISIS CREATIVE BRAND PUBLICITY BURGER KING “PESANLAH 

DARI MCDONALD’S” 

Mutia Seprina 

ABSTRAK 

 

Penelitian ini fokus pada pembicaraan publik dan pemberitaan media pada akun 

Instagram @burgerking.id terkait strategi komunikasi creative brand publicity Burger 

King “Pesanlah dari McDonald’s”. 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, movement 

dan percakapan publik, dan khalayak media sosial serta pembaca berita daring. 

Creative brand publicity sebagai strategi komunikasi pemasaran yang tidak terduga 

seperti yang dilakukan oleh Burger King mampu meningkatkan brand awareness dan 

engagement, publisitas luas, viralitas, antusiasme public, dan word-of-mouth karena 

dibicarakan banyak orang dan memperoleh respons positif terhadap kreativitasnya. 

Strategi komunikasi merek melalui creative brand publicity yang dilakukan oleh 

Burger King dapat dijadikan inspirasi 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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ANALISIS CREATIVE BRAND PUBLICITY BURGER KING “PESANLAH 

DARI MCDONALD’S” 

Mutia Seprina 

ABSTRACT 

 

This study focuses on public talks and media coverage on the @burgerking.id 

Instagram account regarding the creative communication strategy of Burger King's 

publicity brand "Order from McDonald's". Using the online discursive ethnography 

method and the theoretical approach of Wijaya's Creative Brand Publicity, it observes, 

observes, and analyzes related digital texts and analyzes texts related to moods, 

moments, movements and public conversations, and social media audiences and online 

news readers. Creative brand publicity as an unexpected marketing communication 

strategy like the one done by Burger King is able to increase brand awareness and 

engagement, wide publicity, virality, public enthusiasm, and word of mouth promotion 

because many people and get a positive response to their creativity. Burger King's 

brand communication strategy through creative brand publicity can be used as 

inspiration 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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