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ABSTRAK 

 

Kemunculan pandemi Covid-19 sejak Agustus 2019 hingga akhir 2022 belum 

benar-benar menghilang dan tentunya pandemi berdampak besar bagi berbagai 

bidang terutama bisnis. Sebagai perusahaan makanan cepat saji terbesar kedua di 

dunia setelah Subway, McDonald’s juga mengalami penurunan penjualan. Hal 

itulah yang membuat manajemen McDonald’s menyusun strategi untuk menarik 

konsumen baru dan mempertahankan konsumen lama. Strategi pemasaran yang 

dipilih McDonald’s adalah dengan melakukan co-branding dengan boy band BTS 

dengan program BTS Meal. Pada penelitian ini, peneliti menggunakan metode 

penelitian kualitatif dengan jenis penelitian studi literatur dan dibantu dengan teori 

AIDA dan konsep STP untuk mengetahui strategi komunikasi pemasaran co-

branding BTS Meal. Hasil dari penelitian menunjukkan bahwa McDonald’s 

menyasar pada konsumen yang cukup spesifik yaitu penggemar BTS atau yang 

biasa disebut ARMY yang dikenal sangat setia, bersemangat dan memiliki loyalitas 

yang tinggi terhadap idolanya. Attention program BTS Meal dilakukan dengan 

membuat konten menarik mengenai informasi produk tersebut pada beberapa 

platform seperti melalui televisi, Instagram, Youtube, TikTok dan Twitter, poster 

dan banner. Interest, dengan memberikan akses kepada konsumen untuk dapat 

menikmati konten behind the scene proses pembuatan iklan BTS Meal, foto series 

seluruh anggota BTS, dan virtual flipbook anggota BTS melalui aplikasi 

McDonald’s. Desire, menginformasikan kepada konsumen melalui poster bahwa 

program kerjasama BTS Meal ini tidak berlangsung lama. Sedangkan Action, 

McDonald’s memberikan kemudahan kepada konsumen untuk dapat memperoleh 

produk BTS Meal melalui aplikasi online seperti layanan Go Food, Grab Food, 

McDelivery, Shopee Food dan Drive Thru.  

 

Kata Kunci : Strategi, Komunikasi Pemasaran, Co-Branding, AIDA, STP. 
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ABSTRACT 

 

The emergence of the Covid-19 pandemic from August 2019 to the end of 2022 has 

not really disappeared and of course the pandemic has had a big impact on various 

fields, especially business. As the second largest fast food company in the world 

after Subway, McDonald's also experienced a decline in sales. That's what makes 

McDonald's management develop strategies to attract new customers and retain 

old customers. The marketing strategy chosen by McDonald's is co-branding with 

the boy band BTS with the BTS Meal program. In this study, researchers used 

qualitative research methods with the type of literature study research and were 

assisted by AIDA theory and the STP concept to determine the BTS Meal co-

branding marketing communication strategy. The results of the study show that 

McDonald's targets quite specific consumers, namely BTS fans or commonly called 

ARMY who are known to be very loyal, passionate and have high loyalty to their 

idols. The BTS Meal Attention program is carried out by creating interesting 

content regarding product information on several platforms such as through 

television, Instagram, Youtube, TikTok and Twitter, posters and banners. Interest, 

by giving access to consumers to be able to enjoy behind-the-scenes content on the 

process of making BTS Meal advertisements, photo series of all BTS members, and 

virtual flipbooks of BTS members through the McDonald's application. Desire, 

informs consumers via posters that the BTS Meal collaboration program will not 

last long. Meanwhile, Action, McDonald's makes it easy for consumers to be able 

to obtain BTS Meal products through online applications such as Go Food, Grab 

Food, McDelivery, Shopee Food and Drive Thru services. 

 

Keywords : Strategy, Marketing Communication, Co-Branding, AIDA, STP. 
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