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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis isi political branding Lucky Hakim 

melalui akun Instagram @luckyhakimofficial dalam konteks kampanye Pilkada 

Indramayu 2024. Menggunakan pendekatan kualitatif deskriptif dengan metode 

analisis isi, penelitian ini membedah 27 konten unggahan (25 Reels dan 2 foto) 

selama periode 14 September hingga 25 Desember 2024. Landasan teoretis yang 

digunakan adalah konsep political branding dari Catherine Needham yang terdiri 

dari empat elemen: Brand as Policy, Brand as Values, Brand as Communication, 

dan Brand as Image. Hasil penelitian menunjukkan bahwa Lucky Hakim 

membangun citra politik sebagai sosok yang transformatif dan inklusif. Pada 

elemen policy, ia menawarkan program konkret seperti beasiswa satu desa satu 

sarjana dan pemberdayaan UMKM. Elemen values ditonjolkan melalui transparansi 

pengelolaan dana desa serta kejujuran atas integritas pribadinya. Pada elemen 

communication, Lucky menggunakan pendekatan interaktif melalui fitur Instagram 

untuk menjangkau pemilih muda. Sementara itu, elemen image diperkuat dengan 

menampilkan sisi humanis sebagai pecinta hewan eksotis dan kedekatan langsung 

dengan masyarakat. Komunikasi digital ini terbukti berhasil dalam membentuk 

persepsi publik yang positif dan memberikan keunggulan elektoral pada Pilkada 

2024. 

Kata Kunci: Political Branding, Instagram, Lucky Hakim, Pilkada 2024, Komunikasi 

Politik. 
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ABSTRACT 

 

This study aims to analyze Lucky Hakim's political branding through the Instagram 

account @luckyhakimofficial in the context of the 2024 Indramayu Regional Head 

Election (Pilkada) campaign. Using a descriptive qualitative approach with content 

analysis methods, this research examines 27 uploaded contents (25 Reels and 2 

photos) from September 14 to December 25, 2024. The theoretical framework 

employed is Catherine Needham's political branding concept, which consists of 

four elements: Brand as Policy, Brand as Values, Brand as Communication, and 

Brand as Image. The results indicate that Lucky Hakim constructed a political 

image as a transformative and inclusive figure. In the policy element, he offered 

concrete programs such as "one village, one graduate" scholarships and MSME 

empowerment. The values element was emphasized through transparency in village 

fund management and personal integrity. Regarding communication, Lucky utilized 

an interactive approach through Instagram features to engage younger voters. 

Meanwhile, the image element was strengthened by showcasing his humanist side 

as an exotic animal lover and his direct proximity to the community. This digital 

communication proved effective in shaping positive public perception and 

providing an electoral advantage in the 2024 Pilkada. 

 

Keywords: Political Branding, Instagram, Lucky Hakim, 2024 Pilkada, Political 

Communication. 
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