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ABSTRAK 

 

Nama: Muhamad Ammar Bukhari 

NPM: 223516516092 

Judul: Strategi Komunikasi Pemasaran Program Meet Nite Live Pada Media 

Sosial Metro Tv 

Dosen Pembimbing: Dr. Yuri Alfrin Aladdin, M.Si., M.I.Kom 

 

Penelitian ini dilatarbelakangi oleh perkembangan media digital yang mendorong 

industri penyiaran televisi untuk mengadaptasi strategi komunikasi pemasaran 

berbasis media sosial guna mempertahankan relevansi dan menjangkau audiens 

muda. Program Meet Nite Live sebagai salah satu tayangan berita malam Metro TV 

memanfaatkan Instagram dan TikTok sebagai sarana promosi dan interaksi dengan 

audiens, sehingga diperlukan kajian mengenai bagaimana strategi komunikasi 

pemasaran tersebut diterapkan. Penelitian ini menggunakan teori Integrated 

Marketing Communication (IMC) yang menekankan integrasi pesan, konsistensi 

komunikasi, serta pemanfaatan berbagai bauran promosi secara terpadu dalam 

membangun citra dan keterlibatan audiens. Metode yang digunakan adalah 

pendekatan kualitatif deskriptif dengan teknik pengumpulan data melalui 

wawancara mendalam, observasi, dan studi dokumentasi. Hasil penelitian 

menunjukkan bahwa strategi komunikasi pemasaran Meet Nite Live telah 

menerapkan prinsip IMC melalui integrasi konten siaran televisi dengan media 

sosial, penggunaan highlight tayangan, poster digital, serta interaksi dua arah untuk 

membangun engagement audiens. Namun, optimalisasi konsistensi konten dan 

pemanfaatan fitur interaktif masih perlu ditingkatkan agar efektivitas komunikasi 

pemasaran di media sosial dapat lebih maksimal dalam membangun awareness dan 

positioning program di kalangan Generasi Z. 

 

Kata Kunci: Integrated Marketing Communication, Strategi Komunikasi 

Pemasaran, Meet Nite Live, Media Sosial, Metro TV. 
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ABSTRACT 

 

Name: Muhamad Ammar Bukhari 

NPM: 223516516092 

Title: The Marketing Communication Strategy Of Meetnite Live Program On 

Metro Tv Social Media 

Thesis Advisor: Dr. Yuri Alfrin Aladdin, M.Si., M.I.Kom 

 

This study is motivated by the rapid development of digital media, which requires 

television broadcasting industries to adapt their marketing communication 

strategies through social media platforms in order to maintain relevance and reach 

younger audiences. Meet Nite Live, as one of Metro TV’s late-night news programs, 

utilizes Instagram and TikTok as promotional and engagement channels, making it 

essential to examine how its marketing communication strategy is implemented. 

This research applies the Integrated Marketing Communication (IMC) theory, 

which emphasizes message integration, communication consistency, and the 

coordinated use of promotional mix elements to build brand image and audience 

engagement. A qualitative descriptive approach was employed, with data collected 

through in-depth interviews, observation, and documentation. The findings indicate 

that the marketing communication strategy of Meet Nite Live reflects IMC 

principles through the integration of on-air content with social media distribution, 

the use of program highlights, digital posters, and interactive features to enhance 

audience engagement. However, improvements in content consistency and the 

optimization of interactive features are still needed to strengthen the effectiveness 

of social media communication in increasing awareness and positioning the 

program among Generation Z audiences. 

 

Keywords: Integrated Marketing Communication, Marketing Communication 

Strategy, Meet Nite Live, Social Media, Metro TV. 
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