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AKTIVITAS AMPLIFIED WORD OF MOUTH TRADISIONAL 

UNIVERSITAS KRISTEN INDONESIA DALAM MENJARING CALON 

MAHASISWA MILENIAL 

 

Elisa Hasian 

            

ABSTRAK 

 

Penelitian tentang aktivitas amplified word of mouth tradisional Universitas Kristen 

Indonesia dalam menjaring calon mahasiswa milenial bertujuan untuk 

mendeskripsikan aktivitas yang secara sengaja dirancang dan dikampanyekan oleh 

Bagian Promosi dan Pemasaran UKI untuk mendorong terjadinya word of mouth.  

Penelitian ini menggunakan metode penelitian studi kasus berbentuk deskriptif, tipe 

studi kasus intrinsik dan pendekatan kualitatif. Upaya mengembangkan word of 

mouth mengacu pada tiga tahapan menurut Octovate Consulting Group (seperti 

dikutip dalam Toruan, 2018; Sriwedari 2011) yaitu talking, promoting, dan selling. 

Hasil penelitian ini adalah pada tahap talking Bagian Promosi dan Pemasaran 

menentukan kriteria talker yang tepat yaitu orang yang kompeten, kredibel, 

memiliki kemampuan public speaking yang baik, dan juga karakter yang mau 

melayani sesuai dengan nilai-nilai UKI. Selanjutnya adalah menyediakan topik 

yang menarik untuk dibicarakan, seperti informasi fakultas/prodi, biaya kuliah, 

beasiswa, prospek kerja dan kiprah alumni. Pada tahap promoting Bagian Promosi 

dan Pemasaran menyediakan tools berupa media digital seperti video company 

profile, dan media sosial, serta media cetak seperti flyer, poster, brosur, tabel biaya, 

dan beragam suvenir. Upaya yang dilakukan untuk menciptakan tools yang tepat 

dengan melakukan riset terkait hal-hal apa yang saat ini sedang diminati generasi 

milenial. Pada tahap selling, Bagian Promosi dan Pemasaran memberikan 

perlakuan khusus/ memberikan reward yang berbeda tergantung pada siapa yang 

mempromosikan dan menjual UKI. 

Kata kunci: amplified word of mouth, word of mouth tradisional, penjaringan 

mahasiswa milenial 
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TRADITIONAL AMPLIFIED WORD OF MOUTH OF CHRISTIAN 

UNIVERSITY OF INDONESIA TO ENCOMPASS PROSPECTIVE 

MILlENIAL COLLEGE STUDENTS 

 

Elisa Hasian 

            

ABSTRACT 

 

Research on the activity of the traditional amplified word of mouth of Christian 

University of Indonesia to encompass prospective millennial college students aims 

to describe activities that are deliberately designed and campaigned by the 

Promotion and Marketing Division of UKI to encourage word of mouth. This study 

used a descriptive case study research method, an intrinsic case study type and a 

qualitative approach. To develop word of mouth, this research refer to three stages 

according to the Octovate Consulting Group (as quoted in Toruan, 2018; Sriwedari 

2011), there are talking, promoting, and selling. The result of this research is that 

in the stage of talking, the Promotion and Marketing Division determines the 

appropriate talker criteria, namely people who are competent, credible, have good 

public speaking skills, and also characters who want to serve according to UKI 

values. Next is to provide interesting topics to discuss, such as information on 

faculty / study programs, tuition fees, scholarships, job prospects and the progress 

of alumni. At the promoting stage, the Promotion and Marketing Section provides 

tools in the form of digital media such as video company profiles and social media, 

as well as printed media such as flyers, posters, brochures, fee tables, and various 

souvenirs. Efforts are being made to create the right tools by conducting research 

related to what the millennial generation is currently interested in. At the selling 

stage, the Promotion and Marketing Division provides special treatment / provides 

different rewards depending on who is promoting and selling UKI. 

Keyword: amplified word of mouth, word of mouth tradisional, encompass 

propective millennial college students 
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