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ANALISIS STRATEGI EVENT MARKETING UNIVERSITAS BAKRIE : 

STUDI PADA EVENT METAMASA 

Salsabila Pramudita 

ABSTRAK 

Persaingan antar perguruan tinggi dalam menarik minat calon mahasiswa baru 

semakin ketat, mendorong Universitas Bakrie mengembangkan strategi komunikasi 

pemasaran berbasis pengalaman melalui event Metamasa. Event ini dirancang tidak 

hanya sebagai kegiatan penyambutan mahasiswa baru, tetapi juga sebagai sarana 

membangun citra dan memperkuat positioning universitas. Penelitian ini 

menggunakan metode kualitatif dengan pendekatan studi kasus deskriptif, melalui 

wawancara mendalam dengan lima informan kunci yang terlibat langsung dalam 

penyelenggaraan Metamasa, satu peserta yang kini menjadi mahasiswa baru, dan 

satu triangulator untuk validasi data. Hasil penelitian menunjukkan bahwa 

penerapan elemen 5Ps Event Marketing (Product, Price, Place, Public Relations, 

Positioning) efektif dalam membangun pengalaman peserta dan citra Universitas 

Bakrie. Elemen Public Relations dan Positioning menjadi yang paling kuat dalam 

meningkatkan engagement, trust, dan persepsi positif, sementara Product, Price, 

dan Place mendukung pengalaman otentik namun masih menghadapi kendala 

teknis dan hambatan partisipasi. Secara keseluruhan, Metamasa berfungsi sebagai 

strategi yang mampu meningkatkan awareness, keterikatan emosional, dan 

pengalaman peserta, sekaligus menekankan pentingnya konsistensi pesan, kualitas 

interaksi, dan kesinambungan program untuk memperkuat positioning jangka 

panjang. 

 

Kata Kunci: komunikasi pemasaran, Universitas Bakrie, event Metamasa. 
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ANALYSIS OF UNIVERSITAS BAKRIE’S EVENT MARKETING 

STRATEGY : STUDY ON METAMASA EVENT 

 

Salsabila Pramudita 
 

ABSTRACT 

 

The competition among universities to attract prospective students is becoming 

increasingly intense, prompting Universitas Bakrie to develop an experience-based 

marketing communication strategy through the Metamasa event. This event is 

designed not only as a new student orientation activity but also as a means to build 

the university’s image and strengthen its positioning. This study employs a 

qualitative method with a descriptive case study approach, through in-depth 

interviews with five key informants directly involved in organizing Metamasa, one 

participant who is now a new student, and one triangulator for data validation. The 

results show that the application of the 5Ps of Event Marketing (Product, Price, 

Place, Public Relations, Positioning) is effective in shaping participant experience 

and enhancing Universitas Bakrie’s image. Public Relations and Positioning were 

found to be the most influential elements in increasing engagement, trust, and 

positive perception, while Product, Price, and Place supported authentic 

experiences but still faced technical challenges and participation barriers. Overall, 

Metamasa functions as a strategy capable of increasing awareness, emotional 

attachment, and participant experience, while emphasizing the importance of 

message consistency, quality of interaction, and program continuity to strengthen 

long-term positioning. 

 

Keywords: marketing communication, Bakrie University, Metamasa event. 
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