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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui bagaimana implementasi strategi New 

Wave Marketing pada perusahaan pelayanan kesehatan Rumah Sakit Metropolitan 

Medical Centre Jakarta. Pada penelitian ini yang menjadi fokus penelitian yaitu 

bagaimana pengetahuan pihak perusahaan pada strategi new wave marketing 

sebagai wujud perubahan strategi pemasaran baru dari strategi marketing legacy 

terdahulu dan bagaimana penerapan 5 (lima) elemen communitazion, confirming, 

clarifying, communal activation dan conversation yang merupakan lima elemen 

dari 12 (dua belas) elemen new wave marketing yaitu Communitization, 

Confirming, Clarifying, Coding, Crowd Combo, Co-Creation, Currency, 

Communal Activation, Conversation, Commercialization, Character, Caring, 

Collaboration  .  

Penelitian ini merupakan penelitian kualitatif yang mana semua hasil dari 

penelitian berupa kutipan hasil wawancara narasumber dan gambar hasil observasi 

atas sosial media yang dimiliki perusahaan lalu dari hasil yang diperoleh tersebut 

dianalisis kecocokan terhadap teori strategi new wave marketing menurut para ahli. 

Untuk mempermudah penelitian ini menggunakan Matrix pendekatan pemasaran 

yang menampilkan perbandingan antara teori dengan implementasi yang telah 

dilakukan dengan pendekatan online dan offline.   
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ABSTRAK 

This study aims to find out how Implementation of New Wave Marketing strategy 

at health care company Hospital Metropolitan Medical Center Jakarta. In this 

research the focus of research is how the company's knowledge on new wave 

marketing strategy as a form of change of new marketing strategy from previous 

legacy marketing strategy and how the application of 5 (five) elements 

communitazion, confirming, clarifying, communal activation and conversation 

which is five elements From 12 (twelve) new wave marketing elements of 

Communitization, Confirming, Clarifying, Coding, Crowd Combo, Co-Creation, 

Currency, Communal Activation, Conversation, Commercialization, Character, 

Caring, Collaboration. 

This research is a qualitative research in which all the results of the research in 

the form of quotations from interviews of interviewees and images of observations 

on social media owned by the company and then from the results obtained are 

analyzed compatibility of new wave marketing strategy theory according to 

experts. To facilitate this research using Matrix marketing approach that displays 

the comparison between the theory with the implementation that has been done 

with the online and offline approach. 
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