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PERAN SOSIAL MEDIA INTELLIGENCE DALAM DIVISI 

MARKETING COMMUNICATION DI UNIVERSITAS MULTIMEDIA 

NUSANTARA 

Fernandio Akbar Lubis 

ABSTRAK 

 

Divisi Marcomm UMN berperan penting dalam mengelola strategi promosi 

digital, konten sosial media, event, dan hubungan publik untuk memperkuat 

citra kampus di mata konsumen. Strukturnya dipimpin oleh Marcomm 

Manager yang mengawasi sub-divisi Digital Marketing, social media, Public 

Relations, Promotion Production, dan Creative Production. Tujuan magang 

penulis adalah mengaplikasikan teori pemasaran ke praktek langsung, 

mempelajari proses kerja nyata, serta mengasah profesionalitas diri. Sebagai 

Social Media Intelligence Intern penulis bertanggung jawab untuk memantau 

Instagram dan Tiktok para pesaing utama, pendataan spreadsheet secara 

harian, serta menyusun laporan bulanan. Kendala utama yang penulis alami 

adalah jaringan Wi-Fi yang lambat, sehingga mengganggu pengambilan data 

real-time. Solusinya adalah dengan menggunakan kuota internet ponsel dan 

hotspot, serta manajemen waktu yang padat. Penulis juga mendapatkan 

wawasan dan juga pengalaman di industri pemasaran digital untuk karir di 

masa depan. 

 

Kata kunci: Marcomm UMN, Social Media Intelligence, jaringan Wi-fi, 

pemasaran digital 
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THE ROLE OF SOCIAL MEDIA INTELLIGENCE IN 

MARKETING COMMUNICATION DIVISION AT 

MULTIMEDIA NUSANTARA UNIVERSITY  

Fernandio Akbar Lubis 

ABSTRACT (English) 

 

UMN's Marcomm Division serves an essential part in managing digital 

promotion strategies, social media content, events, and public relations to 

strengthen the university's image in the eyes of consumers. The structure is 

led by the Marcomm Manager, who oversees the Digital Marketing, social 

media, Public Relations, Promotion Production, and Creative Production 

sub-divisions. The author's internship goals are to apply marketing theory to 

practical application, learn real-world work processes, and hone their 

professionalism. As a Social Media Intelligence Intern, the author is 

responsible for monitoring the Instagram and TikTok accounts of major 

competitors, daily spreadsheet data entry, and compiling monthly reports. 

The main obstacle the author experienced was slow Wi-Fi, which disrupted 

real-time data acquisition. The solution is to use mobile internet data and 

hotspots, as well as strict time management. The author also gained insights 

and experience in the digital marketing industry for their future career. 

 

       Keywords: UMN’s Marcomm, Social Media Intelligence, digital marketing, 

Wi-fi 
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