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STRATEGI CONTENT MARKETING TIM MEDIA SOSIAL UMN 

(Memey Travesia Serafika Marjen) 

ABSTRAK 
 

Laporan magang ini membahas pelaksanaan kegiatan magang di Tim Media Sosial 

Universitas Multimedia Nusantara (UMN) dalam Program Merdeka Belajar Kampus 

Merdeka (MBKM). Kegiatan magang meliputi editing konten media sosial, produksi 

konten promosi, kegiatan liputan, analisis performa konten, serta keterlibatan sebagai 

talent dalam beberapa konten media sosial UMN. 

Pelaksanaan magang bertujuan untuk mengimplementasikan teori marketing, perilaku 

konsumen, dan digital marketing ke dalam praktik kerja nyata. Hasil dari kegiatan 

magang menunjukkan adanya peningkatan pemahaman terhadap proses kerja media 

sosial institusi, kemampuan teknis editing konten, serta pemahaman mengenai 

perencanaan dan evaluasi konten digital. Selain itu, magang ini memberikan gambaran 

mengenai dinamika lingkungan kerja profesional dan penerapan komunikasi kerja 

dalam tim. 

Kata kunci: magang, media sosial, digital marketing, konten, MBKM 
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CONTENT MARKETING STRATEGY OF UMN SOCIAL MEDIA 

TEAM 
(Memey Travesia Serafika Marjen) 

ABSTRACT (English) 
 

This internship report discusses the implementation of an internship program at the 

Social Media Team of Universitas Multimedia Nusantara (UMN) under the Merdeka 

Belajar Kampus Merdeka (MBKM) program. The internship activities include social 

media content editing, promotional content production, event coverage, content 

performance analysis, and participation as a talent in several UMN social media 

contents. 

The internship aims to implement marketing, consumer behavior, and digital marketing 

theories into professional practice. The results indicate improved understanding of 

institutional social media workflows, technical content editing skills, and content 

planning and evaluation processes. In addition, the internship provides insight into 

professional work dynamics and team-based communication. 

Keywords: internship, social media, digital marketing, content, MBKM 
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