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ABSTRAK 

  

Iklan merupakan sumber pendapatan utama bagi stasiun televisi, oleh karena itu 

stasiun televisi saling bersaing memperebutkan potensi iklan. Stasiun televisi harus 

mencari cara-cara baru dalam memberikan pengalaman yang efektif kepada pengiklan 

untuk mencapai basis pelanggan potensial mereka. Penelitian ini membahas strategi 

native advertising sebagai salah satu cara penawaran iklan yang dilakukan oleh Metro 

TV dalam menarik minat pengiklan. Pilihan untuk mengambil posisi sebagai televisi 

berita telah membawa tantangan yang harus dihadapi oleh Metro TV. Penonton televisi 

berita yang segmented, membuat rating dan share Metro TV tidak terlalu bersinar jika 

dibandingkan dengan televisi hiburan. Oleh karena itu, Metro TV menciptakan ruang 

alternatif kepada para pengiklan untuk beriklan melalui program-program Metro TV. 

Native advertising merupakan iklan komersial berbayar yang dari segi bentuk, 

kualitas dan cita rasa mengikuti media di mana ia ditempatkan. Umumnya, konten 

native advertising berisi informasi yang informatif, kredibel, dan menghibur. Di 

dalamnya juga disisipkan informasi tentang brand dan atau topik lain yang dapat 

menimbulkan kesadaran terhadap brand.  

Penelitian ini menggunakan pendekatan kualitatif deskriptif. Metode yang 

digunakan adalah studi kasus dengan melakukan wawancara mendalam kepada empat 

orang narasumber, serta melakukan observasi dengan menonton program-program 

native advertising di Metro TV. 

Hasil penelitian menunjukan strategi native advertising di Metro TV diawali dengan 

diciptakannya departemen Media Service sebagai departemen khusus untuk 

mengakomodasi program bermuatan iklan. Selanjutnya, konsep native advertising 

diadaptasi menjadi program acara built in segment dengan model penyampaian 

talkshow dan news feature. Beberapa program berkonsep native advertising di Metro 

TV adalah program Go Healthy, Selamat Pagi Indonesia Plus, Newsline Plus, Coffee 

Time, Do It dan Metro iCare.  

Kehadiran program-program berkonsep native advertising dengan kemasan yang 

unik dan berbeda telah menarik minat pengiklan untuk beriklan di Metro TV sehingga 

membawa Metro TV menjadi televisi dengan jumlah pengiklan terbanyak.  

 

Kata kunci : native advertising pada televisi, periklanan, iklan televisi, televisi berita 
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ABSTRACT 

 

Advertising is the main source of income for television stations, therefore 

television stations compete with one another for potential advertising. Television 

stations must find new ways to provide effective experiences to advertisers to reach 

their potential customer base. This study discusses the native advertising strategy as a 

way of offering advertisements conducted by Metro TV in attracting advertisers. The 

choice to take a position as news television has brought challenges that Metro TV has 

to face. News television has segmented viewers, making Metro TV ratings and shares 

are not too bright when compared to entertainment television. Therefore, Metro TV 

creates an alternative space for advertisers to advertise through Metro TV programs. 

Native advertising is a paid commercial advertisement in terms of shape, quality 

and taste following the media in which it is placed. Generally, native advertising 

content contains information that is informative, credible, and entertaining. Inside is 

also inserted information about the brand and or other topics that can cause brand 

awareness. 

This research uses a descriptive qualitative approach. The method used is a case 

study by conducting in-depth interviews with four informants, and observing by 

watching native advertising programs on Metro TV. 

The results of this study indicate a native advertising strategy on Metro TV begins 

with the creation of the Media Service department as a special department to 

accommodate advertising-filled programs. Furthermore, the concept of native 

advertising was adapted into a built in segment program with a talkshow and news 

feature delivery model. Some programs with native advertising concept on Metro TV 

are Go Healthy, Selamat Pagi Indonesia Plus, Newsline Plus, Coffee Time, Do It and 

Metro iCare.  

The presence of native advertising concept programs with unique and different 

packaging has attracted advertisers to advertise on Metro TV so that Metro TV has 

become the television with the highest number of advertisers. 

 

Keyword: native advertising on television, advertising, television advertising, news 

television 
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