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ABSTRAK
Integrated Marketing Communication (IMC) merupakan strategi yang diusulkan
untuk mengintegrasikan seluruh saluran komunikasi pemasaran agar pesan merek
dapat tersampaikan secara konsisten dan koheren. Penelitian ini bertujuan untuk
menganalisis strategi IMC dan dampaknya terhadap peningkatan penjualan properti
di PT Jati Sari Makmur Bersama. Penelitian ini menggunakan pendekatan kualitatif
untuk memperoleh pemahaman detail terkait implementasi strategi IMC yang
melibatkan interaksi berbagai elemen meliputi advertising, social media, digital
marketing, personal selling, dan public relations. Pengumpulan data melalui
wawancara, observasi, dan dokumentasi terhadap tujuh informan kunci.
Pengolahan data menggunakan analisis tematik meliputi reduksi data, penyaringan
data, dan pengambilan keputusan. Hasil penelitian menunjukkan bahwa PT Jati Sari
Makmur Bersama mengimplementasikan sembilan komponen IMC secara sinergis,
didorong oleh perkembangan teknologi komunikasi. Implementasi ini berfokus
pada tiga pilar utama yaitu peningkatan leads berbasis data melalui advertising
digital dengan content marketing dan soft selling yang menghasilkan peningkatan
angka survei hingga 500%. Konversi melalui personalisasi dan keterlibatan
emosional intensif, terutama direct response (WhatsApp) dan personal selling
menggunakan teknik NEPQ (Neuro Emotional Persuasion Questioning). Ketiga,
reputasi jangka panjang dibangun melalui public relations digital dan program

CSR.

Kata Kunci: Advertising, Content Marketing, Integrated Marketing

Communication, Sales Enhancement, Soft Selling
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ABSTRACT
Integrated Marketing Communication (IMC) is a proposed strategy to integrate all
marketing communication channels so that brand messages can be conveyed
consistently and coherently. This study aims to analyse IMC strategies and their
impact on increasing property sales at PT Jati Sari Makmur Bersama. This study
uses a qualitative approach to gain a detailed understanding of the implementation
of IMC strategies involving the interaction of various elements, including
advertising, social media, digital marketing, personal selling, and public relations.
Data collection was conducted through interviews, observations, and
documentation of seven key informants. Data processing used thematic analysis,
including data reduction, data screening, and decision making. The results show
that PT Jati Sari Makmur Bersama synergistically implemented nine IMC
components, driven by developments in communication technology. This
implementation focused on three main pillars, namely increasing data-based leads
through digital advertising with content marketing and soft selling, which resulted
in a 500% increase in survey numbers. Conversion is achieved through
personalisation and intensive emotional engagement, particularly direct response
(WhatsApp) and personal selling using NEPQ (Neuro Emotional Persuasion
Questioning) techniques. Thirdly, long-term reputation is built through digital

public relations and CSR programmes.

Keywords: Advertising, Content Marketing, Integrated  Marketing

Communication, Sales Enhancement, Soft Selling
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