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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 

 

 

 



viii 

DAFTAR ISI 

LEMBAR PERSETUJUAN ................................................................................. ii 

LEMBAR PENGESAHAN ................................................................................. iii 

SURAT PERNYATAAN BEBAS PLAGIASI ................................................... iv 

KATA PENGANTAR ........................................................................................... v 

ABSTRAK ............................................................................................................ vi 

ABSTRACT .......................................................................................................... vii 

DAFTAR ISI ....................................................................................................... viii 

DAFTAR GAMBAR ............................................................................................. x 

DAFTAR TABEL................................................................................................ xii 

DAFTAR LAMPIRAN ...................................................................................... xiii 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang ............................................................................................ 1 

1.2 Rumusan Masalah ....................................................................................... 9 

1.3 Tujuan Penelitian ......................................................................................... 9 

1.4 Manfaat Penelitian ....................................................................................... 9 

1.4.1 Manfaat Teoritis ...................................................................................... 9 

1.4.2 Manfaat Praktis ....................................................................................... 9 

BAB II TINJAUAN PUSTAKA ......................................................................... 11 

2.1 Penelitian Terdahulu ................................................................................. 11 

2.2 Tinjauan Pustaka ....................................................................................... 14 

2.2.1 Integrated Marketing Communication (IMC)....................................... 14 

2.2.2 Komunikasi dalam Sudut Pandang Bidang Properti ............................. 30 

2.2.3 Penggunaan IMC dalam Penjualan Properti ......................................... 34 

2.2.4 Penjualan Properti Lokal Indonesia ...................................................... 39 

2.3 Kerangka berpikir ...................................................................................... 45 

BAB III METODE PENELITIAN .................................................................... 47 

3.1 Pendekatan Penelitian ............................................................................... 47 

3.1.1 Integrated Marketing Communication (IMC)....................................... 47 

3.1.2 Penjualan Properti ................................................................................. 48 

3.2 Lokasi dan Waktu Penelitian ..................................................................... 48 



ix 

3.3 Obyek dan/atau Subyek Penelitian ............................................................ 48 

3.4 Pengumpulan Data .................................................................................... 51 

3.4.1 Wawancara Mendalam .......................................................................... 51 

3.4.2 Observasi Partisipatif ............................................................................ 52 

3.4.3 Dokumentasi ......................................................................................... 52 

3.5 Analisis Data ............................................................................................. 52 

3.5.1 Reduksi Data ......................................................................................... 52 

3.5.2 Penyajian Data ...................................................................................... 52 

3.5.3 Penarikan Kesimpulan .......................................................................... 53 

BAB IV HASIL DAN PEMBAHASAN............................................................. 54 

4.1 Gambaran Umum Objek dan Subjek Penelitian........................................ 54 

4.1.1 Analisis swot PT Jati Sari Makmur Bersama ....................................... 59 

4.2 Hasil dan Pembahasan ............................................................................... 70 

4.2.1 Komponen IMC yang Diterapkan ......................................................... 71 

4.2.2 Implementasi Strategi Integrated Marketing Communication (IMC) .. 72 

4.2.3 Keterkaitan IMC dengan Peningkatan Penjualan ............................... 135 

4.2.4 Faktor Penghambat Implementasi ....................................................... 147 

BAB V KESIMPULAN..................................................................................... 150 

5.1 Kesimpulan .............................................................................................. 150 

5.2. Saran ........................................................................................................ 152 

5.2.1 Saran Praktis ....................................................................................... 152 

5.2.2 Saran Teoretis ..................................................................................... 154 

DAFTAR PUSTAKA ........................................................................................ 156 

LAMPIRAN ....................................................................................................... 161 

 

 

 

 



x 

DAFTAR GAMBAR 

Gambar 1.1 Tren Data Pertumbuhan Industri Real Estate (Properti) 2011 – 2023 1 

Gambar 1.2 Pertumbuhan Ekonomi - Sisi Lapangan Usaha (%, yoy) .................... 2 

Gambar 1.3 Pertumbuhan Ekonomi Jawa Timur (%, yoy) ..................................... 3 

Gambar 1.4 Pertumbuhan Ekonomi Kabupaten/Kota Mojokerto Jawa Timur 

(Persen) ................................................................................................................... 4 

Gambar 1.5 Laporan Penjualan PT Jati Sari Makmur Bersama ............................. 7 

Gambar 2.1 Tools Communication dalam Proses Pembelian Konsumen (Clow & 

Baack, 2022) ......................................................................................................... 20 

Gambar 2.2 Kerangka Berfikir .............................................................................. 46 

Gambar 4.1 Katalog Unit Bumi Riverside Tahap 3 .............................................. 57 

Gambar 4.2 Struktur Perusahaan........................................................................... 58 

Gambar 4.3 Grafik Pertumbuhan Penjualan ......................................................... 62 

Gambar 4.4 Daftar Harga Perumahan Subsidi (1) ................................................ 63 

Gambar 4.5 Daftar Harga Perumahan Subsidi (2) ................................................ 63 

Gambar 4.6 Berita Terkait Fenomena Kredit KPR ............................................... 65 

Gambar 4.7 Hasil Wawancara terhadap Komponen IMC .................................... 71 

Gambar 4.8 Penetrasi Internet di Jawa Timur (BPS) ............................................ 73 

Gambar 4.9 Implementasi Advertising ................................................................. 74 

Gambar 4.10 Jangkauan Instagram Bumi Riverside ............................................. 78 

Gambar 4.11 Grafik Pertumbuhan Followers ....................................................... 79 

Gambar 4.12 Penurunan Jangkauan ...................................................................... 81 

Gambar 4.13 Akun Instagram KOL Mojokertojalanjalan .................................... 83 

Gambar 4.14 Konten Kolaborasi Bumi Riverside dengan Mojokertojalanjalan .. 84 

Gambar 4.15 Implementasi Digital Marketing ..................................................... 86 

Gambar 4.16 Media Sosial Instagram Kompetitor Bumi Riverside ..................... 89 

Gambar 4.17 Profil Bio dan Profil Jangkauan Akun Bumi Riverside .................. 92 

Gambar 4.18 Contoh Campaign ........................................................................... 94 

Gambar 4.19 Implementasi Social Media ............................................................. 96 

Gambar 4.20 Implementasi Alternative Marketing ............................................... 97 

Gambar 4.21  Contoh Broadcast Pesan Tanpa Balasan ........................................ 99 



xi 

Gambar 4.22 Data Customer Bumi Riverside..................................................... 101 

Gambar 4.23 Kampanye Media Sosial Instagram............................................... 103 

Gambar 4.24 Sistem Pengelolaan Data Customer .............................................. 104 

Gambar 4.25 Grafik Penambahan Data Customer per Bulan (1)........................ 105 

Gambar 4.26 Grafik Penambahan Data Customer per Bulan (2)........................ 106 

Gambar  4.27 Dashboard WhatsApp .................................................................. 109 

Gambar 4.28 Dashboard Watzap Blast .............................................................. 110 

Gambar 4.29 Bot Welcome Chat ........................................................................ 112 

Gambar 4.30 Komentar Negatif Google Maps ................................................... 113 

Gambar 4.31 Grafik Perfoma Marketing 2024 – 2025 (1).................................. 118 

Gambar 4.32 Implementasi Personal Selling ...................................................... 122 

Gambar 4.33 Promo Kompetitor ......................................................................... 124 

Gambar 4.34 Bentuk Promo Bumi Riverside ..................................................... 125 

Gambar 4.35 Grafik Performa Marketing 2024 – 2025 (2) ................................ 127 

Gambar 4.36 Analisis Penempatan Harga Dan Value ........................................ 129 

Gambar 4.37 Implementasi Sales  promotion ..................................................... 131 

Gambar 4.38 Implementasi Public Relations ...................................................... 132 

 

 

 

 

 

 

 

 



xii 

DAFTAR TABEL 

 

Tabel 2. 1 Penelitian Terdahulu ............................................................................ 11 

 

 



xiii 

DAFTAR LAMPIRAN 

Lampiran 1 Interview Guide ............................................................................... 161 

Lampiran 2 Transkip Wawancara ....................................................................... 170 

 

 

 


	672e52c13163be8cd71e33253551ba0c076c3753f7738d68bc248607bd6f6aa8.pdf
	69902e65516fc1a5ca0f5957d93dabfaaa0569a4bfe5ffb43cf242a859b3cd4c.pdf

	57f5d7f0187371439e0670082e3112e0e47a4a9e1e3d11c535dbf548b079f694.pdf
	672e52c13163be8cd71e33253551ba0c076c3753f7738d68bc248607bd6f6aa8.pdf
	4eadc9d4f35beefb8c1408e25993ad543f641a86fc7656f6d542d2edfc85427d.pdf
	676f49dffe57bd5e8d04f7d077a3d4f19ea30885d5f8c1eb48f90d18d0c5f509.pdf
	69902e65516fc1a5ca0f5957d93dabfaaa0569a4bfe5ffb43cf242a859b3cd4c.pdf


