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ABSTRAK

Industri properti di Indonesia masih menghadapi berbagai persoalan
yang berdampak pada menurunnya kepercayaan konsumen, seperti
ketidaksesuaian informasi, keterlambatan pembangunan, hingga masalah
legalitas. Kondisi tersebut mendorong perusahaan pengembang untuk
menerapkan strategi komunikasi yang mampu membangun kepercayaan
konsumen. Penelitian ini bertujuan untuk menganalisis strategi Integrated
Marketing Communication (IMC) PT Mitra Usaha Propertindo dalam
membangun kepercayaan konsumen pada proyek Java Residence. Penelitian
menggunakan pendekatan kualitatif dengan metode studi kasus. Pengumpulan
data dilakukan melalui wawancara mendalam, observasi, dan dokumentasi
terhadap enam informan yang terdiri atas tiga informan internal dan tiga
informan eksternal. Analisis data menggunakan model interaktif Miles dan
Huberman. Hasil penelitian menunjukkan bahwa PT Mitra Usaha Propertindo
merumuskan strategi komunikasi melalui analisis Segmentation, Targeting, dan
Positioning (STP), kemudian mengimplementasikan delapan tahapan
Integrated Marketing Communication secara terintegrasi melalui advertising,
sales promotion, public relations, personal selling, direct marketing, dan digital
marketing. Seluruh aktivitas komunikasi didukung oleh koordinasi antardivisi,
evaluasi berkala, serta penyampaian informasi yang konsisten dan transparan.
Implementasi strategi tersebut membentuk kepercayaan konsumen yang
tercermin pada dimensi ability, integrity, benevolence, dan willingness to
depend. Penelitian ini menyimpulkan bahwa penerapan IMC yang terintegrasi
tidak hanya mendukung penyampaian pesan yang konsisten, tetapi juga
berperan dalam membangun kredibilitas perusahaan serta meningkatkan
kepercayaan konsumen terhadap produk properti Java Residence.

Kata Kunci: Integrated Marketing Communication, Strategi Komunikasi
Pemasaran, PT Mitra Usaha Propertindo, Kepercayaan Konsumen, Sektor
Properti.
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ABSTRACT

The Indonesian property industry continues to face various issues that
erode consumer confidence, such as information asymmetry, construction
delays, and legal complications. These conditions have prompted developers
to adopt communication strategies capable of fostering consumer trust. This
study aims to analyze the Integrated Marketing Communications (IMC)
strategy employed by PT Mitra Usaha Propertindo to build consumer trust in
the Java Residence project. A qualitative approach utilizing a case study
method was adopted. Data were collected through in-depth interviews,
observation, and document analysis involving six informants—three internal
and three external. Data analysis was conducted using the Miles and
Huberman interactive model. The findings reveal that PT Mitra Usaha
Propertindo formulated its communication strategy based on Segmentation,
Targeting, and Positioning (STP) analysis and subsequently implemented the
eight stages of IMC in an integrated manner, utilizing advertising, sales
promotion, public relations, personal selling, direct marketing, and digital
marketing. All communication activities were supported by inter-divisional
coordination, periodic evaluations, and the dissemination of consistent,
transparent information. The implementation of this strategy fostered
consumer trust, reflected in the dimensions of ability, integrity, benevolence,
and willingness to depend. The study concludes that the application of an
integrated IMC approach not only supports consistent message delivery but
also plays a pivotal role in establishing corporate credibility and enhancing
consumer trust in the Java Residence property product.

Keywords: Integrated Marketing Communication, Marketing Communication
Strategy, PT Mitra Usaha Propertindo, Consumer Trust, Property Sector.
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