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ABSTRAK

Persaingan industri properti di kawasan Bandung Timur mendorong perusahaan
pengembang untuk menyusun strategi komunikasi pemasaran yang efektif dalam
memperkenalkan perusahaan dan produk hunian kepada masyarakat. PT Inatama
Land menghadapi tantangan dalam membangun brand awareness di tengah
persaingan antarpengembang, beragamnya karakteristik calon konsumen, serta
kebutuhan informasi yang relevan dan kredibel. Oleh karena itu, strategi komunikasi
pemasaran perlu direncanakan dan dilaksanakan secara terarah untuk memperluas
pengenalan merek dan membangun kepercayaan publik. Penelitian ini bertujuan
untuk memahami dan menganalisis perencanaan strategi komunikasi pemasaran PT
Inatama Land, pelaksanaan strategi tersebut, serta faktor pendukung dan penghambat
dalam membangun brand awareness di kawasan Bandung Timur. Penelitian ini
menggunakan pendekatan kualitatif dengan paradigma konstruktivisme dan metode
studi kasus. Informan dipilih menggunakan teknik purposive sampling, meliputi
pihak internal perusahaan dan pihak media yang relevan dengan aktivitas komunikasi
pemasaran. Pengumpulan data dilakukan melalui wawancara mendalam, observasi
nonpartisipan, dan studi dokumentasi. Data dianalisis secara kualitatif untuk
memperoleh pemahaman mengenai proses perencanaan, pelaksanaan, dan evaluasi
strategi komunikasi pemasaran perusahaan. Hasil penelitian menunjukkan bahwa
perencanaan strategi komunikasi pemasaran diawali dengan analisis situasi,
karakteristik khalayak, persaingan, serta kebutuhan media. Pelaksanaannya meliputi
komunikasi dengan jurnalis, penyediaan informasi dan narasumber, publisitas,
pemanfaatan kanal digital, serta pemeliharaan konsistensi pesan dan identitas
perusahaan. Faktor pendukung mencakup konsistensi pesan, hubungan profesional
dengan media, responsivitas, kesesuaian saluran komunikasi, dan momentum
perusahaan. Sementara itu, faktor penghambat meliputi keterbatasan kendali atas
keputusan editorial, tuntutan nilai berita, dan belum adanya pengukuran langsung
tingkat brand awareness. Penelitian menyimpulkan bahwa strategi komunikasi
pemasaran PT Inatama Land merupakan proses terencana yang mengintegrasikan
pemilihan media, perumusan pesan, publisitas, dan evaluasi. Namun, kontribusinya
terhadap tingkat kesadaran merek masyarakat belum dapat dipastikan secara
kuantitatif. Penelitian ini memberikan pemahaman kontekstual mengenai strategi
komunikasi pemasaran dalam industri properti.

Kata kunci: strategi komunikasi pemasaran, brand awareness, media relations, PT
Inatama Land, industri properti.
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ABSTRACT

Competition within the property industry in the East Bandung area compels
developers to devise effective marketing communication strategies to introduce their
companies and residential products to the public. PT Inatama Land faces challenges
in building brand awareness amidst intense competition among developers, the
diverse characteristics of potential consumers, and the need for relevant and credible
information. Consequently, marketing communication strategies must be planned
and executed in a targeted manner to expand brand recognition and foster public
trust. This study aims to understand and analyze the planning and implementation of
PT Inatama Land’s marketing communication strategies, as well as the factors that
facilitate or hinder the development of brand awareness in the East Bandung region.

The study employs a qualitative approach, grounded in a constructivist paradigm,

and utilizes a case study method. Informants were selected via purposive sampling,

including both internal company representatives and media personnel relevant to the
company’s marketing communication activities. Data were collected through in-
depth interviews, non-participant observation, and document analysis. The data were
analyzed qualitatively to gain insight into the processes of planning, executing, and
evaluating the company’s marketing communication strategies. The findings indicate
that the planning phase begins with an analysis of the situation, audience
characteristics, competition, and media requirements. Implementation involves
engaging with journalists, providing information and spokespersons, generating
publicity, utilizing digital channels, and maintaining consistency in messaging and
corporate identity. Facilitating factors include message consistency, professional
relationships with the media, responsiveness, the appropriateness of communication
channels, and corporate momentum. Conversely, hindering factors include limited
control over editorial decisions, the demands of "newsworthiness," and the absence
of direct, quantitative measurement of brand awareness levels. The study concludes
that PT Inatama Land’s marketing communication strategy is a structured process
that integrates media selection, message formulation, publicity, and evaluation.

However, its specific contribution to the level of public brand awareness cannot yet
be determined quantitatively. This research provides a contextual understanding of
marketing communication strategies within the property industry.

Keywords: marketing communication strategy, brand awareness, media relations,
PT Inatama Land, property industry.
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