
South East Asia Journal of Contemporary Business, Economics and Law, Vol. 26, Issue 1 

(April)                                                                                               ISSN 2289-1560 
 2022 

 

 246 

 

 

 

MARKETING STRATEGY TO ENHANCE BRAND AWARENESS AND PURCHASE 

INITIATION FOR REAL ESTATE XYZ 
 

Merrie Ivana Uktolseja 

Asnan Furinto 

 

 

ABSTRACT  

COVID-19 caused a decline in the performance of the industry in various sectors, including the property industry. Even though 

there is a growth in property price in the fourth quarter of 2021, there is still a contraction in sales and the reduction is still 

expected in the first quarter of 2022. XYZ, a real estate developed by ABC Group also experiencing a slowdown in sales according 

to an internal source. This paper is expected to help the ABC group with their issue related to the XYZ real estate, hence this study 

aims to propose a suitable integrated marketing communication strategy to enhance XYZ’s brand awareness which hopefully 

improves customers’ purchase initiation and also provides an implementation plan to carry out key strategic activities. Data 

collection is done through observation in the research object area, literature research and study, questionnaires, and interviews 

with the internal sources and selected questionnaire respondents. The external and internal analysis was carried out using 

PESTEL, Porter’s 5 Forces, and STP analysis frameworks, to figure out the corporation’s strengths, weaknesses, opportunities, 

and threats. Further analysis by Integrated Marketing Communication (IMC) framework is used to identify the media that works 

best in affecting people’s decision in purchasing a house. Proposed strategies are presented through two frameworks, namely the 

TOWS matrix and Integrated Marketing Communication implementation. The result was several recommended actions to be taken 

by ABC Group, such as building a new facility, applying smart home technology to their products, forming a social media 

marketing team, upgrading the company’s official website, creating a virtual tour and virtual exhibition, create Google ads, 

Instagram marketing, collaborating with KOLs and online property marketplace, create offline events, rent booths, billboards, 

banner, posters, and distributing brochures.  
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INTRODUCTION 

 

ABC Group is a privately-owned developer corporation that specializes in the construction of residential and commercial 

structures, as well as city development. It was founded in April 1981. ABC Group has built more than 30,000 houses in several 

cities in Indonesia, including in Bekasi, Jakarta, Sidoarjo, Wonosobo, Purbalingga, Purworejo, Sragen, Magelang, Yogyakarta, 

Salatiga, Ponorogo, Madiun, and Purwokerto. In 1987, ABC Group introduced XYZ to people in Bekasi and Jakarta. ABC Group 

has been growing rapidly ever since and always pays attention to consumer desires for product varieties. Currently, the area of 

XYZ covers more than 2,200 hectares which is located in Bekasi, at the East Gate of Jakarta. ABC Group as a real estate company 

has 7 incorporated companies under it. 

 

In 2019, COVID-19 began to appear. It is an infectious disease that causes mild to moderate respiratory illness. Given how quickly 

this virus is spreading, the consequences will be felt not only in the health sector but also in the economic sector as a whole. The 

extent of the consequences has never been seen before, and economic recovery might take more than ten years according to the 

studies (United Nation, 2020). Indonesia's Ministry of Health implemented a number of initiatives in order to slow the spread of 

the virus. The long-term impact on the downfall in the sector of the economy is one of the results of the action taken (Gershon, 

Lipton, and Levine, 2020). 

 

A variety of things have recently impacted the real estate industry. According to survey participants, residential property prices are 

predicted to fall in the first quarter of 2022, as evidenced by 1.29 percent (yoy) RPPI increase, compared to 1.47 percent (yoy) in 

the current period and 1.35 percent (yoy) in the first quarter of 2021. The analysis done by Indonesia Property Watch (IPW) stated 

that Home sales in the first quarter of 2022 are predicted to fall compared to the last 3 months of previous year. Prices of small, 

medium, and large residences are expected to grow 1.74 % year over year, 1.35 % year over year, and 0.77% (yoy) respectively, 

down from 1.99 % (yoy), 1.48 % (yoy), and 0.93% (yoy) in the fourth quarter of 2021. Respondents expected residential property 

prices in the main market to slow due to the government's ongoing VAT incentive until September 2022. Respondents forecasted 

that residential property price increases would be modest in the first quarter of 2022, with the RPPI decreasing to 0.20 percent 

(qtq) from 0.29 percent (qtq) in the fourth quarter of 2021 and 0.38 percent (qtq) in the fourth quarter of 2020. All categories of 

residential property were expected to see quarterly price moderation, according to respondents. According to the analysis done by 

Indonesia Property Watch (IPW), home sales in the first quarter of 2022 are predicted to fall compared to the last 3 months of 

previous year. CEO Indonesia Property Watch, Ali Tranghanda said that there were at least three causes that contributed to the 

reduction in house sales from January to March 2022 (qtq). One of these factors is the shrinking supply of ready-to-occupy homes, 

which, despite the fact that ready-to-occupy houses qualify for the government's Value-Added Tax (PPN) incentive, is a significant 

issue in the housing market. A new variation of Omicron Corona, which tightens limits on people's movement, has emerged, and 

this has resulted in an increasingly depressed condition of business and the economy as a result of the introduction of this new 

variant of Omicron Corona. Third, the Minister of Finance Regulation (PMK) No. 06/2022, which extended the third stage of the 

VAT incentive, was only published on February 2nd, 2022, and socialized on February 6th, 2022, despite the fact that Coordinating 

Minister for the Economy Airlangga Hartarto had verbally announced the decision to extend the extension at the end of December 

2021. 



South East Asia Journal of Contemporary Business, Economics and Law, Vol. 26, Issue 1 

(April)                                                                                               ISSN 2289-1560 
 2022 

 

 247 

 

 

 

Despite the adversity, ABC Group must persevere and maintain a competitive advantage over its rivals. Knowing and 

comprehending the company's business challenges is an important first step toward achieving this goal. According to an internal 

source who has been working in XYZ for more than 2 years, they had been experiencing slow sales for the XYZ real estate. The 

resource also claimed that most of the time the sales team needs to reintroduce the real estate to people. This indicates a lack of 

brand awareness. Therefore, the purpose of this research is to analyze a suitable strategy to enhance XYZ’s brand awareness and 

hopefully encourage consumer purchase initiation which then may increase sales, based on the value of the company and the 

integrated marketing communication analysis on people’s purchase decisions on buying a house. 

 

LITERATURE REVIEW 

 

Consumer Purchase Intentions are one of the major factors used by marketers to forecast future sales and analyze how their 

actions will impact consumer purchasing behavior. As shown in a survey, between 70 to 90 percent of market research provider 

clients constantly monitor as well as using purchase intentions (Jamieson and Bass, 1989). A consumer's decision-making style, 

according to Sproles and Kendall (1986), is "a mental orientation describing a consumer's approach to generating decisions”. A 

scale such as 5 as "certainly will buy," 4 as "probably will buy," 3 as "may or may not buy," 2 as "probably will not buy," and 1 as 

"absolutely will not buy” are typically used by companies in customer survey which asked questions related to customers’ purchase 

intentions. While Consumer Purchase Initiation occurs when a consumer recognizes a need. This cognition may emerge from 

an internal cause, like hunger, or an external source, like marketing communications (Morwitz, 2014). A consumer's awareness 

of such a need leads them to explore for information about choices to satisfy the need. 

 

Marketing strategy is a set of objectives, policies, and rules that serve as guidelines for a company's marketing activity over a 

specified period of time in response to changing environmental and competitive conditions (Kotler & Keller, 2008). In other words, 

it outlines how the firm intends to leverage its strengths and capabilities to meet the demands and expectations of the marketplace 

(Ferrell & Hartline, 2021). 

 

PESTEL Model is a crucial collection of external factors that might have an impact on a company's operations (Rothaermel, 

2019). The PESTEL model is composed of aspects related to politics, economics, sociocultural, ecology, and the law or legal 

factors. 

 

Porter's Five Forces framework is founded on the belief that an organization's strategy should be evaluated against the 

possibilities and challenges that exist in the organization's external environment (Brujil, 2018). The five forces that consist in the 

Porter’s model are: Bargaining Power of Suppliers, Bargaining Power of Buyer, Threats of New Entrants, Threats of Substitutes, 

and Competitive Rivalry (Rothaermel, 2019).  

 

Segmenting, Targeting, and Positioning. The STP framework was designed by Phillip Kotler (1994), a prominent professor of 

marketing at Northwestern University's Kellogg School of Management, as a technique to locate a target market before applying 

the 4Ps to create a product and marketing plan. Based on a study by Camilleri (2018),  segmenting is the actual process of 

identifying segments of the market and the process of dividing a broad customer base into sub-groups of consumers consisting of 

existing and prospective customers, targeting is identifying any needs in the marketplace, and product positioning is specifying the 

position they wish to occupy in their target customers’ minds. 

 

Marketing Mix was originally published in 1960, and formulated by E. Jerome McCarthy. Reviewing and defining critical 

challenges that affect a company's products are assisted by the 7Ps. A positive correlation between marketing mix and customer 

satisfaction has been proven in a study by Hasan & Islam (2020). 

 

TOWS Matrix was created by Heinz Weirich in the year 1982. The expert proposes a conceptual framework for further research 

into the link of external and internal aspects, as well as strategies based on the variables discovered in the framework. 

 

Integrated Marketing Communication is a tool that consists of additional social media and  digital marketing that contributes 

better than the old one.It also contributes to the reduction of expenditures and the achievement of organizational objectives 

(Kuswaha, 2020). It is also defined as a strategic process that involves selecting, developing, and implementing a plan, as well as 

evaluating and coordinating with stakeholders involved in a corporation during a certain time period  (Belch. & Belch, 2007). 

 

Previous study about real estate marketing was also done by Dash, Kiefer, and Paul (2020) concentrating on a branding gap and 

the transition from Marketing 3.0 to Marketing 4.0. Another research done by Naumcik (2020) related to housing development 

focuses on neuroscience in order to respond to the potential customers’ needs. Meanwhile, this study focuses on the communication 

and digital aspects of the real estate strategy, as well as strategy development based on the company's strengths, flaws, possibilities, 

and threats. 
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METHODOLOGY 

 

 
Figure 1. Conceptual Framework 

 

The research is done by general framework analysis and thematic framework analysis. General framework analysis is done to 

identify external and internal factors in the company, using frameworks such as PESTEL to investigate a significant number of 

external elements that might have an impact on a company (Rothaermel, 2019), Porter’s Five Forces to point out opportunities and 

threats in the corporation's external aspects (Brujil, 2018), and STP Analysis to determine the location of the target market. The 

specific framework is done through Integrated Marketing Communication (IMC) analysis to identify the effective marketing 

communication media on people’s purchase intention. 

 

General framework analysis are done based on data from observation, literature study, and interview with the employee of the 

company. Questionnaires are distributed to assess the impact of various marketing media on people’s purchase decisions in buying 

a house. The respondents in this study were chosen using a basic random selection procedure. The questionnaire is distributed 

through online platforms, like social media and email, anyone that is eligible may fill it out. The criteria are: millennials who are 

26 to 41 years old, live in Jakarta, Bogor, Depok, Tangerang, Bekasi (Indonesia), and already have an income. The age criteria 

chosen were based on the target market of XYZ which are mostly the millennials, while the location chosen was considered to be 

the closest to Bekasi, where the real estate XYZ is located. 

 

RESULT AND DISCUSSION 

 

PESTEL Analysis 

 

Government provides incentives for the property industry such as VAT relaxation and 0% down payment, due to the COVID-19 

pandemic. Indonesia is recently classified as an upper-middle-income country which means there’s a recovery in the economy that 

was previously experiencing a deterioration. As the country’s economy grows, Indonesia’s large size of the population has a 

growing potential. 52 million Indonesians belong to the middle-class population and 115 million individuals are part of the aspiring 

middle class and are free of poverty. Technology helps the property industry through Building Information Modeling (BIM). BIM 

has been used in the construction industry for decades as a concept, a technique, or a technology, and it connects other newer 

technologies (Wang et al., 2020). The Internet of Things (IoT) also benefits the sector since it not only helps homeowners become 

more aware of their home's operations, but it may also raise the property's worth (Vuong & Tonenchuk, 2019). Environmental also 

highly affecting the property industry since ecology is a significant part of determining how buildings are designed and as customer 

awareness of environmentally friendly products has increased throughout the world in recent years, companies have begun to 

include environmental concerns into their marketing approach (Alamsyah et. al., 2020). Legal factors that affected property 

industry is the IMB (Ijin Mendirikan Bangunan). An IMB attempts to describe the functions of a structure in line with zoning and 

other relevant regulations in accordance with the rules of Law No. 28/2002 on building. 

 

Porter’s Five Forces Model 

 

The threat of the new entrants is low because to enter the real estate market, the company would need to prepare a huge amount of 

capital and manufacture in big quantities in order to have a significant cost advantage. The bargaining power of customers is high 

because there are a lot of choices available and customers are more capable of assessing price and quality. The threat of substitutes 

is low for houses as accommodation because people’s need for housing will always be there and there is nothing that gives the 

 

Problem 

Statement 

External 

Analysis 

Internal 

Analysis 

PESTEL 
Porter’s 

Five 

Forces 

STP 

Analysis 

SWOT 

Mapping 

IMC 

Analysis 

General 

Framewor

k Analysis 

Specific 

Framewor

k Analysis 

TOWS Matrix 

IMC 

Implementatio

Strategy 

Formulation 



South East Asia Journal of Contemporary Business, Economics and Law, Vol. 26, Issue 1 

(April)                                                                                               ISSN 2289-1560 
 2022 

 

 249 

 

 

 

exact same value as the landed house, not even apartments and other alternatives. However, for investment, the threat of substitutes 

is high due to other available options for investments, such as gold, deposit, and stock market investment. The bargaining power 

of suppliers is low due to the company’s size and reputation, also because there are a lot of suppliers offering the same standard 

value. Competitive rivalry is high because the players in the property industry are usually big companies, therefore, the competition 

among existing companies becomes a more powerful force in the business. 

 

Segmenting, Targeting, and Positioning Analysis 

 

Geographic segmentation of XYZ is based on the majority of the previous customers, which are from Bekasi, East Jakarta, and 

North Jakarta. For density, basically, they have no specific target market for this. Demographic segmentation includes adults 30 to 

50 years old who are considered the Millennials generation and generation X. For the family category, based on house types they 

sell that mostly have 2 bedrooms, it is assumed that their target is a family consisting of 2 people or more. There is no specific 

target market yet for income and occupation. In psychographic segmentation, they are targeting middle to upper social class, but 

no specific target market for lifestyle. In behavioral segmentation, they are aiming at people who buy the house for accommodation 

and investment. They are targeting people who have the desire to live in a real estate in the suburb that have a lot of supporting 

facilities, also people who have high mobility, and commute the downtown. Therefore, XYZ positioned itself as an independent 

city and the biggest real estate in the suburban area, Bekasi. It can be shown by the way they constantly point out that XYZ has 

around 2,200 hectares of space. Through their slogan “Kehidupan Lengkap Sudah”, they also positioned XYZ as a real estate that 

provides facilities to ensure residents' life needs are met from all kinds of aspects, like education, healthcare, entertainment, etc. 

 

Integrated Marketing Communication Analysis 

 

The proportion of male and female participants in the questionnaire are almost equal but dominated by males, with 54.4% of them 

and 45.6% female. Furthermore, the majority of the respondents are 26-30 years old with a total of 87.4%. The respondents are 

mostly coming from Jakarta, with a total of 45.6%, and mostly work in the private sector with 67% in total. The majority of 

respondents’ income with a total of 47.6% is around IDR 1.000.000 - IDR 5.000.000, followed by respondents with an income of 

IDR 5.000.001 - IDR 10.000.000 with a total of 38.8%.  

 

Table 1. Survey Result on the Effect of Integrated Marketing Communication Media on People’s Purchase Decision in 

Buying a House 

 

Media Extremely 

Unaffecting 

Unaffecting Affecting Extremely 

Affecting 

Advertising 

Magazine and Newspaper Advertisement 45 35 15 8 

Television Advertisement 33 32 28 10 

Radio Advertisement 71 21 9 2 

Billboard, Banner, Poster 13 33 34 23 

Brochure 13 31 39 20 

Events and Experiences 

Visiting Show-Unit 4 13 22 64 

Visiting the Construction Site 3 13 16 71 

Online Marketing 

Official Website 16 25 32 30 

Online Advertisement 17 32 31 23 

Social Media Advertisement 8 21 36 38 

Direct and Database Marketing 

Online Property Marketplace 26 22 30 25 
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Personal Selling 

Sales Presentation 11 27 30 35 

Public Relations and Publicity 

Word of Mouth 14 21 32 36 

 
 

Table 1 shows the effect of various integrated marketing communication media on people’s purchase decisions in buying a house. 

The respondents were asked to rate from 1-4 where 1 is “extremely unaffecting” and 4 is “extremely affecting”, which made 2 is 

“unaffecting” and 3 is “affecting”. The even number scale format is chosen to force respondents to take sides (Aday, 2006) and to 

avoid the tendency for neutral answers that usually happen in the question with an odd number of categories (Choi & Pak, 2005). 

 

In the advertising section, there are 45 people who answered “extremely unaffecting”. For television advertisements there are 33 

people answered “extremely unaffecting” and 32 people answered “unaffecting”. Most respondents voted “extremely unaffecting” 

for radio advertisement with a total of 71 votes. There is a slight difference in vote for “unaffecting” and “affecting” on billboards, 

banners, and posters with a total of 33 and 34 votes consecutively. For brochures, the majority with a total of 39 votes answered 

“affecting”. In the events and experiences section, a great number of respondents with a total of 64 people answered that visiting 

show-unit is extremely affecting their decisions in buying a house. The same thing with visiting the construction site, 71 people 

agreed that it is also extremely affecting their choice. Online marketing includes the company’s official website which has the 

highest vote on “affecting” with a total of 32 votes. For online advertisements such as Google ads, 32 people answered 

“unaffecting”, but 31 people answered, “affecting”. While for social media advertisement, 38 people agreed that it is “extremely 

affecting” and 36 people voted “affecting”. The majority of people with a total of 30 votes answered “affecting” for online property 

marketplace listing, however, there is a slight difference for other votes, 26 of the respondents answered “extremely unaffecting”, 

and 25 answered “affecting”, and 22 answered “unaffecting”. The sales presentation is highly affecting people’s purchase decisions 

with 35 votes on “extremely affecting” and 30 votes on “affecting”. The same case applied to word-of-mouth marketing, with 36 

votes on “extremely affecting” and 32 votes on “affecting”. 

 
Table 2. Survey Result on the Important Elements in Housing Advertisement 

 

Elements Frequency Percentage 

Showing the 3D visualization rendering of house exterior 31 30.1% 

Showing the 3D visualization rendering of house interior 33 32% 

Showing the real photos of house exterior 42 40.8% 

Showing the real photos of house interior 47 45.6% 

Showing the house floor plan 34 33% 

Showing the neighborhood condition 35 34% 

Showing the illustration of living in the house (example: a picture of a family 

enjoying dinner in dining room) 

6 5.8% 

The house tour video that shows the rooms in detail  58 56.3% 

Information about the house specification (example: house size, number of 

bedrooms) 

34 33% 

Information about the house superior features (example: smart home system, 

automatic gates) 

22 21.4% 

Information for purchasing (example: price, discount) 44 42.7% 

Logo or information about the house developer 7 6.8% 

Location information of the house 22 21.4% 

Information about the accessibility benefit of the house (example: distance to the 

toll-gate, distance to the train station) 

32 31.1% 
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Information about public facilities (example: pools, gym) 13 12.6% 

Jingle of the advertisement 0 0% 

 

Table 2 shows the elements that usually appears on property advertisement. Respondents are asked to choose five that they think 

is the most important than the other choices. The majority voted for the house tour video, with a total of 58 votes. Followed by 

showing the real photos of the interior which got 47 votes. Then continued with information about purchasing, such as the price, 

discount, installment, etc, with a total of 44 votes. A lot of people (42 in total) also voted for real house exterior photos. Last in the 

top 5 important elements is the image of the neighborhood condition with a total of 35 votes. 

 

There are 34 people who voted for showing the house floor plan and also for the information about the house specification, like 

the house size, number of bedrooms, etc. For the 3D visualization rendering image, 33 people voted for the interior and 31 for the 

exterior of the house. 32 people voted for the information about the accessibility benefits of the house. There are 22 people who 

voted for information about the house's superior features, such as smart home system, automatic gates, etc, and also the same 

amount of votes for location information of the house. For information about public facilities, there are 13 votes. Only 6 people 

voted for illustration of people living in the house and there are just 7 people who voted for logo or information about the developer. 

None of the respondents choose the jingle or song of the advertisement. 

 

Recommended Strategies Based on TOWS Matrix 

 

The following table (table 4) shows the XYZ’s strengths, weaknesses, opportunities, and threats based on the external and internal 

analysis conducted earlier through the Porter’s Five Forces model, PESTEL analysis, STP analysis, combined in the TOWS matrix 

to proposed the suitable strategies based on those aspects to increase sales for XYZ real estate through some key actions from 

integrating strengths and weakness with opportunities and threats. 

 

Table 3: TOWS Matrix 

 Strengths 

1. Company experience in the property 

industry 

2. Township model that is integrated and 

coordinated, with a full variety of 

facilities 

3. Excellent services, as well as consistent 

competence in after-sales service 

4. Selling properties with a strong 

economic value to the consumers 

5. Located near the capital city 

6. A well-known real estate with a good 

reputation 

7. Excellent product quality 

8. Have high brand loyalty 

Weaknesses 

1. Located far from downtown 

2. Nonoptimal market research 

3. Some variations of products are 

not suitable for its target market 

4. Less popular than some of its 

competitors 

5. Non-optimal promotion media 

utilization 

 

Opportunities 

1. Huge area available for development 

2. Government incentives in terms of 

regulation 

3. Recovery of the economy 

4. The need for residential houses 

5. Technology development 

6. Infrastructure development 

7. New potential customers who are 

interested purchasing a house in 

Bekasi 

SO strategies 

1. Build more facilities that could give 

even more added value to the real estate, 

such as malls, recreation, etc (S2, S6, S7 

+ O1) 

2. Utilize technology development and 

advanced marketing technology to 

promote the value offered by the 

company (S1, S2, S7 + O5, O6) 

WO strategies 

1. Build more products that fit the 

target market (W3 + O1) 

2. Using technology advancement to 

create a differentiation (W4 + O5) 

3. Deliver the message about 

government incentives to make 

the products more appealing to 

customers (W3 + O2) 

Threats 

1. High competition in property 

industry 

2. Prolonged pandemic 

3. Increase in building materials 

components and land prices 

4. Land acquisition constraints 

5. Consumers assessment of price and 

quality 

ST strategies 

1. Emphasize the company's experience 

and product value to succeed in the 

marketing competition (S1, S2, S7 + T1, 

T5) 

2. Creating an online event for promotion 

(S6 + T2) 

3. Collect customers' testimonials and 

highlight them in advertisements (S3 + 

T5) 

WT strategies 

1. Create a more personal approach 

with the potential customer 

through online platforms (W4 + 

T1) 

2. Form a social media marketing 

team (W4, W5 + T2) 
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Recommended Strategies Based on IMC Implementation 

 

Based on the analysis conducted regarding the effect of Integrated Marketing Communication to people’s purchase decisions, these 

are some suggested strategies for the company to apply in order to raise the brand awareness, as well as to boost consumers’ 

purchase intention and initiation which expected to increase sales. 

 

- Creating Virtual Tour 

 

According to the survey, visiting show units and visiting the construction site have the most votes on “extremely affecting” 

compared to others in terms of influencing people’s decision to buy a house. It implies that direct experience is highly important 

for potential customers. However, due to the COVID-19 pandemic, the direct experience might be risky due to the possibility of 

being infected by the virus. Nowadays, with the help of technology, it is not impossible to bring the experience to cyberspace since 

the internet has broken the distance barriers. The company should also take advantage of it by creating a virtual tour that may be 

accessible from anywhere. The virtual tour should consist of the real condition of the real estate, completed with the products or 

housing available for sale, and should be able to let people explore it by themselves. A real estate virtual tour is not something 

common in the industry for now. Therefore, it can also be a competitive advantage as it would give people something to talk about 

which means it would be beneficial since word-of-mouth marketing does have an impact on people’s purchase decisions. At the 

very least, it could boost the company’s brand awareness and let them deliver the information about XYZ’s strengths to people. 

 

- Hosting Virtual Exhibition / Expo 

 

Along with direct experience, a presentation from the sales team also has a high vote for affecting people’s buying decisions. Just 

like the virtual tour, a virtual exhibition could also be done online by making a virtual room that is designed just like the usual 

exhibition, complete with a houses maquette display and posters of products information, as an alternative to the conventional expo 

that might be at risk of spreading the COVID-19 virus because of the crowds it attracts. They can also add the 3D rendering from 

models of the houses or even from the real house built for people to take a look around as an alternative to in-person show units. 

They can add chat features where people are able to ask about the products and the sales team can answer directly. Even better, by 

combining it with the technology of a video interaction such as video calls, the virtual exhibition may have the sales team on 

standby for people to interact. 

 

- Utilize Social Media Advertisement 

 

Based on the survey, advertising on social media also has a high vote in the “extremely affecting” in terms of influencing people’s 

buying behavior. It is also something that can always be utilized and not affected by the COVID-19 pandemic. Choosing the right 

social media is necessary. Social media advertisement is easy to use and is more accurately targeted at people who seem interested 

in the products promoted. The only problem with social media advertising is that it is easily done by anyone, including the smaller 

competitors which means there are a lot of advertisements out there. Differentiating factors is the key to winning this. Social media 

advertisements should be different from other online advertisements because in social media people are able to interact and the 

more people interact, the more recognition they get. That’s just how the algorithm of social media works. It means that creating 

unique content that may catch people’s attention is much more important than just a regular e-brochure display.  

 

Having a page or an account on social media is important, but being present with a personality is even more important to stand 

out. The brand personality framework is a standard in the business. Jennifer Aaker (1997), a social psychologist, coined the term 

to classify brand personalities into five major categories: sincerity (This kind of business is all about transparency and leveraging 

real-life events to advertise their firm and what they provide. It is related to attributes like sincerity and wholesomeness), excitement 

(these are the types of companies that give their clients an unforgettable experience. They want to take their clients on a trip to 

discover something new and are great at building enthusiasm around a product or service. Some of the traits associated with the 

excitement personality are daring, imaginative, up-to-date, trendy, spirited, and playful), and competence (These are the brands 

people prefer for quality work. They want to be viewed as industry leaders who value quality. This personality is dependable, 

bright, successful, innovative, experienced, and hardworking.), sophistication (Brands with this personality combine luxury and 

superiority.  They represent the lifestyle their customers desire and would be their first choice if they could afford it. This 

personality is described as refined, elegant, high class, timeless, gorgeous.), and ruggedness (These businesses emphasize their 

consumers' power and strength while also emphasizing an outdoorsy, natural aspect. This personality is thick-skinned, strong, 

macho, rough, and outdoorsy.). 

 

As for ABC Group, since they are targeting people in the middle to upper class, they should give XYZ an “excitement” personality. 

By that, the company should encourage customers as if they are on a new journey in a form of the new lifestyle in XYZ, creating 

a lot of hype around its products. The personality can also expand in social media by interaction. The company should create 

content that drives people to leave comments or share it with their friends. Nowadays, brands interact with internet users just like 

a regular person talks to their friends.  

 

- Cooperate with Key Opinion Leaders (KOLs) 

 

According to table 2, people's purchasing decisions were heavily influenced by the views of others. Indeed, Millennials found 

anonymous comments and posts to be more believable than a company's official suggestion (Dabija, 2018). Hence, a Key Opinion 

Leader (KOL) can also help through online marketing. They are someone who has certain expertise, both in knowledge and ability, 

and whose opinion is well listened to by the wider community. Having them review XYZ’s product could be more beneficial as 
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they might know better how to deliver the message to the public and people trust them more. According to a study by Chen (2020), 

different KOLs contribute to advertising effectiveness differently. First, choosing KOLs on a budget is more crucial than choosing 

popular KOLs with more video views, because even a large budget might result in significant losses. Second, the KOL's average 

video rating is a good predictor; the higher the rating, the more valuable the KOL. Evidence suggests that KOLs with a distinct 

style and a low frequency of video uploads are favored. Third, KOLs’ content posting schedule decision Those who have more 

gap in between the personal ads are better. KOLs with unique styles and higher ratings are the best choice. 

 

- Upgrading Company Official Website 

 

Company’s official website also has a high vote for affecting people’s purchase decisions according to the survey, but not as high 

as the direct experiences such as visiting construction sites or show units. The company should put all important information on 

their websites, such as contact person, social media handles, and information about the products. If they have the virtual exhibition 

and virtual tour, they should also put it there so it can easily be found and accessed by people. Website design also matters. Besides 

the virtual tour and direct chat feature, it would be a great idea to put satisfied customers’ testimonies on the website. A study 

found that Indonesia segments demand trusted endorsement from people (Ruangkanjanases et al., 2021). The company should 

create a section where customers may post product reviews and display good feedback from actual users and trendsetters to help 

with word-of-mouth marketing strategy. 

 

Important Elements to be Shown in the Advertisement 

 

Based on the survey result about the important elements of property advertisement shown in table 3, the top 5 elements are as 

follows. 

 

- House Tour Video 

 

The first important element of property advertisement according to the survey is a house tour video. A House tour video is the 

closest thing to giving people a direct experience in visiting show units.  It is also the easiest to prepare, compared to the previous 

recommendation, virtual exhibition, and virtual tour. A house tour video usually contains detailed information about each room in 

the house, written or spoken by a narrator. This type of advertisement can be posted on social media and on the company’s official 

website. Once the content is created and posted, they can boost it through paid advertisement supported by the platform. 

 

- Interior Photos 

 

A lot of people also think that interior photos are an important element in property advertisement, more important than just a 3D 

visualization. This could be obtained by photographing show units. Taking a picture at the right angle and being able to show the 

interior nicely is necessary. It would be even better if the photos were taken by professionals that are specialized in taking 

architecture photos. Not only do they know how to make the picture look nice, they usually also know how to retouch it to make 

it even better. 

 

- Exterior Photos 

 

The third important element according to the survey is the real photo of the house exterior which shows the look of the house. It 

can also be obtained by taking a picture of the show units. Just like the interior photos, the angle and how it shows the house in the 

photograph matter. 

 

 

- Pricing and Promotion Information 

 

Pricing and promotion information include the information about the product price, instalment, discount, etc related to purchasing. 

The information about this is also highly important according to the survey respondents. It must be included or even highlighted 

in the advertisement. 

 

- Neighborhood Condition 

 

Surrounding condition of the house is also an important element to be shown in the advertisement according to the survey 

respondents although it is rarely shown by the real estate companies. The company needed to have a bird-eye-view image. It can 

be obtained by photographing the real housing complex if it’s ready by using a drone or by taking a picture from a 3D model 

rendering. 

 

CONCLUSION 

 

This paper is expected to help the ABC group with their issue related to the XYZ real estate which is the lack of awareness and the 

slowdown in sales. Hence, the goal of this research is to formulate suitable strategies to enhance XYZ’s brand awareness and 

consumers’ purchase initiation to increase sales. External and internal analysis shows that the company has a lot of strengths and 

opportunities, with some weaknesses and threats. Some strategies are recommended based on those aspects, such as building more 

facilities to give added value, utilizing technology development to promote the value offered by the company, building more 

products that fit the target market, using technology advancement to create differentiation, deliver a message about government 
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incentives, highlight the company experience and product value, create online events, collect customers’ testimonials, create more 

personal approach through an online platform, and form a social media marketing team. Further analysis of Integrated Marketing 

Communication (IMC) regarding people’s purchase decisions resulted in some more specific strategies that should be done by the 

company, such as creating a virtual tour, hosting a virtual exhibition/expo, utilizing social media advertisement, cooperating with 

Key Opinion Leaders (KOLs), upgrading company’s official website. The survey result also shows important elements to be used 

in the promotion, which are things like: house tour video, interior photos, exterior photos, pricing and promotion information, and 

neighborhood condition.  

 

Given that this research focuses on real estate XYZ, these findings may not be applicable to all companies in the same industry, 

especially the strategies shown in the TOWS matrix. Overall, it can be concluded that some of IMC is better at than the others in 

affecting peoples’ purchase decisions in buying a house, such as direct experience visiting show-unit and construction site, sales 

presentation, and word of mouth.  
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