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Abstract

The internship activities carried out by the author aim to see how PT. Karya Sehati
Utama, which operates in the property industry in Yogyakarta and its surroundings, can
implement a good marketing mix strategy. PT. Karya Sehati Utama is one of the largest
developers in Yogyakarta, which focuses on property development such as housing and
villas. As a company in the property industry, PT. Karya Sehati Utama implements a 4P
marketing mix strategy (product, price, place, promotion) to design and market projects
that are in accordance with customer needs and market trends. To be able to find out the
process, the author took observation data that was carried out directly and obtained 3
sources as a validity test. The method used by the author in compiling this internship
report uses a qualitative method and uses triangulation testing. The analysis technique
in this study consists of 3 activity flows that run simultaneously, namely: data reduction,
data presentation and drawing conclusions. The results of this internship show that with
the implementation of the marketing mix in the company, it has a significant influence on
marketing activities so that the products offered can attract consumer buying interest.

Keywords: Marketing Mix, Product, Price, Place, Promotion, Property Industry
Developer

INTRODUCTION

In the business world, marketing is one of the important business strategies to do.
Competition in winning over consumers that often occurs causes companies to compete
to improve the quality of marketing for goods and/or services sold. Kotler and
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Keller(2022), defines marketing as the process of preparing integrated communications
aimed at providing information on goods or services in satisfying human needs and
desires. Meanwhile, according to Tjiptono and Diana(2020), marketing is the process of
creating, distributing, promoting, and pricing goods, services, and ideas to facilitate
exchanges that satisfy customers.

PT. Karya Sehati Utama (KSU), as a company engaged in the developer sector,
has challenges in facing competitive market dynamics. To increase consumer purchasing
interest, this company must rely on the marketing mix as the main strategic tool. The
marketing mix, which includes elements such as product, price, place, and promotion, is
an important framework for creating value for customers. According to Kotler and
Keller(2016), effective marketing mix implementation enables companies to influence
consumer perceptions, increase competitiveness, and drive sales.

In this context, the marketing mix strategy at PT. KSU needs to be adjusted to
market needs and target consumer characteristics. The company can utilize product
innovation, competitive pricing, distribution expansion, and attractive promotions to
create a positive experience for customers. This step is in line with the view that an
integrated marketing strategy can significantly increase consumer purchasing
interest.(Lamb et al., 2018). In addition, the development of digital technology also opens
up opportunities for PT. KSU to optimize the marketing mix through digital platforms. The
use of social media, e-commerce, and data analytics are part of a modern strategy that
can increase interaction with consumers and strengthen brand loyalty.

Over time, the number of companies engaged in the same field continues to
increase. Each company needs to have product specifications that are superior to its
competitors to increase consumer appeal. To implement business strategies in marketing
products better, companies are required to be sensitive to changes in environmental
conditions (internal and external). The challenges faced by PT. Karya Sehati Utama
(KSU) as a developer in increasing purchasing interest through the marketing mix can
be categorized into the following aspects:

Tight Market Competition

The property and development industry has many competitors, both local and
national, offering similar products. The challenge for PT. KSU is to create unique value
in their products so that they can compete with competitors through product
differentiation, pricing, and attractive promotions.
Adjusting Prices to Consumer Purchasing Power
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As a developer, PT. KSU needs to adjust the price of their property products to
remain competitive but still provide sufficient profit margins. Consumer purchasing power
factors, especially in the lower middle segment, are often an obstacle in determining
pricing strategies.

Selection of Effective Distribution Channels

Choosing a strategic location and appropriate distribution channels for the
property is one of the main challenges. PT. KSU needs to ensure that their products are
easily accessible to target consumers and supported by adequate infrastructure.

The Need for More Creative Promotion and Digitalization

In the digital era, consumers tend to search for information through online
platforms. PT. KSU's challenge is to utilize digital and social media effectively to promote
their products. They also have to compete in producing interesting and relevant
promotional content.

Building Brand Image and Consumer Trust

As a developer, consumer trust in the quality of the projects offered is the main
key in influencing purchasing decisions. PT. KSU needs to ensure that they are able to
build a good reputation through product quality, project completion reliability, and after-
sales service.

Changes in Consumer Preferences

Consumer preferences for property continue to evolve, including the need for
modern, environmentally friendly designs and additional amenities. PT. KSU must be
responsive to these trends to stay relevant in the market.

Macroeconomic Constraints

External factors such as housing loan interest rates, inflation, and government
policies can affect people's purchasing power for property. PT. KSU needs to design a
flexible strategy to be able to adapt to changes in the economic environment.

By overcoming these challenges, PT. Karya Sehati Utama can more effectively
utilize the marketing mix elements (product, price, place, and promotion) to increase
consumer purchasing interest.(Morewedge et al., 2021). The right marketing strategy can
develop a company's business in the industrial market and gain consumer loyalty. To
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achieve this, companies need to have unique advantages in products, competitive prices,
easily accessible distribution channels, and promotions that are in line with the target
market.

Objectives

Companies need to identify how product development that suits market needs and
preferences can influence consumer purchasing decisions. In addition, a competitive
pricing strategy that still provides value to customers is a challenge in itself, especially
considering consumer purchasing power in a competitive market. Furthermore,
distribution effectiveness in ensuring product availability in strategic locations also needs
to be considered to better reach consumers. On the other hand, innovative and relevant
promotional strategies with the development of digital technology must be able to attract
consumers' attention and build a positive image of the company. So the formulation of
the problem in this study is: "What is the strategy to increase consumer purchasing
interest at PT. Karya Sehati Utama through a marketing mix that includes products,
prices, distribution, and promotions?"

LITERATURE REVIEW
Marketing Management

According toKotler & Keller (2018) Marketing management is a target market to
attract, maintain, and increase consumers by creating and delivering good sales quality.
Marketing Managementcan also be interpreted as a tool for analyzing, planning,
implementing, and controlling programs in a business that are designed to create, build,
and maintain interactions in order to generate profit. The profit in question can be used
to achieve the main objectives of a business or company.(Indrasari, 2019).

Marketing Mix
Kotler & Armstrong (2018)mentions that the marketing mix is a marketing tool that

combines product, price, distribution, and promotion to achieve the company's desired
goals in its target market.Miati & Tresna (2020) argues that the marketing mix is a series
of technical marketing tools that can be controlled and combined by the company to
obtain the desired response in the target market.

Alma (2019)states that the marketing mix is a plan combined with sales activities
that are combined optimally to produce quality products that are able to increase
consumers.
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Marketing Mix Concept
The marketing mix concept according to Kotler and Keller (2018) consists of 4Ps,
namely:
1. Products

A product is anything that can be offered to the market to be noticed, obtained,
used, consumed, and that can satisfy a desire or need.(Kotler & Amstrong, 2018).
Companies need to understand the level of products they want to market so they
can make decisions in planning market surveillance.

In the property industry, a product refers to the property offered, such as a
house, apartment, or commercial property. Product aspects include design,
construction quality, additional facilities, and aesthetic value. Properties designed
according to consumer needs and preferences have a greater chance of attracting
buying interest. Products that are in accordance with market needs will increase the
added value and competitiveness of the company in the property industry (Kotler &
Keller, 2016).

2. Price

According to Kotler and Armstrong (2018), price is the amount of money
charged for a product, or the amount of value exchanged by customers to obtain or
use the benefits of the product they buy. The only element of the marketing mix that
generates revenue is price; all other elements are expenses. Companies need to
monitor the prices set by competitors so that the prices set by the company are not
too high or vice versa.

Price is the value that consumers must pay to obtain property. Pricing
strategies in the property business are influenced by various factors, including
location, size, quality, and market demand. Competitive prices and payment
flexibility, such as installment offers or discounts, are the main attractions. Prices
that are in accordance with consumer capabilities and perceptions are one of the
main factors in purchasing decisions (Lamb, Hair, & McDaniel, 2018).

3. Place

According to Kotler and Armstrong (2018), a place or distribution channel is a
company's activity in providing products for consumption by consumers. The
decision in determining the company's distribution channel will directly affect all
decisions in determining other aspects of marketing.Sunyoto (2018) argues that
distribution channels carry out all activities related to the distribution of goods sold
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to consumers. According to Kotler and Armstrong (2018), the levels of distribution
channels are divided into two categories, namely:

a. Direct Marketing Channel, namely channels that do not involve intermediaries.
These channels indicate that the company sells directly to customers.

b. Indirect Marketing Channel, namely a marketing channel that has one or more
levels of intermediaries. Goods and/or services do not reach consumers
directly, but through other subjects, such as distributors, agents, retailers, or
resellers.

Distribution in property includes the physical location of the property and how
the company reaches consumers. Strategic locations with easy access to public
facilities such as transportation, schools, or shopping centers are a significant
attraction. In addition, the use of digital distribution channels, such as websites and
e-commerce platforms, is increasingly relevant. Accessibility and location of the
property greatly influence consumer decisions in choosing property products”
(Tjiptono & Diana, 2020).

4. Promotion

Kotler and Armstrong (2018) argue that promotion is an activity that
communicates the benefits of a product and encourages target consumers to buy
it. Promotion is one way for companies to communicate products and attract
potential consumers to buy the goods or services offered. Promotion is one element
in a company's marketing mix that is used to inform, persuade, and remind
consumers of the existence of the company's products.(Mohamad & Rahim, 2021).

Promotion is a way for sellers to communicate with buyers. Promotion can be
done by spreading the right product information that aims to change the attitudes
and behavior of buyers. Those who previously did not know become familiar, so that
consumers will remember the product (Mulyati & Afrinata, 2018). Promotion is a
method used by companies indirectly or directly to inform, persuade, invite, and
remind consumers about a brand or product sold by the company.(Prasetiyo &
Hidayat, 2019).

By strategically combining these marketing mix elements, property companies
can create greater appeal to consumers while building a competitive advantage in
the property market.
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Purchase Interest

Purchase interest is consumer behavior that comes from consumer confidence in
a product and/or service that a company offers them.(Halim & Iskandar, 2019).Devotion
(2020)argues that consumer buying interest is an intention that arises in a person before
making a purchase of goods and/or services that are considered first before the
purchasing process takes place. Consumers who are formed from buying interest can be
called Potential Consumers, namely consumers who have not made a purchase at
present and are likely to make a purchase in the future or are usually called prospective
buyers.(Erlangga & Madiawati, 2023).

METHOD

Qualitative research methods are used in the internship report at PT Karya Sehati
Utama. Cresswell(2016)explains that qualitative research is research that explores and
traces the meaning of a number of individuals or groups of people originating from a social
issue. The Case Study method is used in this internship activity.Yin (2018)argues that
case studies are a social science research method that is suitable for research that has
a main question or problem formulation of "how and why".

Researchers collect complete information using various data collection procedures
within a specified time limit. Observations and interviews are used to collect and analyze
data. From the results of interviews and observations obtained, this is used to understand
more deeply about certain aspects related to internship activities. In addition, observation
and analysis of marketing mix practices set by the company will also be conducted to
support the analysis of the internship report on how PT. KSU implements marketing mix
practices, how consumers respond to them, and how the effectiveness of promotions that
have been carried out by PT. KSU can increase purchasing interest in its consumers.

The unit of analysis in the context of this study is the marketing staff of PT. Karya
Sehati Utama. Focusing on marketing staff is considered important because they are the
part that is directly involved in the implementation of the company's marketing mix
strategy and have a deep understanding of KSU. Below is a brief explanation of the topics
that will be discussed related to KSU internal employees and their relationship to the
Marketing Mix:

1. Product

A product is something that is offered to the industrial market to gain attention, so
that something that is offered can be purchased by consumers, before finally being
consumed to fulfill a desire or need of the consumer.(Kotler & Amstrong, 2018). Products
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offered by PT KSU must have legal permits, good quality raw materials, and of course
must be assessed for their level of comfort.
2. Price

Kotler & Armstrong (2018)explains that price is an amount of money exchanged
for a good and/or service. Price can also be called an amount of value that consumers
exchange for the benefits of goods and/or services. The price offered by PT KSU must
be in accordance with the target market that has been set. Because one of the factors of
buying interest that is often considered by consumers is the price factor.
3. Place or Distribution Channel

Place is a location associated as a distribution channel intended to get targeted
consumers. This distribution system includes a place to make buying and selling
transactions, transportation, trading systems, and so on. PT KSU is a company engaged
in construction, making comfortable homes and choosing a strategic construction site will
certainly increase value in the eyes of consumers.
4. Promotion

Promotion is an activity that communicates the benefits of a product and
encourages consumers to buy it. Kotler and Armstrong (2018) argue that promotion is an
activity that communicates the benefits of a product and encourages target consumers to
buy it. This involves promotion using print media, television, radio, or social media to
spread marketing messages to a wider audience. Promotion involves a variety of
activities to stimulate sales, including special offers, coupons, exhibitions, and other
promotional events. It is used to encourage customers to take certain actions, such as
purchasing a product or service.

RESULTS AND DISCUSSION

Marketing mix is used by marketers to influence their consumers and stabilize their
business with a number of consumers who meet their goals. So is PT Karya Sehati
Utama. PT. KSU is always in a stable condition and always wants to achieve these goals.
The 4P marketing mix of PT. KSU is as follows:
A Products

Products are services or goods that are traded. PT KSU trades products in the
form of residential property. PT KSU's products are unique compared to housing offered
by other developers, namely the housing concept offered always contains a philosophy
of life so that every housing developed is always a noble masterpiece.(PT KSU, 2022). A
noble housing means that the housing developed is of high quality, good aesthetics, and
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contains cultural values. The housing area offers premium housing that provides comfort,
beauty, and social status for its residents.

PT KSU offers several housing product options, including:

1. Villa Gardenia

Villa Gardenia is located in Sempu, Bangunjiwo, Kasihan, Bantul, Yogyakarta,
which is in a beautiful and lush hilly area. Although located in a hilly area, Villa Gardenia
still has easy access and a short distance to public facilities. Villa Gardenia is a housing
complex by PT KSU which is also packaged as a villa. The natural conditions and
charming architectural design concept provide added value to this housing.

Villa Gardenia is wrapped in a modern tropical design style, which displays an
elegant, casual design character, and is also resistant to tropical weather. The design is
able to maximize air circulation and lighting. The high building mass cools the room inside
and makes it able to withstand hot temperatures. There are six types of houses offered,
namely type 36, type 45, type 54, type 53, type 70, and type 85. This residential area is
also equipped with a business square area.

PT KSU always includes the contents of life philosophies in each of its works,
including in Villa Gardenia. The Candra Jiwa philosophy underlying the design and
supporting elements of the housing provides its own value to the area, making it a cultural
masterpiece.

villa. 7.

: !:r.q O 3
EERmn v

Gardenia. ¥

2. Tamanmartani Harmony House
Grha Harmoni Tamanmartani is located in Randu Gunting, Tamanmartani,
Kalasan, Sleman, Yogyakarta. This housing complex has a unique design with distinctive
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ornaments that give a natural and shady impression and offers three types of houses,
namely types 36, 45, and 54. Each house has main specifications, namely bedrooms,
bathrooms, and carports.

Grha Harmoni Tamanmartani is built in a strategic area and surrounded by cultural
heritage tourism. Public facilities inside Grha Harmoni Tamanmartani include: Security
Post, Main Gate, and Mini Playground creating a comfortable environment for family
members' activities.

(4 GRHA HARMONI
Tancan' Plartosnd

3. Maguwo Harmony House

This housing complex is located at JI. Jenengan Raya No. 1, Jenengan, Maguwo,
Depok, Sleman, Yogyakarta. Grand Harmoni Maguwo presents a modern tropical design
house with an elegant facade. The interior is designed with a functional layout to provide
comfort for its residents. The housing units at Grand Harmoni Maguwo are equipped with
a smart home system feature, facilitating various activities in the house. There are 2
exclusive types 70 and 75 Hook which provide choices according to consumer desires.

Public Facilities inside Grand Harmoni Maguwo include: Security Post, Main Gate
and Underground Electrical system. With this, there are no cables dangling in the
residential area, making it neater and safer to create a conducive environment for
consumers.
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4. The Beautiful House of Purwo

Griya Purwo Indah carries a simple and modern mezzanine housing concept with
a comfortable and friendly environment. Located on Jalan Purwomartani, Bromonilan,
Purwomartani, Kalasan District, Sleman Regency, Special Region of Yogyakarta makes
Griya Purwo Indah a very strategic housing complex with many shopping and educational
centers around it. Griya Purwo Indah has two choices of unit types, namely type 45 and
54.

Griya Purwo Indah has high security with a mini gate and a 24-hour security post.
This housing is also equipped with a playground as a children's playroom. The beautiful
environment and the concept of modern housing create a safe and comfortable
environment for all family members.
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Various housing areas developed by PT KSU aim to meet the needs and
preferences of various prospective residents, starting from the concept of a natural villa
such as Villa Gardenia and Griya Purwo Indah. In addition to the uniqueness of each
housing area, the types of houses provided also vary, ranging from type 36 to 85, with
specifications that include bedrooms, bathrooms, carports, to balconies and backyards.
Housing such as Grha Harmoni Tamanmartani, and Grha Harmoni Maguwo, complete
PT KSU's portfolio with functional to elite class housing, providing many choices
according to the needs of modern families and people who prioritize aesthetics and
comfort. The unigueness, characteristics, and variety of house types in the housing areas
developed by PT KSU are a special attraction for consumers. This product differentiation
strategy has proven to be able to create added value for consumers, so that it has
succeeded in attracting the interest and attention of buyers who aim to find premium and
high-value housing.

B Price

Price in marketing mix strategy refers to the pricing strategy for a product or
service. Price should reflect the value of the product, the purchasing power of customers,
and the company's strategy, such as market penetration, premium pricing, or discounts.
This element also includes payment structures, credit policies, and price promotions. The
housing unit products in the elite area developed by PT KSU consist of various price
levels, adjusted to the needs and capabilities of the market.

PT KSU provides exclusive housing with the best quality, elegant design, and
complete facilities to meet the expectations of various customer segments. Starting from
more affordable house types to premium units with high value. The price of housing units
at Villa Gardenia is priced starting from IDR 560,000,000.00/unit, Grha Harmoni
Tamanmartani starting from IDR 484,000,000.00, and Grha Harmoni Maguwo starting
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from IDR 1,1617,000,000.00. This price variation allows PT KSU to reach more potential
buyers, from young families to professionals who prioritize luxury and comfort. Each
product is designed to provide comfort, aesthetics, and promising investment value.

C Place

The place element relates to how products or services are available and accessed
by customers, including distribution channels, sales locations, logistics, and online or
offline distribution strategies. This element ensures that products are available at the right
place and time for target customers. Marketing strategies based on location elements are
implemented by PT KSU to ensure that its property products can be optimally accessed
by the target market. PT KSU has a housing location that is close to public facilities, such
as hospitals, stations, campuses, main roads, and public transportation which are added
value. In addition, a safe, beautiful, and flood-free environment is also an important
consideration.

In addition to locations close to public facilities, PT KSU also chooses locations
that are tailored to the needs of the target market. For example, luxury housing is usually
located in premium areas, such as Villa Gardenia which is located in a hilly area that
offers fresh and natural air. Meanwhile, middle-class housing is located in rapidly
developing suburban areas, such as the Grha Harmoni Tamanmartani housing estate
which tends to prioritize strategic access. Meanwhile, the location map shows the location
of the housing area being developed along with the distance to various nearby public
facilities.

D Promotion

Promotion includes all communication efforts to increase awareness, interest, and
sales of a product. It involves advertising, sales promotions, public relations, direct
marketing, and digital marketing. The goal of promotion is to convince potential customers
and create brand loyalty.
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Promotion is a very important strategy in the property business as PT KSU is
engaged in. The marketing strategy for PT KSU's residential property business includes
various communication strategies used to increase awareness and attract potential
buyers. PT KSU utilizes a combination of offline and online promotion methods to reach
a wide target market. Through property exhibitions in strategic locations, open houses in
residential areas, and the installation of banners and billboards in busy areas, PT KSU
ensures the visibility of their products.

In addition, this company also often holds promotional programs, such as
discounts or easy installments, to attract the attention of potential buyers, especially
during certain periods such as the end of the year or when launching new projects.

TIPE RUMAH VILLA GARDENIA

ANYELR TYFE 165 TYPs TULIF TYre

Online Marketing Strategy Through PT KSU Website
With attractive content designs, such as virtual tour videos, resident testimonials,
and interactive promotions, the company has succeeded in increasing the appeal of their
products. This strategy allows PT KSU to reach not only local buyers but also investors
from outside the city or abroad who are looking for property opportunities in Yogyakarta.
This integrated promotional approach helps PT KSU build a brand image as an innovative
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and trusted premium property developer. In addition, the marketing mix strategy used by
PT KSU plays an important role in increasing interest in buying PT KSU properties.

BISA PUNVA rumak
CUKUP BOOKING 1 JUTA

T [ G50

Online Marketing Strategy Through Instagram PT KSU
Triangulation

Triangulation is done to check the validity of the data by utilizing something outside
the data itself. The research data obtained through interviews and direct observations at
PT Karya Sehati Utama are then compared with other data sources. The interview results
generally explain that the marketing mix strategy which includes 4P (product, price, place,
promotion) is effective in increasing interest in buying residential property products
offered by PT KSU. In terms of products, PT KSU offers housing with unique designs,
premium quality, and cultural philosophy, as seen in Grand Harmoni Maguwo and Villa
Gardenia. This uniqueness provides emotional and functional appeal to customers,
thereby increasing buying interest.

In terms of price, PT KSU offers a variety of prices that suit market needs, ranging
from affordable house types to premium units that provide high investment value. This
pricing strategy allows the company to reach various customer segments, from young
families to professionals. In terms of location (place), PT KSU chooses a strategic location
that is close to public facilities, such as hospitals, campuses, and transportation access,
thereby increasing the attractiveness of their property. In addition, a safe, beautiful, and
flood-free environment is a significant added value. Finally, through promotion, PT KSU
uses a combination of offline strategies, such as property exhibitions and open houses,
as well as online strategies through social media, websites, and property portals. By
utilizing creative campaigns, such as virtual tour videos and resident testimonials, the
company has succeeded in reaching more potential buyers. The integration of these four
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4P elements creates a relevant, attractive, and customer-oriented purchasing experience,
thereby significantly increasing purchasing interest.

CONCLUSION

The research resulting from the internship at PT Karya Sehati Utama uses
observation, interview, and documentation techniques. The conclusions of the research
that focuses on the marketing mix strategy are:
1. Products

PT Karya Sehati Utama has successfully presented products that are relevant to its
target market, such as (Villa Gardenia, Grand Harmoni Tamanmartani, Griya Purwo
Indah, Grand Harmoni Maguwo). The product's advantages lie in its uniqueness/main
features, material quality, modern design, location, price and completeness of facilities.
However, there is still room for innovation in adapting products to the needs of the ever-
growing market.
2. Price

The pricing strategy implemented is quite competitive and has been adjusted to the
targeted market segment. However, the company can consider more flexibility, such as
an interest-free installment program or special discounts for early buyers, to attract more
consumers.
3. Place

Product distribution has been well managed through distribution channels
(marketing offices and digital platforms). The selection of project locations is also
strategic, but the company can be more optimal in utilizing digital technology to reach a
wider market.
4. Promotion

The promotion is quite effective, especially through (social media, customer
testimonials or property exhibitions). However, this strategy can be improved with a more
personal and interactive marketing campaign, such as using video media, or virtual
property tours.

Recommendation

The following are some suggestions that can be done by PT. Karya Sehati Utama:
Product Development

1) PT. KSU needs to conduct more in-depth market research to identify new
consumer needs, such as eco-friendly trends or smart homes. 2) PT. KSU needs to add
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added value such as community facilities or better after-sales service.
Price Adjustment

1) There needs to be regular evaluation of pricing strategies to ensure
competitiveness, especially when facing competitors. 2) Consider flexible pricing
schemes to appeal to a wider market segment, including millennials and investors.
Distribution Expansion

1) PT. KSU needs to strengthen its presence on digital platforms, including property-
specific e-marketplaces. 2) Opening up opportunities for collaboration with property
agents or global platforms to reach buyers from abroad.
Promotion Strategy

1) The need to increase interaction on social media with creative and interesting
campaigns. 2) Leverage technologies like augmented reality (AR) or virtual reality (VR)
to provide a more engaging promotional experience. 3) Focus on word-of-mouth
strategies through referral programs or testimonials from satisfied customers.
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