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ABSTRACT 

	Aims: This study aims to analyze the implementation and effectiveness of digital marketing strategies employed by a property company in Yogyakarta, specifically for the Vilas Palagan project, and to identify the factors hindering sales conversion.
Study Design: This research adopts a qualitative approach with a case study design.
Place and Duration of Study: Vilas Palagan Project, Yogyakarta, Indonesia, between January 2024 and May 2025. 
Methodology: Data collection involved observations of digital marketing activities, in-depth interviews with key informants (including the Head of Estate Management and Marketing communication staff), and comprehensive documentation analysis. The collected data were examined using thematic analysis to identify patterns in digital engagement and sales obstacles.
Results: The findings indicate that while the use of social media, digital advertising, and online property platforms significantly increases brand awareness and generates potential leads, effectiveness is limited by fragmented platform integration and a heavy reliance on specific visual content. Challenges also persist in maintaining consistent consumer engagement throughout the long property-buying cycle.
Conclusion: The study concludes that optimizing customer data utilization, enhancing campaign personalization, and improving the coordination between marketing and sales teams are critical for increasing lead quality and boosting final sales conversion in the digital era.
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1. INTRODUCTION

In the era of digital transformation, the property industry has undergone significant changes in line with shifts in consumer behavior in searching for and purchasing residential properties. The process of seeking property information, which was previously dominated by face-to-face interactions, has increasingly moved to digital platforms such as search engines, social media, and property listing websites. This trend has encouraged property companies to adapt their marketing strategies from conventional approaches toward more structured, measurable, and consumer behavior-oriented digital marketing strategies. According to Chaffey and Smith (2022), an effective digital marketing strategy not only enhances brand visibility but also supports the sales conversion process through the integrated use of digital channels.
In response to these developments, a property company in Yogyakarta has adjusted its marketing strategy by utilizing various digital channels, including Google, Instagram, and property marketplaces such as Rumah123 and 99.co, particularly in promoting the Vilas Palagan project. Based on observations conducted during the research period, the utilization of these digital channels has contributed to increased project exposure and facilitated prospective consumers in obtaining preliminary information about the property products offered. This indicates that digital marketing has become an essential component of the company’s marketing strategy in addressing the increasingly competitive nature of the property industry.
Nevertheless, although digital marketing activities have been carried out continuously, the effectiveness of the implemented strategies has produced varying results. Several digital promotional activities have succeeded in increasing brand awareness and generating initial interactions; however, these outcomes have not been consistently followed by improvements in lead quality or the realization of property unit sales. Furthermore, the digital marketing strategies implemented by the property company in Yogyakarta have not yet demonstrated consistent performance in enhancing sales conversion rates, thereby necessitating further analysis of the implementation and effectiveness of the strategies employed.
Field findings reveal variations in effectiveness across the digital channels and content formats employed. Certain types of content attract attention and increase initial engagement; however, they have not been optimally directed toward supporting the consumer purchasing decision-making process. In addition, the utilization of marketing data remains limited to the evaluation of content performance and has not been fully integrated into customer interaction management. Kannan (2021) emphasizes that a data-driven marketing approach is a key factor in enhancing strategic precision and overall effectiveness.
Based on these conditions, it can be concluded that the primary issue does not lie in the lack of digital marketing activities, but rather in the challenge of optimizing existing strategies to ensure alignment with consumer behavior, data-driven approaches, and effective integration with the sales conversion process. Therefore, a more comprehensive examination is required. This study seeks to address the following research objectives: (1) to analyze how digital marketing strategies are implemented through social media and property marketplace platforms; (2) to evaluate the effectiveness of these strategies in generating engagement and leads based on empirical data; (3) to identify the challenges encountered in their execution; and (4) to provide recommendations for enhancing the effectiveness of property marketing strategies.

2. literature review

2.1 Digital Marketing

Digital marketing refers to a marketing approach that utilizes digital media and internet technologies to reach, engage, and build relationships with consumers more broadly and efficiently than conventional methods. It emphasizes not only information dissemination but also interactive and sustained two-way communication. According to Chaffey and Ellis-Chadwick (2019), digital marketing encompasses strategic activities such as social media marketing, email marketing, search engine optimization, and paid digital advertising tailored to consumer characteristics and behavior. Its primary advantage lies in flexibility and real-time performance measurement. Ryan (2016) highlights its capacity for personalization, engagement tracking, conversion analysis, and data-driven decision making in marketing strategy development.
In the context of the property industry, digital marketing plays an increasingly strategic role in response to shifting consumer behavior, as prospective buyers tend to conduct independent online information searches prior to making purchasing decisions. Property is categorized as a high-involvement product, characterized by substantial financial value and perceived risk, thereby requiring comprehensive, credible, and easily accessible information. Consumers seek not only basic details such as price and location but also comparative insights through property listing websites, developers’ social media platforms, visual content, and user reviews. In this study, digital marketing is conceptualized as a digital media-based marketing approach employed by property companies to reach, engage, and influence potential consumers through interactive, measurable, and data-supported strategies that facilitate information search, interest formation, and purchase decision-making processes.
2.2 Digital Marketing Strategy

Digital marketing strategy refers to a set of planned approaches that utilize digital media and technologies to achieve marketing objectives in an effective and measurable manner. In practice, it encompasses not only the selection of promotional channels but also content management, customer interaction, and the use of data as a basis for evaluation and strategic decision making. Within the property industry, which is characterized by high-involvement products, digital marketing strategies must be integratively designed to support consumers throughout the stages of information search, evaluation, and purchase decision-making. In this study, digital marketing strategy is analyzed through four primary dimensions: social media, digital content, customer interaction, and digital promotion, which collectively represent the company’s practical implementation and align with the research objectives.
Social Media
Social media represents a central channel within contemporary digital marketing strategies, enabling organizations to establish interactive, two-way communication with their target audiences. In property marketing, it serves not only as a medium for disseminating product information but also as a strategic platform for cultivating brand image and strengthening consumer trust. Effective social media management is reflected in consistent content publication, alignment between content and market segmentation, and the capacity to generate meaningful engagement, including comments, direct messages, and audience responses, thereby enhancing overall marketing performance and relational value.
Digital Content
Digital content represents a key element of digital marketing strategy, serving as the primary medium for delivering marketing messages to consumers. In property marketing, effective digital content is not only visually appealing but also capable of providing clear, relevant, and easily comprehensible information for prospective buyers. High-quality digital content is characterized by clarity of property-related information, including specifications, location, and unique value propositions, as well as visual appeal that enhances consumer understanding and alignment of messages with the needs and preferences of the target market. Through informative and relevant digital content, companies can facilitate consumers’ evaluation processes prior to making purchase decisions.
Customer Interaction
Customer interaction refers to the communication process established between a company and prospective consumers through various digital channels, including social media platforms and instant messaging applications. Within a digital marketing framework, effective interaction is characterized by the timeliness and consistency of responses to inquiries, the delivery of communication that is both informative and persuasive, and the strategic utilization of consumer feedback to improve marketing performance. Properly managed customer interaction contributes significantly to the development of a positive customer experience and the enhancement of purchase intention, particularly in property transactions that require a substantial degree of trust and credibility.
Digital Advertising
Digital advertising refers to paid marketing activities conducted through digital platforms to increase the reach and visibility of property products. An effective digital advertising strategy is characterized by alignment between the targeted audience and the intended market segmentation, the relevance of advertising messages to consumer needs, and the consistency of campaign implementation. Proper management of digital advertising enables companies to reach prospective consumers in a more specific and measurable manner, while supporting the achievement of established marketing objectives.
2.3 Sales Performance

In modern marketing, sales performance is not merely understood as the final transaction outcome but as a sequential process reflecting the effectiveness of interactions between the company and consumers. This perspective is particularly relevant in the property industry, where products are classified as high-involvement, characterized by high economic value, substantial risk, and the need for careful consideration prior to purchase decisions. Consequently, the property sales process tends to be longer and more complex than that of everyday consumer goods. In this context, digital marketing functions not as a direct selling tool but as a strategic lead generator that stimulates initial interest, facilitates information exchange, and supports progressive stages toward sales conversion.
In this study, sales performance is conceptualized from two complementary perspectives: as a process and as an outcome. From a process perspective, it reflects the company’s capability to generate relevant leads through digital channels, maintain continuous communication with prospective consumers, and guide their interest toward advanced consideration stages. From an outcome perspective, it captures the results of these efforts, including enhanced lead quality, successful conversion of prospects into buyers, and completion of property sales transactions. Consequently, assessing sales performance involves not only transaction volume but also the effectiveness of digital marketing in facilitating the customer journey from information search to purchase decision-making.
2.4 The Relationship between Digital Marketing and Sales Performance

The relationship between digital marketing strategy and sales performance in the property sector operates in a gradual, interconnected manner rather than as a direct cause-and-effect linkage. Digital marketing strategies serve as an initial catalyst by increasing product visibility, broadening market reach, and generating early consumer interest. Through social media, property marketplaces, and digital advertising, information about properties becomes more accessible to prospective buyers during the information search stage. This enhanced visibility stimulates consumer engagement, including content interaction, property listing visits, and communication initiation with the company. While digital marketing effectively generates leads, the conversion of these prospects into actual sales requires systematic management to guide them through the purchase decision process.
Lead and customer interaction management is conducted through the implementation of Customer Relationship Management (CRM), which enables companies to systematically organize consumer data, interaction histories, and prospect needs. Kotler and Keller (2016) and Buttle and Maklan (2015) emphasize that CRM plays a vital role in fostering personalized and continuous communication, thereby increasing the likelihood of converting prospects into buyers, particularly in the high-involvement property industry where maintaining communication continuity throughout the extended purchase consideration process is crucial. In addition, a data-driven marketing approach strengthens the linkage between digital marketing strategy and sales performance by positioning data as the foundation for marketing decision-making. Wedel and Kannan (2016) and Davenport and Harris (2007) argue that utilizing data enables companies to understand consumer behavior patterns, evaluate the effectiveness of digital channels, and adjust communication strategies according to customer journey stages, thereby assisting property marketers in identifying high-potential prospects and optimizing sales efforts more efficiently.
The relationship between digital marketing strategy and sales performance can be conceptualized as a sequential process: enhanced digital visibility leads to consumer interest and interaction, followed by lead management through CRM and data utilization, ultimately resulting in property sales. This illustrates that digital marketing contributes indirectly to sales through a continuous, measurable process. This framework provides a basis for analyzing the implementation of digital marketing strategies by a property company in Yogyakarta, evaluating how digital marketing activities foster interaction, generate leads, and progressively support improved sales performance.
2.5 Framework Model
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Fig. 1. Framework model





This conceptual framework illustrates that digital marketing strategy serves as the primary instrument in enhancing property sales performance through digital marketing processes. The dimensions of digital marketing strategy, namely social media, digital content, customer interaction, and digital promotion, contribute to increasing visibility, stimulating purchase intention, and improving lead management. These elements subsequently influence property sales performance both as a process involving engagement and lead development and as an outcome reflected in improved lead quality and potential sales conversion.
3. methodology

This study employs a qualitative approach with a case study design to analyze the implementation of digital marketing strategies in enhancing property sales at a property company in Yogyakarta, focusing on the Vilas Palagan project during the period January to May 2025. The qualitative approach was selected to obtain an in-depth understanding of the processes, mechanisms, and strategic considerations underlying digital marketing practices within their real organizational context. Data were collected through direct observation during the internship period, in-depth semi-structured interviews with key informants including the Head of Estate Management and Marketing Communication staff, and analysis of internal documents such as social media performance reports and digital promotional materials. The unit of analysis comprised the internal marketing team directly involved in planning, executing, and evaluating digital marketing activities. Data were analyzed using thematic analysis aligned with the conceptual framework, while validity was ensured through source triangulation and member checking to confirm the consistency between empirical findings and researcher interpretations.
This study employed primary and secondary data collected through participatory observation, in-depth interviews, and documentation review to ensure comprehensive analysis and source triangulation. Primary data were gathered during the January to May 2025 internship at a property company in Yogyakarta, involving the Head of Estate Management and Marketing Communication staff as key informants due to their direct roles in digital marketing implementation. The researcher participated in content management, Meta Ads execution, performance monitoring, and customer interaction, documenting findings in field notes. A semi-structured interview guide, developed from the digital marketing strategy framework, focused on content formats, engagement metrics, coordination in lead management, digital feedback handling, and operational challenges to examine the contribution of digital marketing to brand awareness and sales performance.
Data analysis was conducted using a qualitative thematic approach to obtain an in-depth understanding of digital marketing strategy implementation for the Vilas Palagan project. Empirical findings were systematically linked to the conceptual framework presented in Figure 1 and organized into four dimensions: social media, digital content, customer interaction, and digital promotion. The process involved verbatim transcription of interviews, verification of observation notes, data reduction, and manual coding to identify recurring themes related to content effectiveness, coordination challenges, and engagement strategies. Findings were presented in descriptive narratives and thematic matrices, and conclusions were drawn through iterative interpretation aligned with digital marketing theory and the Digital Marketing Mix framework, while triangulation ensured credibility and dependability.
Although the data analysis was conducted manually, several supporting tools and documents were utilized to ensure systematic organization and analytical accuracy. Microsoft Word and Microsoft Excel were used to prepare interview transcripts, categorize data according to analytical dimensions, and record emerging patterns and trends. Visual documentation, including screenshots of Instagram content, digital brochures, and promotional materials, served as supporting evidence in interpreting visual strategies and campaign effectiveness. In addition, internal company documents, such as sales reports and internal presentations, were employed to strengthen the analysis and provide empirical context. Accordingly, the analytical procedures were systematically designed and aligned with the conceptual framework presented in Figure 1, ensuring that the findings are not merely descriptive but also analytical and relevant to the research objectives.
4. results and discussion

This study was conducted at a property development company in Yogyakarta, focusing on the digital marketing activities of the Vilas Palagan project during the February to May 2025 internship period. The findings are based on participatory observation and in-depth interviews conducted during the internship. Digital marketing activities were implemented through Instagram as the primary organic platform and Meta Ads on Facebook and Instagram as paid advertising channels. These platforms were used to distribute promotional content, display property visuals, initiate communication with prospective buyers, and target specific audiences based on demographic and interest criteria.
Based on observational findings, the implementation of digital marketing involved coordination among the Marketing Communication, Sales, and Estate Management divisions. The Marketing Communication team was responsible for content planning and publication, social media management, and digital campaign performance monitoring. Data generated from digital activities, including incoming messages and interest forms from social media and paid advertisements, were forwarded to the Sales and Estate Management teams for follow-up communication via WhatsApp Business. In promoting the Vilas Palagan project, the company utilized three main content formats: House Tour, Home Expertise, and Q and A Session. House Tour presented visual displays of housing units and the project environment, Q and A Session addressed common customer inquiries, while Home Expertise provided educational information regarding property specifications, area characteristics, and housing-related insights. These content formats were published regularly on Instagram and redistributed through digital advertising.
Observational data on content performance indicated varying audience interaction patterns across content formats, reflected in comments, direct messages, and video views recorded through the company’s social media analytics features. All performance data were systematically documented and used to support subsequent analysis. In addition to content activities, field data also captured the lead management process generated from digital channels. Leads obtained through social media and paid advertisements were received by the marketing team and followed up via WhatsApp Business in accordance with internal procedures during the internship period. Overall, this section presents a factual overview of the company’s digital marketing activities, including the digital channels utilized, interdepartmental coordination, content types published, and the lead management flow. These empirical findings provide the basis for further analysis of digital marketing strategy and its effectiveness in supporting the sales performance of the Vilas Palagan project.
4.1 Respondent Description

The respondents in this study consisted of two employees selected based on their positions, competencies, and professional experience relevant to the research topic, shown in Table 1.


Table 1.	Respondents’ Profile

	No
	Position
	Kode

	1
	Staff of Marcomm
	R1

	2
	Head Estate Management
	R2


Source: Primary data (2025).


4.2 Data Collection Context

Direct observation was conducted during the four months internship program within the Marketing Division of a property development company in Yogyakarta, where the researcher examined the implementation of digital marketing strategies used to promote property products amid increasing online information search trends. These observations provided the foundation for analyzing the effectiveness of digital marketing in supporting sales performance. Offline interviews were also conducted at the company office with two key informants: a representative from Estate Management who explained service quality control, interdepartmental coordination, and fast response mechanisms for digital leads, and a Marketing Communication staff member who described paid advertising through Meta platforms, content development strategies, lead analysis, campaign evaluation, and promotional adjustments across different property projects.
Based on the interview results, the company primarily utilizes Meta Ads on Facebook and Instagram as its main digital marketing strategy, supported by reels, unit photos, property education content, and project location highlights. Audience segmentation is determined through Meta insights, focusing on individuals aged 25 to 45 who actively search for property on social media. Video content, particularly reels, was identified as the most effective format in attracting prospective buyers due to its concise and visually appealing presentation. Social media serves as the largest source of leads, although lead quality varies significantly. Key challenges include unqualified leads, algorithm changes, fluctuating advertising costs, and competition with other developers. Campaign evaluation is conducted through Meta Ads metrics such as reach, engagement, clicks, and location interest, which inform future content decisions. Leads are followed up by the estate and sales teams via WhatsApp and site visits, though limited human resources may delay responses. Daily coordination between Marketing Communication and Estate Management ensures smooth lead conversion, with prompt responses considered essential to maintaining customer trust and project reputation. Future plans include improving video content quality, collaborating with local influencers, and implementing a CRM system to enhance lead management efficiency.

4.3 Analysis of Digital Marketing Strategy at a Property Development Company in Yogyakarta

This subsection constitutes the core of the research analysis, linking empirical field findings with the conceptual framework of digital marketing strategy outlined in Figure 1. The analysis not only describes the company’s digital marketing activities but also examines the mechanisms through which these strategies influence project visibility, shape consumer interest, and contribute to the property sales process of the Vilas Palagan project. To ensure analytical consistency, the discussion is structured around three key dimensions: social media strategy, digital content strategy, and customer interaction strategy. Each dimension is examined through the presentation of empirical evidence, theoretical mechanism analysis, and interpretation of its implications for sales performance. 
Social Media Strategy
Based on the results of observation and interviews, a property development company in Yogyakarta utilizes Instagram as the primary digital marketing channel for the Vilas Palagan project, supported by the use of Meta Ads (Facebook and Instagram Ads). Social media functions as an initial platform for creating awareness and attracting interest, particularly among consumers who are still in the early stages of searching for property. The social media strategy begins with the distribution of visual content through the company’s Instagram account, which is subsequently strengthened by paid advertisements targeting audiences based on age, location, and interests. Leads generated through digital advertising are not directed immediately toward transactions but are collected as initial prospects to be followed up by the sales and estate management teams. This was emphasized by the Marketing Communication staff informant (R1), who stated: “Instagram is used to first introduce the project. Usually, those who come in through the ads are still asking initial questions and are not yet ready to buy, so its function is more to attract interest.” (R1, 2025).
Digital campaign data indicate performance variations across different periods. The December 2024 campaign achieved a broad audience reach, while the September 2025 campaign demonstrated greater efficiency in generating leads despite a more limited reach. These findings suggest that social media strategy does not reflect a linear relationship between reach and conversion; rather, it is influenced by message relevance, content format, and market readiness. In this context, social media functions as a tool for enhancing visibility and brand awareness (Chaffey and Ellis-Chadwick, 2019). Field findings support this concept while also highlighting the limitations of social media as a direct sales channel. Most generated leads remain at the information exploration stage, indicating that social media operates more effectively as a lead generator than as a direct conversion tool. Therefore, the effectiveness of social media strategy largely depends on subsequent lead management and customer interaction processes.
Sales Performance 2023–2025
Based on internal company documents, total sales in 2023 reached approximately IDR 97 billion. In 2024, sales declined to IDR 85.23 billion excluding VAT, influenced by a property market slowdown and a transitional phase toward a more structured digital marketing approach. As of September 2025, sales amounted to IDR 55.77 billion gross, representing around 40 percent of the annual target. The Head of Estate Management (R2) explained that these fluctuations are closely related to shifts in consumer search behavior: “Nowadays, buyers almost always start from online sources. However, from seeing an advertisement to actually making a purchase, the process is long and can take months.” (R2, 2025). This trend indicates that digital marketing strategies have begun to contribute to increased brand awareness, although their impact on sales remains indirect and gradual. The pattern reinforces the nature of property as a high involvement product, where purchasing decisions require extended consideration and repeated interactions. The sales trend for 2023–2025 is illustrated in Figure 2.
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Fig. 2. Sales Performance Trend of a Property Development Company in Yogyakarta for 2023-2025.
Data collected, 2025.

Figure 2 shows that the graph illustrates that sales reached their peak in 2023, declined in 2024, and show potential for improvement in 2025. The decrease in 2024 reflects a transitional phase in adjusting the digital marketing strategy, while the upward trend in 2025 indicates the emerging effectiveness of the revised strategy in attracting consumers through online media channels.
4.4 Analysis Based on Research Themes

Based on data coding and thematic analysis of interview results and field observations, four major themes were identified that illustrate the implementation of the company’s digital marketing strategy in enhancing sales amid the growing trend of online property searches. These themes include the optimization of digital marketing strategies, product quality and customer service, interdepartmental coordination, and adaptation to evolving online search trends.
Optimization of Digital Marketing Strategy
The company has consistently optimized its digital marketing strategy by leveraging Meta platforms, particularly Facebook and Instagram, as primary promotional channels. It produces visual content such as reels, project infographics, and interactive stories to highlight product advantages and provide updated housing information. According to the Marketing Communication staff, visual content is more effective in attracting attention due to its concise and appealing presentation. However, campaign performance remains unstable, influenced by algorithm changes, fluctuating advertising costs, and rising digital competition. Therefore, regular performance evaluation and stronger analytical capabilities are essential to improve lead conversion and sustain marketing effectiveness.
Documentation of digital campaigns reveals performance variations across periods, highlighting both challenges and opportunities in optimizing digital marketing. The 22 December 2023 to 1 January 2024 campaign reached 29,000 users, generating 1,436 clicks and 76 leads. The 5 to 25 December 2024 campaign achieved the highest reach at 688,000 audiences, producing 1,500 clicks and 100 leads. Meanwhile, the 23 to 30 September 2025 campaign reached 25,000 users but generated 1,400 clicks and 116 leads, indicating strong efficiency despite lower reach. However, higher lead numbers did not always translate into increased sales, emphasizing the importance of lead quality, message relevance, and timely sales follow-up.
Accordingly, the relationship between digital content effectiveness and the varying campaign performance underscores the need for a more integrated marketing approach. The company must not only maintain consistent, informative, and engaging content but also strengthen follow-up mechanisms and develop a more comprehensive marketing data analysis system to optimize lead conversion into actual transactions. This approach is increasingly important given the growing complexity of competition in the digital property market, which demands adaptive, measurable, and responsive marketing strategies aligned with evolving consumer behavior. The 2025 monthly sales chart is presented in Figure 3, the advertisement KPI comparison chart is shown in Figure 4, and Campaign Data and Mapping to Monthly Sales is shown in Figure 5.
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Fig. 3. The 2025 Monthly Sales Chart
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Fig. 4. The Advertisement KPI Comparison
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Fig. 5. Campaign Data and Mapping to Monthly Sales

Product Quality and Customer Service
The second theme emphasizes the critical role of product quality and service excellence in sustaining customer trust and loyalty. The Estate Management Division strategically ensures that construction standards and after-sales services meet buyers’ expectations. Interviews reveal that the division applies a fast-response approach to customer complaints and inquiries, especially from consumers initially engaged via digital channels, reinforcing brand trust. In digital marketing, customer satisfaction directly affects corporate reputation, as reviews and testimonials circulate quickly on social media. Enhancing service quality thus strengthens post-transaction relationships while serving as an indirect marketing strategy through positive online recommendations.
Interdivisional Coordination
The research findings indicate that internal coordination between the Marketing Communication and Estate Management divisions is a crucial factor in the effectiveness of digital marketing strategies. This synergy is evident in the handling of prospective buyers (leads) generated from digital advertisements. The Marketing Communication team is responsible for capturing and classifying leads, while the Estate Management division provides technical information and on-site services. This collaboration accelerates buyers’ decision-making processes, as communication between promotion and service functions becomes more integrated. However, the study also identified limitations in marketing human resources, which occasionally delay follow-up with prospective buyers. Therefore, enhancing personnel capacity and implementing an integrated Customer Relationship Management (CRM) system are recommended to improve coordination consistency and operational efficiency across divisions.
Adaptation to Online Search Trends
The final theme relates to the company’s ability to adjust its promotional strategies in response to changes in digital consumer behavior. The company has begun analyzing consumer behavior through lead data and social media insights to better understand search patterns and buyer preferences. Findings indicate that content highlighting strategic location, affordable pricing, accessibility, and modern minimalist house designs attracts the highest interest among digital audiences. This trend-based strategy has successfully increased engagement and interaction on social media, although it has not yet significantly boosted overall sales volume. This result suggests that while the company has effectively aligned its promotional strategies with online consumer behavior, further efforts are needed to strengthen lead-to-transaction conversion through personalized promotional approaches and more advanced data analytics utilization.
Overall, the thematic analysis demonstrates that the success of the company’s digital marketing strategy is determined not only by promotional frequency, but also by the integration of digital communication, service quality, organizational coordination, and adaptation to evolving consumer behavior. These four themes collectively form the strategic foundation for addressing the increasingly competitive challenges of property marketing in the digital era.
4.5 Digital Content Strategy

The company utilizes three primary content formats: House Tour, Home Expertise, and Q and A Session. Observational data indicate that Home Expertise generates the highest level of audience engagement. This content functions by providing educational information to prospective buyers who are still in the consideration stage, thereby building trust prior to purchase decisions. As stated by the Marketing Communication informant (R1): “Educational content is usually saved a lot and generates many direct messages, because they are still considering and need further explanation.” (R1, 2025)
According to Kotler and Keller (2016), effective marketing content delivers relevant information and fosters consumer trust. In the context of property as a high involvement product, buyers require comprehensive understanding before making purchasing decisions. Field findings demonstrate that Home Expertise aligns with this concept by helping prospects understand technical aspects and investment value. This supports the argument that digital content functions not only as promotion but also as consumer education. Although digital content significantly contributes to building interest and trust, high engagement does not automatically translate into transactions, indicating its primary role in the consideration stage of the sales funnel.
4.6 Consumer Interaction Strategy

Consumer interaction is conducted through WhatsApp Business and direct messages on social media, involving coordination between the Marketing Communication and Estate Management divisions. Observations indicate that response speed and communication quality are critical factors in maintaining prospective buyers’ interest, although limited human resources result in inconsistent follow-up. Chapter II explains that consumer interaction constitutes a component of Customer Relationship Management (CRM), which functions to manage prospects continuously (Buttle and Maklan, 2015). Field findings reveal that although the company has implemented basic CRM functions manually, it lacks an integrated system capable of managing leads optimally. Responsive interaction has been shown to enhance consumer trust; however, system and staffing limitations constrain the conversion of leads into sales. This demonstrates that consumer interaction strategy plays a crucial role as a bridge between initial interest and purchase decisions.
Based on this analysis, the success of digital marketing strategy is determined not merely by promotional intensity, but by the extent to which it effectively manages the process leading to sales. Therefore, the subsequent discussion focuses on sales performance analysis to assess the concrete implications of digital marketing strategy implementation on the sales outcomes of the Vilas Palagan project.

4.7 Discussion

This subsection analyzes the impact of digital marketing strategy implementation on the property sales performance of the Vilas Palagan project at the Yogyakarta branch. In this study, sales are not viewed solely as final transaction outcomes, but as a gradual process encompassing digital exposure, audience engagement, lead generation, and transaction closing. Accordingly, the relationship between strategy and sales is examined from a process-oriented perspective to explain the underlying mechanisms observed in practice.
The analysis is based on observations conducted during the internship period, interviews with internal company informants, and documentation of digital campaign performance and sales data. This approach enables a logical and contextual examination of how digital marketing strategies influence sales, without oversimplifying the relationship into a direct cause-and-effect framework.
Impact of Digital Marketing Activities on Sales Trends (2023–2025)
Based on sales data from the Yogyakarta branch during the 2023–2025 period, a fluctuating pattern can be observed, reflecting both property market dynamics and the company’s adaptation phase in implementing digital marketing strategies. In 2023, total sales reached approximately IDR 97 billion, representing the highest achievement within the observation period. This performance indicates that at this stage, the company was still benefiting from a relatively stable combination of conventional and digital marketing strategies.
In 2024, total sales declined to approximately IDR 85.23 billion, reflecting a decrease of around 10–15% compared to the previous year. Based on interview findings and field observations, this decline was associated with the company’s transitional phase toward a more structured digital marketing approach. During this period, the company was still adjusting in terms of utilizing digital platforms, managing paid advertisements, and adapting communication patterns to increasingly online-oriented consumers. This condition suggests that the impact of digital marketing on sales had not yet been fully realized in the short term.
Meanwhile, as of September 2025, sales reached IDR 55.77 billion (gross), or approximately 40% of the annual target of IDR 132.17 billion. Although this figure does not represent a full-year achievement, monthly sales data indicate an upward trend during periods close to intensified digital campaigns. For example, a digital campaign in September 2025 generated approximately 116 leads from a reach of around 25,000 audiences, followed by increased prospective buyer communication activity via WhatsApp Business in the same month. These findings demonstrate a temporal relationship between heightened digital marketing activities and increased market interest, although not all leads resulted in transactions within the same period.
Gradually, the mechanism through which digital marketing strategies impact sales can be explained as follows. First, digital marketing activities enhance project visibility through social media and paid advertising, as reflected in increased reach and content impressions. Second, this visibility encourages audience engagement in the form of clicks, comments, direct messages, and lead form submissions. Third, the generated leads form the basis for purchase interest, which is subsequently followed up by the sales and estate management teams through further communication. At this stage, conversion success is highly influenced by lead quality, response speed, and internal coordination between divisions.
Thus, the research findings indicate that digital marketing strategies exert a more tangible impact during the early and middle stages of the sales process, namely increasing awareness, engagement, and interest formation, while their effect on transactions is indirect and requires support from subsequent processes. This pattern aligns with the characteristics of property sales as a high-involvement product, in which purchase decisions generally require longer consideration periods and more complex evaluation compared to everyday consumer goods. Therefore, the effectiveness of digital marketing strategies on sales cannot be assessed instantaneously, but rather should be understood as a gradual contribution within the overall property marketing and sales process.
The Relationship Between Digital Exposure, Engagement, and Interest in the Sales Process
Documentation of digital campaigns indicates that the company’s digital marketing activities have generated relatively high levels of exposure (reach) and engagement, as illustrated in the KPI comparison chart (Figure 5). However, field findings reveal that high exposure does not necessarily correspond directly to increased sales. Correlation analysis results show that the number of clicks has a moderately positive relationship with sales. Logically, this suggests that clicks reflect initial interest and an intention to learn more about the product. In contrast, a high number of leads is not always followed by an increase in transactions. Based on interviews, this occurs due to variations in lead quality, as many prospective consumers remain in the information exploration stage rather than at the stage of purchase readiness. These findings reinforce that, within the property sector, digital marketing is more effective as an interest generator than as a direct conversion tool. Digital engagement serves as an early indicator of sales potential but is insufficient to ensure transactions without effective follow-up processes.
Internal and External Factors Influencing the Effectiveness of Digital Marketing Strategy in Increasing Purchase Intention
The effectiveness of the company’s digital marketing strategy is influenced by several interrelated internal and external factors. From an internal perspective, sales process effectiveness is strongly affected by the quality of lead management and follow-up consistency. Observations indicate that limited human resources and the absence of an integrated CRM system have resulted in some leads not being followed up optimally. This condition disrupts the progression from consumer interest to purchase decision.
From an external perspective, changes in social media algorithms, fluctuations in advertising costs, and increasing digital promotional competition among property developers affect campaign performance stability. Moreover, property consumers tend to be cautious and require longer decision-making periods, meaning that sales performance cannot be measured solely based on short-term digital campaign results. Thus, property sales cannot be understood as the direct outcome of a single promotional activity, but rather as the result of interaction between digital marketing strategy, internal organizational readiness, and external market conditions.
The Role of Interdepartmental Coordination in Converting Leads into Actual Transactions
Interdepartmental coordination, particularly between the Marketing Communication division and the sales team, plays a crucial role in determining the success of converting leads into actual transactions. Research findings indicate that leads generated from digital campaigns often demonstrate strong potential; however, not all are followed up optimally due to limited human resources and inconsistent internal communication flows. The Marketing Communication division is responsible for capturing and classifying leads from digital campaigns through Meta platforms, while the sales team is responsible for conducting deeper follow-ups through product presentations and direct interaction with prospective buyers. When coordination between these two divisions runs smoothly, the conversion process can proceed more quickly, and the likelihood of closing increases.
Conversely, delays in lead data delivery or discrepancies in information between divisions can reduce lead quality, as prospective consumers tend to lose interest or shift to other developers. These findings indicate that the success of digital marketing is not solely determined by a campaign’s ability to generate leads, but also by the organization’s responsiveness and internal coordination accuracy. Therefore, the company needs to strengthen the implementation of an integrated Customer Relationship Management (CRM) system to ensure that each lead is systematically recorded, monitored, and followed up. In this way, interdepartmental coordination functions as the primary bridge between the initial interest formed through digital campaigns and the final purchase decision within the sales process.
The research results further demonstrate that coordination between the Marketing Communication and Estate Management divisions is a key factor in bridging digital interest with the sales process. Leads generated from digital campaigns gain strategic value only when followed up promptly and consistently by the relevant teams. When coordination operates effectively, marketing information can be quickly translated into relevant communication with prospective buyers, increasing the probability of transactions. Conversely, delays in follow-up lead to declining consumer interest and potential shifts toward competitors. These findings underscore that digital marketing success depends not only on campaign performance, but also on the organization’s capacity to manage and respond effectively to emerging consumer interest.
4.8 Theoretical Linkage

The research findings indicate that the implementation of digital marketing strategies at the Yogyakarta branch generally aligns with the Digital Marketing Mix framework proposed by Chaffey and Ellis-Chadwick (2019). However, this alignment is not mechanical in nature; rather, it is influenced by the characteristics of the property industry and the company’s operational context. Therefore, this discussion emphasizes how the theory operates in practice, as well as its limitations in real-world application.
Alignment of Findings with the Digital Marketing Mix Theory 
Field findings demonstrate that the elements of the Digital Marketing Mix, particularly digital promotion, product, and service, do not function independently but instead reinforce one another in shaping the consumer experience. Digital promotional activities through social media and paid advertising serve as the initial gateway to enhance visibility and brand awareness of the Vilas Palagan project. However, the effectiveness of these promotional efforts becomes evident only when supported by property product quality and the services delivered by the Estate Management division.
This condition reinforces the core premise of the Digital Marketing Mix: that digital marketing value is shaped not only by communication messages, but by the overall consumer experience from the information search stage to subsequent interactions. Thus, this research does not merely confirm the theory; it demonstrates that integration among marketing elements is a key factor within the property marketing context.
Contextual Differences Between Theory and Field Reality 
Although the findings support the theoretical framework, the research also reveals differences between theoretical assumptions and practical realities. Within the Digital Marketing Mix framework, increased exposure and engagement are often assumed to correlate directly with increased conversion. However, in this case, the relationship is not direct. High digital reach and interaction are not always followed by increased sales in the short term. This reflects the characteristics of property as a high-involvement product, where purchase decisions require time, financial consideration, and trust built gradually. Therefore, digital marketing in the property industry functions more as a tool for generating initial interest and trust rather than as an instrument for instant conversion. These findings suggest that theory must be understood contextually rather than normatively.
Theoretical and Practical Implications for Property Companies
Theoretically, this research reinforces the view that the Digital Marketing Mix is adaptive and highly influenced by industry context. The findings emphasize that digital marketing effectiveness cannot be measured solely by campaign outputs, but by its role within the overall consumer purchasing process.
Practically, the results imply that property companies need to integrate digital marketing strategies with lead management systems, internal coordination, and customer service processes. Strengthening the use of marketing data and implementing Customer Relationship Management (CRM) systems are crucial to ensure that interest generated through digital channels can be systematically directed toward purchase decisions.
Thus, this discussion positions the Digital Marketing Mix not merely as a conceptual framework, but as an analytical tool tested and enriched through field realities. The integration of theory and empirical findings constitutes the primary contribution of this research to the study of digital marketing within the property industry.
4. Conclusion

Based on field observations, interviews, and documentation analysis, this study concludes that the Yogyakarta branch has actively implemented digital marketing through Instagram, Facebook, Meta Ads, and WhatsApp Business as the main channel for promoting the Vilas Palagan project. The strategy has been effective in increasing visibility, engagement, and lead generation, particularly through video and educational content. However, higher engagement has not consistently resulted in transaction ready leads. The use of consumer data and feedback remains limited, while internal constraints such as limited human resources and non-integrated lead management systems affect follow up effectiveness. Digital marketing plays a significant role in building awareness and interest, but sales conversion depends on stronger coordination, systematic data management, and consistent follow up processes.
Based on the findings, which indicate that the company’s digital marketing strategy has been effective in increasing visibility and engagement but has not yet optimally driven sales conversion, several practical recommendations can be proposed. The company should strengthen campaign evaluation by focusing not only on reach and lead quantity but also on lead quality, classifying prospects based on responsiveness, purchase readiness, and follow up outcomes. Improving audience segmentation and ad targeting according to actual buyer characteristics is essential to generate higher conversion potential. A more structured lead management system, supported by a simple CRM and integrated coordination between marketing and sales teams, is necessary to ensure timely follow up. Additionally, prioritizing educational and informative visual content and developing digital post purchase communication strategies can enhance trust, loyalty, and long-term sales performance.
This study has several limitations that should be acknowledged to ensure its findings and implications are interpreted proportionally. First, the research scope is limited to a single unit of analysis, namely the Yogyakarta branch with the Vilas Palagan project, which restricts the generalizability of the results to other property projects or branches with different market characteristics, marketing strategies, and organizational capacities. Second, data collection was conducted during the internship period within a limited timeframe, preventing a comprehensive assessment of the long-term dynamics and sustained impact of digital marketing implementation on sales and customer loyalty. Third, the study employed a qualitative approach with only two key informants from the Marketing Communication and Estate Management divisions, reflecting primarily an internal company perspective without directly incorporating consumer viewpoints. Additionally, access to company data was limited, as some sales and campaign performance data were aggregated and did not include detailed variables required for deeper quantitative analysis. Consequently, the relationship between digital marketing activities and sales was analyzed through logical and thematic interpretation rather than statistical testing. Finally, the researcher’s participatory role as an intern provided strong contextual insight but also introduced potential subjectivity, which was mitigated through source triangulation and data confirmation, although bias remains a recognized limitation.
Future research is recommended to expand the scope of study, both in terms of property projects and operational regions, in order to provide a more comprehensive understanding of digital marketing effectiveness within the property industry. The use of mixed methods is also suggested, combining qualitative analysis with quantitative approaches to measure more precisely the relationship between digital marketing indicators and sales conversion. Additionally, subsequent studies may focus specifically on the quality of digital leads by incorporating variables such as purchase readiness, purchasing power, and the duration of consumer decision making processes. Deeper exploration of these aspects is expected to offer stronger theoretical contributions regarding the conversion mechanisms of digital marketing in the context of property marketing.
Implications
Based on the analysis of digital marketing strategies and their impact on the sales process, this study generates several managerial implications for future strategic development. First, the company needs to strengthen a data driven marketing approach by systematically utilizing existing internal data such as social media insights, lead data, and digital campaign performance. Although digital activities have generated relatively high engagement and leads, conversion into transactions remains suboptimal. Regular monitoring of key performance indicators including reach, clicks, leads, and consumer responses can support more precise audience segmentation and promotional timing without requiring complex analytical systems. In addition, given the high involvement nature of property products, digital marketing should extend beyond unit promotion toward long term customer retention through continuous communication, educational content, and project updates to enhance trust, loyalty, and digital word of mouth.
Furthermore, stronger internal coordination in managing digital leads is essential. Structured collaboration between the Marketing Communication and sales divisions, supported by clear role distribution and a simple Customer Relationship Management system, can ensure consistent lead recording, monitoring, and follow up. Overall, the effectiveness of digital marketing is determined not merely by promotional intensity, but by the company’s ability to integrate digital exposure, consumer interaction, and sales conversion into a cohesive marketing system that enhances efficiency and long-term competitiveness.
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