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ABSTRAK 

 

Penelitian ini bertujuan untuk memahami strategi komunikasi pemasaran digital PT 

Sinar Mentari Properti melalui Facebook Ads dalam mempromosikan produk 

perumahan. Industri properti menghadapi tantangan penurunan penjualan serta 

perubahan perilaku konsumen yang semakin mengandalkan media digital untuk 

mencari informasi hunian. Penelitian ini menggunakan metode deskriptif kualitatif 

dengan paradigma konstruktivis. Data diperoleh melalui wawancara mendalam dengan 

Manajer Pemasaran, tim marketing, dan konsumen, serta observasi aktivitas iklan 

digital dan dokumentasi perusahaan. Analisis dilakukan menggunakan model AISAS 

(Attention, Interest, Search, Action, Share). Hasil penelitian menunjukkan bahwa 

Facebook Ads efektif membangun Attention dan Interest melalui pesan rasional seperti 

DP 0% dan cicilan ringan serta visual unit rumah yang realistis. Pada tahap Search, 

calon pembeli aktif memverifikasi informasi. Namun, terdapat kesenjangan pada tahap 

Action karena faktor kesiapan finansial dan pertimbangan keluarga. Tahap Share 

dimanfaatkan melalui testimoni untuk membangun kepercayaan audiens 

Kata Kunci: Komunikasi Pemasaran Digital, Facebook Ads, Model AISAS, Industri 

Properti.    
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ABSTRAC 

 

This study aims to understand the digital marketing communication strategy 

implemented by PT Sinar Mentari Properti through Facebook Ads in promoting 

housing products. The property industry is facing challenges such as declining sales 

and changes in consumer behavior, as consumers increasingly rely on digital media to 

search for housing information. This research employs a descriptive qualitative method 

with a constructivist paradigm. Data were collected through in-depth interviews with 

the Marketing Manager, marketing team, and consumers, as well as through 

observation of digital advertising activities and company documentation. The analysis 

was conducted using the AISAS model (Attention, Interest, Search, Action, Share). The 

findings indicate that Facebook Ads are effective in building Attention and Interest 

through rational promotional messages such as 0% down payment and affordable 

installments, supported by realistic housing visuals. At the Search stage, potential 

buyers actively verify information. However, a gap occurs at the Action stage due to 

financial readiness and family considerations. The Share stage is utilized through 

testimonials to build audience trust. 

Keywords: Digital Marketing Communication, Facebook Ads, AISAS Model, 

Property Industry. 
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