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ABSTRACT  

This final project aims to idenƟfy the implementaƟon of digital  markeƟng at PT Karya 
Sadewa Group, a real estate company focusing on subsidized housing. The research uses 
a qualitaƟve method through observaƟon, interviews, and Social Media content  analysis, 
parƟcularly on Instagram and WhatsApp Business. The findings indicate that the 
company's digital  markeƟng strategy is sƟll manual and lacks structure. Therefore, the 
author proposes a system development that includes content  calendar planning, the use 
of tools such as Canva and Instagram Insights, and regular performance evaluaƟons. The 
implementaƟon of this strategy is expected to improve promoƟonal effecƟveness and 
strengthen the company's digital  presence in a sustainable manner.  
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