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PROJECT OUTLINE
This project will create a strategic marketing plan for “PT XYZ” to enhance marketing strategies,

leverage digital tools, target market segments, and strengthen brand identity.
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ABSTRACT
This project provides a strategic marketing analysis for PT XYZ, the largest golf course management and property development

company in Indonesia. The golf industry in Indonesia has experienced significant growth, driven by increasing interest in

recreational activities, particularly among younger and tech-savvy demographics. However, despite being an industry leader, PT

XYZ has not fully capitalized on this trend, facing challenges such as outdated marketing strategies, limited digital presence,

and ineffective customer engagement. The primary objectives of this project are to improve PT XYZ’s marketing strategies,

enhance its digital marketing efforts, and address the company's fragmented brand identity. To achieve these objectives, a

comprehensive approach is employed, integrating various methodologies such as the 7Ps of marketing, Integrated Marketing

Communications (IMC) Framework, SWOT, TOWS, PESTLE, and VRIO analysis. The project is structured over a six-month

timeline, which includes extensive data collection, analysis, and strategic planning. Key deliverables comprise a Marketing

Strategy Report, Digital Marketing Plan, Market Segmentation and Targeting Framework, and Brand Identity Enhancement

Plan. The discussion emphasizes the importance of aligning marketing strategies with current market trends and consumer

behavior, highlighting that PT XYZ's outdated approach has led to missed opportunities and a weakened market position. The

conclusion underscores the necessity for PT XYZ to adopt more innovative and digitally focused marketing strategies to remain

competitive. Implications of the findings suggest that investing in digital marketing platforms, enhancing customer

engagement through personalized experiences, and refining brand identity can significantly improve market positioning.

Limitations include reliance on secondary data and a focus on the Indonesian market, which may not fully capture global

industry trends. Recommendations for future research involve conducting primary studies to gain deeper insights into

consumer preferences and competitive analysis study with similar company. 02



US$ 0.8 
Billionn

5.27% 1,200+
player/day
In Jabodetabek
Only

250.000m
Golf Facility AreaGolf Eq.

Revenue

Expected
CAGR in 2024

Total
Revenue

> 10%

319 Course
in Thailand

US$ 2.82 
Billionn

Expected
CAGR in 2030

244 Course
in Malaysia

INDUSTRY
BACKGROUND
Golf is currently one of the sports
that has become popular among
the public since COVID-19, including
the millennial generation. which
was previously associated with the
elderly from the upper class, has
now become a sport accessible to a
broader segment of society.

36,6 mio
Total Players Globally

170,000+
Total Players in Indonesia

170
Golf Facilitiy in Indonesia
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“PT XYZ” was established in 1996, is headquartered in
Bogor, West Java, Indonesia. The company has

carved a niche for itself in the management
consulting and golf course management sectors,

alongside its ventures in property development and
associated supporting facilities through its

subsidiaries. 

“The first Indonesian Golf-related Company to go public”

Race Circuit GC
Bogor,  West Java

GWK Golf
Badung, Bali

White Stone GC
Belitung, Kep. Riau
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“Developing integrated and innovative
tourism and property areas.”

Vision

Mission
Quality Tourist Destinations
Innovative and Sustainable Properties
Environmental and Cultural Conservation
Technology for Efficiency
Partnership Strategy
Business Integrity
Active in Tourism Promotion
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Author Can you tell me about the main challenges “PT XYZ” is facing with its current marketing strategies?

Mr./Mrs. “X”
(Marketing Manager)

Sure. One of the biggest issues we’re dealing with is that our marketing strategies are quite outdated. They just don't
resonate with the modern consumer. This disconnect has really limited our competitive edge in this fast-evolving
market.

Author That sounds like a significant hurdle. How about your digital marketing efforts?

Mr./Mrs. “X”
(Marketing Manager)

Our online presence is still weak and our customer engagement is fairly low, especially compared to our more
digitally-savvy competitors. This is a major barrier to reaching a broader audience and building stronger connections
with potential customers.

Author I see. What about your approach to market segmentation?

Mr./Mrs. “X”
(Marketing Manager)

That’s another problem area. We lack targeted marketing efforts, which means our campaigns often don’t resonate
with specific market segments. This inefficiency leads to wasted resources and sub-optimal outcomes in our
marketing efforts.

Author And how does this affect your brand identity?

Mr./Mrs. “X”
(Marketing Manager)

Our brand identity is quite fragmented. Despite being a strong player in the golfing and resort industry, we don’t have
a cohesive and compelling image that consistently attracts and retains customers. This fragmented brand image is
a significant issue in such a competitive environment.

Author These insights certainly highlight some critical areas that need addressing. Thank you for sharing.
*conducted on 13th July 2024
at Race Circuit GC,Bogor 

INTERVIEW w/ MANAGER
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Author How did you first hear about “PT XYZ”? Was it through any ads or promotions?

Mr. Bimo, Aryo
(Source Person)

Actually, I heard about it from a friend. He mentioned that the course has a really nice ambiance, kind of relaxed and
beginner-friendly, which is great for someone like me who's just getting into golf. He also said that compared to other courses in
the Bogor area, “PT XYZ” is relatively low-cost and much closer to Jakarta. That sounded perfect, so I decided to give it a try

Author That’s good to know. So, the word of mouth played a big role in your decision. When you visited, did it meet your expectations
based on what your friend told you?

Mr. Bimo, Aryo
(Source Person)

Yeah, for the most part. The atmosphere was indeed decent, not too intimidating for a newbie like me. And my friend was right
about the price—it’s quite affordable compared to the other courses in Bogor. Plus, the shorter drive from Jakarta was a big plus.
But when I tried to look them up online before going, I didn’t find much. Their social media presence was almost nonexistent,
and there weren’t many promotions or events advertised.

Author So, despite the positive word of mouth, their online presence didn’t really back up what you heard?

Mr. Bimo, Aryo
(Source Person)

Exactly. It’s strange because the place has so much potential—it’s beginner-friendly, reasonably priced, and close to the city, but
they don’t seem to be promoting those advantages at all. You’d think they’d be highlighting those points to attract more
people, especially beginners like me.

Author Do you think this could impact how people perceive “PT XYZ”, especially compared to other golf courses in the area?

Mr. Bimo, Aryo
(Source Person)

Definitely. If they don’t start promoting themselves better, especially online, they’ll miss out on a lot of potential customers. The
other golf courses in Bogor are more active in their marketing—they regularly post on social media, offer promotions, and hold
events that keep people engaged.

INTERVIEW w/ CUSTOMER

*conducted on 3rd of August 2024
at Race Circuit GC,Bogor 13



PROBLEM
IDENTIFICATION

Needs to innovate and
differentiate its marketing
strategies

Needs to adapt to these
changes by leveraging
digital marketing
channels

Needs to Develop a
tailored marketing
campaigns that address
the specific needs and
preferences

Needs to Establishing a
strong and consistent
brand identity

RESEARCH
QUESTION

EXPECTED
OUTPUT

How can “PT XYZ” innovate
and differentiate its
marketing strategies ?

What digital marketing
approaches can “PT XYZ”
implement ?

What strategies can “PT
XYZ” use to develop
targeted marketing
campaigns ?

How can “PT XYZ” establish
and maintain a strong,
distinctive brand identity ?

Recommendation to
Revitalize Outdated
marketing strategies

Recommendation to
Expand Digital Marketing
Efforts

 
Recommendation to
Develop Creative and
Targeted Marketing
Campaigns

Recommendation to
Strengthen and Clarify
Brand Identity

www.xyznetresort.co.id

14



INNOVATION
Dodgson, Gann, and Salter (2005) highlight that successful marketing innovation
requires a deep understanding of market dynamics, customer behavior, and
technological advancements. 

For PT Intra Golflink Resorts Tbk, this could include the development of unique
promotional campaigns, introduction of innovative service offerings, and the use of
advanced technologies to improve customer experiences.

1

DIGITAL MARKETING
Kotler, Kartajaya, and Setiawan (2017) note that the shift towards a more connected
customer base necessitates integrating digital strategies to meet modern consumer
expectations. 

an effective online presence is crucial for business success. This project will focus on
implementing a robust digital marketing strategy for PT Intra Golflink Resorts Tbk

2

MARKET SEGMENTATION
Kotler and Keller (2016) assert that segmentation is fundamental to modern
marketing strategy, as it allows companies to focus their resources on the most
profitable market segments.

By segmenting the market based on demographic, geographic, and behavioral
criteria, tailored marketing strategies can be developed to meet the unique needs of
each segment for PT Intra Golflink Resorts Tbk.

3

BRAND IDENTITY
According to Aaker (1996), brand identity encompasses the brand's core values, vision,
and mission, and serves as a blueprint for how the brand is perceived by consumers.

By strengthening its brand identity, PT Intra Golflink Resorts Tbk can create a lasting
impression on customers and establish a strong market presence.

4

LITERATURE

www.xyznetresort.co.id 15

The Marketing 7Ps framework, also known as the extended marketing mix, includes Product, Price,
Place, Promotion, People, Process, and Physical Evidence. This model expands on the traditional 4Ps
(Product, Price, Place, Promotion) to incorporate additional elements critical in service industries and
modern marketing strategies (Booms & Bitner, 1981).

Marketing 7P’ (Grand Theory)



STRATEGIC BUSINESS METHOD

Assesses internal resources and capabilities based on their Value,
Rarity, Imitability, and Organization to determine competitive
advantage and long-term success. (Barney, 1991; Akhtar and Sultan,
2023)

Assesses external factors (Political, Economic, Social, Technological,
Legal, and Environmental) impacting organizations. (Akbalik &
Çitilci, 2019)

Evaluates internal strengths and weaknesses, along with external
opportunities and threats, guiding strategic decision-making.
(Dobrović and Tomičić, 2020; Poniewatie et al, 2022)

Deepens SWOT analysis, leading to strategic plans by analyzing how
internal strengths and weaknesses interact with external
opportunities and threats. (Fitriani, 2022)

www.xyznetresort.co.id 16



MARKETING ANALYSIS METHOD

Integrated Marketing Communication (IMC) encompasses multiple
elements such as advertising, public relations, direct marketing, digital
marketing, and sales promotions, all working together to create a
comprehensive communication strategy (Schultz & Schultz, 2003)

The Marketing 7Ps framework, also known as the extended marketing mix,
includes Product, Price, Place, Promotion, People, Process, and Physical
Evidence. This model expands on the traditional 4Ps (Product, Price, Place,
Promotion) to incorporate additional elements critical in service industries
and modern marketing strategies (Booms & Bitner, 1981).

IMC Analysis

Marketing 7P’s
www.xyznetresort.co.id17



PROJECT TIMELINE
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PROJECT FLOW
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Deliverables
The primary deliverable of this project will
be a comprehensive strategic marketing
plan for “PT XYZ”.  innovating and
improving current marketing strategies,
effectively utilizing digital marketing tools,
identifying and targeting specific market
segments, and enhancing the brand
identity of the company.

Marketing Strategy Report. This plan is to identify key strengths,
weaknesses, opportunities, and threats (SWOT analysis) within
the current marketing framework.01

Digital Marketing Plan. This plan will detail specific digital
marketing tools and platforms that can be utilized to
enhance the company’s online presence and customer
engagement.

02

STP (Segmentation, Targeting, Positioning) model. This
framework will identify key market segments based on
demographic, psychographic, and behavioral criteria. 03

Brand Identity Enhancement Plan will be developed. This plan
will analyze the current brand identity of “PT XYZ” and identify
areas for improvement.04

www.xyznetresort.co.id
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Government Regulations: The Indonesian
government has specific regulations regarding
land use, environmental protection, and
business operations that affect the
development and management of golf courses. 
Tourism Policies: Government initiatives to
promote tourism, including sports tourism,
positively impact the golf industry. 

Political Factors

PESTLE ANALYSIS

Economic Growth: Indonesia's growing
economy and rising disposable incomes
contribute to an increase in leisure activities,
including golf.
Interest Rates: High interest rates could make
borrowing for expansion projects more
expensive, impacting the company’s ability to
grow. 

Economical Factors
Demographic Changes: The demographic shift
towards a younger, more tech-savvy population
presents both challenges and opportunities. 
Cultural Perceptions of Golf: Golf is often
perceived as an elite sport in Indonesia, limiting
its appeal to a broader audience. 

Social Factors

Digital Transformation: The adoption of digital
technologies in marketing, customer
engagement, and operations management is
critical for staying competitive.
Online System: Implementing user-friendly
online booking systems for tee times,
memberships, and other services can improve
customer satisfaction and operational
efficiency.

Tech. Factors
Compliance with Industry Regulations: The
golf industry is subject to various legal
regulations, including land use laws,
environmental regulations, and labor laws. 
Labor Laws: Adherence to local labor laws,
including fair wages and working conditions, is
necessary to maintain a positive reputation and
avoid legal issues.

Legal Factors
Sustainability Practices: As environmental
awareness grows, there is increasing pressure
on companies to adopt sustainable practices. 
Climate Change: Changing weather patterns
could affect the golf industry, particularly in
terms of course maintenance and playability. 

Envirnmt. Factors
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Established brand reputation in the golf industry.
Prime locations of golf courses in high-demand
areas.
Strong financial performance and diversified
revenue streams.
Expertise in managing luxury golf courses and real
estate.

Strengths

Outdated marketing strategies.
Limited digital presence and engagement.
High operational costs for maintaining premium
facilities.
Limited customer segmentation and targeted
marketing strategies.

Weaknesses

Growing interest in golf among younger
demographics.
Potential for expanding digital marketing efforts.
Rising demand for integrated leisure and lifestyle
destinations.
Opportunity to tap into the wellness and health 

Opportunities

Intensified competition from existing and new
players.
Economic downturns affecting disposable incomes.
Regulatory changes impacting land use and
development.
Environmental challenges, including climate
change impacts on course conditions.

Threats

Leverage strong brand identity to expand into new
market segments (e.g., younger golfers).
Utilize financial stability to invest in advanced digital
marketing tools and platforms.

Strengths-Opportunities (SO) Strategies

Invest in digital transformation to overcome limited
online presence.
Develop targeted campaigns using customer insights
to capture emerging market opportunities.

Strengths-Threats (ST) Strategies

Enhance service offerings and customer experience to
differentiate from competitors.
Strengthen relationships with key stakeholders to
navigate regulatory challenges.

Weaknesses-Opportunities (WO) Strategies:

Address internal inefficiencies by adopting best
practices and technology solutions.
Implement a comprehensive risk management plan to
mitigate external threats.

Weaknesses-Threats (WT) Strategies

SWOT TOWS

SWOT - TOWS ANALYSIS
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VRIO 
ANALYSIS

Resource or
Capability

Valuable? Rare?
Costly to
Imitate?

Organized to
Exploit?

Competitive
Implication

Prime Location
of Golf Courses Yes Yes Yes Yes

Sustainable
Competitive
Advantage

Established
Brand in the
Golf Sector

Yes No Yes Yes
Temporary

Competitive
Advantage

Experienced
Management

Team
Yes No No Yes Competitive

Parity

Innovative
Marketing
Strategies Yes No No No

Temporary
Competitive
Advantage

Customer
Loyalty and

Relationships
Yes No Yes Yes

Sustainable
Competitive
Advantage

Comprehensive
Service

Offerings
Yes No No Yes Competitive

Parity

www.reallygreatsite.com 23
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IMC ANALYSIS (1 OF 2)

Component Current
Implementation

Effectiveness Opportunity for
Improvement

Advertising
Limited presence in
traditional media;

sporadic online
campaigns

Moderate
Increase frequency and

consistency across
channels

Pubiic Relations
(PR)

Minimal PR activities;
reactive rather than

proactive
Low

Develop a comprehensive
PR strategy to build and

maintain a positive brand
image

Sales Promotion
Occasional discounts and

membership offers Moderate

Design more targeted and
engaging promotions to

drive customer
acquisition and retention

Direct Marketing

Inconsistent email
marketing campaigns;
lack of personalization Low

Implement a personalized
email marketing strategy
leveraging customer data

24
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IMC ANALYSIS (2 OF 2)

Component Current
Implementation

Effectiveness Opportunity for
Improvement

Digital Marketing
Basic social media

presence; limited SEO and
content marketing efforts

Low

Expand and optimize
digital marketing efforts,
including content, SEO,

and social media

Personal Selling Relies heavily on in-
person interactions High

Integrate digital tools to
enhance personal selling

efforts and customer
relationship management

Even Marketing and
Sponsorship

Occasional events; no
significant sponsorship

activities
Low

Increase participation in
industry events and
explore sponsorship

opportunities to boost
brand visibility

www.xyznetresort.co.id 25



MARKETING 7P’S (1 OF 2)

Element Current
Implementation

Effectiveness Opportunity for
Improvement

Product
High-quality golf courses

and facilities; limited
additional services

Moderate
Expand service offerings

to include more amenities
and recreational activities

Price
Premium pricing strategy;

limited promotional
pricing

Low

Introduce flexible pricing
options and promotional
offers to attract a broader

customer base

Place
Strategically located

courses; limited online
booking capabilities

Moderate
Enhance online booking

systems and explore new
distribution channels

Promotion

Minimal integrated
marketing efforts; low

digital marketing
presence

Low

Develop a comprehensive
promotional strategy,

integrating both
traditional and digital

channels

www.xyznetresort.co.id 26



MARKETING 7P’S (2 OF 2)

Element Current
Implementation

Effectiveness Opportunity for
Improvement

People
Experienced

  staff; limited customer
service training

 Moderate 

Invest
  in customer service

training and development
to enhance the customer

  experience

Process
Standardized

  operational procedures;
lack of digital integration

Moderate

  Streamline
  processes with

technology, focusing on
improving customer

convenience and
  efficiency

Physical Evidence
Well-maintained

  courses; minimal
branding elements on-site

 High 

  Enhance
  on-site branding and

create a more immersive
brand experience for

visitors
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No. Research Question Conclusion

1
How can “PT XYZ” innovate and differentiate
its marketing strategies ?

To maintain a competitive edge in the increasingly crowded golf course
management and property development sectors, “PT XYZ” must focus on
innovating and differentiating its marketing strategies.

2
What digital marketing approaches can“PT XYZ”
implement ?

“PT XYZ” must embrace comprehensive digital marketing strategies to
engage effectively with the evolving tech-savvy consumer base and enhance
brand visibility.

3 What strategies can “PT XYZ” use to develop
targeted marketing campaigns ?

Accurate customer segmentation is crucial for “PT XYZ” to develop targeted
marketing campaigns that drive engagement a

4 How can “PT XYZ” establish and maintain a
strong, distinctive brand identity ?

Establishing and maintaining a strong, distinctive brand identity is essential
for “PT XYZ” to ensure consistent and effective communication of its unique
attributes across all marketing channels.

CONCLUSION
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No. Element Implication

1 ORGANIZATION “PT XYZ” should prioritize modernizing its digital marketing strategies to
better align with the evolving preferences of consumers.

2 INDUSTRY
The golf course management and property development industry in
Indonesia should prioritize the integration of advanced digital technologies
to stay competitive in an increasingly digitalized world.

3 BUSINESS
To enhance the competitive positioning of “PT XYZ”, the business should
prioritize a comprehensive digital transformation strategy. This involves
upgrading their online presence through a modern, user-friendly website
and active social media engagement. 

4 CUSTOMER
For the customers of “PT XYZ”, it is essential to understand the value and
benefits that the company’s offerings bring to their leisure and lifestyle
needs. The company should aim to educate its customers on the unique
experiences provided by its golf resorts, which go beyond just golfing.

IMPLICATION
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3 51

2 4

PROJECT LIMITATION

Secondary Data

Scope of Analysis Other Areas

Not fully capture the
most recent

developments or
emerging trends

within the industry

Not fully generalizable
to the broader global

golf and resort
industry

Other potential
avenues for

improvement have not
been explored in detail

Constraints

Limited the ability to
conduct more

extensive primary
research

Dynamic Nature
Digital Marketing

landscape presents a
limitation in terms of

the long-term
applicability 
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01 02 03

Recommendation

Future research should
consider incorporating

more extensive primary
data collection methods

Comparative analysis of
with similar companies

operating in different
regions or countries. imilar

challenges and
opportunities in diverse

markets.

 Explore the intersection of
digital marketing strategies
with other critical business

functions, 

In light of the limitations encountered during this project, several
suggestions for future research projects are recommended to build upon
and expand the findings of this study
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