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Abstrak

This study evaluates the effectiveness of the East Java Province DPMPTSP marketing communication strategy in
investment promotion in 2023, focusing on the marketing mix elements: product, price, place, and promotion.
Through a qualitative approach, this study analyzes promotional activities that include the development of promotional
materials, expansion of international networks, and strengthening of regional branding. The results of the study
indicate that innovative efforts in developing promotional materials using the latest technology and interactive
approaches have been carried out. However, an in-depth evaluation is needed to ensure the effectiveness of
promotional materials in meeting investor needs. Price transparency, although not explicitly focused on, is important
for investment decisions. This study recommends improving information related to investment costs and incentives.

International cooperation, such as with the State of Neuvo Leon-Mexico, shows efforts to expand investment networks
and global market visibility, with an evaluation of the benefits and costs required. Promotional activities such as
seminars on investment strategies focus on strengthening regional branding and effective promotional techniques. The
novelty of this study lies in the comprehensive analysis of marketing mix elements in the context of investment
promotion as well as recommendations for continuous adaptation according to market changes. These findings provide
new insights for the development of more effective investment marketing communication strategies in the future.
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PENDAHULUAN

Marketing communications play a central role in business strategy that aims to convey compelling and persuasive
messages to target audiences. Marketing communications to convey targeted information to clients in the fastest and
most efficient way possible, persuading investment. (Istikhoroh et al., 2022). Integrated marketing communications
(IMC) involves the strategic synchronization of various persuasive communication programs to deliver a company's
marketing message consistently and coherently through multiple promotional channels. (Kim & Lowrey, 2010). In the
context of investment, marketing communications become more complex as they aim not only to promote a product or
service but also to attract and persuade potential investors to invest. Marketing techniques such as advertising, missions,
seminars, direct marketing, and service activities inform potential investors about a country's potential as an investment
location and persuade them to set up operations in that country. (Wells & Wint, 1993). Through effective
communication, an institution can raise awareness, improve its image, and build trust, which are essential for positive
investment decisions. Implications of Marketing communication is a social process that occurs between at least two
people, where one person sends a stimulus to another person. (Firmansyah, n.d.). In this case, the Investment and One-
Stop Integrated Service Office (DPMPTSP) plays an important role in conveying investment information to prospective
investors and providing efficient and transparent licensing services.

DPMPTSP, as a government institution responsible for facilitating and supporting investment at the regional level,
faces various challenges in implementing marketing communications. The main function of DPMPTSP is to provide
clear information and facilitate the licensing process to attract investors. To achieve this goal, DPMPTSP must be able
to develop a communication strategy that is not only informative but also attractive and persuasive. This challenge is
increasingly complex with the existence of tight global competition, budget constraints, and rapid technological
developments.

Increasingly tight global competition requires DPMPTSP to have an effective and innovative communication
strategy in order to differentiate itself from competitors in the investment market. Other countries and regions within the
country are also competing to attract investment by offering various incentives and conveniences. Therefore,
DPMPTSP must be able to formulate attractive and relevant messages to attract investors and differentiate themselves
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from competitors. In addition, budget constraints are often an obstacle to implementing promotional activities
optimally. DPMPTSP must be wise in managing its promotional budget while still achieving their marketing
communication goals.

Changes in information and communication technology also affect the way investors obtain information. With
technological advances, investors have wider and faster access to investment information through various digital
channels. Therefore, DPMPTSP must adapt to technological developments and utilize digital platforms to reach a wider
and more diverse audience. Utilizing the latest technology in marketing communications can help DPMPTSP to be
more effective in conveying messages and increasing interaction with potential investors.

Evaluation of promotional activities is an important step in assessing the effectiveness of marketing communications
carried out by DPMPTSP. Through evaluation, DPMPTSP can identify elements of the promotional strategy that have
been successful and areas that still need improvement. This evaluation includes an analysis of the promotional materials
used, the communication strategies implemented, and the impact of promotional activities on investment interests and
decisions. By conducting a comprehensive evaluation, DPMPTSP can optimize their promotional strategies and allocate
resources more effectively.

This study takes DPMPTSP as a case study to analyze the application of investment marketing communications in
attracting investors. The focus of this study is to evaluate how various promotional activities conducted by DPMPTSP,
such as investment seminars, exhibitions, and social media campaigns, affect investor interest. This study also aims to
identify the communication strategies used and assess their impact on investment decisions. By conducting an in-depth
analysis of promotional activities and their results, this study is expected to provide valuable insights for improving
DPMPTSP's marketing communication strategy.

The main objectives of this study are to analyze the effectiveness of investment marketing communications
implemented by DPMPTSP, identify communication strategies used in promotional activities, and assess the impact of
promotional activities on investment decisions. The results of this study are expected to provide useful information for
DPMPTSP to improve their marketing communication strategies. In addition, this study can also be a reference for
other institutions that have a role in facilitating investment and conducting promotions.

Understanding the effectiveness of marketing communication strategies is essential for developing better strategies
in the future. With the information obtained from this study, DPMPTSP can design more effective promotional
programs, allocate budgets optimally, and ultimately, increase investment flows to their areas. This study will provide a
clearer picture of how various communication strategies affect investor interest and what needs to be improved in the
existing promotional approach.

The framework of this study includes an analysis of various marketing communication strategies implemented by
DPMPTSP. This study will evaluate the promotional strategies used, such as seminars, exhibitions, and social media,
and measure how well these strategies attract investors. In addition, this study will also assess the impact of marketing
communications on investment decisions and provide recommendations for improving strategies in the future. With this
approach, it is hoped that DPMPTSP.

METODE

This research uses a qualitative approach. Qualitative research involves a fairly complex process. (Sitasari, 2022) to
evaluate the effectiveness of investment marketing communications implemented by the Investment and One-Stop
Integrated Service Office (DPMPTSP). This approach allows researchers to dig up in-depth information about the
strategies implemented, experiences, and perceptions of various related parties, as well as the impact of marketing
communications on investment decisions. The research methodology includes the type of research, data sources, data
collection techniques, data analysis techniques, and the application of the marketing mix concept in the context of the
research. This research is qualitative research with a case study approach. This approach allows researchers to conduct
an in-depth exploration of how DPMPTSP applies investment marketing communications strategies and how they affect
investment decisions. By using the DPMPTSP case study, this study aims to understand in detail the application of the
marketing mix in the context of investment promotion. Case studies are an in-depth research approach to a case or
phenomenon and are often used for a comprehensive understanding of a particular context or situation. Case studies are
suitable for analyzing in-depth phenomena about strategy as practice, by looking at phenomena uniquely (Lavarda &
Bellucci, 2022).

The data in this study were collected from two main sources:
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Promational Activity Evaluation Document: Contains annual reports, promotional materials, and survey results related
to promotional activities carried out by DPMPTSP. This document provides information on the communication
strategies implemented and the results achieved from promotional activities.

In-depth Interviews: Conducted with two groups of informants:

DPMPTSP Staff: To gain an understanding of the communication strategies implemented, the process of implementing
promotional activities, and the challenges faced in their implementation.

Investors: To assess the impact of promotional activities on their investment decisions, and to obtain their perceptions
of the communication strategies implemented by DPMPTSP.

Evaluation documents were collected and analyzed to obtain information on the promotional strategies used by
DPMPTSP. The documents analyzed included annual reports, promotional materials such as brochures and pamphlets,
and survey results that assessed the effectiveness of promotional activities. Document analysis aims to identify the
promotional methods implemented and evaluate the results achieved.

Semi-structured interviews were conducted with DPMPTSP staff and investors to gain in-depth information on their
experiences and perceptions related to investment marketing communications. Semi-structured interviews were chosen
because they provided the flexibility to explore important topics while still focusing on questions relevant to the
research.

Interviews with DPMPTSP Staff: Focused on identifying communication strategies, promotion implementation, and
challenges faced. The staff interviewed were those who were directly involved in the planning and implementation of
promotional activities.

Interviews with Investors: Explored how promotional activities influenced their investment decisions and obtained
feedback on the effectiveness of the communications received. The investors interviewed were those who had
participated in DPMPTSP promotional activities.

In this study, interview data were recorded and transcribed to ensure that all important information was covered and to
facilitate analysis. The coding process was carried out to identify key themes from the transcribed data, using qualitative
analysis software if necessary, to mark segments of data relevant to the research topic such as promotional strategies,
investor perceptions, and challenges faced. After coding, key themes were identified and analyzed to understand
emerging patterns, evaluate relationships between themes, and provide insights into the effectiveness of marketing
communication strategies. The findings from the theme analysis were then interpreted to understand how effectively
DPMPTSP’s marketing communication strategy influenced investor interest and investment decisions, as well as areas
that needed improvement. To ensure the accuracy and credibility of the research results, triangulation techniques were
used by comparing data from various sources such as documents and interviews verifying the findings by cross-
checking the results of interviews with staff and investors, and using feedback from informants to confirm the findings.
In the context of this study, the marketing mix concept (4Ps)—product, price, place, and promotion—was used as a
framework to evaluate DPMPTSP’s marketing communication strategy, by assessing how DPMPTSP presented
investment services, set pricing or incentive policies, provided distribution channels and accessibility of information,
and used marketing communication tools to convey investment benefits and persuade investors.

Literature Review

Marketing Communication

According to Kotler and Keller, marketing communications are “Marketing communications are means by which firms
attempt to inform, persuade, and remind consumers directly or indirectly about the products and brands they sell.” In
other words, marketing communications refer to the various means used by companies to inform, persuade, and remind
consumers, either directly or indirectly, about the products and brands they offer. (Kotler & Keller, 2016). Digital
marketing communication can be defined as a series of communication activities aimed at conveying messages to
potential consumers through various digital media. The goal is for the message to influence the knowledge, attitudes,
and actions of potential consumers towards a product. This strategy is designed to increase awareness of the product and
attract the interest of potential consumers. To remain relevant and competitive, business actors need to adapt to digital
developments and utilize the technology optimally (Yuswohady: UKM Harus Manfaatkan Perkembangan Digital -
SWA.Co.ld, n.d.).

Marketing Mix 4P

Marketing Mix is a collection of marketing tools used by companies to achieve their marketing objectives in the target
market (Kotler & Keller, 2016). In this context, the marketing mix includes various elements designed to achieve these
goals. These marketing tools consist of seven main groups, namely: products, price, place, promotion, process, people,
and physical evidence. The 7 P marketing mix, which includes products, price, place, promotion, people, process, and
physical evidence, effectively increases sales in the industry (S Prasad & Purohit, 2023).
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HASIL DAN PEMBAHASAN

To increase investment attractiveness and expand international networks, the East Java Provincial Investment and
One-Stop Integrated Service Office (DPMPTSP) has carried out various promotional activities throughout 2023. Based
on the Regional Work Unit Budget Implementation Document (DPA-SKPD) for the 2021 Fiscal Year, these
promotional activities are funded through the East Java APBD budget, specifically in Program (03) Investment
Promation, Activity (1.01) Implementation of Investment Promotion which is the authority of the Provincial Region,
Sub Activity (01) Preparation of Investment Promotion Strategy. This activity includes various efforts to optimize
investment introduction and offerings through various strategies focused on products, prices, places, and promotions.
The following is a table summarizing the promotional activities that have been carried out, as well as descriptions and
recommendations for each element of the marketing mix involved.

Marketing Promotion Description Source of | Recommendation

Mix Elements | Activities fund

Product Innovative Program to | East Java | - Evaluate the effectiveness of promotional
Activities: enhance Regional spending and results. - Optimize budget
Development of | innovation in | Budget allocation for impactful innovations.
Promotion of the | DPMPTSP (DPA-

East Java | promotion, SKPD 2021,
Province including the | Program 03,
Investment and | development  of | Activity
One-Stop new promotional | 1.01)
Integrated materials and

Service  Office | communication

2023 strategies.

Price No specific Consider budget allocation for cost
promotional transparency and pricing information in
activities related future activities.
to pricing are
identified in the
document.

Place Minutes of | Meeting to discuss | East  Java | - Use the meeting results to formulate a
Meeting: proposed Regional more concrete cooperation strategy.
Meeting to | cooperation with | Budget )
Discuss Proposal | sister provinces in | (DPA- - Evaluate the costs and benefits of
for Sister | Mexico, aimed at | SKPD 2021, | Cooperation.

Province expanding Program 03,
Cooperation with | international Activity

the  State  of | investment 1.01)
Neuvo Leon- | networks and

Mexico opportunities.

Promotion Activity Report: | Seminars or | East Java | - Follow up with the implementation of the
Investment workshops to | Regional strategies that have been discussed. -
Masterclass; discuss investment | Budget Evaluate the effectiveness of budget use
Investment promotion (DPA- and branding results.

Promotion strategies and | SKPD 2021,
Strategy and | techniques with a | Program 03,
Techniques focus on | Activity
through strengthening 1.01)

Strengthening
East Java
Regional
Branding

regional branding.

In the context of the marketing mix, an in-depth analysis of the promotional activities of the East Java Province
DPMPTSP shows various efforts to optimize investment attractiveness through innovative strategies. Activities that
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focus on developing promotions, such as "Development of Promotion of the East Java Province Investment and One-
Stop Integrated Service Office 2023," are important steps in improving the quality of promotional materials and
communication strategies. These promational products involve not only updated materials but also a more attractive and
relevant approach to the needs of the ever-evolving market. With a significant budget allocation, the main goal is to
ensure that promotional materials can effectively attract investors. Evaluation of the effectiveness of spending and
promotional results must be carried out periodically to ensure that the innovation has maximum impact.

Meanwhile, the price aspect in the marketing mix, although not explicitly identified in this promotional activity,
remains an important element. Price transparency and information related to costs can influence investment decisions.
Therefore, although there is no specific budget allocation for prices in this activity, it is important to consider providing
clear information on future investment costs and incentives. This can increase investor confidence and accelerate the
decision-making process.

In terms of distribution and accessibility, activities such as the "Minute of Meeting: Discussion Meeting on the
Proposal for Cooperation between Sister Province and the State of Neuvo Leon-Mexico" demonstrate efforts to expand
investment networks and access through international cooperation. This meeting aims to open up new opportunities and
expand investment networks that can cover the global market. By expanding the international network, DPMPTSP
seeks to increase the visibility and accessibility of investment in East Java. It is important to evaluate the benefits and
costs of this cooperation to ensure that the results are commensurate with the investment made and to formulate further
strategies to strengthen the cooperation.

The promotional aspect of the marketing mix, which includes activities such as "Investment Masterclass; Investment
Promotion Strategies and Techniques through Strengthening East Java's Regional Branding,” focuses on developing
promotional strategies and techniques as well as strengthening regional branding. These seminars and workshops are
designed to provide an in-depth understanding of investment promotion and strengthening regional image. Regional
marketing can effectively create new competitive advantages, influence target audiences, and attract economic actors,
thereby increasing the attractiveness of investment in the region (Resler et al., 2021). With a significant budget
allocation, this activity aims to increase the effectiveness of promotion and strengthen branding. Implementation of the
strategies discussed and evaluation of the impact of these activities are essential to assess the success and effectiveness
of the strengthened branding. Evaluation of the results and follow-up of promotional activities will ensure that the
strategies implemented can optimally attract investors.

Overall, DPMPTSP's promotional activities demonstrate a commitment to innovation in promotional products,
expanding international networks, and strengthening branding. Although there is no specific focus on price in these
activities, cost transparency needs to be considered in the future. An in-depth evaluation of each element of the
marketing mix will help ensure that the promotional strategies implemented are effective in increasing investment
attractiveness and meeting the needs of the ever-evolving market. Continuous adaptation and innovation will play a key
role in ensuring the success and positive impact of investment promotion strategies in East Java.

The marketing communications implemented by DPMPTSP East Java Province show several strengths and areas
that need improvement. The promotional activities implemented include various efforts that focus on improving
promotional materials, expanding international networks, and strengthening regional branding. However, the results of
the study also revealed several key aspects of marketing communications that require further attention.

First, activities such as "Development of Promotion of the East Java Province Investment and One-Stop Integrated
Service Office 2023" show innovative efforts in refreshing promotional materials and communication strategies. This
program is designed to increase the appeal of promotional materials through the use of the latest technology and a more
interactive approach. However, the results of the study indicate that despite the innovation in promotional products, a
more in-depth evaluation of the effectiveness of the communication applied is needed to ensure that the materials
presented are truly following the needs and expectations of investors (Shin et al., 2020). Further strategies to implement
the results of this meeting will be key to maximizing the benefits obtained.

Fourth, in terms of promotion, activities such as "Investment Masterclass; Investment Promotion Strategy and
Techniques through Strengthening East Java Regional Branding" emphasize the development of promotional strategies
and strengthening regional branding. This seminar aims to improve understanding of promotional techniques and
strengthen the regional image as an attractive investment location. The study found that this activity is very important
for strengthening branding and developing effective promotional strategies. Effective marketing of regional potential
can generate profits and benefits for the welfare of the community in the region in a sustainable manner (Roswinna et
al., 2023). However, the follow-up of the strategies that have been discussed and the evaluation of the impact of these
activities are important steps to assess the success of the promotion and ensure that the strengthened branding can
attract investors effectively.
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Overall, the results of this study indicate that the marketing communications of the East Java Province DPMPTSP
have adopted various innovative and strategic approaches to investment promotion. However, to achieve optimal
results, there needs to be an in-depth evaluation of the effectiveness of promotional materials, price transparency, the
benefits of international cooperation, and the implementation of promotional strategies. Continuous adaptation to
market changes and investor needs, as well as a thorough evaluation of each element of the marketing mix, will play an
important role in increasing the attractiveness of investment in East Java and ensuring the success of the marketing
communication strategies implemented.

KESIMPULAN
The conclusion of this study shows that the East Java Province DPMPTSP has implemented various strategic efforts in
investment promotion through an innovative approach to the marketing mix. The analysis shows that promotional
activities such as developing promotional materials, expanding international networks, and strengthening regional
branding are important steps to increase investment attractiveness. However, to achieve optimal results, there needs to
be an in-depth evaluation of each element of the marketing mix.

First, in terms of products, although there are innovative efforts to improve the quality of promotional materials and use
the latest technology, the results of the study emphasize the need for a more in-depth evaluation to ensure that the
promotional materials truly follow the needs and expectations of investors. The success of this activity depends on the
ability to adapt to market changes and investor preferences.

Second, regarding price, although there is no specific allocation in this activity, transparency of costs and clear
information on prices are still important to influence investment decisions. The study recommends that the provision of
clear information on costs and investment incentives be further considered to increase investor confidence.

Third, in terms of place, activities such as international cooperation show efforts to expand investment networks and
improve accessibility. Evaluation of the benefits and costs of this cooperation is very important to ensure that the results
are commensurate with the investment made. Further strategies to strengthen this collaboration will help maximize the
benefits gained.

Fourth, in terms of promotion, activities such as masterclasses on promotion strategies and strengthening regional
branding demonstrate efforts to strengthen the image of investment in East Java. Although these activities are
important, follow-up and evaluation of their impact are needed to ensure that the branding and promotion strategies
implemented are effective in attracting investors.

Overall, this study shows that the East Java Province DPMPTSP has adopted an innovative approach to investment
marketing communications. However, to increase investment attractiveness more effectively, it is important to conduct
a thorough evaluation of each element of the marketing mix, ensure transparency of price information, and continue
sustainable adaptation and innovation following market changes and investor needs.
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