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PERAN STRATEGIC PLANNER DALAM PENGEMBANGAN 
MARKETING COMMUNICATION PADA PENYEWAAAN ALAT 

BERAT PT WASKITA KARYA INFRASTRUKTUR 

 
 Saul J.B. Lauda 

 

ABSTRAK 

Laporan magang ini membahas peran Strategic Planner dalam merancang hingga 
mengimplementasikan strategi komunikasi pemasaran untuk lini bisnis 
penyewaan alat berat di PT Waskita Karya Infrastruktur (WKI). Latar belakang 
kegiatan ini didasari oleh kebutuhan perusahaan untuk memperkuat identitas 
merek, meningkatkan keterlibatan pelanggan, serta memperluas jangkauan pasar 
di tengah rendahnya kesadaran merek, keterbatasan data pelanggan, inkonsistensi 
informasi produk, dan tantangan multi-lini usaha. Dalam menjalankan tugas, 
penulis menerapkan pendekatan riset sekunder melalui analisis PESTLE, 
identifikasi tren sektor, drivers dan barriers, pangsa pasar, serta analisis SWOT 
guna memahami dinamika pasar dan posisi kompetitif perusahaan. Berdasarkan 
hasil riset tersebut, penulis menyusun blueprint strategi komunikasi dengan 
mengintegrasikan tiga taktik utama, yakni digital marketing, direct marketing, dan 
personal selling yang diselaraskan dalam kerangka customer journey. Penulis juga 
terlibat dalam proses pemaparan strategi (pitching), koordinasi antardepartemen, 
serta pengelolaan dan uji coba kanal digital sebagai touchpoint awal pelanggan. 
Evaluasi awal terhadap halaman pemesanan alat berat menunjukkan pentingnya 
integrasi antara komunikasi strategis dan sistem informasi internal. Laporan ini 
menegaskan bahwa peran Strategic Planner tidak hanya bersifat konseptual, tetapi 
juga operasional, khususnya dalam menghubungkan hasil riset, perencanaan 
komunikasi, dan implementasi pemasaran yang responsif terhadap kebutuhan 
pasar. 

Kata kunci: Strategic Planner, komunikasi pemasaran, penyewaan alat berat, PT 
Waskita Karya Infrastruktur 
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THE ROLE OF STRATEGIC PLANNER IN DEVELOPING 
MARKETING COMMUNICATION FOR HEAVY EQUIPMENT 

RENTAL AT PT WASKITA KARYA INFRASTRUKTUR 
 

 Saul J.B. Lauda 

 

ABSTRACT 

This internship report discusses the role of a Strategic Planner in designing and 
implementing marketing communication strategies for the heavy equipment rental 
business line at PT Waskita Karya Infrastruktur (WKI). The background of this 
activity is driven by the company’s need to strengthen brand identity, increase 
customer engagement, and expand market reach amid low brand awareness, 
limited customer data, inconsistent product information, and the challenges of 
operating a multi-business entity. In carrying out the task, the author applied 
secondary research methods, including PESTLE analysis, sector trend 
identification, drivers and barriers assessment, market share analysis, and SWOT 
analysis, to understand market dynamics and the company’s competitive position. 
Based on these findings, the author developed a communication strategy blueprint 
integrating three main tactics – digital marketing, direct marketing, and personal 
selling – aligned with the customer journey framework. The author was also 
involved in strategy pitching, interdepartmental coordination, and the 
management and testing of digital channels as the initial customer touchpoint. 
The preliminary evaluation of the equipment booking page highlighted the 
importance of integrating strategic communication with internal information 
systems. This report emphasizes that the role of a Strategic Planner is not only 
conceptual but also operational, particularly in linking research findings, 
communication planning, and the responsive implementation of marketing 
strategies tailored to market needs. 

Keywords: Strategic Planner, marketing communication, heavy equipment rental, 
PT Waskita Karya Infrastruktur 
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