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ABSTRACT

PT Desain Sarana Intermatra, an interior design company based in Jakarta,
has been trying to grow its business through digital marketing in recent years.
The purpose of this study was to look at how businesses are using digital
marketing strategies based on the PESO (Paid, Earned, Shared, and Owned)
framework and find which areas need to be strengthened. The research
process was carried out using a qualitative method, where data was collected
through in-depth interviews with the company's internal parties. The data
obtained was then analyzed by mapping digital marketing activities into each
element of the PESO Model to see the level of utilization and integration.
The results show that owned media (such as websites and digital portfolios)
and shared media (such as active social media) are the main pillars of digital
marketing. On the other hand, paid media (such as paid advertising) is still
used unevenly and unmeasurably. The resources obtained (testimonials,
reviews, and coverage) have also not been used effectively, especially to
increase credibility and reach. To achieve synergy in marketing
communication, the analysis shows that budgets for advertising must be
allocated consistently, a review management system must be created, and a
Paid—Shared—Owned-Earned system must be combined.
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INTRODUCTION
The development of digital technology has
changed the way businesses interact with

seen after the project is completed. As a result,
potential clients often need visual evidence,
testimonials, and additional information before

consumers. The advent of the internet, social media,
and other electronic devices has resulted in new
communication models that are faster, interactive,
and more open. Today's customers don't just rely on
direct = recommendations or conventional
advertising; They now search for information,
compare services, and view the company's portfolio
through digital platforms. Therefore, digital
marketing is an important part of winning in the
service industry.

In the interior design services industry, digital
media is becoming increasingly important. Due to
its indefinable nature, new design results can be

making a decision. Portfolio and design inspiration
can be shared on online platforms such as social
media and websites to enhance the company's
professional reputation.

PT Desain Sarana Intermatra, a Jakarta-based
interior design company established in 2013, has
been using digital media such as Instagram since
2018 for its marketing strategy. According to
observations made by students during the
internship, the company relies on social media
platforms, especially Instagram, as the main way to
distribute their work and reach new audiences.
However, other digital channels such as paid
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advertising, online reviews, and the company's

official website, are still poorly taken care of.

Because it shows the difference between the high

probability of digital marketing and its real-world
practice, this fact is interesting to learn more about.

To understand this situation, an analytical
framework is needed that can explain the functions of
different types of digital media in digital marketing. One
of the most relevant and complete models is the PESO

(Paid, Earned, Shared, Owned) model. According to this

model, digital marketing consists of media owned by the

company, media that is publicly distributed, media
obtained from other parties, and media that is paid. By
using this framework, this research will be able to
provide a more structured picture of PT Desain Sarana
Intermatra's digital marketing communication strategy.
In addition, this research will also find room for
improvements that companies can make to become more
competitive in today's technological era.

Based on the above background, the problems of
this research are as follows:

a. How does PT Desain Sarana Intermatra implement
the four elements of the PESO (Paid, Earned,
Shared, and Owned) model in its digital marketing
strategy?

b. How can you improve your company's digital
marketing effectiveness by improving and
integrating all components of PESO?

LITERATURE REVIEW

In the era of digital transformation, digital
marketing has become one of the main strategies of
companies to increase competitiveness. Digital
marketing, according to Kotler and Keller (2016), is a
type of modern marketing that uses technological
information to reach consumers in a more effective and
efficient way. Creative industries, such as interior
design services, use digital marketing not only to
increase brand awareness, but engage customers
through various online platforms (Chaffey & Ellis-
Chadwick, 2019). The PESO (Paid, Earned, Shared,
Owned) model is the most commonly used analytical
framework for deploying communication strategies in
digital marketing. It helps companies identify and
integrate various digital communication channels to
achieve optimal synergies (Luttrell, 2014).

Previous studies have shown that the peso model can
improve the performance of digital campaigns. As an
illustration, Macnamara et al. (2016) show that organic
reporting (Earned) and shared media (Shared) can be
improved by connecting corporate media (Owned) and
paid media (Paid). It pertains to industries that rely on
customer reputation, trust, and certificates, including
interior design businesses. Therefore, the PESO model,

according to research conducted by Cho et al., offers in-
depth analytical tools that help you understand the digital
marketing strategies of interior design companies. This
is especially true for broadcasting how much a company
can use digital channels to achieve their marketing
communication goals.
Paid Media

Paid Media is any form of media that is used by
paying a certain fee to display content or promotional
messages. Examples include digital ads such as Google
Ads, Instagram Ads, Facebook Ads, and website
banners. The main goal of paid media is to increase
audience reach and brand awareness quickly. In the
context of the service business, paid media helps
companies reach new potential clients who have not
known the company before.
Earned Media

Earned media is the result of publications or
attention earned organically through unpaid third parties,
such as media coverage, positive reviews, or
recommendations from auctions. This type of media
shows public trust in the company, as information comes
from external sources that are considered more objective.
In the service industry, earned media plays an important
role in strengthening the company's reputation and
credibility in the eyes of potential clients.
Shared Media

Shared media refers to content shared by users on
social media platforms, such as Instagram, LinkedIn,
Facebook, or X (Twitter). Interactions such as
comments, reposts, or client testimonials fall into this
category. Shared media shows the level of audience
participation and engagement with the company's
content. Through shared media, companies can build
more personal and interactive relationships with
customers.
Owned Media

Owned media is a communication channel that is
owned and managed directly by the company such as the
company's official website, blog, newsletter, or social
media accounts. Owned media serves as an information
center that can be fully set up by the company to
strengthen the brand identity and provide accurate
information about the service or product. Consistent and
quality content on owned media can also support search
engine optimization (SEO) and increase public trust.

METHOD

This study uses a qualitative method with the PESO
Model approach as an analytical framework to see the
digital marketing strategy of PT Desain Sarana
Intermatra. The qualitative method aims to describe in
depth a phenomenon based on empirical facts in the field,
as it is, without any manipulation or treatment of the
object being studied (Hasan et al., 2022). Qualitative
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research methods are approaches that focus on an in-
depth understanding of social phenomena through the
exploration of perspectives, experiences, and meanings
formed by individuals or groups. According to Creswell
(2018), qualitative research aims to explore context
holistically so that researchers can find patterns, themes,
and interpretations of narrative data. This approach does
not prioritize numbers or statistical generalizations, but
rather the interpretation of complex and dynamic reality.
Therefore, qualitative research is often used in the study
of communication, management, organizational
behavior, and design studies that require an in-depth
understanding of human behavior.

In the context of communication and public
relations research, one of the most widely referred
models is the PESO Model (Paid, Earned, Shared,
Owned) introduced by Gini Dietrich (2014). This model
is used as a framework to analyze communication
strategies based on four media categories: Paid Media
(paid content such as advertising), Earned Media (third-
party coverage such as mass media), Shared Media
(participation-based content such as social media), and
Owned Media (organization-owned content such as
websites or blogs). The PESO Model helps researchers
understand  the integration of organizational
communication strategies in building reputation,
reaching audiences, and creating consistent messages
across multiple channels.

In qualitative research, the PESO Model can be used
as an analytical lens to see how organizations utilize each
type of media, the relationships between media
categories, and its effectiveness in achieving
communication goals. By adapting this model,
researchers can identify what communication strategies
are most dominant, how organizations manage
messages, and how audience responses are formed
through different media.

Data collection in qualitative research is generally
carried out through in-depth interview techniques.
According to Kvale & Brinkmann (2015), qualitative
interviews allow researchers to explore informants'
thoughts, experiences, and perceptions in a rich and
structured way. Interviews are conducted in-person
through face-to-face or digital media, using semi-
structured question guides to keep the conversation
flexible but still focused on the research issue. This
technique is very relevant when researchers want to
understand the organizational communication process,
strategic considerations, and practitioners' experience in
implementing the PESO Model.

Through interviews, the data obtained is then
analyzed using techniques such as data reduction,
categorization, and conclusion drawing to produce valid
and reflective findings. Thus, the combination of
qualitative methods, the PESO Model framework, and

interview techniques can provide a comprehensive
overview of the organization's communication strategy
and the dynamics of the media involved.

RESULT AND DISCUSSION

PT Desain Sarana Intermatra (PT DESIGN) is an
architectural design and planning consultancy based in
Yogyakarta and Jakarta. The company offers
architecture, interior design, urban design, and landscape
services, with a "holistic highest-and-best-use" approach
that combines creativity and business strategy. It was
formed by a team of experienced architects and designers
from major companies such as DP Architects, Surbana
International, and Axis Architects. PT DESAIN has
achieved achievements, such as the "The Most Favoured
Low Cost Apartment Project, Housing Estate Award
2015" & "Innovative Affordable Apartment Project"
Property Indonesia Award 2015 in the Gunung Putri
Square Apartment project, Bogor and The Spring
Residences, Ciputat. While its core business is design
and architecture, the company also leverages digital
channels to strengthen branding and marketing — as
seen from its presence on Instagram (@ptdesainid and
(@desain.thinking) and LinkedIn as a medium to reach
clients, representing the integration of digital marketing
strategies into their operations.

Image 1 Receiving The Most Favoured Low Cost
Apartment Project, Housing Estate Award 2015
(Source : housingestate.id)

KOMPAS

Image 2 Winner of the Innovative Affordable
Apartment Project, Property Indonesia Award 2015
(Source : properti.kompas.com)

In today's digital age, marketing is no longer
limited to conventional promotions, but also leverages
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various digital communication channels to build
relationships and trust with clients. Service companies,
especially those operating on a B2B scale such as PT
Desain Sarana Intermatra, face unique challenges in
attracting clients as most projects are awarded through
tender mechanisms. An effective digital marketing
strategy is therefore essential for strengthening
reputation, displaying portfolios, and expanding
professional networks. One of the widely used
frameworks for analyzing the effectiveness of digital
communication is the PESO (Paid, Earned, Shared,
Owned) model that integrates different types of media to
achieve marketing goals in a balanced and measurable
manner.
1. Paid Media

In increasing the reach of the audience, PT Desain
Sarana Intermatra has so far never used paid media in the
company's promotional activities. However, in 2019
before the Covid-19 pandemic, the company together
with several other planners held an event with the theme
"Hospital Design". The activity aims to broaden horizons
and establish professional relationships between hospital
interior design industry partners. All costs of organizing
the event are supported by the sponsor, so that the event
can be held more optimally without using the company's
internal funds.
2. Earned Media

In gaining the company's reputation and credibility
in the eyes of potential clients, PT Desain Sarana
Intermatra has compiled and implemented Standard
Operating Procedures (SOPs) for structured and efficient
workflows, the company seeks to create a more directed
and measurable work system. The implementation of the
SOP also supports increased coordination between teams
and ensures that each stage of work runs according to the
standards that have been set. In addition, the company
always tries to be responsive and solutive to various
situations and dynamics that occur in each project, so that
it is able to provide decisions and actions that are fast,
precise, and in accordance with the needs of the field.
3.  Shared Media

In uploading activities on social media, PT Desain
Sarana Intermatra is currently still not very active, this is
because the company does not have a special team that
handles the management and development of social
media content on a regular basis. The management of
social media accounts is usually done incidentally by
staff who have free time on the sidelines of main work,
so the frequency of content updates has not been able to
run consistently. However, in the future, the company
plans to further optimize the use of social media as a
means of promotion and communication with the
audience, among other things by forming a special team
responsible for strategic planning, content creation, and
interaction management on various digital platforms.

Iz « 4

Image 3 Social Media PT Desain Sarana Intermatra
(Source : instagram.com/ptdesainid)

4. Owned Media

As an accurate information center and strengthening
the company's identity, the website and digital portfolio
are considered very important, especially because the
market that is the main focus of the company is classified
as very specific (niche), namely in the field of healthcare
facilities. In this particular market segment, potential
clients tend to pay great attention to the company's track
record and experience in handling similar projects.
Therefore, the existence of an informative and
representative website and portfolio is a crucial element
in building client credibility and trust. Through this
media, companies can display the quality of their work,
expertise, and a deep understanding of the needs and
design standards in the health facility sector.

DESAIN
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Image 4 Official Website of PT Desain Sarana
Intermatra
(Source : pt-desain.com)

CONCLUSIONS

Based on the digital marketing analysis of PT
Desain Sarana Intermatra using the PESO model, it can
be concluded that the company has the main advantages
in earned media and owned media. A strong reputation
through previous projects, client testimonials, as well as
a self-managed digital portfolio are important factors that
allow the company to win many tenders and attract new
clients consistently.

At the point of Paid Media, although it is one of
the components of PESO, it has a limited role for PT
Desain Sarana Intermatra. This is due to the

TUMATA: Journal of Arts and Cultural Management, Vol. 04. No. 01 June 2026




THE ROLE OF SOCIAL MEDIA IN DIGITAL MARKETING STRATEGY...MODEL

characteristics of the majority of clients coming from
B2B tender mechanisms, where decisions are influenced
more by the credibility, experience, and quality of the
portfolio than paid advertising. Meanwhile, shared
media serves as a support channel, increases
engagement, and expands professional networks,
although it is not the primary channel for acquiring
clients. However, because the company does not have
dedicated staff in the field of marketing, the
implementation of promotional activities often does not
run optimally, especially due to the limited time and
energy of the Principal who also has to focus on project
management.

In terms of social media, especially Instagram, the
company strives to remain consistent in uploading well-
curated design works, as an effort to maintain its image
and expand its audience reach. In addition, the company
is also committed to being more responsive to various
questions or interactions that arise, so that
communication with potential clients and related parties
can be established more effectively.

The integrity of the four elements of PESO, even
though with different focuses, shows that PT Desain
Sarana Intermatra is able to build a professional, reliable,
and consistent corporate image. This supports an
effective marketing strategy in the context of a highly
competitive interior design services industry.

SUGGESTIONS

Based on the results of the analysis, it is suggested
that PT Desain Sarana Intermatra begins to form a
special digital marketing team that has responsibility for
designing communication strategies, managing social
media content, and monitoring the effectiveness of
promotional activities. The existence of this team will
help companies maintain consistency in delivering
messages and expand the reach of audiences in a more
professional manner.

In addition, companies need to consider the
selective use of paid media, such as cooperation with
professional architecture platforms or digital promotions
relevant to the health interior design industry. This move
can help increase visibility without ignoring the
characteristics of the B2B market that emphasize
credibility and track record.

In the Shared Media aspect, the company is
expected to be more active and consistent in uploading
curated content regarding the design process, project
results, and client testimonials. These activities not only
strengthen the professional image, but also improve
interaction with the audience. On the other hand, Owned
Media such as websites and digital portfolios need to be
updated regularly to always display the latest projects
and reflect the company's professionalism and
specialization in the field of healthcare facility design.

To strengthen Earned Media, companies can also expand
their professional network through active involvement in
seminars, exhibitions, or interior design industry
associations. In addition to expanding connections, this
also strengthens the company's reputation and credibility
in the sector it works on.

Finally, it is important for companies to develop
internal capabilities through digital marketing training
for staff. Thus, all elements of the company can
contribute to building a strong, consistent, and adaptive
brand image to the development of the digital industry.
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