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I can do anything „cause your love is so amazing, „cause 
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And when I need a friend you‟re always on my side, 

Giving me faith taking me through the night 

 

For a shield, from the storm, 
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Abstract 

Operational audit is one of the tools that can be used to measure whether the 

company has already performed in effective and efficient way. This study is aimed to 

assess the efficiency and effectiveness of marketing function of PT Indosat Tbk 

Malang Branch by implementing the operational audit concepts. The marketing area 

covers marketing environment, marketing strategy, marketing organization, 

marketing system, marketing productivity, and the other marketing functions. 

The data in this study was obtained through both primary and secondary data 

collection, such as observation and semi structured in-depth interviews. Further, 

secondary data consisting of books, journals, and related articles were also gathered 

from internet. This research uses descriptive approach which provides factual and 

actual description towards the object of research. Efficiency and effectiveness is 

analyzed and evaluated by comparing between criteria, causes, and effect. 

Efficiency assessment of marketing function could be indicated by the use of 

company resources, which are efficiency towards marketing profitability and 

marketing function efficiency, while marketing function effectiveness could be 

indicated by target accomplishment and its alignment with the standards that have 

been stated by the company. The result indicates that in general, marketing activity in 

PT Indosat Tbk Malang branch has already conducted in effective and efficient way. 
 

Keywords: operational audit, marketing function, effectiveness, efficiency 

 

 

 

 

 

 



 

 

 

 

CHAPTER I 

INTRODUCTION 

 

 A research is always concerning to a certain problem as its background of 

study. In this chapter will be described some background problems behind the 

selection of this research title, research questions as basic question that should be 

answered by this research, and research limitations to determine the scope of 

research. 

 Moreover, there also will be explained the purpose and contribution of the 

research. The purpose and contribution of research must be determined in order to 

have clear targets of the research and to make sure that this research is giving 

advantage for several parties that are directly or indirectly involved. The research 

contribution is viewed from three points which is theoretical, practical, and policy 

contribution. 

 

1.1.Background 

Operational audit, systematically appraises a firm's effectiveness and 

efficiency to a degree that meets corporate and industry standards. According to Lane 

(1983), operational audit allows the management to gain a greater control over 

effectiveness through the use of internal and financial audits. In addition to that, 

operational audits enable the management to identify the areas in which operational 

efficiency can be improved. In contrast to financial audits, operational audits 



 

 

 

 

encompass a broader time span in which past, present, and future operational 

effectiveness is analyzed.  

The basic objective of a company is to maximize their profit by optimizing all 

of the resources available, efficiently and effectively. Efficiency and effectiveness are 

two terms that are strongly related in the industrial world. The activities of a 

company can be considered good if they are both effective and efficient. On the 

contrary, inefficiency and ineffectiveness might bring a negative impact to the 

company. Efficiency is the comparison between the expected input and the output of 

the company. On the other hand, effectiveness takes into account the relations 

between the responsibility of the management and their targeted goals. 

In order to achieve effectiveness and efficiency in a company, the manager 

must be able to plan out and monitor the company‘s activities so that the company 

goals can be accomplished. Efficiency and effectiveness of a company can also be 

assessed by performing Management Auditing or Operational Auditing. Operational 

Audit refers to an audit activity that evaluates the whole part of a company, including 

assessment of internal resources compared to external environment. It stresses on 

managerial processes, especially the planning procedure, organization, and activity 

control that has been chosen by the audit, and to state how good the company is 

maintained (Tunggal, 2000). 

Operational audit is aimed to improve the managerial control, so the 

managers can identify the inefficiency and ineffectiveness, and later on, propose 

some corrective action in effort to reach their goals. Operational audit is obliged to 

provide information to the top management about operational problems, but the main 



 

 

 

 

objective is to help management solve the problem by giving solutions in the form of 

real action implementation. 

As companies face pressure to increase margins, demands to improve 

marketing effectiveness will continue to mount. In the light of this progress, 

operational audit becomes an essential procedure in order to achieve efficiency and 

effectiveness. In this study, effectiveness and efficiency of the company will be 

focused on the marketing function because it is one of the most crucial part of the 

company‘s operational activity. Every company that produces goods and services 

always needs marketing activity to distribute its product to the consumer. 

Marketing is the process by which companies create value for customers and 

build strong relationships in order to capture value from customers in return. Broadly 

defined, marketing is a social and managerial process by which individuals and 

groups obtain what they need and want through creating and exchanging value with 

others. In a narrower business context, marketing involves building profitable, value-

laden exchange relationships with customers. (Kotler, 2006) 

Generally, marketing activity of a company is aimed to promote products that 

are produced to fulfill the buyer needs which will result in profits for the company. 

Marketing manager, as one of the function in a company, has a task of choose and 

run a marketing activity which will support organizational goal achievement. One of 

the challenges that should be overcome is to improve efficiency, effectiveness, and 

productivity of marketing activities because the management always encounters 

different conditions in the process of providing various kind of resources in the form 

of material, energy, and facilities that can be used in achieving the company‘s goals. 



 

 

 

 

PT. Indosat, Tbk is one of the biggest telecommunication company in 

Indonesia. As a company that has been around for 42 years operating and providing 

the needs of the public, PT. Indosat Tbk consistently tries to build a strong foundation 

as it grows alongside with the society towards a more developed business entity. The 

solution offered by Indosat reflects an understanding of customer needs and a 

commitment to meet the needs of the community. Consistent to that, PT. Indosat Tbk 

spreads its branches to every region in Indonesia, such as Jabodetabek & Banten, 

West Java, Central Java, East Java, Bali and Nusa Tenggara, North Sumatera, 

Kalimantan and Sulampapua. One of them is in Malang city which located on Jl. 

Jaksa Agung Suprapto No. 47 Malang. 

As other business try to step up their game in order to survive amidst the 

competition, telecommunication company such as PT. Indosat Tbk has always been 

trying to improve its efforts to give the best products and services for its consumer. 

The problems appear from the consumer demand to get the best quality product with 

a reasonable price. Moreover, the problems arises from the technology and human 

needs that always develop dynamically thus Indosat should always has an innovation 

in their product and services, and also the instability of economic condition in 

Indonesia, such as frequent policy changing often, weak economic condition that 

may causes the decrease in society buying power, whereas these problems would 

influence the business, includes telecommunication company. 

Therefore, the management of PT. Indosat Tbk must be able to effectively 

and efficiently run their activities so they can reach their goals, especially in 

marketing activity since it is one of the crucial parts of the company. A successful 



 

 

 

 

marketing activity will be a strong triggering factor for the company achievement. 

Operational audit for marketing function is one of the tools that can be used to 

measure whether the efficiency and effectiveness principals have been applied 

properly or not.  

This research is performed in a case study, which focuses on the problem 

characteristics related to the background and present condition of PT. Indosat Tbk 

Malang branch and its interaction with surrounding environment. In accordance with 

this issue, the researcher will try to explore it in a research entitled ―The 

Implementation of Operational Audit Concepts as an Assessment Basis for 

Effectiveness and Efficiency of Marketing Function (A Case Study at PT. Indosat 

Tbk Malang Branch)‖. 

 

1.2. Research Question 

The research questions in this minor thesis are divided further into several 

subsidiary questions, such as: 

1. According to operational audit concept, how are the effectiveness and the 

efficiency of marketing function activities in PT. Indosat Tbk Malang? 

2. What are the solutions for Marketing Department of PT. Indosat Tbk Malang 

to improve their working activities? 

 

1.3.Research Limitations 

Based on the research questions above, in order to assess the efficiency and 

effectiveness of marketing function, the problem is limited to: 



 

 

 

 

1. Operational audit executed is to assess the efficiency and effectiveness of 

marketing activities. 

2. Efficiency and effectiveness of marketing functions are analyzed and evaluated 

by comparing between criteria, causes, and effects, which are : 

a. Criteria is the standard how the individual in the organization should do their 

activity as a form of their responsibility. Criteria used as comparison / 

measurement tools. 

b. Causes are used to find the factors triggering inefficiency and ineffectiveness 

based on the component or marketing area to be audited. 

c. Effects are used to examine the effect that comes up from the marketing audit 

findings whether positive effects or negative effects. 

3. Marketing areas that are audited: marketing environment, marketing strategy, 

organizational structure of marketing function, marketing system, marketing 

productivity, and marketing function. 

 

1.4. Purpose of Research 

 Purpose of the research must be determined in order to have clear targets of 

the research. When a research has a clear target, proper method to reach it can  

be relatively easy to determine. The main purpose of this research is: 

1. Evaluating the effectiveness and efficiency of Marketing Department by 

Operational Audit analysis 

2. To know the factors that trigger inefficiency and infectiveness of Marketing 

Department activities 



 

 

 

 

3. Giving proper recommendation for Marketing Department function to 

improve their performance based on audit results 

 

1.5. Research Contributions 

This research contributes some advantages that can be taken by several parties 

that are directly or indirectly involved. There are three types of contributions offered : 

1. Theoretical contributions 

As a guideline, reference, information, and theoretical learning for the next 

research for a better analysis, especially the research about effectiveness and 

efficiency of marketing functional through some improvement in various sides, 

whether in data collection or in data analysis method. 

2. Practical contributions 

- By doing this research, the researcher can gain a better insight, knowledge and 

experience in operational audit study 

- To put forward some references for effective implementation of an operational 

audit project for the student 

- To give evaluation result of effectiveness and efficiency assessment in 

Marketing Department of PT. Indosat Tbk Malang 

3. Policy contributions 

- As an information and consideration in decision making for the management 

- As a recommendation to help the company improve its effectiveness and 

efficiency, especially in marketing department 

 



 

 

 

 

CHAPTER II 

LITERATURE REVIEW 

 

 All research is scientific, therefore in conducting the research all researchers 

should be armed with theory and knowledge. Compared with quantitative research, 

qualitative research requires more knowledge and theory to help the researcher in 

understanding the social context broadly and deeply. Qualitative researchers should 

be enriched by broad knowledge thus they could be a good human instrument. The 

theory and knowledge underlying this research were gained from several literatures. 

Hence, this following chapter will describe in detail about theory and knowledge 

associated with research problem. It covers the concept of operational audit, 

effectiveness and efficiency, marketing function, and audit of the marketing function. 

 

2.1 Operational Audit 

 2.1.1 Operational Audit Definition 

 Internal auditing is probably the first term to be used to refer to auditing that 

goes beyond the field of financial-statement examinations. This kind of auditing, 

according to Chambers (1993) is concerned with whether managers or employees are 

adhered to prescribed policies. Currently, there is impression the internal auditors are 

employed by an organization, and due to that they are not independent. 

 According to Arens (1999), independency and competency are two important 

things that should be owned by an operational auditor. The independency of internal 

auditors is fulfilled by direct reporting to the top management board or the general 



 

 

 

 

director regarding their audit activity. Besides, the responsibility of internal auditors 

also affects their independency. Internal auditors are forbid to conduct the operational 

function of a company or to correct the mistakes when they found some ineffective 

and inefficient operations. 

The institute of Internal Auditors consider internal auditor as a sensitive 

things. There are independency requirements stated in Statement of Responsibilities 

of Internal Auditing  : 

―Internal auditor should be independent towards their audit activity. Internal 

auditor is categorized as independent if they could conduct their performance 

in independent and objective way. Independency enable internal auditor to 

give neutral and fair consideration needed to conduct a proper audit activity. 

It‘s achieved by organizational status and objectivity‖. 

 

Organizational status should be sufficient to determine scope of audit, proper 

consideration, and effective action towards the audit findings and recommendations, 

while objectivity requires internal auditors to be independent and honest in 

performing their audit activities. 

According to Sawyer (2002), the independent external auditors are more 

concern to the organization‘s financial statement, but internal auditors are more 

comprehensive in scope. The losses resulting from poor production, engineering, 

marketing, or inventory management can be far greater than those suffered from 

financial peculations. Moreover, embezzlement can hurt a corporation and the inept 

management of its resources can bankrupt it. Here, internal auditors act as an 

independent assessor to review operations as a service to the organization by 

measuring and evaluating the adequacy of controls and the efficiency and 

effectiveness of performance. Furthermore, internal auditors are vitally concerned 



 

 

 

 

with all manner of waste and fraud, whatever the source and however small the size. 

They also ascertain whether employees are complying with the organization‘s 

policies and regulations. The internal auditor is come from organization‘s employee, 

or can be an independent entity. However, the independency of an internal auditor 

must be kept since its existent is really important to assure the accomplishment of 

entity goals and objectives.  

Smith (1975) in Chambers state that : 

―A management audit is a future-oriented, independent, and systematic 

evaluation of the activities of all levels of management performed by the 

internal auditor for the purposes of improving organizational profitability and 

increasing the attainment of the other organizational objectives through 

improvements in the performance of the management function, achievement 

of program purposes, social objectives, and employee development. Financial 

data are some of the sources of evidence. The primary sources of evidence are 

the operational policies and the management decisions as related to the 

organizational objectives. Included are an evaluation of the management 

control system in terms of existence, compliance, and adequacy along with its 

decision-making process in terms of existence, compliance, and relevance to 

the attainment of organizational objectives plus management‘s decision itself 

in relation to the organizational objectives and the quality of management. 

The resultant audit report both identifies problems and recommends 

solutions.‖ 

 

 The trouble with such a ‗scientific‘ definition above is that it is a failure as a 

useful communication device. The distinction of financial audit is clear. What is not 

clear is the distinction between management and operational audit. Broadly speaking 

management audit takes the highest possible across-the-board perspective – a pun 

used advisedly, since the perspective is that of the board of directors, top 

management, and the corporate planners. Operational audit is confined to an 

individual operational audit area, and will be less able to achieve a bird‘s eye view or 

group headquarters vision. It will consider activities such as sales, engineering quality 



 

 

 

 

control and purchasing. In a complex hierarchy of companies, with subsidiaries and 

sub-subsidiaries downwards, as well as associated companies, what might appear as 

management audit perspective in an important subsidiary or division, might appear as 

operationally audit geared from the group headquarters perspective. 

 Although there are may be some merit in distinguishing management and 

operational audit pragmatically, it may serve just as well to combine them. This may 

then produce a shorter definition such as : 

 ―The operations / management internal audit involves reviewing audit 

subjects (operations, products, programs, activities) to determine whether 1. 

Resources are economically acquired and efficiently utilized 2. Established 

objective are achieved and 3. Users (customers, clients) are satisfied with the 

type or level of goods or services received‖ (Chambers, 1993:83) 

 

 In recent years, operational auditing has become the buzzword for the audits 

of activities other than those pertaining to financial statement examinations. 

According to Herbert (1979), operational auditing has been more concerned with the 

economy and efficiency of management‘s operations than with the effectiveness of 

the programs management has been carrying out. Even though operational auditing in 

general is more related to efficiency and effectiveness, in its implementation, 

however, it is only few of that terminology application. Many people prefer to use the 

term a Management Auditing or Performance Auditing than Operational Auditing to 

describe company assessment of efficiency and effectiveness. These people describe 

operational audit broadly and include internal control evaluation and control 

effectiveness attestation as a part of operational audit. Most does not differentiate the 

term Performance Auditing, Management Auditing, and Operational Auditing. 

(Arens & Loebbecke, 1994:764) 



 

 

 

 

 This study prefers to use operational auditing, since the research objective is 

to determine the effectiveness and efficiency of each part in an organization. 

Assessment of internal control effectiveness by the internal auditor is a part of an 

operational audit if the objective is to help the company to run their business 

activities to be more effective and efficient. This also applies to the determination of 

whether a company has already had an assembly-skilled human capital that is 

inclusive in operational audit if its objective to determine whether a company has 

already produced their product effectively and efficiently. 

2.1.2 Objective and Benefit of Operational Audit 

The main difference between financial auditing and operational auditing 

according to Arens (1999) is in its assessment objectives. Financial auditing is 

pointing whether historical information has been recorded properly and fairly. The 

operational auditing focuses on the effectiveness and efficiency. Financial auditing is 

past oriented, while operational auditing is future oriented. For example, an 

operational auditor could evaluate whether the raw material is bought in its lowest 

price to minimize the raw material expenditures on the future. 

As stated by Arens and Loebbecke (1999), the objective of operational 

auditing is to give information for management in decision making related to 

operational activity of company, include purpose internal control with reasonable 

price. It is also stated by Holmes (1996) that operational auditing aimed to support 

the entire member of the management to conduct their responsibilities effectively by 

giving them the analysis, recommendation, and objective comment about the 

reviewed activities. 



 

 

 

 

AICPA (American Institute of Certified Public Accountant) publish the 

Special Committee Statement on Operational and Management Audit which state that 

the objective of operational auditing are as follows : 

- To assess the activities or evaluating performance 

- Identify the opportunities for improvement, and 

- Develop the recommendation with improvement or further action 

 There are also general objectives of operational audit formulated by Agoes 

(1996:11), which are : 

1. To assess the performance of management and all other function in company 

2. To assess whether the resources ( human capital, machine, fund, and another 

capital) of the company has already used in efficient and effective way  

3. To assess the company effectiveness in achieving the objective targeted by the 

top management 

4. To give recommendation for the top management and to improve weakness 

found in internal control structure, management control system, and company 

operational procedure, in order to improve efficiency, economy, and 

effectiveness of company operational activity 

From those various objectives above, it could be concluded that operational 

audit is one of the controlling equipment that help management to identify the 

wasteful and inefficiency in the usage of resources. In order to the company would 

prevented from the loss risk in the future and they also could improve the efficiency 

so that the opportunities can be maximized. 

 



 

 

 

 

 

The benefit of operational audit according to Tunggal (2000) are : 

1. Giving relevant and up to date operational information for the decision 

making 

2. Helping management in evaluate the journal, report, and internal control 

3. Ensuring the compliance to the determined managerial policy, plans, 

procedures, and also governmental policy requirements 

4. Identifying early potential problems to determine preventive action 

5. Appraising economy and efficiency the usage of resources including minimize 

the waste 

6. Appraising effectiveness in achieving the targeted goals and objectives of the 

company 

7. Providing a training platform for the personnel in the whole of company 

operational phases 

2.1.3 Relevant Standards in Conducting Operational Audit 

In operational auditing execution, there are several standards needed as the 

base for determining whether the violence is exists in the operational activities. 

According to M. Gorospe stated in Tunggal (1992), the standards applies are : 

1. Regulation and government policies 

2. Company standards  

a. Approved plans and programs  

b. Stated policies and procedures 

c. Approved organizational structure 



 

 

 

 

d. Company budget 

e. Stated company objectives / goals 

f. Past achievement 

3. Industry standards and practice 

4. Management organization and principles 

5. Developed companies with a healthy managerial practice 

6. Leader‘s philosophy and thought 

2.1.4 Operational Audit Characteristics 

 According to Tunggal (1992), operational auditing characteristics covers 4 

(four) things, which are : 

1. Systematic Process 

Operational Auditing is performed in structurized way, including planning, 

and objective assessment to the audit object. 

2. Efficiency and Effectiveness 

Operational auditing is an equipment to help the management and 

organization to assess efficiency and effectiveness. 

3. Recommendation for Further Improvement 

Operational auditing emphasizes on the improvement for the future period. 

4. Future Oriented 

Since operational auditing is executed to assess the efficiency and 

effectiveness, thus it is used as guideline for the future maintenance. 

2.1.5 Operational Audit Type 



 

 

 

 

There are three categories of operational auditing according to Arens 

(1999:766) : functional, organizational, and special assignment. Each of those types is 

paramount to the internal control evaluation for efficiency and effectiveness. 

1. Functional Audit 

As implied from its name, functional audit is about one or more 

function of an organization. It could be linked for example in marketing 

function of a division or for the company as a whole. 

  The strength of functional audit is its possibility to conduct 

specialization by the auditor. Certain auditors in internal audit staff could 

develop many competences in a certain area, such as production manipulation. 

They could efficiently use whole of their time to investigate that area. The 

weakness of functional audit is it doesn‘t evaluate the other function which is 

related. 

2. Organizational Audit 

Operational audit of an organization concerns to the whole unit of an 

organization such as department, branch or subsidiary company. The focus of 

an organizational audit is about how efficient and effective the interaction 

amongst functions. Organizational plan and methods to coordinates the 

organizational activity are really important in this kind of audit. 

3. Special Assignment 

Special assignment of operational audit appears as management request. 

There are many variations in this kind of audit. For example are the 

determination of PDE system ineffectiveness factors, fraudulent possibility 



 

 

 

 

investigation of a division, and make recommendation to decrease production 

cost. 

 

 

2.1.6 Operational Audit Procedures 

The success in the execution of operational auditing most triggered by the 

ability of operational auditor in formulating the objective, program and also audit 

technique in order to support the achievement of expected goals. There are several 

steps or procedures in operational audit as stated by Herbert (1979) : 

1. Preliminary Survey 

Preliminary survey aimed to obtain in a relatively short period of time 

background and general information on organization and management activity being 

considered for examination. In this phase, we analyze background and general 

information to obtain relevant evidence--not necessarily sufficient, material, or 

competent-- on one or more elements-- criteria, causes, or effect-- of a possible audit 

objective. 

The general information and background needed is for example : 

a. The organization : information about company location, management 

structure, establishment history, number of worker, managerial policy, 

compliance with law, document of establishment, alteration and also 

ratification. 



 

 

 

 

b. The activity : information about type of activity, people in charge to the 

activity, policy related to the activity, and special procedure to perform the 

activity. 

c. The program : information about the objective of the program, the 

relations between organizational units which performed the program in 

effort to achieve those objectives, policy and procedure for achieving the 

program, and administrative regulations related to the program. 

2. The Review and Testing of Management Control 

The aims of the review and testing of management control are : 

- To obtain any needed additional background information 

- To obtain relevant, material, and competent evidence—not necessarily 

sufficient—on tentative audit objective by testing company transaction 

related to the management control to determine : 

a. That there could be a reasonable criteria 

b. That some particular person or group of persons at one or more levels of 

responsibility could cause an inefficient operation, and 

c. That the effects of the inefficient operation are significant 

- To summarize evidence and to conclude whether the developed tentative 

audit objective can be the firm‘s objective to be used in the detailed 

examination phase, whether evidence that must be obtained would be 

competent, and what additional evidence must be obtained and from what 

source to have sufficient competent, material, and relevant evidence to 

come to a conclusion on the audit objective. 



 

 

 

 

In arranging audit program in this phase, the audit program should not only be 

giving a guideline for the auditor in determining competition of the audited 

information system, but should also provide a guideline for the auditor to obtain the 

evidence in order to determine and state of the real audit objective. 

3. The Detailed Examinations 

In this phase, the auditor should obtain sufficient competent, material, and 

relevant evidence to determine : 

- The acceptability of the criteria of the audit objective, and that any 

argument against the criteria can be rebutted 

- The specific action or lack of action at levels involved in the 

management activity that caused the effects, and 

- The significance of the effects 

Furthermore, the auditor should summarize the evidence in terms of criteria, 

causes, and effects, then conclude from the summarized evidence that the effects in 

the management activity are significantly inefficient and ineffective when the actions 

of employees and management are evaluated against the criteria. From this process, it 

should be determined the audit evidence which has caused ineffectively and 

inefficiency. 

4. The Report Development 

Different with financial auditing report, operational auditing report needs to 

be arranged objectively, clearly, briefly and precisely. It sets the scene through 

background or general information or through scope of audit. It communicates 

conclusion, stating the significance of the effects caused by not following a proper 



 

 

 

 

standard. Sufficient evidence on criteria, causes, and effects should be given with the 

audit objective for the reader to come to same conclusion as the auditor. The report 

also should state recommendation, usually that the criteria should be followed in the 

future to obtain best result. 

 

2.2 Efficiency and Effectiveness Concept 

There is considerable validity of meaning given to these two terms and 

undoubtedly the meanings overlap so that is doubtful whether it is possible to exclude 

any one of them from the scope of an audit without having to exclude them all. 

Likewise, an issue which relates to effectiveness is also likely to have repercussions 

on efficiency as well. When we later seek to classify considerations (such as ‗output 

per worker‘) under of these categories (such as ‗efficiency‘) we are therefore 

oversimplifying. Nevertheless it is essential to differentiate between the meanings of 

these terms as far as possible. (Chambers, 1993) 

Kotler (2006) sees efficiency as the ratio of actual input to actual output. We 

may consider effectiveness to be measure of ‗actual performance against planned 

performance‘ and efficiency as the ratio of resource consumption to benefits 

produced. Effectiveness, then, may be said to mean doing the right things and 

efficiency is doing things in right way. 

 Whittington and Pany (2004:11) stated that : 

―Efficiency, that is, success in using to its best advantage the resources 

available to the department‖. 

 

While Konrath (1999:677) argues that : 



 

 

 

 

―Efficiency may be viewed as an input measure that relates to cost control and 

is concerned with the performance of recurring functions at a minimum of 

cost to the entity‖. 

 

Thus, an activity could be considered as efficient if the performance of this 

activity has already achieving the expected output with minimal input or on the 

contrary by minimal input could get the expected output. 

 According to Arens & Locbeecke (1999): 

―Effectiveness refers to the accomplishment of objectives, and before an 

operational audit for effectiveness can be performed there must be specific 

criteria for what is mean by effectiveness‖. 

 

 

 

 

While according to Whittington and Pany (2004:11) defines effectiveness as : 

―Effectiveness is the company‘s ability to meet its stated goals and 

responsibilities‖. 

 

In other words, effectiveness is the effort of a company or function so the 

output resulted is as the expected target, and reflects the succession rate in achieving 

the target. 

 

2.3 Basic Concept of Marketing Function 

 2.3.1 Marketing Definition 

 According to Kotler (2006), marketing is managing profitable customer 

relationships. The twofold goal of marketing is to attract new customers by promising 

superior value and to keep and grow current customers by delivering satisfaction. 

Furthermore, Kotler stated that marketing is a social and managerial process by which 

individuals and groups obtain what they need and want through creating and 



 

 

 

 

exchanging value with others. In a narrower business context, marketing involves 

building profitable, value-laden exchange relationships with customers. Hence, we 

can define marketing as the process by which company creates value for customers 

and build strong customer relationships in order to capture value from customers in 

return. 

 By quoting The American Marketing Association (AMA), Mengel (2003) 

defines marketing as : 

―Process of planning and executing the conception, pricing, promotion, and 

distribution of ideas, goods, and services to create an exchange that satisfies 

individual or organizational subjective‖ 

 

 

While Doyle (1994) defines marketing as : 

―Process of identifying target market, researching the need of customer in 

these markets and then developing the product, price, promotion, and 

distribution to create exchanges that satisfy the objective of organization.‖ 

 

 Thus, we can conclude that marketing involves marketing planning process 

that based on consumer wants and implicitly interpret the competitiveness among 

companies in selling their product.  

 Another definition about marketing as stated by Marcus (1983) is : 

―Marketing is that activity in a society which deals with meeting human needs 

and wants by means of exchange processes. In other words, it involves some 

type of ―activity‖, individual or organizational ―needs and wants‖, and some 

elements of ‗exchange‘.‖ 

 

While marketing covers many activities, there are four that could be 

considered as fundamental. They relate to decisions regarding product, promotion, 

price, and place (four Ps). 

2.3.2 Marketing Management Role in Company 



 

 

 

 

 In any society, each member (whether individual or an organization) has a 

unique set of needs and wants. Thus, it is easy to see that in large and complex 

society there are an almost infinite number of needs and wants. In an organization, 

according to Marcus (1983), it is the ultimate goal of marketing to contribute to the 

satisfaction and advancement of these needs and wants, by mean of : 

1. Identifying those needs and wants that can be most appropriately and efficiently 

satisfied by the organization 

2. Devising an optimal strategy (strategies) for satisfying the identified needs and 

wants while achieving stated organizational goals and objectives. 

The marketer must evaluate the organization‘s product offering and identify 

new organizational opportunities in light of society‘s perceived needs and wants, the 

current environment, and the organization‘s available resources. In the context of 

such elements, the marketer must determine the appropriate mix of the four Ps of 

marketing. 

 These are accomplished through the efforts of marketing management. 

Marketing management provides the overall framework for accomplishing 

organizational goals and objectives (e.g. increased profits and sale growth). 

Marketing management, therefore, must : 

1. Monitor changing customer needs and wants and product satisfaction; product 

performance and offerings; industry trends and competitive actions, and other 

external influences (e.g., legislation) which affect the firm‘s actions; 

2. Interpret the effects or possible effects of the information gathered; 



 

 

 

 

3. Develop a marketing plan for each product consistent with the overall 

marketing goals and objectives of the firm; 

4. Direct, organize, control, and monitor execution of these marketing plans; and 

5. Evaluate the effectiveness of these plans. 

The role of marketing in consumer is market formally handled by sales 

manager, salesperson, advertising and promotional manager, market researcher, 

customer service manager, product and branding manager, marketing manager and 

marketer. The general description of a marketing manager is the one who has his / 

her main responsibility to stimulate consumer‘s demands towards the product. But, 

this description is too narrow regarding the variety of marketing duties that actually 

done by marketing manager. 

 According to Doyle (1994), the main responsibilities of marketing manager 

are : 

1. Identifying market target 

2. Market research 

3. Product development 

4. Carry out a marketing mix which covers price determining, promotion, and 

distribution. 

 

 

 

 

 



 

 

 

 

2.3.3 Marketing Process 

There is a simple model of the marketing process according to 

Kotler (2006 : 5) : 

Create value for customers and build customer relationships 

 

 

 

   Capture value from customers in return 

 

 

 

 

Figure 2.1. A Simple Model of The Marketing Process 

(Source : Philip Kotler, Amstrong, 2006) 

 

In the first four steps, companies work to understand consumers, create 

costumer value, and build strong customer relationships. In the final step, companies 

reap the rewards of creating superior customer value. By creating value for 

consumers, they in turn capture value from consumers in the form of sales, profits, 

and long-term equity. 
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As a first step, marketers need to understand customer needs and wants 

and the marketplace within which they operate. There are five core customer 

and marketplace concepts : 

a. Costumer needs, wants, and demands 

The most basic concept underlying marketing is that of human needs. 

Human needs are states of felt deprivation. They include basic physical needs 

for food, clothing, warmth, and safety; social needs for belonging and 

affection; and individual needs for knowledge and self-expression. These needs 

were not created by marketers; they are a basic part of the human makeup. 

Wants are the form of human needs that are shaped by culture and 

individual personality. Wants are shaped by one‘s society and are described in 

terms of objects that will satisfy needs. When backed by buying power, wants 

become demands. Given their wants and resources, people demand products 

with benefits that add up to the most value and satisfaction. 

Outstanding marketing companies go to great lengths to learn about and 

understand their customers‘ needs, wants, and demands. They conduct 

consumer research and analyze mountains of customer data. Their people at all 

levels—including top management—stay close to customers. 

b. Marketing offers—products, services, and experiences 

Consumers‘ needs and wants are fulfilled through a marketing offer—

some combination of products, services, information, or experiences offered to 

a market to satisfy a need or want. Marketing offers are not limited to physical 

products. They also include services, activities or benefits offered for sale that 



 

 

 

 

are essentially intangible and do not result in the ownership of anything. More 

broadly, marketing offers also include other entities, such as persons, places, 

organizations, information, and ideas. 

c. Customer value and satisfaction 

Consumers usually face a broad array of products and services that might 

satisfy a given need. Customers form expectations about the value and 

satisfaction that various marketing offers will deliver and buy accordingly. 

Satisfied customers buy again and tell others about their good experiences. 

Dissatisfied customers often switch to competitors and disparage the product to 

others. 

Marketers must be careful to set the right level of expectations. If they set 

expectations too low, they may satisfy those who buy but fail to attract enough 

buyers. If they raise expectations too high, buyers will ne disappointed. 

Customer value and customer satisfaction are key building blocks for 

developing and managing customer relationships. 

d. Exchanges and relationships 

Marketing occurs when people decide to satisfy needs and wants through 

exchange relationships. Exchange is the act of obtaining a desired object from 

someone by offering something in return. In broadest sense, the marketer tries 

to bring about a response to some marketing offers. The response may be more 

than simply buying or trading products and services. 

Marketing consists of actions taken to build and maintain desirable 

exchange relationships with target audiences involving a product, service, idea, 



 

 

 

 

or other object. Beyond simply attracting new customers and creating 

transactions, the goal of marketing is to retain customers and grow their 

business with the company. Marketers want to build strong relationships by 

consistently delivering superior customer value. 

e. Markets 

A market is the set of actual and potential buyers of a product. These 

buyers share a particular need or want that can be satisfied through exchange 

relationships. 

Elements of A Modern Marketing System 

 

 

 

 

 

Environment 

Figure 2.2.Elements of A Modern Marketing System 

(Source : Philip Kotler, Amstrong, 2006) 

 

The figure shows the main elements in a modern marketing system. In 

the usual situation, marketing involves serving a market of final consumers in 

the face of competitors. The company and the competitors send their respective 

offers and messages to consumers, either directly or through market 

intermediaries. All of the actors in the system are affected by major 
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environmental forces (demographic, economic, physical, technological, 

political / legal, social / cultural). 

Each party in the system adds value for the next level. All of the arrows 

represent relationships that must be developed and managed. Thus, a 

company‘s success at building profitable relationships depends not only on its 

own actions but also on how well the entire system serves the needs of final 

consumers. 

2. Design a customer-driven marketing strategy 

Once it fully understands consumers and the marketplace, marketing 

management can design a customer-driven marketing strategy. We define 

marketing management as the art and science of choosing target markets and 

building profitable relationships with them. The marketing manager‘s aim is to 

find, attract, keep, and grow target customers by creating, delivering, and 

communicating superior customer value. 

 To design a winning marketing strategy, the marketing manager must 

answer two important questions: What customers will we serve (what‘s our 

target markets)? And How can we serve these customers best (what‘s our value 

proposition)? 

 The company must first decide who it will serve. It does this by 

dividing the market into segments of customers (market segmentation) and 

selecting which segments it will go after (marketing target). Marketing 

managers must decide which customers they want to target, and on the level, 



 

 

 

 

timing, and nature of their demand. Simply put, marketing management is 

customer management and demand management. 

 The company must also decide how it will serve targeted customers—

how it will differentiate and position itself in the marketplace. A company‘s 

value preposition is the set of benefits or values it promises to deliver to 

consumers to satisfy their needs. Such value propositions differentiate one 

brand from another. Companies must design strong value propositions that give 

them the greatest advantage in their target markets. 

 Marketing management orientations is one of the important thing in 

designing the strategy because the marketing management needs philosophy to 

guide these marketing strategies. There are five alternative concepts under 

which organizations design and carry out their marketing strategies : 

a. The production concept 

The production concept holds that consumers will favor products 

that are available and highly affordable. Therefore, management should 

focus on improving production and distribution efficiency. This concept 

is one of the oldest orientations that guide sellers. 

The production concept is still a useful philosophy in two types of 

situations. The first occurs when the demand for a product exceeds the 

supply. Here, management should look for ways to increase production. 

The second situation occurs when the product‘s cost is too high and 

improved productivity is needed to bring it down. 

b. The product concept 



 

 

 

 

The product concept holds that consumers will favor products that 

offer the most in quality, performance, and innovative features and that 

the organization should therefore devote its energy to making continuous 

products improvements.  

c. The selling concept 

Many companies follow the selling concept, which holds that 

consumers will not buy enough of the firm‘s products unless it 

undertakes a large-scale selling and promotion effort. The concept is 

typically practiced with unsought goods—those that buyers do not 

normally think of buying, such as insurance or blood donations.  

Most firms practice the selling concept when they face 

overcapacity. Their aim is to sell what they make rather than make what 

the market wants. Such as marketing strategy carries high risks. It focuses 

on creating sales transactions rather than on building long-term, 

profitable customer relationships. 

d. The marketing concept 

The marketing concept holds that achieving organizational goals 

depends on knowing the needs and wants of target markets and delivering 

the desired satisfactions better than competitors do. Under the marketing 

concept, customer focus and value are the paths to sales and profits. 

Figure contrasts the selling concept and the marketing concept. 

The selling concept takes an inside-out perspective. It starts with the 

factory, focus on the company‘s existing products, and calls for heavy 



 

 

 

 

selling and promotion to obtain profitable sales. It focuses primarily on 

customer conquest—getting short-term sales with little concern about 

who buys or why. 

In contrast, the marketing concept takes an outside-in 

perspective. The marketing concept starts with a well-defined market, 

focuses on customer needs, and integrates all the marketing activities that 

affect customers. In turn, it yields profits by creating lasting relationships 

with the right customers based on customer value and satisfaction. 

The Selling And Marketing Concepts Contrasted 

       Starting point       Focus          Means             Ends 

 

 

The Selling Concept 

 

 

 

 

  The Marketing Concept 

Figure 2.3. The Selling And Marketing Concepts Contrasted 

(Source : Philip Kotler, amstrong, 2006) 
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The societal marketing concept questions whether the pure marketing 

concept overlooks possible conflicts between consumer short-run wants 

and consumer long-run welfare.  

 

Three Considerations Underlying The Societal Marketing Concept 

Society 
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Figure 2.4. Three Considerations Underlying The Societal Marketing Concept 

(Source : Philip Kotler, Amstrong, 2006) 

 

3. Construct a marketing program that delivers superior value 

The company‘s marketing strategy outlines which customers the 

company will serve and how it will create value for these customers. Next, 

the marketer constructs a marketing program that will actually deliver the 

intended value to target customers. The marketing program builds customers 

relationships by transforming the marketing strategy into action. It consist of 
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the firm‘s marketing mix, the set of marketing tools the firm uses to 

implement its marketing strategy. 

The major marketing mix tools are classified into four broad groups, 

called the four Ps of marketing : product, price, place, and promotion. To 

deliver on its value proposition, the firm must first create a need-satisfying 

marketing offer (product). It must decide how much it will charge for the 

offer (price) and how it will make the offer available to target consumers 

(place). Finally, it must communicate with target customers about the offer 

and persuade them of its merits (promotion). 

4. Build profitable relationships and create customer delight 

The first steps in the marketing process, all lead up to the fourth and 

most important step : building profitable customer relationships. Customer 

relationship management (CRM) is perhaps the most important concept of 

modern marketing. Customer relationship management is the overall process 

of building and maintaining profitable customer relationships by delivering 

superior customer value and satisfaction. It deals with all aspects of acquiring, 

keeping, and growing customers. 

The key to building lasting customer relationships is to create superior 

customer value and satisfaction. Satisfied customers are more likely to be 

loyal customers and to give the company a larger share of their business. 

Customer value is the customer‘s evaluation of the difference between all the 

benefits and all of the costs of a marketing offer relative to those of 



 

 

 

 

competing offers. While customer satisfaction is the extent to which a 

product‘s perceived performance matches a buyer‘s expectations. 

5. Capture value from customers to create profits and customer quality 

The first four steps in the marketing process involve building 

customer relationships by creating and delivering superior customer value. 

The final step involves capturing value in return, in the form of current and 

future sales, market share, and profits. By creating superior customer value, 

the firm creates highly satisfied customers who stay loyal and buy more. This, 

in turns, means greater long-run returns for the firm. There are the outcomes 

of creating customer value, such as : customer loyalty and retention, share of 

market and share of customer, and customer‘s equity. 

 

2.4. Audit of Marketing Function 

2.4.1 Definition of Marketing Audit 

There are several definitions of marketing audit, which have been summarized from 

various sources. Kotler, Gregor and Rodgers (1989) stated that : 

―Marketing audit is an assessment towards a company or business entity that 

was performed comprehensively, systematically, independently, and 

periodically. It needs to be executed in order to observe the problem and 

opportunity, aiming to give recommendation to improve the working 

activities of a company or business entity.‖ 

 

By quoting Tull and Kahle, Tunggal (1992) defines marketing audit as : 

―Marketing audit consists of an independent investigation with 

comprehensive objectives regarding to the marketing environment and 

condition which marketing program comprehensively performs in its relations 



 

 

 

 

with the organization, goal, strategy, planning and decision supporting 

system.‖ 

 

In addition to that, Sondang P Siagian (1997) stated that : 

―Marketing audit is a systematic and comprehensive research aimed to gain 

accurate description about any kind of problems which need to be solved and 

opportunity that can be capitalized for the improvement of marketing 

activities.‖ 

 

Marketing audit basically has no significant differences with any other audits 

that are done towards another functional area of a company. From the above 

definitions we know that the main objective of audit towards marketing function is to 

assess the entire marketing component in periodic execution. The aim of this kind of 

audit is to gain information and description about the problem faced by marketing 

function and then to give a recommendation to improve marketing activity. 

Marketing is the most critical point, which determines the existence of a 

company. A successful marketing could be a strong stimulation for company‘s goal 

achievement. On the contrary, a weak marketing function could rapidly decrease 

organizational resources. Marketing audit is a company‘s operational activity which 

is basically the main target of operational audit activity. 

 2.4.2 Marketing Audit Objectives and Benefits 

 The objectives of executing marketing audit according to Tunggal (2000) are : 

1. To analyze the external environment and internal condition 

2. To assess towards past and current activities 

3. Identify opportunity and future threat 



 

 

 

 

There are also some benefits for the company in executing marketing audit 

based on Rosenpan (1997) in Arafat (2005), such as : 

1. Give an independent and accurate evaluation towards the marketing programs, 

includes company‘s offer, strategy, and creativity  

2. Could improve and produce specific ideas and recommendations for some 

identified areas 

3. Identify some methods to fix marketing response 

4. Give new and fresh idea for the company, techniques, and also new directions 

for the future 

 2.4.3 Marketing Audit Characteristics 

There are four characteristics in implementing marketing audit according to 

Tunggal (2000) : 

1. Comprehensive 

Marketing audit covers whole business marketing activities and does not 

only see marketing in a narrow point of view 

2. Systematic 

Marketing audit should cover diagnostic steps arranged logically or 

integrated phases including macro and micro marketing of organization, 

marketing objective and strategy, marketing system, and marketing 

activity. 

3. Independency 



 

 

 

 

Marketing audit should be done objectively and unbiased. Although an 

audit could be done internally by the managers, but audit objectivity 

should still be kept. 

4. Periodic 

Marketing audit will be beneficial if it is held periodically. It will help the 

company to monitor their position among competitors and the changing 

business environment where they marketing their product. 

 2.4.4 Marketing Audit Type 

According to Tunggal (1992:24), there are two basic types of marketing audit, 

which are : 

1. Functional vertical audit which takes one function of marketing 

department such as advertising or sales and make a deep analysis of that 

area 

2. Comprehensive horizontal audit which has a broad scope and covers all 

of the function in marketing 

Marketing audit is the combination of those two types of audit because the 

management wants a broad analysis from the marketing area thus they could get the 

indication of each problem, then they could select which area that requires deeper 

analysis. 

2.4.5 Marketing Audit Object 

If a company desires to achieve greater success in the future, they should do the 

periodical re-assessment of marketing activity and management effectiveness. It is 

caused by the dynamic company‘s marketing environment and it will affect the 



 

 

 

 

company ability in working their activities. According to Siagian (1997), audit object 

of marketing function covers : 

1. Marketing environment 

There are two kind of marketing environment that could be used as the 

sources of information regarding to the marketing environment : 

a. External marketing environment 

External marketing environment include economic factor, demographic 

and social alteration factor, technological, and political development 

b. Internal marketing environment 

Internal marketing environment covers market, consumer, competitor, 

customer, distributor, agent, and advertising company. 

2. Marketing strategy 

The collected information regarding to marketing strategy is in the form of : 

a. The existence of marketing basic strategy 

b. The accuracy of marketing basic strategy 

c. The balance between the fund and company resources spent with the result 

achieved 

d. Whether the allocation of facility, fund, and resources are distributed 

equally or varied accordingly to suit the market segment, geographic area, 

and type of marketed product. 

e. Whether the marketing strategy has already covered the combination 

between product quality, service after sales, marketer motivation, 

promotion and advertising, company facilities, and distribution flow. 



 

 

 

 

3. Marketing organization 

Marketing organizational structure as marketing audit object aims to assess 

the functional efficiency of marketing activity. The factors affecting 

organizational performance efficiency of marketing function are : 

a. The degree of effectiveness of communication among all of the related 

parties. 

b. Whether the company holds any development activities for their 

employees or not 

c. The motivation of human resources involved in marketing activity 

4. Marketing system 

Marketing system that needs to be audited are : 

a. Marketing information system obtained from market research and research 

done by the marketing expert 

b. Marketing planning system oriented to market situation and development 

c. New product development system covers procedure, profitability, and 

marketing cost 

5. Marketing productivity 

The measurement used to assess the marketing productivity is profitability 

and effectiveness of marketing activity from marketing cost point of view. 

6. Marketing function 

Marketing function covers product, price, distribution, promotional and 

advertising activity, and marketer resources. 

 



 

 

 

 

CHAPTER III 

RESEARCH METHODOLOGY 

 

 According to Sugiyono (2009), research methodology is a scientific way to 

obtain valid data which is aimed to discover, develop, and authenticate certain 

knowledge thus it could be used to understand, solve, and anticipate the problems. 

Research methodology emphasizes to four keywords which are scientific, data, 

objective, and useful. In this following chapter will be discussed the methodology of 

this research covers research object, research approach, data sources and types, data 

collection and analysis method. 

3.1 Research Object 

  As a company that has been around for 42 years operating and providing the 

needs of the public, PT. Indosat Tbk consistently tries to build a strong foundation as 

it grows alongside with the society towards a more developed business entity. 

Therefore, the management of PT. Indosat Tbk must be able to effectively and 

efficiently run their activities so they can reach their goals, especially in marketing 

activity since it is one of the crucial parts of the company.  

This study concerns to operational audit of marketing function which is 

conducted in PT. Indosat Tbk Malang branch, located on Jl. Jaksa Agung Suprapto 

No. 47 Malang. 

 

 

 



 

 

 

 

3.2 Research Approach 

Referring to Sekaran (1992:21), scientific research focuses on solving problems 

and pursues a step by step logical, organized, and rigorous method identify the 

problems, gather data, analyze them, and draw valid conclusions there from. Thus, 

scientific research is not based on hunches, experience, and intuition (though these 

may play a part in decision making), but is purposive and rigorous.  

Before conducting the field work, it is essential to understand the research 

problem first. According to Patel (1994), there are four approaches that can be used 

to understand research problem: descriptive, explorative, explanatory, and predictive. 

The descriptive approach is used when there is already enough information about the 

problem area. This approach is used when the researcher is interested in showing the 

characteristic of a specific problem area (Wahlbin, 1993). 

Different with descriptive approach, the explorative approach is purposed to 

gain as much information and knowledge about certain problem area as possible. 

Explorative approach can be used when the research area is new, or the research is 

focusing on implementing solutions that is unusual for the discipline that is being 

researched. The explanatory approach is used when the researcher wants to examine 

causal relationships between one or more variables and one or more events. The 

variable and event that will be examined using explanatory approach must be 

quantifiable. While explanatory approach is using statistical method which can 

examines quantitative data only, in using predictive approach the researcher must be 

clung on causal relationship that has already been examined or broadly accepted 



 

 

 

 

theory that explains about future condition. The predictive approach is used when the 

researcher wants to make a prediction about a condition in the future. 

Since the target of this research is to know about the effectiveness and 

efficiency of marketing function in PT. Indosat Tbk. and giving recommendation for 

their performance improvement, this study will use descriptive approach which 

provides factual and actual description towards the object phenomena of research. 

Descriptive research that explains about phenomena‘s characteristic can be used as a 

basic of the decision making to solve a problem. The objective of this study is to 

explain the relevant aspects related to the object phenomena of research. The strategy 

used in this research is case study. Case study is a research which problem 

characteristic‘s related to the present background and condition of research object and 

its interaction with the environment. (Supomo and Indiantoro, 1999) 

This research is a direct observation to a company focused on marketing 

function. Thus it can be concluded that this research is a case study with descriptive 

approach that describing operational audit to assess the efficiency and effectiveness 

of marketing function. This study merely explains and describes the facts in the field 

without any hypothetical test. 

 

3.3 Research Method 

Research method can be categorized into two categories, quantitative method 

and qualitative method. The use of each method deals with the method of collecting, 

processing, and analyzing the gathered information. According to Keohane King and 

Verba as referred by Thomas (2003), quantitative research uses numbers and 



 

 

 

 

statistical methods. It tends to be based on numerical measurements of specific 

aspects of phenomena; it abstracts from particular instances to seek general 

description or to test causal hypotheses; it seeks measurements and analysis that are 

easily replicable by other researchers. 

Strauss (1990) define qualitative research as any kind of research that produces 

findings not arrived at by means of statistical procedures or other means of 

quantification. It may refer to research about persons‘ lives, stories, behavior, but also 

about organizational functioning, social movements, or interactional relationships. 

Some of the data may be quantified as with census data but the analysis itself is a 

qualitative one. In additional, Indriantoro and Bambang (2002) state that the purpose 

of qualitative methods is to generalize theory or to compare the theory itself with 

series of information. Qualitative method uses qualitative information which is 

expressed in words containing complete information about the subject being studied.  

This research is categorized as qualitative method. This is in line with three 

reasons below: 

1. In this type of study, qualitative method is needed to obtain comprehensive 

and deeper understanding about operational audit concept and its 

implementation to assess marketing function effectiveness and efficiency 

2. This research uses qualitative data and analyzes them based on the criteria, 

causes, and effects then purpose the recommendations. Some of the data may 

be quantitative, such as sales and revenues data but the analysis itself is a 

qualitative one 



 

 

 

 

3. This research target is to generalize solution for marketing function 

effectiveness and efficiency problem, which is only possible through 

qualitative analysis. 

 

3.4 Data Sources and Types 

This research uses both qualitative and quantitative data: 

1. Quantitative data 

 Quantitative data used is the nominal data covers cash revenues data of 2009 

and also sales target and realization data of 2009. 

2. Qualitative Data 

 Qualitative data covers the data of marketing environment, marketing system, 

organizational structure, marketing strategy and the other marketing function. 

 There are two sources available for collecting data, primary and secondary 

data sources. The data sources used as object of this research is primary and 

secondary data by exploring the company documentation data and other relevant and 

competent sources. Data sources covers: 

1. Primary Data  

 Primary data is the research data sources gained directly from the original 

sources (without any mediator), specifically collected by the researcher to 

answering all of the research questions through interview and observation. This 

data covers whole data in company activities area which are data of marketing 

environment, marketing system, and another marketing function. Furthermore, 

this data will analyze through management audit or operational audit. 



 

 

 

 

2. Secondary Data 

 Secondary data is the research data sources gained indirectly through the 

mediator (gained and noted by another party). This data covers data from the 

company which are data of sales, sales target, marketing cost, and organizational 

structure. 

 

3.5 Data Collection Method 

Data collection is the procedure to gain the data needed in the research. This 

research uses some data collection method, there are: 

1. Literature Study 

  In order to gaining more knowledge as the basis of research, it‘s necessary 

to have some literature study which is related to the marketing management 

problem in general and also directly related to marketing management audit. In 

this study, the researcher collects the literature about audit, marketing 

management, and marketing audit. Also the company general information and 

specific data about marketing function of the company. The data collected is in 

form of standard criteria of marketing functions activities. 

2. Field Study 

  This method used to know directly about the object of research. There are 

3 kind of method: 

a. Interview 

 Interview is a question and answer process that will be given to the people 

related with the research object aimed to get the relevant data of the company 



 

 

 

 

problems. In this research, the researcher is interviewing the people who is 

related directly to the marketing activities which are the marketing manager to 

collecting the data about how is the marketing activities of the company, 

marketing system used, marketing strategy applies, organizational structure of 

marketing function, market segmentation, and marketing internal control system. 

While the researcher is interviewing the manager of sales function and finance 

function to collecting the data of general overview of the company, product and 

price policy, number of consumer, etc. The researcher interview 1 – 2 people of 

each function. 

b. Observation 

 Observation is the recording process of people behavior, inventories, or 

systematical activities without any question or communication with the 

researched party. Observation aimed to know the promotional activities held by 

the company and marketing procedure applied by the company and also the 

factors that affects marketing activities. 

 

3.6 Data Analysis Method 

Bogdan in Sugiyono (1994) stated that data analysis is the process of 

systematically searching and arranging the interview transcripts, field notes, and other 

materials that we accumulate to increase our own understanding of them and to 

enable us to present what we have discovered to others. This research applies some 

data analyses technique such as data analyses using the implementation of operational 



 

 

 

 

audit procedure to compare the criteria, causes, and effects, data analyses before, 

during and after the field research.  

3.6.1 Data Analysis by The Implementation of  Operational Audit Procedure 

 This phase is aimed to analyze several marketing areas such as : 

1. Marketing Environment 

  Marketing environment to be analyzed in this research covers external and 

internal marketing environment. The external environment of company is the 

external environment that affects the managerial and operational process of 

company such as economics condition. The internal environment of company is 

the internal environment that affects the managerial and operational process of 

company such as competitors. 

2. Marketing Strategy 

  Marketing strategy analyses is aimed to assess whether marketing strategy 

that designed by the company is already effective to achieve its vision and 

mission and also company‘s target. 

3. Marketing Organizational Structure 

  The objective of marketing organizational structure analyses is to assess 

the functional efficiency of marketing activity. Marketing organizational 

structure will be efficient if the effective communication between one and 

another part; the development program for the employee; and the motivation 

boosting for the employees are exist. 

 

 



 

 

 

 

4. Marketing System 

  The aim of the marketing system analyses is to know whether the 

marketing information system of a company has already produced accurate 

information that will be used in decision making, and whether the evaluation and 

control has been done properly by the management. The marketing system is 

categorized as effective when it has already met with the criteria stated by 

company. 

5. Marketing productivity 

  Marketing productivity assessment covers company profitability and 

effectiveness of marketing activity from marketing cost point of view. This 

phase aimed to determine the efficiency and effectiveness of marketing function 

productivity through analyze its quantitative data such as profitability and 

marketing cost ratio. 

6. Other Marketing Function 

  Marketing functional area covers many things such as product, price, 

distribution, human resources, promotion, and advertisement. This research will 

emphasize to analyze product and promotion effectiveness. 

 In data analyses of operational audit, it should be known that efficiency and 

effectiveness of a function is difficult to be stated in detail and never been used for 

assessment with absolute measurement. Hence, we need the steps that could be used 

to measure the management achievement, in order to assess its marketing 

effectiveness and efficiency. According to Herbert (1979), there are four steps in 

operational audit execution  



 

 

 

 

1. The Preliminary Survey 

 Preliminary survey aimed to obtain in a relatively short period of time 

background and general information on organization and management 

activity being considered for examination. The auditor needs to understand 

about the organization, the programs, and also the activities. 

2. Review and Testing of Management Control System 

 The aims of the review and testing of management control are : 

- To obtain relevant, material, and competent evidence on tentative audit 

objective by testing company transaction related to the management control  

- To summarize evidence and to conclude whether they are competent to be 

used in the detailed examination phase. 

In arranging audit program in this phase, the audit program should not 

only be giving a guideline for the auditor in determining competition of the 

audited information system, but should also provide a guideline for the 

auditor to obtain the evidence in order to determine and state of the real audit 

objective. 

3. Detailed Examination 

 In this phase, the auditor should obtain sufficient competent, material, 

and relevant evidence to determine the management and employee actions 

which classified into such elements: 

a. Criteria 

  Criteria are the standards how the individual in the organization 

should do their activity as a form of their responsibility. Criteria are the 



 

 

 

 

measurement whether the condition is deviate. Each company has its own 

criteria based on the company regulation. If there are no criteria, the 

company could use some criteria sources such as the comparison between 

previous and current company performance, performance and data 

comparison between similar companies, and also discussion and 

agreement between the parties that involve in audit process. 

b. Causes 

  Causes is the actions of management, employees, or their delegated 

being audited, who either did or did not accept or carry out the proper 

standards for efficiently and effectively managing the activity or 

organization. Causes is also the factors that causing the effects. 

c. Effects 

  The measurements or results of the actual actions of management and 

employees when compared with the acceptable and appropriate standards 

for carrying out the activity. The effects that possibly appear are : 

- Positive effects (efficient, effective, and economics effects) 

- Negative effects (inefficient, ineffective, and wasteful effects) 

d. Recommendation 

  Recommendation is auditor‘s opinion given to the managerial in order 

to improve company future performance to be more efficient and 

effective. Recommendation is given in form of solution to solve 

inefficiency and ineffectiveness problems, or steps that could be took by 

the company to maintain its achievement. 



 

 

 

 

4. Report Development 

Different with financial auditing report, operational auditing report 

needs to be arranged objectively, clearly, briefly and precisely. It sets the 

scene through background or general information or through scope of audit. It 

communicates conclusion, stating the significance of the effects caused by not 

following a proper standard. Sufficient evidence on criteria, causes, and 

effects should be given with the audit objective for the reader to come to 

same conclusion as the auditor. The report also should state recommendation, 

usually that the criteria should be followed in the future to obtain best result. 

3.6.2 Data Analysis before Field Reaesarch 

Sugiyono (2009:429) explain that the data analysis process of qualitative 

research is started since the researcher is going to do the field research. The analysis 

object in this phase is secondary data. It‘s aimed to determine the research focus and 

provides initial provision to conduct research in the field. 

3.6.3 Data Analysis during Field Research 

 Data analysis during the field research is aimed to keep the data completion and 

whether the expected representative information have been already fulfilled. Thus the 

additional questions could be asked if the researcher needs more information. 

 The analyses during field research are conducted in Miles and Huberman 

(Sugiyono, 2009:430) models which consist of data reduction, data display, and 

conclusion drawing/verification. Data reduction is done by summarizing, selecting, 

and focusing to the important area, determining the theme and pattern, and also 

eliminating irrelevant data. The relevant data will be analyzed carefully, while the 



 

 

 

 

irrelevant data will be set aside or will be removed. After the data being reduced, they 

will be displayed in narrative text, table, relation between categories, and chart. By 

looking at displays help us to understand what is happening and to do something-

further analysis or caution on that understanding. And the last step is conclusion 

drawing. In this section, the researcher will draw conclusions of the study. This 

conclusion is an interpretation from the whole analysis process. 

3.6.4 Data Analysis after Field Research 

 In this phase of data analysis, the researcher makes generalization of field 

research findings and combines it with the data analyses before field research. Then 

as the last step of data analysis,  the researcher will draw the conclusion. 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

CHAPTER IV 

RESEARCH FINDINGS 

 

 The findings described in this chapter consists of company general 

information and description of the audit result towards marketing function of PT 

Indosat Tbk Malang branch. The audit object is marketing object study covers six 

areas of marketing which is marketing environment, marketing strategy, marketing 

organizational structure, marketing system, marketing productivity, and other 

marketing functions. Each audit object is analyzed based on its criteria, causes, and 

effects as shown in the figure 4.1 below : 

 

 

 

 

Figure 4.1 Marketing Audit Object Analysis 

 Refers to figure 4.1, the facts regarding to marketing audit objects will be 

analyzed based on its criteria thus the factors that causes the effects could be 

determined. Marketing object study to be assessed covers all realities regarding to 

those six audit objects, whether it is causing an innefectiveness and inneficiency 

problem for the company, or a good case of effectivity and efficiency of marketing 

function. Thus it could give the learning both from its good and bad case. 

4.1 Company General Information 

4.1.1 Establishment History of PT. Indosat Tbk 
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PT Indosat Tbk was established by the Government on November 20, 1967 as a 

foreign investment company to provide international telecommunications services in 

Indonesia. Indosat began its commercial operations in September 1969 to build, 

transfer and operate an International Telecommunications Satellite Organization, or 

Intelsat, earth station in Indonesia. As a global consortium of international satellite 

communications organizations, Intelsat owns and operates a number of 

telecommunications satellites.  

In 1980, the Government of Indonesia acquired all of the shares of Indosat, 

which then became a State-Owned Enterprise (SOE). In 1994, Indosat listed its shares 

on the Jakarta Stock Exchange, the Surabaya Stock Exchange and the New York 

Stock Exchange, achieving the distinction of being the first SOE to be listed overseas. 

Following regulatory changes in the Indonesian telecommunications industry in 

1999 and 2000, PT Indosat Tbk began implementing a strategy designed to transform 

from being Indonesia‘s primary international telecommunications provider into a 

leading, fully integrated telecommunications network and service provider in 

Indonesia.  

In August 2002, PT. Indosat Tbk entered the domestic telecommunications 

sector by obtaining a license to provide local fixed network services in the Jakarta 

and Surabaya areas. Then, at the end of 2002, the Government of Indonesia sold 

41.94% of its shares in Indosat to Singapore Technologies Telemedia Pte. Ltd. With 

this divestment, Indosat is once again a foreign investment company, offering fully 

fledged, integrated network and services in information and communication 

solutions. 



 

 

 

 

4.1.2 Vision and Mission of PT. Indosat Tbk 

There are vision and missions of PT Indosat Tbk that used as their value and 

direction in conducting their activities. The vision of PT Indosat Tbk is ―Being a 

customer's first choice for all information and communication needs.‖ In order to 

achieve their vision, Indosat stated their missions that is abbreviate to be ―CEPAT”, 

which is a continuation of: Customer, Expansion, People, Asset utilization, and 

Technology. It means that PT Indosat Tbk wants to be the operator of choice to all 

consumers and business customers, rapidly growing expansion into new markets, 

achieve professional employees with high integrity that encourages innovation to 

achieve business success, produce a high rate of return on assets, and being the leader 

in technology that can create competitive advantage to drive business excellence. 

4.1.3 Organizational Structure  

Organizational structure applied by PT Indosat Tbk Malang branch is in linier 

organizational type, which the duty flows from the top management or supervisor to 

the subordinate, and the responsibility flows from the subordinate to the top 

management.The organizational structure of PT Indosat Tbk Malang branch shows in  

the figure below : 
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PT. Indosat, Tbk Malang Branch Organizational Structure 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.2. PT. Indosat, Tbk Malang Branch Organizational Structure 

Source: Company Internal Data
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4.1.4 Products of PT. Indosat Tbk 

The products offered by Indosat reflect an understanding of customer needs and 

a commitment to meet the needs of the community. Start from the ease of telephone 

communications until the unlimited internet access, Indosat is always trying to 

develop innovative solutions designed to go beyond customer expectations. There are 

several products of PT. Indosat Tbk, such as : 

- IM3 “No Limits‖ 

IM3 is Pre-paid GSM Cards the choice of trendy young generation. It‘s 

provides a variety of super-efficient innovative features and made Indosat as the 

first operator to launch GPRS, MMS, Video Streaming to java games in 

Indonesia.  

- Mentari “Lengkap Melengkapi Hidup” 

Mentari is pre-paid GSM Card/ cellular service in Indonesia issued by 

Indosat and can be used in every region in Indonesia. The variety of facilities is 

provided for the easiness and convenience of communicating with lower price, 

that‘s why Mentari is segmented for families use. 

- Matrix “The Freedom to be You‖ 

Matrix, high mobility post-paid GSM, faster connection, wider coverage, 

better signal quality and better voice quality and access 3G/3.5G. Matrix 

network covers five continents of the world, it allows Matrix to be used both 



 

 

 

 

abroad and across Indonesia. Matrix is segmented for executives, presents 

variety ―hi-tech‖ services for costumer who take advantage of advance features. 

- StarOne 

StarOne is pre-paid and post paid service uses digital telephone system, as 

known as CDMA (Code Division Multiple Access). Segmented for those 

with low mobility, StarOne represents a new breakthrough by introducing 

lower price of mobile phone. 

- MIDI Services (Multimedia, Data Communication and Internet) 

For more complex cooperation purposed, Indosat provides integrated total 

solution to complete the need of company in every activity. Covers Indosat 

BlackBerry and Indosat 3.5G Broadband, which is 3.5G 

(GSM/UMTS/HSDPA) technology of wireless communication service. 

- VAS (Value Added Service) products such as i-Games, i-Ring, i-Go, i-

Menu. 

4.1.5 Marketing Function of PT Indosat Tbk. 

Marketing is the core activities in PT Indosat branch of Malang. Marketing 

activities carried out by three parts, which are : 

1. Marketing Communication (Marcomm) Division 

Marcomm is responsible to carry out tasks that are promotional 

marketing, such as advertising, with media relations, partnership and 

sponsorship. 

2. Marketing CDS (Consumer Direct Sales) Division 



 

 

 

 

CDS is responsible for product marketing activities to corporate and 

Matrix. 

3. Marketing CIS (Consumer Indirect Sales) Division. 

While the CIS for the marketing of retail products such asIM3, Mentari, 

and Starone. 

Each division lead by a coordinator who is responsible directly to the Head of 

the branch and the rest are the staffs. There has been a clear separation of duties 

between the coordinator and each staff. By three divisions of marketing with 

separated job description, it enables Indosat to conduct their marketing activities 

easier. Eventhough they have separated job description, in practice they are cooperate 

and support each other. 

 

4.2 Research Findings 

 The efficiency and effectiveness assessments of marketing function in PT 

Indosat Tbk Malang branch were conducted by implementation of operational audit 

concepts to evaluate and analyze several areas of marketing function as the audit 

objects. The audit findings is presented in the description of realities in PT. Indosat 

Tbk Malang branch then compares them with the criteria, thus the factors responsible 

affecting the problem or reality (causes) and the implication (effect) will be 

identified. Furthermore, recommendation will also be provided and explained in the 

section below.  

 

 



 

 

 

 

4.2.1 Marketing Environment 

Marketing environment as audit object of PT Indosat Tbk covers economic 

factors, and competitor. There are several findings concerning to effectiveness and 

efficiencies regarding to these factors, such as the increase of Indosat‘s marketing 

cost into 12,4% in 2010. One of the factors indicated is the increasing of Indonesia 

inflation rates up to 6,96 %. Another evidence shows that since the year 2009, 

Indosat emphasized on middle class communities and the youth as their primary 

market target. Therefore, the IM3 products are favored today. But the competitors 

with the same segment appear and become a threat for Indosat. Currently Indosat is 

in second position of the telecommunication provider company competition in 

Indonesia. 

The realities mentioned above is becoming the problem for PT Indosat Tbk 

since it is not suitable with the company‘s criteria regarding to the economics that PT 

Indosat Tbk should be able to anticipate any change that occur in the economic 

environment, especially changes in inflation rates and currency exchange rates, so 

they will still be able to compete and survive in the telecommunication industry. 

In the past two years, Indonesia experienced fluctuating inflation rates as in 

the following table: 

 

 

 

 



 

 

 

 

 

Indonesia Inflation Rate 

Month Year  Inflation Rate 

December 2010 6.96 % 

November 2010 6.33 % 

October 2010 5.67 % 

September 2010 5.80 % 

August 2010 6.44 % 

July 2010 6.22 % 

June 2010 5.05 % 

May 2010 4.16 % 

April 2010 3.91 % 

March 2010 3.43 % 

February 2010 3.81 % 

January 2010 3.72 % 

December 2009 2.78 % 

November 2009 2.41 % 

 

Table 4.1 

Indonesia Inflation Rate 

 Sources : http://www.bi.go.id 

 

During the year 2009 Indonesia's economy was relatively stable as indicated 

by a low inflation rate that was below 2.78% which was the lowest inflation in the 

last ten years. But unfortunately, in 2010, the rate of inflation increased quite 

drastically to 6.96%. 

The rise of inflation rate in 2010 implies a weak currency rate that caused 

hikes of costs. The increasing of cost also happened in Indosat‘s marketing function. 

Its marketing cost increase 12,4 %, from 5,4 billion in 2009 into 6,1 billion in 2010. 

Although this cost increasing is not merely caused by inflation, but also other factors 

http://www.bi.go.id/


 

 

 

 

such as the increasing in Indosat‘s marketing activities, it still has material effects to 

the cost. As stated by Wiwid, marcomm staff of Indosat: 

―Yes, it was increasing in our marketing cost of 2010 that caused by some factors, 

such as the increasing in our marketing activities, held some big events, increasing in 

cost and rent expense, sponsorship, all of them are affecting our cost.‖ (―iya memang 

kita sempat mengalami kenaikan cost pas tahun 2010, ada macem-macem faktor sih, 

selain emang marketing kita semakin digencarkan, ada event-event gede juga, harga-

harga dan biaya sewa sama ngadain acara juga naik, sponsorship, semuanya 

berpengaruh.‖) – interview conducted at January 20th 2011. 

 The incapability of PT Indosat Tbk in anticipating the change of the economic 

environment causes ineffectiveness and inefficiency in their marketing cost. 

Regarding to this issue, marketing division of PT Indosat Malang Branch should 

always be alert and ready to anticipate any change that occurs in the economic 

environment by preparing some marketing budget alternatives. Furthermore, adapting 

the less-cost-high-impact marketing strategy such as decreasing the expenses of big 

events with high cost and increasing their maneuver in direct selling could also 

minimize their cost. Thus, when there are inflation changes which can directly affect 

the cost of operations, the impacts will not significantly hit the company. 

At the domestic telecommunication sector, 11 operators are competing on the 

basis of the price, network coverage, range, quality of service, and branding. With 

similar market segmentation, these companies always compete to provide the best 

products and services to seize the best place in the hearts of their customer. Regarding 

to this condition, Indosat‘s criteria towards its competitors is to be the number one 

telecommunication company in Indonesia by presenting something unique compared 

to its competitors. 



 

 

 

 

Indosat is the first telecommunication company that focuses on young people. 

But now, other companies such as Telkomsel, XL Axiata, Axis, and many others are 

also start to work on the youth segment. Similar to Indosat, they also provide 

programs and facilities for young people with competitive price and quality. As 

claimed by Wiwid, staff of marketing communication division : 

―Start from 2009, 2010, until now, we still emphasize to the middle class community 

and youth. The strategy is we decrease the price of starter pack. Because youth is 

mostly interesting to something cheap with a lot of facilities. The most important 

thing for them is the product‘s ability to online and sms. The other reason why we 

choose youth is because of their intention to be in group, so it will be easier to affect 

one and another. But now other provider appears in the same segment and being a 

threat for us.‖ (“Dari  mulai tahun 2009, 2010, hingga sekarang masih ditekankan 

pada masyarakat menengah kebawah sampai remaja. Strateginya, jadi harga starter 

pack dipermurah. Istilahnya remaja kan paling suka sesuatu yang murah dengan 

fasilitas yang banyak, yang penting bisa online, sms, dan kenapa kita memilih anak 

remaja adalah karena mereka suka berkelompok, jadi akan mudah mempengaruhi 

satu sama lain.. Tapi sekarang mulai muncul tuh provider lain yang menggarap 

segment yang sama dan menjadi ancaman buat kita..”) – interview conducted at 

January 20th 2011. 

 

And also supported with Fransisca‘s statement, Coordinator of marketing CIS 

division : 

―Now we really focus on IM3, because previously we were feeling safe because in 

prior time the only provider that focuses on youth is IM3, so we create a community 

program, etc. But now since XL, Telkomsel, etc also start to enter the youth segment, 

we aggressively increase the promotion of IM3 in order to survive. Because we can 

say that, even though we are the trendsetter, in reality our follower is possible to be 

more than the trendsetter itself. Our most competitor is Telkomsel, because 

Telkomsel has the widest network among other providers..‖ (“..Sekarang memang 

benar-benar fokus ke IM3, karena dulu kita masih merasa aman karena dulu yang 

fokus kepada remaja cuma IM3, jadi kita membuat community, dll. Tapi sekarang 

sejak xl, telkomsel, dll mulai merambah pasar remaja juga, kita semakin 

menggencarkan IM3 agar tidak kalah dari mereka. Karena istilahnya, walaupun kita 

trendsetter tapi follower kita itu bisa-bisa melebihi trendsetter. Pesaing terberat 

Telkomsel ya, karena Telkomsel kan memang dari sananya jaringannya luas banget, 

paling luas diantara semuanya..”) – interview conducted at January 21st 2011. 



 

 

 

 

Since the other telecommunication company who reach the same target 

market and even the same programs offered, the competition between them and 

Indosat getting tougher. The strength of other company such as technology, network 

area, quality of product, and price are being the threats for Indosat. Indosat 

incapability to provide better technology and quality from one of its competitor 

implies to its current position in the competitive telecommunication companies in 

Indonesia. Indosat places in second position of the top three operators in 2009 and 

2010 as shown in the table 4.2 below: 

Total Customer of Top Three Provider Company in Indonesia 

Provider Company 
Total customer  

2009 2010 

Telkomsel 82 million 94 million 

Indosat 33,1 million 40 million 

XL Axiata 31,4 million 38,5 million 

 

Table 4.2 

Total Customer of Top Three Provider Company in Indonesia 

 Sources : http://www.malang-post.com 

 

By the end of 2009 Indosat claimed their customers to be as many as 33,1 

million. But after Indosat doing the filtration for the internal use, the number is 

decreased into only 28,7 million. The gap exists after filtration appears due to the 

disparity in the definition of ―primary number‖ between people and Indosat. People 

normally assume that primary number is the permanent provider used by costumer, 

while Indosat‘s version of primary number means the provider that consumer‘s often 

used. Filtration is Indosat‘s way to calculate their number of customer based on the 

provider they often used. The initial number of customer was decreased by around 5 

http://www.malang-post.com/


 

 

 

 

million because some customers that were interviewed by Indosat prefer to use other 

provider for their common usage rather than Indosat. As mentioned by Wiwid, 

Marketing Communication Staff in an interview : 

―Yes it‘s the number that we‘ve claimed, but for our own purpose, currently we count 

the customer number not based on primary number, because in field we found that 

when we ask to the customer what is their primary number? They said IM3. But when 

we ask about what is the number that they often use? They answered Axis, for 

example. Whereas, the primary number is supposed to be the number we often use. 

So we have our own version of primary number counting.‖ (“Memang itu adalah 

jumlah yang kita klaim, tapi kalo kita sendiri sekarang ngitungnya enggak berdasar 

kartu utama, karna gini lo, waktu kita survey dan tanya sama customer, kartu utama 

mu apa? IM3, kartu yang sering dipake apa? Axis, misalnya. Padahal kartu utama 

itu seharusnya ya kartu yang paling sering dipake. Jadi kita juga ngitung kartu 

utama versi kita.”) – interview conducted at January 20th 2011. 

According to these issues, Indosat should optimize their marketing program 

especially in youth segment. Such as utilizing their community program, promoting 

activities to the schools, sponsoring and conducting the youth event, and other step 

that could make Indosat as icon of the youth. Besides, Indosat should improve the 

quality of products and networks since people are smart enough to prefer a good 

quality product rather than cheap product with low quality. Indosat cannot offer a 

low tariff but ignore its quality because unsatisfied customers will move to another 

provider. That strategy could also use to overcome the customer who not using their 

Indosat numbers as primary number. Indosat should be aware to this issue since the 

customer number of 2010 still possible to decrease if they do filtration. Indosat also 

need to always pay attention to the strengths, weaknesses and the steps to be taken by 

major competitors, so the company can take action quickly when there are 

unexpected changes. 



 

 

 

 

For a better understanding towards criteria, causes, and effects analyses of 

Indosat‘s marketing environment, the table of analyses is provided in the table 4.3 

below : 

Criteria, Causes, and Effect Analyses 

of Indosat’s Marketing Environment 

Marketing 

Environment 

Area 

Criteria Causes Effect 

Economic 

 

Indosat is able to 

anticipate any 

change that occur 

in the economic 

environment to 

compete and 

survive in the 

telecommunication 

industry 



Indosat is unable to 

anticipate the change of 

economic condition such 

as the increasing of 

Indonesian inflation rate 

in 2010 up to 6.96% that 

caused the hikes of cost 

Indosat is not preparing 

the marketing budget 

alternatives 

 

 

Marketing cost increase 

12,4 %, from 5,4 billion 

in 2009 into 6,1 billion in 

2010 

Competitor 

 

Be the number one 

telecommunication 

company in 

Indonesia by 

presenting 

something unique 

compared to its 

competitors 

 

There are many other 

telecommunication 

companies that start to 

work on the same 

segment with Indosat. 

Although Indosat has 

been offers so many 

unique marketing 

programs to its customer, 

but somehow Indosat is 

incapable to provide 

better technology and 

quality from one of its 

competitor. 

 



 Indosat places in 

second rank of 

telecommunication 

companies competition 

in Indonesia 

 Some Indosat customer 

prefer to use other 

provider for their 

common usage  

 

Table 4.3 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing Environment 



 

 

 

 

4.2.2 Marketing Strategy 

Marketing strategy as an audit object within PT Indosat Tbk is aimed to 

assess whether marketing strategy that designed by the company is already effective 

to achieve its vision and mission and also company‘s target. The assessment is 

presented in comparison between criteria, causes, and effects. 

The marketing strategy and implementation of PT Indosat Tbk Malang 

branch have been running well without any significant obstacles. Indosat has been 

already steady with their marketing strategy, for instance indicated through 

presentation of marketing programs offering many bonuses, direct approaching to 

customers and direct selling. Those considered as the best and proper strategy to 

engage the customers. 

 Indosat‘s marketing strategy has already suitable with its criteria that the 

marketing strategy should be aligned and designed in order to achieve company‘s 

vision and mission in long term and company‘s target in short term. The vision of PT 

Indosat Tbk is ―Being a customer's choice for all information and communication 

needs.‖ In order to achieve that vision, Indosat stated its mission as ―CEPAT‖, which 

is an abbreviation of: Customer, Expansion, People, Asset utilization, and 

Technology. It means that PT Indosat Tbk wants to be the operator of choice to all 

consumers and business customers, rapidly growing expansion into new markets, 

nurture professional employees with high integrity that encourages innovation to 

achieve business success, produce a high rate of return on assets, and be the leader in 

technology to create competitive advantage to drive business excellence. 



 

 

 

 

 To be the customer‘s choice for all information and communication needs, 

Indosat provides its customer with various kinds of products that covers all segments 

of consumer and business. Indosat also always expands their market by presenting a 

new marketing programs and doing aggressive approach to the market. As stated by 

Teguh, The Coordinator of Customer Direct Sales : 

―..So we always concern to the current hot issue and try to create a proper strategy for 

it. For example, nowadays the current issue is online culture such as status updates in 

facebook and twitter. Thus we also create marketing programs regarding to these 

issue and then we enter the market. We go to the schools, malls and other public 

places to do promotion, direct approach and selling‖ (“..jadi kita selalu melihat 

market-market yang baru dan sedang hot lalu mencoba masuk dengan strategi 

marketing yang disesuaikan. Misalnya sekarang ini kan yang lagi banyak digemari 

kan online, update status, facebook, twitter, maka kami juga membuat program-

program marketing yang sesuai lalu kita masuk k market nya, ke sekolah sekolah, 

mall, langsung kita promosikan ke calon customer”) – interview conducted at 

January 18th, 2011 

Furthermore, Teguh also stated that Indosat‘s marketing programs by 

presenting many marketing programs, direct approaching to customers and direct 

selling, are effectively increase its profit and return on assets. Here is the statement : 

―..indeed, Indosat‘s ability to create creative and innovative marketing programs that 

aggressively promoted and campaigned, do the direct approach to the consumer and 

direct selling are considered as the most effective strategy recently. As in 2010, our 

profit increase around 20% because we really increasing our direct promotion to the 

schools and youth events..‖ (―..memang kemampuan Indosat untuk menciptakan 

program-program marketing yang kreatif dan inovatif, yang kemudian dipromosikan 

dan dikampanyekan secara gencar, mengadakan pendekatan secara langsung pada 

konsumen, dan direct selling itu yang dirasa paling efektif selama ini. Seperti pada 

tahun 2010 kemarin, laba kita naik skitar 20 % karena kita memang benar benar 

menggencarkan direct promotional kita ke sekolah-sekolah dan event-event anak 

muda khususnya..‖) – interview conducted at January 18th, 2011 

 Marketing programs performed by Indosat also nurture the employees to 

increase their integrity and innovation. As stated by Teguh : 



 

 

 

 

―..obviously, to create a good marketing program and strategy, a creative and 

innovative employee is needed. They should also having high integrity so they could 

continuously handled the direct approach and direct selling with quality..‖ (―..ya jelas, 

untuk membuat sebuah program marketing dan strategi yang bagus pasti kan 

dibutuhkan para pekerja yang juga kreatif dan inovatif ya, juga integritas yang tinggi 

untuk bisa secara kontinyu mengadakan direct approach dan direct selling secara 

berkualitas..‖) – interview conducted at January 18th, 2011 

Indosat marketing team did a direct approach to the customers, especially to 

the youth market segment that they focus on. They went to schools in Malang to 

introduce their latest products and programs, and also conduct direct sales. In 

addition to holding events for young people, they also give sponsors and open sales 

booths at the event organized by the school or youth. They are also increasing 

promotion of Indosat community programs and bonus program. As for the other 

segment of product, they do direct selling, head-to-head meeting with agents and 

prospective users. 

In its marketing strategy, Indosat also implement technology to create 

competitive advantage to drive business excellence. The technology applied by 

Indosat comprises such as sms broadcast and i-menu that provides the information 

about Indosat‘s product, marketing programs, transactions, and value added services. 

Indosat is also the first provider company that establishes E-gallery. E-Gallery is one 

of Indosat‘s innovations to provide a fast service for the customers in form of vending 

machine and billing for payment placed at strategic locations in order to facilitate 

customers in purchasing credit vouchers, starter packs, postpaid bill payments, as 

well as the latest marketing information without having to come to the Indosat 

Gallery or enquiring the Contact Center. Indosat e-Gallery works automatically, 

operate 24 hours a day, and is located in strategic places such as the central bank 



 

 

 

 

ATM machine, supermarket, and other spot with 24-hour access. Unfortunately this 

technology does not reach Malang area yet, it is still limited to the consumer in 

Jabodetabek.  

To support its marketing strategy, Indosat also places its frontliners in outlet 

as the sales booster. Their duty is to help customers to choose Indosat product that is 

suitable to their needs. The frontliners give an important contribution in helping to 

give direction to the prospected consumer in choosing which Indosat products they 

will use. 

The causes that have been explained above is giving a good implication to the 

effectiveness and efficiency of Indosat‘s marketing function. Indosat Malang 

branch‘s target for 2010 that obtained from cetral office in Jakarta, which are profit 

increase of 12 % and customer increase of 9 % could be achieved with realization of 

profit increase of 20 % and customer increase of 21 %.  

Well setting of the company‘s vision and mission along with communicating 

it to the subordinates is being an important aspect that motivates and builds 

commitment of employees to carry out each company's plans. The recommendation 

suggested for marketing function improvement of PT Indosat Tbk Malang branch is 

that they should maintain a corporate culture of communicating the vision and 

mission of the company to its employees. For example, the company can provide 

reward and recognition for high-performance employees who had been working in 

line with company‘s value, vision, and mission. To stimulate their frontliners, Indosat 

could give an incentives and gimmick sales to improve their loyalty. Indosat would 



 

 

 

 

also profit from promotion that stresses benefits they offer not found in other 

providers. However, Indosat should maintain their primary identity as the number one 

choice provider for the youth despite the more all-round effort. 

For a better understanding towards criteria, causes, and effects analyses of 

Indosat‘s marketing strategy, the table of analyses is provided in the table 4.4 below : 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing Strategy 

 

Criteria Causes Effect 

Marketing strategy 

should be aligned 

and designed in 

order to achieve 

company‘s vision 

and mission in long 

term and company‘s 

target in short term 

Indosat presents the marketing 

programs offering many bonuses, 

direct approaching to customers and 

direct selling 

Indosat Malang 

branch‘s target for 

2010 of profit 

increase of 12 % and 

customer increase of 

9 % could be 

achieved with 

realization of profit 

increase of 20 % and 

customer increase of 

21 % 

Indosat provides its customer with 

various kinds of products that covers 

all segments of consumer and 

business 

Indosat always expands their market 

by presenting a new marketing 

programs 

Indosat implement technology to 

create competitive advantage to 

drive business excellence. 

Indosat places its frontliners in 

outlet to help customers to choose 

Indosat product that is suitable to 

their needs  

 

Table 4.4 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing Strategy 

 

4.2.3 Marketing Organizational Structure 

The objective of internal audit of marketing organizational structure is to 

assess the functional efficiency of marketing activity. Marketing organizational 

structure will be efficient if the effective communication between one and another 



 

 

 

 

part; the development program for the employee; and the motivation boosting for the 

employees are exist. 

Marketing is the core activity in PT Indosat branch of Malang. Marketing 

activities are carried out by three divisions, which are Marketing Communication 

(Marcomm) Division, Marketing CDS (Consumer Direct Sales) Division, and 

Marketing CIS (Consumer Indirect Sales) Division. Marcomm is responsible for 

tasks of promotional marketing, such as advertising, media relations, partnership and 

sponsorship. CDS is responsible for product marketing activities to corporate and 

Matrix. While the CIS for the marketing of retail products such as IM3, Mentari, and 

Starone. Each division comprises a coordinator who is responsible directly to the 

Head of the branch and the rest of the staffs. There has been a clear separation of job 

description between the coordinator and each staffs. 

Indosat‘s criteria regarding to the organizational structure are applying linier 

organizational type and concerning to the human resources development. Linier 

organizational type means that the duty of job flows from the top management or 

supervisor to the subordinate, and the responsibility flows from the subordinate to the 

top management.  

By the separating three marketing divisions clearly, specifically in their job, it 

becomes easier for Indosat to conduct their marketing activities. Each division and 

employee have their own job portion. Thus, the effective communication has been 

built. In practice, they could cooperate and support each other. It is claimed by the 

statement of three employees from the different marketing division such as : 



 

 

 

 

―There is a coordinator for each division with a clear job description between 

coordinator and staffs. And the coordinator is responsible directly to the head of 

branch office. I think this organizational structure is quite efficient and effective. 

Communication between one and another division is also well maintained.‖ (―Ada 

koordinator untuk masing-masing divisi dengan staff dengan pemisahan tugas yang 

jelas. Dan koordinator akan berhadapan langsung dengan kepala cabang. Saya rasa 

struktur organisasi tersebut sudah cukup efisien dan efektif. Komunikasi pun terjalin 

dengan baik antar satu divisi dengan divisi yang lain.”) 

(Teguh – Coordinator of Marketing Direct Sales Division) – interview conducted at 

January 18th 2011. 

 

Furthermore, as stated by Fransisca, Marketing Indirect Sales Division Coordinator : 

―The communication is effectively maintained, because every week we always have a 

coordination meeting and also evaluation all together with the marketing division, so 

everything is clear. The communication flows among departments also done by 

email, by a special program that could spread the information to the all marketing 

user in Malang. Everytime there is an update or meeting reminder will be sent to all 

users.‖ (“Komunikasinya efektif, kan setiap minggu kita selalu ada rapat koordinasi 

dan juga evaluasi bersama divisi marketing, jadi semuanya clear. Alur komunikasi 

antar departemen juga bisa lewat email, dengan program yang langsung bisa kirim 

kepada all user di malang. Tiap ada rapat ataupun update tinggal kirim ke all user.”) 

(Fransisca – Coordinator of Marketing Indirect Sales Division) – interview 

conducted at January 21st 2011. 

 

Wiwid, Staff of Marketing Communication Division is also claimed the same thing 

that : 

―Efficient, and it makes us easier because of the clear job description. It‘s better than 

handling too much jobs. In marcomm division for example, there are 6 people, each 

consist of one people for design, banner, documentation and event, public relations 

and media visit, finance, and coordinator. There is no communication problem 

between us and another department so far.‖ (“Efisien, dan meringankan karena 

deskripsi kerjanya lebih jelas, daripada yang di handle terlalu banyak. Di divisi 

marcomm aja ada 6 orang, ada bagian desain, umbul2, dokumentasi dan event, PR 

dan media visit, keuangan, koordinator. Komunikasinya juga sejauh ini ga ada 

masalah, antar departemen juga.”) 

(Wiwid – Staff of Marketing Communication Division) – interview conducted at 

January 20th 2011. 

 

 In order to improve the quality of employment, Indosat Malang also held 

some human resource development programs such as seminars and workshops so that 



 

 

 

 

employees will have a better insight and creativity. The event is conducted at least 

twice a year. Besides, the motivation to always be productive and generate new 

innovations is also given by the top management to their subordinates. 

 The audit findings and analysis explained above show that organizational 

structure of marketing function in PT Indosat Tbk is already effective and efficient. 

The recommendation offered for this area is Indosat should maintain its effective 

communication and always balance the spirit of productivity accompanied by a good 

reward system for its employee. 

For a better understanding towards criteria, causes, and effects analyses of 

Indosat‘s marketing organizational structure, the table of analyses is provided in the 

table 4.5 below : 

Criteria, Causes, and Effect Analyses 

of Indosat’s Marketing Organizational Structure 

Criteria Causes Effect 

Applying 

linier 

organizational 

type and 

concerning to 

the human 

resources 

development 

By applying a linier 

organizational type, each of 

three marketing divisions is 

lead by coordinator who is 

responsible directly to the head 

of the branch. There has been a 

clear separation of job 

description between the 

coordinator and each staffs 

Organizational structure of 

marketing function in Indosat is 

already effectively and efficiently 

help the employees to conduct 

their marketing activities easier. 

The effective communication has 

been built thus they could 

cooperate and support each other 

well. 

Conducting human resource 

development programs such as 

seminars and workshops at 

least twice a year. 

The employees are having a better 

insight, creativity, and big 

motivation to always be 

productive and generate new 

innovations 

Table 4.5 

Criteria, Causes, and Effect Analyses 

of Indosat’s Marketing Organizational Structure 



 

 

 

 

4.2.4 Marketing System 

The aim of the marketing system audit are to analyze whether the marketing 

information system of a company has already produced accurate information that will 

be used in decision making, and whether the evaluation and control has been done 

properly by the management. The marketing system is categorized as effective when 

it has already met with the criteria stated by company. 

In order to create and maintain an effective marketing system, PT Indosat Tbk 

Malang branch has four criteria to be fulfilled. The criteria such as : setting targets 

for each marketing activity which the marketing targets are obtained from the central 

office, conducting market research to produce accurate and reliable information for 

the decision making, determination the job description or job delegation, and 

conducting regular performance evaluation once a week or every time the event is 

completed. 

Regarding to those criteria, marketing function of Indosat Malang takes some 

steps in their marketing system such as always sets a target of marketing each year 

that is broken-down to monthly and event to event. Indosat also conducts market 

research by analyzing the social trend, survey through questionnaire and observation 

to the outlet and agent. 

The job is delegated to each person in charge. To evaluate and monitor their 

job performance, control is done regularly, at every completed event or every week, 

quarter, semester, and per year. Marketing control and evaluation are conducted by 



 

 

 

 

the coordinator of each division while the coordinator was evaluated directly by 

Head of the branch office. 

According to the result of observation and interview, marketing information 

system of PT Indosat Tbk Malang branch has been able to provide accurate and 

sufficient information needed to make decision. Market research, reporting and 

evaluation are provided regularly that enable them to make necessary step as soon as 

possible. As claimed by Wiwid, a staff of marcomm division : 

―Yes. Research is conducted by each division. Usually we do some survey in the 

outlets about who buy our product mostly, what is their average age, from which 

segment, and etc.. So we do the research directly from the small agents. Furthermore, 

by spreading the survey to the consumers. We also observe the current trend and 

issue, and also the movement of our competitors.‖ (“Ya. Yang melakukan research 

adalah dari divisi masing-masing. Jadi biasanya kita akan mensurvey di outlet-outlet 

tentang siapa yang banyak membeli produk kita, rata-rata umur berapa, dari 

kalangan seperti apa, seperti itu.. Jadi kita juga research langsung dari agen-agen 

kecil. Selain itu juga dengan menyebarkan survey kepada konsumen. Kita juga selalu 

memantau perkembangan trend yang ada, dan juga bagaimana pergerakan 

kompetitor kita”) – interview conducted at January 20th 2011. 

 

Furthermore, Wiwid also state that accurate information is important to 

prevent customer‘s complain and determine their strategy. Here is the statement : 

―..so far, the data produced from the market research have been present accurately. 

The data should be always accurate because the information gathered and given are 

must be true. If there are not, we will get a lot of complaints from customers. 

Moreover, we need the data to determine our next step and strategy.‖ (“..data yang 

dihasilkan dari market research akurat, dan memang harus selalu akurat. Selalu, 

karena engga boleh sampai salah informasinya. Semua data harus akurat, jika tidak 

kita akan mendapatkan banyak complain terutama dari pelanggan. Dan apalagi data 

data itu kan kita butuhkan buat menentukan langkah kita selanjutnya seperti apa.”) – 

interview conducted at January 20th 2011. 

 



 

 

 

 

Indosat also has ―Analyst Team‖, it is an independent team consist of some 

people from various division who‘s in charge to audit the company‘s management 

performance. As stated by Teguh, The coordinator of marketing CDS division : 

―Market research also conducted by the analyst team. The analyst team will give 

accurate data to all team members, based on the market research and company 

performance analysis. Then we will filter it based on our needs thus we could 

understand and plan our next movement for CDS, CIS, and Marcomm.‖ (―Research 

juga dilaksanakan oleh tim analis ya. Tim analis akan memberikan data yang akurat 

kepada all team, berdasarkan market research ataupun hasil dari analisis mereka 

terhadap kinerja perusahaan.Lalu kami akan memilah-milah informasi tersebut. 

Sehingga kami bisa mengerti dan merencanakan pergerakan untuk CDS, CIS, dan 

konsep untuk marcomm.”) - interview conducted at January 18th 2011 

 

The Implementation of marketing system in PT Indosat Malang branch has 

been running effectively. Information produced from market research has been 

accurate and reliable so that Indosat could determine the right strategy and decision to 

meet its target. Control and evaluation are carried out regularly, even every week and 

after each event as anticipatory measures in case of ineffectiveness in their marketing 

activities. The downside is the control tool that is only based on reports of activities, 

targets and realization, which is then communicated. There is no standard 

measurement of written performance tracker. 

The effectiveness of Indosat marketing system has contributed company with 

successfulness in meets marketing target during 2010, it would be positive 

contribution for company‘s future if they keep improving their marketing control 

system and take steps to improve the deficiencies found. Additionally, to improve 

their performance, they should apply a standard of performance measurement to 

evaluate activities and performance of marketing functions. 



 

 

 

 

For a better understanding towards criteria, causes, and effects analyses of 

Indosat‘s marketing system, the table of analyses is provided in the table 4.6 below : 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing System 

 

Criteria Causes Effect 

 

Setting targets for 

each marketing 

activity which the 

marketing targets are 

obtained from the 

central office 

Sets a target of marketing each year 

that is brokendown to monthly and 

event to event.  
 

Marketing 

information system 

of Indosat  has been 

able to provide 

accurate and 

sufficient 

information needed 

to make decision. 

It's enable the 

management to 

determine the right 

strategy to meet its 

target and to make 

necessary step as 

soon as possible 

and also prevent 

customer's 

complain 

Conducting market 

research to produce 

accurate and reliable 

information for the 

decision making 

Conducts market research by 

analyzing the social trend, survey 

through questionnaire and observation 

to the outlet and agent. 

Determinating the 

job description or 

job delegation 

The job is delegated to each person in 

charge. 

Conducting regular 

performance 

evaluation once a 

week or every time 

the event is 

completed 

 

Control is done regularly, at every 

completed event or every week, 

quarter, semester, and per year, 

conducted by the coordinator of each 

division and Head of the branch office 

Establish analyst team as an 

independent team consist of some 

people from various division who‘s in 

charge to audit the company‘s 

management performance 

 

Table 4.6 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing System 

 

 

 

 

 

 

 



 

 

 

 

4.2.5 Marketing Productivity 

Marketing productivity is assessed from its profitability and its marketing cost 

efficiency. Indosat‘s marketing productivity has increase year by year, it is proved by 

its marketing cost efficiency and profitability that have been met the criteria. 

The criterion of PT Indosat Tbk for marketing cost efficiency is ≤ 5 % per year. 

And the formula used to count the efficiency is :  

Marketing cost efficiency  =  Marketing cost x 100 % 

                 Sales 

 

Marketing cost efficiency analysis is based on efficiency criteria for the 

marketing costs towards sales, which is ≤ 5 % per year. Meanwhile, the marketing 

cost efficiency analysis is shown in the table 4.7 below: 

Marketing Cost Efficiency Analysis 

PT Indosat Tbk Malang Branch 

 

Table 4.7 

Marketing Cost Efficiency Analysis 

PT. Indosat Tbk Malang Branch 

(in million rupiah) 

The table of analysis 4.7 shows that in the last 2 years, the marketing cost 

percentage towards company revenue is efficient. The gap between them is also not 

Year Marketing 

Cost 
Sales 

Marketing Cost 

Efficiency (%) 

Efficiency 

Criteria 
Explanation 

2009  Rp 5.398   Rp 237.742  

                       

2,27 %  ≤ 5 % efficient 

2010  Rp 6.067   Rp 262.397  

                       

2,31 %  ≤ 5 % efficient 



 

 

 

 

significant, only 2,27 % in 2009 and 2,31 % in 2010. The raise of marketing cost 

efficiency in 2010 is caused by the increasing marketing activities, and it is 

acceptable since in 2010 company‘s sales and customers number also had increased. 

Futhermore, the profitability of Indosat Malang also indicates an effective 

performance of its marketing function. The effectiveness criterion of PT Indosat Tbk 

for profitability is ≥ 5 % per year. The formula to determine profitability is: 

Profit Increase (Rp) = Profit (x) – Profit (x-1) 

Profit Increase (%) = Profit (x) – Profit (x-1)   x  100% 

          Profit (x-1) 

Marketing profitability of PT Indosat Tbk is shown in table 4.8. According to 

table 4.8 net income of Indosat Malang Branch has been improving for the last two 

years. The increase of the net income is influenced by rising number of customers, 

and also the variety and attractiveness of offered products.  

 

 

 

 

 

 



 

 

 

 

Profitability Analysis 

PT. Indosat Tbk Malang Branch 

 

 

Table 4.8 

Profitability Analysis 

PT. Indosat Tbk Malang Branch 

(in million rupiah) 

The data above show that the net income and profitability of PT Indosat 

Malang branch have enjoyed an annual, steady improvement. It can be concluded that 

the marketing activity of PT Indosat Malang branch is conducted in effective way 

because its profitability is far exceeded the 5 % of criteria set by company i.e. 17,65 

% in 2009 and 19,62 % in 2010. 

From those analyses it can be conclude that PT Indosat Tbk Malang branch 

has been efficiently and effectively perform their marketing activities. For the further 

improvement, the marketing function must maintain their ability in manage the use of 

marketing cost so that for the upcoming years, the management can minimize the 

costs without having to lower target performance. It is better for them if they could 

achieve a higher target with constant or even lower marketing cost. Moreover, 

Indosat can emphasis more in marketing strategy which does not need much cost 

such as direct selling to the schools and public areas. Indosat also should not only 

focus on tariff—due to there is many tariff wars happen among the 

Year Net Income (Rp) 

Increasing / Decreasing 
Profitability 

Criteria 
Explanation 

Rp 
Percentage 

(%) 

2008  Rp 51.296.650          

2009  Rp 60.349.000   Rp    9.052.350  17,65% ≥ 5 % Profitable 

2010  Rp 72.192.000   Rp  11.843.000  19,62% ≥ 5 % Profitable 



 

 

 

 

telecommunication company—but also increase their value added such as a wide and 

strong network connections so they could gain higher revenue and profitability. 

Customers will seek to rely more on quality product with reasonable price rather than 

cheap product with low quality. 

For a better understanding towards criteria, causes, and effects analyses of 

Indosat‘s marketing productivity, the table of analyses is provided in the table 4.9 

below : 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing Productivity 

 

Marketing 

Productivity 

Area 

Criteria Causes Effect 

Marketing 

cost 

efficiency 

Marketing cost 

efficiency is ≤ 5 

% per year 

 

Marketing cost 

efficiency of 

Indosat is 2,27 % 

in 2009 and 2,31 

% in 2010 

 

 

PT Indosat Tbk Malang 

branch has been efficiently 

and effectively perform their 

marketing activities thus the 

company‘s revenue and net 

income is improving in the 

last two years. The increasing 

of the net income is 

influenced by rising number 

of customers, and also the 

variety and attractiveness of 

offered products 

 

Profitability 

The effectiveness 

criterion of PT 

Indosat Tbk for 

profitability is ≥ 5 

% per year 

The profitability 

of Indosat is 

17,65 % in 2009 

and 19,62 % in 

2010 

 

Table 4.9 

Criteria, Causes, and Effect Analyses of Indosat’s Marketing Productivity 

 

 

 

 



 

 

 

 

4.2.6 Other Marketing Function 

To gain a maximum profit, PT Indosat Tbk Malang branch has put attention to 

combine the strategy of its other marketing function such as product and promotion. 

This subchapter aims to assess the product and promotion as object that have been 

audited based on their criteria, causes, and effects. 

In developing its product Indosat fulfills some criteria which are creating 

innovative product with highly focus on the customer needs and satisfaction, 

complying products with the latest technology and trends in the market, delivering 

programs that are based on the perspective needs of consumers, and expanding the 

network. 

In order to fulfill such criteria, Indosat always creates its products that comply 

with the latest technology and trends in the market. Now, Indosat has a wide range of 

products offered for various segments such as IM3, Mentari, Matrix, StarOne. Indosat 

also tries to diversify in areas where expertise in the telecommunications company 

can be used to optimize value-added services that complement the company's core 

business. These services include BlackBerry Indosat, Indosat 3.5G, and MIDI 

Services (Multimedia, Data Communication and Internet) and also Value Added 

Services (VAS) such as i-Games, i-Ring, i-Go, and i-Menu. This scheme is also 

supported by sophisticated technology, such as international telecommunications 

traffic that is transmitted through Indosat's international satellite, submarine cable 

systems, and microwave connections. All of which use the latest digital technology 

including advanced multimedia protocol. 



 

 

 

 

The diversity of products and cellular phone services that has been supported 

by high quality has made Indosat as one of the top three operators in Indonesia. 

Integration between multimedia information systems and entertainment are 

completing and adding the value of Indosat core services. Items packed in attractive 

marketing programs such as MU24H itu IM3, IM3 Micro Sim Card, Mentari 50, 

BlackBerry On Demand Irit, i-klan Store & Single Starter Pack (Kartu Indosat), 

Senyum Setia Indosat and many other programs have successfully attracted public 

interest. 

In promoting and advertising activities, the company sets a number of criteria 

in order to ensure the effectiveness of promotion activities, such as: promoting the 

product directly and focusing on predetermined target market; conducting promotion 

through various media in an integrated way in effort to raise awareness and interest of 

consumers; and optimizing employee of PT Indosat Tbk as the marketer for 

company's product. 

To realize effective marketing activities, Indosat carried out its promotional 

activities through various media such as places advertisements in printed media and 

private radios, places attractive billboards at strategic locations, and also spreads 

posters and brochures that explaining the newest and latest products from Indosat. 

Moreover, Indosat also conducting direct promotional activities by visiting schools 

and public places, performing a variety of events such as art performances, concerts, 

seminars, and competitions that attract much attention of the masses, and also 

sponsoring activities held by students so Indosat could promote its product in return. 



 

 

 

 

The implications of direct promotional activities to the consumers at the right 

segments, time, and strategy have been effectively improving sales of Indosat. 

Performing direct promotion in schools and public places, conducting events, and 

participating as sponsor in events held by the public, especially students, also 

succesfully strengthen the position of Indosat as the provider of community‘s choice. 

Eye-catching billboards, posters, and pamphlets, with interesting designs and words 

placed in strategic locations make people who spot and read these advertisements 

interested to use Indosat‘s products and services. 

Indosat‘s promotional and advertising activities have been performed in 

effective and efficient way. To maintain their performance, Indosat should always 

strive to increase capacity, improve quality, and provide new services to meet 

consumer demand. Indosat also should be careful in spreading commercial words for 

its products. Because frequently some companies use hyperbolic choice of words in 

their advertisement that give too much expectations to their costumer and eventually 

incite numerous customer complaints because the benefits that the costumers got is 

not suitable with their expectations. The commercial words are should be attractive 

but relevant. If it‘s not, it will mislead the customer. Indosat should work on better 

paraphrasing in their endorsements as to not give customers too much expectation 

while still keeping their advertisements engaging. 

For a better understanding towards criteria, causes, and effects analyses of 

Indosat‘s other marketing function, the table of analyses is provided in the table 4.10 

below : 
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Criteria, Causes, and Effect Analyses of Indosat’s Other Marketing Function 

Other 

Marketing 

Function  

Criteria Causes Effect 

Product 

 

- Creating innovative product with 

highly focus on the customer needs 

and satisfaction  

- Complying products with the latest 

technology and trends in the market 

- Delivering programs that are based 

on the perspective needs of consumers 

- Expanding the network 

 

- Creates products that comply with the latest 

technology and trends in the market. 

- Creates a wide range of products offered for various 

segments 

- Optimize value-added services that complement the 

company's core business 

- Supports its product with sophisticated technology 

- Integrating between multimedia information 

systems and entertainment 

- Packing the item in attractive marketing programs  

 

Products offers 

by Indosat have 

successfully 

attracted public 

interest and 

bring Indosat to 

the top three 

operators in 

Indonesia.  

Promotion 

- Promoting the product directly and 

focusing on predetermined target 

market 

- Conducting promotion through 

various media in an integrated way in 

effort to raise awareness and interest 

of consumers 

- Optimizing employee of PT Indosat 

Tbk as the marketer for company's 

product. 

- Promotional activities through various media such 

as places advertisements in printed media and private 

radios, billboards at strategic locations, and also 

spreads posters and brochures. 

- Conducting direct promotional activities by visiting 

schools and public places, performing a variety of 

events that attract much attention of the masses, and 

sponsoring activities held by students so Indosat 

could promote its product in return 

- Sales number 

of Indosat has 

been effectively 

improving.  

- Strengthen the 

position of 

Indosat as the 

provider of 

community‘s 

choice.  

Table 4.10 

 Criteria, Causes, and Effect Analyses of Indosat’s Other Marketing Functions



 

 

 

 

In general, marketing activity in PT Indosat Tbk Malang branch has already 

conducted in effective and efficient way. Efficiency assessment of marketing function that 

by the used of company resources, which are efficiency towards marketing profitability and 

marketing function efficiency are showing a good performance. While marketing function 

effectiveness that indicated by target accomplishment and it‘s alignment with the standards 

has already fulfilled by Indosat. 

Marketing strategy of Indosat which are interested marketing program packaging, 

offering many bonuses, direct approaching and selling to the customer were considered as 

the most effective marketing strategy that contributes year by year company‘s revenue, net 

income, and number of customer improvement. 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

CHAPTER V 

CONCLUSIONS 

 

 The introduction towards the research problem, literature review, research 

methodology, and findings of this research have been conducted and displayed in an 

integrated way. Thus, the conclusions of this research could be conceived. It will be 

explained in the following subchapters. 

5.1 Conclusions 

Efficiency assessment of marketing function could be indicated by the used of 

company resources, which are efficiency towards marketing profitability and marketing 

function efficiency, while marketing function effectiveness could be indicated by target 

accomplishment and it‘s alignment with the standards that have been stated by the company. 

In general, marketing activity of PT Indosat Tbk Malang branch has already conducted in 

effective and efficient way. 

Indosat has already able to handle its marketing environment condition. Eventhough 

Indosat should spend more expenses in marketing activities due to the economic condition, 

fortunately they could balance it with the rise in its revenue by more concentrating in direct 

selling method as their marketing strategy. And until now, Indosat is the second largest 

telecommunication company in Indonesia. 

The marketing strategy of Indosat which are direct approach and sales to the 

customer is considered as the most effective marketing strategy. The marketing strategy have 



 

 

 

 

been designed to fulfill company‘s vision and mission, and evaluated periodically to be 

adjusted with the market‘s actual condition. 

Marketing activities of PT Indosat Tbk are carried out by three parts, each of them 

lead by a coordinator who is responsible directly to the Head of the branch. By the separation 

of the three marketing divisions and its clear job description, it enables them to better 

concentrate to each section and to complete their work more efficiently.  

Indosat always sets target for each marketing activity, conducts market research to 

produce accurate and reliable information for decision making purpose, determinates the job 

delegation, and conducts regular performance evaluation once a week or every time the event 

is completed. Because of this continuity, this system could produce an accurate, on time, and 

enough information so they can immediately take the important decision needed and the 

relevant steps needed for improvement. It could be conclude that the internal reporting 

system and market research have been done effectively. 

The marketing cost efficiency and profitability of Indosat in the last 2 years are also 

indicated an efficient and effective performance. The marketing cost percentage towards 

revenue is less than 5 % per year and the profitability is far exceeded 5 % of company‘s 

criteria. Net income and profitability of Indosat Malang branch has been increase year by 

year. 

In conducting its marketing activities, Indosat Malang branch also put attention to 

combine the strategy of its product, price, distribution and promotion so they could get the 

maximum profit. Indosat always produce innovative product that complies with the latest 

technology and trends in the market. In presenting its product, Indosat Malang Branch is 



 

 

 

 

highly focused on the customer needs and satisfaction. The promotional activities also held 

effectively by direct promotional activities, eye-catching billboards, posters, and pamphlets, 

with interesting designs and words placed in strategic places that have successfully attract 

and increase the number of customer.  

Some recommendations that could be took by management to maintain even improve 

the marketing performance are Indosat should be more aware to the change of economic 

condition and anticipate it by preparing the alternatives budget, maintain and keep focus on 

direct selling, direct approach and bonus program, improve its technology and quality. 

Indosat also should maintain its teamwork, effective communication, human resources 

development and motivation.  

 

5.2 The Implication of Research 

Related to the efficiency and effectiveness of marketing function, this research gives 

deep and advantageous understanding about the marketing performance of PT Indosat Tbk 

Malang branch. The result of this research shows that the marketing activities has been 

conducted in effective and efficient way assessed from some points such as marketing 

environment, strategy, organizational structure, marketing system, productivity, and other 

marketing functions. The result of this research is expected to give information and 

evaluation basis for PT Indosat Tbk to develop and improve its performance. Furthermore, 

to give learning and good case practices of marketing activities in Indosat Malang for them 

who read this research.  



 

 

 

 

 Furthermore, researcher suggests that the next researchers could conduct research of 

some types of function with larger area and compare the results between different company 

types of them. Thus, the result can also represent the factor influence effectiveness and 

efficiency of a company performance. 

 

5.3 Research Limitations 

The main limitation of this study is the difficulty in obtaining the complete and detail 

data from the company. Some data are tend to be secret and unpublished so the researcher 

could not freely access it. The limitations of this study are also the period of observation and 

the participation in the company that was relatively short, which is only ten days. Although 

the time was not something that principle to put forward as a limitation, but it would be 

better if the research conducted within a longer time. In addition, this study covers only one 

function of PT Indosat Tbk branch of Malang, so that the result of the study was limited and 

not represents the marketing function in the wider area. The other main limitation is possible 

outside there, whereas the researchers did not realize and recognize it. 
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ATTACHMENT 1 

 

Interview Guideline 
 

A. General Questions 

 

No. Question Answer 

1. 

 

 

 

2. 

 

3. 

 

4. 

 

 

5. 

 

 

 

6. 

 

 

7. 

History / profile of PT. Indosat Tbk 

Kapan dan bagaimanakah sejarah pendirian PT Indosat 

Tbk, khususnya d malang ? Badan usaha ? 

 

Vision and Mission 

 

Company Objective 

 

Organizational Structure and Job Description 

 

PT Indosat Tbk. Product 

Produk dan program apa saja yg dimiliki oleh PT 

Indosat ? 

 

Marketing Function of PT Indosat Tbk. 

Bagaimanakah kondisi departemen pemasaran secara 

umum ? Jobdesc ? 

 

Apakah perusahaan pernah mengadakan audit 

operasional ? 

 

 



 

 

 

 

B. Specific Questions to Marketing Department 

 

No. Question Answer 

 

 

 

 

1. 

 

 

 

 

2. 

 

 

 

3. 

 

 

4. 

 

 

5. 

 

 

 

6. 

 

 

 

7. 

 

 

 

 

 

 

 

1. 

 

 

 

2. 

 

 

MARKETING ENVIRONMENT 

 
a. Eksternal 

Bagaimanakah pengaruh dari faktor2 eksternal 

perusahaan seperti ekonomi, regulasi pemerintahan dan 

politik, teknologi, dan demografi terhadap perusahaan 

terutama aktivitas pemasarannya ? 

 

Apakah perubahan ekonomi selama 3 tahun terakhir 

mempunyai pengaruh yang signifikan di masa depan 

perusahaan ? 

 

Langkah-langkah apa saja yang dilakukan untuk 

mengatasi hal tersebut ? 

 

Dengan langkah tersebut apakah perusahaan dapat 

mendapatkan keuntungan ? 

 

Bagaimanakah penerapan teknologi dalam perusahaan 

secara umum dan pada aktifitas pemasaran ? 

 
b. Internal 

Apakah perusahaan melakukan segmentasi pasar, dan 

segmen apakah yang memberikan pendapatan yang 

lebih besar ? 

 

Bagaimana dengan kompetitor perusahaan ? Apakah 

perusahaan selalu menganalisa kompetitor dan 

mengambil langkah-langkah berdasarkan analisa 

tersebut ? 

 

 

MARKETING STRATEGY 

 

Apakah perusahaan sudah merumuskan kebijakan 

mengenai tujuan pemasaran dan strategi pemasaran ?  

Apakah hal itu sudah tersosialisasi dengan baik ? 

 

Apakah terjadi peninjauan periodik terhadap kebijakan 

dan strategi pemasaran untuk menyesuaikan dengan  

 



 

 

 

 

 

 

3. 

 

 

4. 

 

 

 

5. 

 

 

6. 

 

 

7. 

 

 

 

8. 

 

 

 

 

9. 

 

 

 

 

 

1. 

 

 

 

 

 

 

2. 

 

 

 

3. 

 

4. 

perkembangan internal dan eksternal ? 

 

Bagaimana kesesuaian aktivitas pemasaran dengan visi 

misi dan tujuan perusahaan ? 

 

Apakah ada analisis SWOT ? Apakah sudah membuat 

rencana untuk mengatasi kelemahan dan ancaman yg 

ada ? 

 

Apakah perusahaan selalu membuat perencanaan (target 

yg harus dicapai) berdasarkan apa? siapa yg membuat ? 

 

Apakah target tersebut selalu dapat dipenuhi ? 

Bagaimana jika tidak ? 

 

Apakah perusahaan menetapkan langkah2 untuk 

mengantisipasi kegagalan dalam mencapai terget 

pemasaran ? 

 

Apakah dilakukan perbandingan antara target dengan 

realisasi produksi detiap tahunnya, mengingat hal 

tersebut juga dapat digunakan sebagai tolak ukur 

keberhasilan perusahaan ? 

 

Apakah diadakan evaluasi performa pemasaran ? Tiap 

berapa lama ? Bagaimana cara mengevaluasi ? 

Bagaimana tindak lanjut dari hasil evaluasi ? 

 

MARKETING ORGANIZATIONAL STRUCTURE 

 

Apakah terjadi pemisahan tugas dan deskripsi jabatan 

untuk : 
a. Manager pemasaran 
b. Tenaga pemasaran 
c. Apakah kebijakan tersebut merupakan kebijakan 

baru ? 

 

Bagaimanakah alur otorisasi fungsi pemasaran ? 

Apakah sudah cukup efisien ? apa yg menyebabkan 

inefisiensi ? 

 

Apakah terdapat komunikasi yg baik ? 

 

Apakah struktur organisasi tersebut sudah cukup efisien 



 

 

 

 

 

 

 

 

1. 

 

 

2. 

 

3. 

 

 

4. 

 

 

 

5. 

 

 

 

 

6. 

 

 

 

 

 

1. 

 

 

 

2. 

 

3. 

 

 

4. 

 

 

5. 

 

 

 

6. 

dan efektif ? 

 

MARKETING SYSTEM 

 

Apakah perusahaan melakukan market research yg 

berkaitan dgn konsumen, saluran distribusi, dan pesaing 

? 

Apakah dilakukan secara berkelanjutan ? 

 

Bagaimanakah alur sistem informasi yang terdapat pada 

perusahaan, terutama fungsi pemasaran ? 

 

Apakah sistem informasi pemasaran memberikan data 

yang memadai, akurat, dan tepat bagi manajemen 

perusahaan ? 

 

Apakah manajer menggunakan informasi pemasaran 

tersebut sebagai dasar dalam mengambil keputusan 

untuk menghadapi perubahan situasi pemasaran 

perusahaan ? 

 

Apakah perusahaan terutama fungsi pemasaran 

memiliki sistem pengendalian yang efektif ? 

 

 

MARKETING PRODUCTIVITY 

 

Bagaimanakah perkembangan tingkat produktivitas 

fungsi pemasaran ? 

 

Faktor – faktor apakah yang merangsang atau 

menghambat produktivitas fungsi pemasaran ? 

 

Strategi / program marketing apakah yang paling efektif 

? 

 

Siapakah yang membuat anggaran biaya pemasaran ? 

berdasarkan apa ?  

 

Apakah penggunaan biaya pemasaran sudah cukup 

efisien jika dibandingkan dengan hasil yang didapatkan 

? 

 

Apakah terdapat penyimpangan sehingga terjadi 



 

 

 

 

 

 

7. 

 

 

 

 

8. 

 

 

 

9. 

 

 

 

 

 

1. 

 

 

 

 

2. 

 

 

3. 

 

 

 

4. 

 

 

5. 

 

 

6. 

 

 

7. 

 

inefisiensi ? 

 

Apakah perusahaan membandingkan antara biaya 

pemasaran yang dianggarkan dengan biaya pemasaran 

aktual untuk menilai tingkat pengeluaran bagian 

pemasaran ? 

 

Menurut pendapat anda, apakah fungsi pemasaran 

memiliki peran yang sangat signifikan salam 

peningkatan sales / profitability perusahaan ? 

 

Apakah perusahaan memiliki kriteria bagaimana suatu 

aktifitas  pemasaran dikatakan efisien, efektif, 

meningkatkan profitabilitas (% rate peningkatan sales) ? 

 

OTHER MARKETING FUNCTION 

 

Bagaimana dengan kebijakan harga, perencanaan 

pemasaran, kebijakan produk, kebijakan periklanan, dan 

kebijakan pemasaran ? 

Siapa yg menentukan ? Berdasarkan apa ? 

 

Bagaimana dengan sponsorship, promotion, dan 

advertising ? 

 

Dari produk-produk yang dimiliki oleh perusahaan 

anda, manakah yang paling digemari oleh msyarakat 

dan memiliki nilai sales paling tinggi ? 

 

Apakah Anda selalu memotivasi anak buah Anda agar 

bekerja maksimal ? 

 

Menurut Anda apakah anak buah Anda sudah mampu 

melaksanakan kegiatan pemasarannya ? 

 

Apakah ada standar performa yang dinyatakan secara 

jelas untuk tenaga pemasaran ? 

 

Apakah jumlah tenaga pemasaran yang dimiliki oleh 

perusahaan sudah mencukupi untuk melaksanakan 

kegiatan pemasaran ? 

 

 
C. Specific Question for Sales and Finance Department 



 

 

 

 

 

No. Question Answer 

 

1. 

 

 

2. 

 

 

3. 

 

 

 

4. 

 

 

5. 

 

 

 

 

6. 

 

 

7. 

 

 

8. 

 

 

 

 

9. 

 

 

 

10. 

 

 

11. 

 

 

12. 

 

Apakah biaya pemasaran dianggarkan sesuai dengan 

kegiatan pemasaran yang direncanakan ? 

 

Siapakah yang membuat anggaran biaya pemasaran ? 

berdasarkan apa ?  

 

Apakah penggunaan biaya pemasaran sudah cukup 

efisien jika dibandingkan dengan hasil yang didapatkan 

? 

 

Apakah terdapat penyimpangan sehingga terjadi 

inefisiensi ? 

 

Apakah perusahaan membandingkan antara biaya 

pemasaran yang dianggarkan dengan biaya pemasaran 

aktual untuk menilai tingkat pengeluaran bagian 

pemasaran ? 

 

Apakah informasi hasil pemasaran selalu dilaporkan 

pada bagian keuangan ? 

 

Apakah perkiraan biaya pemasaran selalu diperiksa 

secara periodik ? 

 

Menurut pendapat anda, apakah fungsi pemasaran 

memiliki peran yang sangat signifikan salam 

peningkatan sales / profitability perusahaan ? 

Apa saja yg mempengaruhi profitabilitas perusahaan ? 

 

Apakah perusahaan memiliki kriteria bagaimana suatu 

aktifitas  pemasaran dikatakan efisien, efektif, 

meningkatkan profitabilitas (% rate peningkatan sales) ? 

 

Apakah semua bukti terjadinya transaksi diberi nomor ? 

apakah bukti bukti tersebut juga dicek kebenarannya ? 

 

Apakah catatan keuangan perusahaan sudah teratur dan 

sistematis ? 

 

Untuk audit operasional apakah perusahaan pernah 

 



 

 

 

 

 melakukannya ? 

 

 

 

 

 

 

 

 

 

 

 

 

 

ATTACHMENT 2 

 

Transcript 1 – Interview with Coordinator of Customer Direct Sales (Mr. Teguh Setiawan), 

Monday, January 18th 2011 

 

Bagaimanakah keadaan dan pembagian job pada fungsi marketing PT Indosat Tbk ? 

Fungsi marketing PT Indosat Tbk cabang Malang dibagi menjadi 3 bagian, direct sales, 

indirect sales, dan communication. Sedangkan bidang lain pada PT Indosat Tbk cabang 

Malang seperti HRD, retensi, dsb. hanya mensupport. Karena memang di plot untuk sales, 

core activities nya adalah marketing. Marketing indirect sales untuk product retail seperti 

im3, mentari, dan starone, sedangkan untuk sales bertanggungjawab untuk penjualan ke 

corporate dan retail khusus matrix. Sedangkan marketing communication lebih kepada 

promosional dan bertindak seperti Public Relations dari perusahaan. 

 



 

 

 

 

Bagaimanakah pengaruh dari faktor2 eksternal perusahaan seperti ekonomi, regulasi 

pemerintahan dan politik, teknologi, dan demografi terhadap perusahaan terutama aktivitas 

pemasarannya ? 

Masalah politik dsb tidak mempengaruhi karena komunikasi kan berbeda dgn bidang yg 

lain. Hanya sedikit berpengaruh pada sisi teknis pengadaan barang dan hal-hal yang 

bersentuhan dengan pendanaan, karena politik dan ekonomi membuat harga  dan cost lebih 

meningkat. Sehingga cost untuk event dan aktifitas kita sedikit meningkat akibat keadaan 

ekonomi, inflasi, seperti itu. Kalau faktor yg lain engga ada masalah. Begitu pula dengan 

demografi tidak ada masalah.  

 

Bagaimanakah penerapan teknologi dalam perusahaan secara umum dan pada aktifitas 

pemasaran ? 

Teknologi adalah yang utama. Kami selalu berusaha untuk menerapkan teknologi yang 

terdepan karena kita sangat concern terhadap hal tersebut. Kita juga selalu memantau para 

competitor kami, dan selalu berusaha berinovasi dalam hal teknologi agar tidak 

ketinggalan. 

 

Apakah perusahaan melakukan segmentasi pasar, dan segmen apakah yang memberikan 

pendapatan yang lebih besar ? 

Kami selalu mengadakan segmentasi pasar. Kami memiliki 4 produk retail dengan 

segmentasi pasar yang berbeda. IM3 untuk kalangan anak muda, Mentari untuk keluarga, 

Starone untuk yang memiliki mobilitas tdk terlalu tinggi karena lingkupnya hanya di dalam 

kota, dan Matrix untuk kalangan menengah keatas karena harga dan kualitas yang premium. 

Jadi kita selalu melihat market-market yang baru dan sedang hot lalu mencoba masuk 

dengan strategi marketing yang disesuaikan. Misalnya sekarang ini kan yang lagi banyak 

digemari kan online, update status, facebook, twitter, maka kami juga membuat program-

program marketing yang sesuai lalu kita masuk k market nya, ke sekolah sekolah, mall, 

langsung kita promosikan ke calon customer. 

 

Bagaimana dengan kompetitor perusahaan ? Apakah perusahaan selalu menganalisa 

kompetitor dan mengambil langkah-langkah berdasarkan analisa tersebut ? 

Ya, pasti. Kita selalu memantau dan kita research. Juga ada tim analis yg selalu memantau 

pergerakan kompetitor. 

 

Apakah perusahaan sudah merumuskan kebijakan mengenai tujuan pemasaran dan strategi 

pemasaran ?  Apakah hal itu sudah tersosialisasi dengan baik ? bagaimanakah strategi itu 

berjalan ? 

Ya, kebijakan dan strategi pemasaran selalu dirumuskan dan disosialisasikan oleh divisi 

marketing masing-masing, dan itu merupakan guidance bagi kami. Dan emang kemampuan 

Indosat untuk menciptakan program-program marketing yang kreatif dan inovatif, yang 

kemudian dipromosikan dan dikampanyekan secara gencar, mengadakan pendekatan secara 

langsung pada konsumen, dan direct selling itu yang dirasa paling efektif selama ini. Seperti 

pada tahun 2010 kemarin, laba kita naik skitar 20 % karena kita memang benar benar 



 

 

 

 

menggencarkan direct promotional kita ke sekolah-sekolah dan event-event anak muda 

khususnya 

 

Apakah  para karyawan telah memberikan kontribusi yang baik pada strategi pemasaran 

yang telah ditetapkan ? 

ya jelas, untuk membuat sebuah program marketing dan strategi yang bagus pasti kan 

dibutuhkan para pekerja yang juga kreatif dan inovatif ya, juga integritas yang tinggi untuk 

bisa secara kontinyu mengadakan direct approach dan direct selling secara berkualitas 

 

Apakah terjadi peninjauan periodik terhadap kebijakan dan strategi pemasaran untuk 

menyesuaikan dengan  perkembangan internal dan eksternal ? 

Ya, setiap minggu kita selalu meeting dan evaluasi. Selain itu ada tim analisa. Di pusat, 

Jakarta, terdapat tim analis independen dan juga intern company. Sedangkan di Malang 

oleh intern company, tim gabungan dari beberapa divisi. 

 

Bagaimana kesesuaian aktivitas pemasaran dengan visi misi dan tujuan perusahaan ? 

Kami memiliki guidance untuk aktivitas pemasaran yang telah disesuaikan dengan visi misi 

dan tujuan perusahaan. Aktifitas kami mengikuti guidance tersebut dan tidak boleh 

menyimpang. 

 

Apakah ada analisis SWOT ? Apakah sudah membuat rencana untuk mengatasi kelemahan 

dan ancaman yg ada ? 

SWOT dibuat oleh tim analis,  dibentuk tim gabungan dr divisi2 

 

Apakah perusahaan selalu membuat perencanaan (target yg harus dicapai) berdasarkan apa? 

siapa yg membuat ? 

Target dibuat oleh pusat, dari kantor pusat Jakarta. Kemudian di-breakdown lagi per 

cabang dan di-breakdown lagi per bagian. 

 

 

Apakah target tersebut selalu dapat dipenuhi ? Bagaimana jika tidak ? 

Target selalu bisa dipenuhi dan selalu meningkat, Indosat selalu mengalami growth. 

Dan jika target tidak terpenuhi kami selalu memiliki langkah antisipasi, karena kami selalu 

menganalisa per periodik yaitu per quarter, semester, dan per-year, bahkan perminggu. 

Kami selalu melakukan performance evaluation per minggu dari data sales dan activities 

report. Selalu dilakukan perbandingan antara target dengan realisasi. 

 

Bagaimanakah struktur jabatan pada fungsi marketing ? 

Ada koordinator untuk masing-masing divisi dengan staff dengan pemisahan tugas yang 

jelas. Dan koordinator akan berhadapan langsung dengan kepala cabang. Saya rasa 

struktur organisasi tersebut sudah cukup efisien dan efektif. Komunikasi pun terjalin dengan 

baik antar satu divisi dengan divisi yang lain 

 



 

 

 

 

Apakah perusahaan melakukan market research yg berkaitan dgn konsumen, saluran 

distribusi, dan pesaing ? Bagaimanakah informasi tersebut diolah dan didistribusikan pada 

divisi-divisi yang ada di dalam perusahaan terutama marketing ? 

Research juga dilaksanakan oleh tim analis ya. Tim analis akan memberikan data yang 

akurat kepada all team, berdasarkan market research ataupun hasil dari analisis mereka 

terhadap kinerja perusahaan.Lalu kami akan memilah-milah informasi tersebut. Sehingga 

kami bisa mengerti dan merencanakan pergerakan untuk CDS, CIS, dan konsep untuk 

marcomm. 

 

Apakah perusahaan terutama fungsi pemasaran memiliki sistem pengendalian yang efektif ? 

Kami selalu mengadakan controlling pada budget dan SDM. 

 

Bagaimanakah perkembangan tingkat produktivitas fungsi pemasaran ? Faktor – faktor 

apakah yang merangsang atau menghambat produktivitas fungsi pemasaran ? 

Sudah cukup produktif. Hal hal yang menghambat sih palingan kalo terjadi cuaca buruk, 

force major. Dan yang merangsang produktivitas adalah program-program bonus yang 

ditawarkan oleh indosat. 

 

Strategi / program marketing apakah yang paling efektif ? 

Direct sales yg paling efektif, head to head to calon user, dan kepada agen. 

 

Siapakah yang membuat anggaran biaya pemasaran ? berdasarkan apa ?  

Per divisi membuat budget berdasarkan program kerja dan budget yang diberikan oleh 

pusat. 

 

Apakah penggunaan biaya pemasaran sudah cukup efisien jika dibandingkan dengan hasil 

yang didapatkan ? 

Ya 

 

 

Apakah terdapat penyimpangan sehingga terjadi inefisiensi ? 

Tidak, efisiensi terjadi hanya apabila ada serangan cuaca, force major.Dan inflasi yg 

menyebabkan cost naik. 

 

Apakah perusahaan memiliki kriteria bagaimana suatu aktifitas  pemasaran dikatakan efisien, 

efektif, meningkatkan profitabilitas (% rate peningkatan sales) ? 

Kami memiliki rumus perhitungannya, asal rasio marketingnya enggak lebih dari 5 %. Tapi 

profitabilitas nya lebih dari 5 %. 

 

 

Transcript 2 – Interview with Staff of Marketing Communication (Ms. Wiwid Laksmi), 

Thursday, January 20th 2011 

 

Bagaimanakah kondisi departemen pemasaran secara umum ? Jobdesc ? 



 

 

 

 

Marketing disini tuh ada banyak. Ada marketing CIS, ada marketing CDS atau Customer 

Direct Sales, ada marketing communication. Aku nih marcomm, bagian promosi, media2, 

radio, koran, iklan, jadi kantor tuh keliatan jelek ataupun keliatan bagus tuh dari marcomm 

nya memberikan informasi kepada media. Karena media itu adalah pihak yang paling kritis, 

jadi kalau kita salah sedikit aja untuk memberikan inforrmasi kepada media tuh brarti 

marcomm yg salah, karena marcomm adalah cerminan dari perusahaan. Jadi dia juga 

bertindak sebagai semacam PR (Public Relations) perusahaan. 

 

Bagaimanakah pengaruh dari faktor2 eksternal perusahaan seperti ekonomi, regulasi 

pemerintahan dan politik, teknologi, dan demografi terhadap perusahaan terutama aktivitas 

pemasarannya ? 

Ekonomi yg paling ngefek ya. iya memang kita sempat mengalami kenaikan cost pas tahun 

2010, ada macem-macem faktor sih, selain emang marketing kita semakin digencarkan, ada 

event-event gede juga, harga-harga dan biaya sewa sama ngadain acara juga naik, 

sponsorship, semuanya berpengaruh. Kalo faktor lain sih ga ada masalah ya... 

 

Competitor manakah yang dirasa paling berat ? 

Telkomsel, karena mereka memiliki jaringan dan cakupan yang sangat luas 

 

Saya sempat membaca tentang filtrasi jumlah customer yg dilakukan oleh Indosat yg 

menyebabkan jumlah customer menjadi menurun, bisa dijelaskan itu kenapa dan bagaimana 

? 

Kalo soal itu, memang itu adalah jumlah yang kita klaim, tapi kalo kita sendiri sekarang 

ngitungnya enggak berdasar kartu utama, karna gini lo, waktu kita survey dan tanya sama 

customer, kartu utama mu apa? IM3, kartu yang sering dipake apa? Axis, misalnya. Padahal 

kartu utama itu seharusnya ya kartu yang paling sering dipake. Jadi kita juga ngitung kartu 

utama versi kita 

 

Bagaimanakah strategi pemasaran dari PT Indosat ? 

Dari  mulai tahun 2009, 2010, hingga sekarang masih ditekankan pada masyarakat 

menengah kebawah sampai remaja. Strateginya, jadi harga starter pack dipermurah. 

Istilahnya remaja kan paling suka sesuatu yang murah dengan fasilitas yang banyak, yang 

penting bisa online, sms, dan kenapa kita memilih anak remaja adalah karena mereka suka 

berkelompok, jadi akan mudah mempengaruhi satu sama lain.. Dan kita strateginya adalah 

jual pulsa, bukan starter pack. Jadi mereka mendapatkan starter pack gratis. Itu akan lebih 

menarik para remaja. Kita juga melakukan pendekatan langsung pada mereka, head to 

head, menawarkan, ini nih kita ada ini.. dan sebagainya.. Tapi sekarang mulai muncul tuh 

provider lain yang menggarap segment yang sama dan menjadi ancaman buat kita. 

 

Product apakah yang menjadi product unggulan ? 

Sekarang memang benar-benar fokus ke IM3, karena dulu kita masih merasa aman karena 

dulu yang fokus kepada remaja cuma IM3, jadi kita membuat community, dll. Tapi sekarang 

sejak xl, telkomsel, dll mulai merambah pasar remaja juga, kita semakin menggencarkan 



 

 

 

 

IM3 agar tidak kalah dari mereka. Karena istilahnya, walaupun kita trendsetter tapi 

follower kita itu bisa-bisa melebihi trendsetter. 

 

Apakah perusahaan melakukan segmentasi pasar ? Mengapa perusahaan concern terhadap 

segmen tersebut? 

Ya. Dan kami paling concern terhadap remaja. IM3 disegmentasikan untuk remaja. Kenapa 

remaja ? karena remaja adalah golongan yang paling concern terhadap sesuatu yang baru.  

Kalau mentari untuk orang tua, karena bagi orangtua, selama kualitasnya bagus, mau harga 

berapa sih terserah. Lalu matrix untuk para eksekutif, karena mreka adalah orang-orang 

sibuk yang butuh sedikit-sedikit telepon. 

Kita mengamati perilaku remaja, membuat angket tentang apa yg mreka lakukan, oh.. 

online, pasang status. Karena remaja selalu narsis, maka itulah kenapa kita memakai icon 

Saykoji untuk iklan kita dengan lagunga “Narsis” karena memang emaja Indonesia itu 

narsis tp suka yg murah. Jargon IM3 pun disesuaikan, IM3 “murah banget”. 

 

Apakah perusahaan melakukan market research yg berkaitan dgn konsumen, saluran 

distribusi, dan pesaing ? 

Apakah dilakukan secara berkelanjutan ? 

Ya. Yang melakukan research adalah dari divisi masing-masing. Jadi biasanya kita akan 

mensurvey di outlet-outlet tentang siapa yang banyak membeli produk kita, rata-rata umur 

berapa, dari kalangan seperti apa, seperti itu.. Jadi kita juga research langsung dari agen-

agen kecil. Selain itu juga dengan menyebarkan survey kepada konsumen. Kita juga selalu 

memantau perkembangan trend yang ada, dan juga bagaimana pergerakan kompetitor kita. 

 

Apakah data dari market research memberikan data yang akurat ?   

data yang dihasilkan dari market research akurat, dan memang harus selalu akurat. Selalu, 

karena engga boleh sampai salah informasinya. Semua data harus akurat, jika tidak kita 

akan mendapatkan banyak complain terutama dari pelanggan. Dan apalagi data data itu 

kan kita butuhkan buat menentukan langkah kita selanjutnya seperti apa. 

 

Apakah perusahaan selalu membuat perencanaan (target yg harus dicapai) berdasarkan apa? 

siapa yg membuat ? Apakah target tersebut selalu dapat dipenuhi ? 

Bagaimana jika tidak ? 

Perencanaan dibuat bersama-sama pada saat rapat, berdasarkan target yang diberikan oleh 

pusat. Kalau dibilang kita selalu dapat memenuhi target ya kita berusaha untuk harus selalu 

bisa, walaupun selalu ada batu-batu kecil yang mengganggu. Tapi dari skala satu sampai 

seratus ya kira-kira 85% dari target lah kita bisa memenuhi. Saat gagal, ya awalnya kita 

merasa down tapi kita selalu berusaha untuk mencari solusi, dan pada akhirnya selalu ada 

titik yang kita merasa oh kita bisa kok, yaudah kita cari alternatif dan cara lain untuk 

memgatasi. 

 

Bagaimanakah alur komunikasi yang terdapat pada perusahaan, terutama fungsi pemasaran ? 

Alur komunikasi antar department lewat email, dengan program yang langsung bisa kirim 

kepada all user di malang. Tiap ada rapat ataupun update tinggal kirim ke all user. 



 

 

 

 

 

Apakah perusahaan terutama fungsi pemasaran memiliki sistem pengendalian yang efektif ? 

Itu adalah fungsi dari koordinator untuk mengontrol anak buahnya, jadi langsung 

mendapatkan punishment dari coordinator. Dan jika koordinator yang melakukan kesalahan 

atau penyimpangan punishmentnya langsung dari kepala kantor. 

 

Apakah struktur organisasi tersebut sudah cukup efisien dan efektif ? 

Efisien, dan meringankan karena deskripsi kerjanya lebih jelas, daripada yang di handle 

terlalu banyak. Di divisi marcomm aja ada 6 orang, ada bagian desain, umbul2, 

dokumentasi dan event, PR dan media visit, keuangan, koordinator. Komunikasinya juga 

sejauh ini ga ada masalah, antar departemen juga 

 

Faktor – faktor apakah yang merangsang atau menghambat produktivitas fungsi pemasaran ? 

Faktor penghambatnya adalah cuaca. Terutama jika ada event-event. Karena itulah kita 

harus memperkuat di siapakah yang menjadi MC. Karena MC adalah yang paling penting 

untuk mnarik orang. Semua perencanaan pada event harus dibuat sedetail mungkin, seperti 

siapakah MC nya, berapa lama waktu break, karena hal-hal seperti itu sangat krusial dan 

riskan. 

Saat cuaca mulai buruk kita tidak bisa melakukan apa-apa. Kemarin sempat karena cuaca 

angin yang buruk membuat BTS kami off  selama 5 hari, sehingga kami mendapat banyak 

complain dari customer. 

Faktor yang merangsang ya yang secara langsung ke konsumen, itu yang paling efektif. Ke 

community-community SMA, sekolah, judulnya bukan beli SP, tapi beli pulsa, kalo pulsa beli 

kan harus habis makanya kita juga kayak lintah darat, ada produk produk sepeti i-ring, dll, 

untuk menghabiskan pulsa. 

Jadi kita seringnya open table di acara2 anak SMA, ke sekolah sekolah 

 

Bagaimana dengan budgeting dan pembiayaan marketing di Indosat ? 

Yang membuat anggaran marketing dari pusat. Pembiayaan kadang masih di luar kendali, 

tapi sampai  sekarang masih under control. Kalau kekurangan dana ya  kita bantu cari 

sponsor untuk event, sponsornya pun dari orang vip indosat, pengguna Matrix, seperti 

Honda. 

 

Bagaimana dengan evaluasi kinerja? Apakah ada standar performa yang harus ditaati ? 

Evaluasi tiap selesai event atau setiap minggu. Standar perfrorma tidak ada, tapi langsung 

dari hasil event atau kinerja seminggu dievaluasi dan langsung dikomunikasikan terhadap 

personal masing-masing. Lagipula cara itu bisa lebih “ngena” daripada kaku dengan 

tulisan. 

 

 

Transcript 3 – Interview with Coordinator of Customer Indirect Sales (Ms. Fransisca 

Evelinne), Friday, January 21st 2011 

 

Customer Indirect Sales ini meng-handle apa saja mbak ? 



 

 

 

 

Kita fokus sama retail untuk M3, mentari, dan starone saja. Sedangkan untuk matrix dan yg 

lainnya itu sama CDS. Jadi ya kita menetapkan strategi, pergerakan, event, program 

program khusus untuk 3 produk itu saja. 

 

Kalau marketingnya dibagi 3 bagian seperti ini, susah nggak sih? Bagaimana dgn 

komunikasinya? 

Komunikasinya efektif, kan setiap minggu kita selalu ada rapat koordinasi dan juga evaluasi 

bersama divisi marketing, jadi semuanya clear. Alur komunikasi antar departemen juga bisa 

lewat email, dengan program yang langsung bisa kirim kepada all user di malang. Tiap ada 

rapat ataupun update tinggal kirim ke all user 

 

Produk unggulan dari Indosat itu yang mana mbak ? Lalu competitor manakah yg paling 

berat? 

Sekarang memang benar-benar fokus ke IM3, karena dulu kita masih merasa aman karena 

dulu yang fokus kepada remaja cuma IM3, jadi kita membuat community, dll. Tapi sekarang 

sejak xl, telkomsel, dll mulai merambah pasar remaja juga, kita semakin menggencarkan 

IM3 agar tidak kalah dari mereka. Karena istilahnya, walaupun kita trendsetter tapi 

follower kita itu bisa-bisa melebihi trendsetter. Pesaing terberat Telkomsel ya, karena 

Telkomsel kan memang dari sananya jaringannya luas banget, paling luas diantara 

semuanya.. 

 

Bagaimana dengan kebijakan harga, perencanaan pemasaran, kebijakan produk, kebijakan 

periklanan, dan kebijakan pemasaran ? Siapa yg menentukan ? Berdasarkan apa ? 

Semuanya sudah ada dari pusat, tapi kita bikin strategi practical nya bareng bareng. 

 

Bagaimana dengan sponsorship, promotion, dan advertising ? 

Kalau itu lebih kepada marcomm ya.. 

 

Apakah Anda selalu memotivasi anak buah Anda agar bekerja maksimal ? 

Ya, tentu saja. Kita juga selalu memberi reward kepada karyawan yang perform-nya bagus. 

 

Apakah ada standar performa yang dinyatakan secara jelas untuk tenaga pemasaran ? 

Ya berdasar target dan apa yg sudah mereka capai. Kita kan selalu ada rapat setiap 

minggu, disitu kita melakukan evaluasi. 

 

Apakah jumlah tenaga pemasaran yang dimiliki oleh perusahaan sudah mencukupi untuk 

melaksanakan kegiatan pemasaran ? 

Sudah 

 

 

Transcript 4 – Interview with Finance Staff (Ms. Nalurita), Friday, January 21st 2011 

 

Bagaimana sistem budgeting untuk divisi-divisi yang ada di Indosat ? 

Kita dapet budget dari pusat. Lalu dari keuangan di plot dan dialokasikan k beberapa MTA 



 

 

 

 

 

Selama ini budget untuk pemasarannya gimana mbak? Apakah selalu memenuhi budget ? 

Memenuhi kok. Dan memang harus habis dana yang sudah dianggarkan itu. Kalo misalnya 

sisa dibikin satu program. Beberapa tahun ini selalu habis, kalopun sisa juga cuma sedikit. 

 

Budget dan targetnya berdasarkan apa? 

Berdasarkan program kerja 

 

Apakah setiap akan melaksanakan event / aktifitas marketing selalu ada target ? 

Keuangan akan selalu verifikasi, ketika kamu meminta budget segini akuisisi yg bisa 

didapatkan seberapa besar, dan itu harus ditepati. Itu harus Tiap kali bkin program mreka 

hrs selalu melaporkan akuisisi 

 

Gimana kalau terjadi fraud dr marketing? 

Kemungkinannya kecil. Keuangan selalu punya cara untuk mengidentifikasi.Kan untuk 

finance sendiri jug aada bagiannya masing-masing. Kayak aku, di bagian SA untuk 

verifikasi pembayaran internal dan external. Aku menerima tagihan verifikasi, bikin jurnal, 

nanti ada lagi yg posting jurnal itu, habis d posting terus dibayarkan oleh orang yang 

berbeda, jadi prosesnya ada 3 orang. 

Untuk RA menerima laporan sales, data-data pelanggan yg bayar, RA bagian penagihan 

pelanggan yang belom bayar dan datanya didapat dari bagian sales. 

Semua pemeriksaan lewat SAP, kita punya SAP. 

 

Apa aja sih mbak yang mempengaruhi tingginya sales di Indosat ? 

Semuanya berpengaruh. Karena kan misalnya penjualan bagus tapi kalo kualitas network 

kita ga bagus ya percuma. 

 


