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Abstract: Marketing communication plays an important role 
in building corporate image, strengthening brand positioning, 
and maintaining customer relationships. This study aims to 
analyze the marketing communication strategies 
implemented by HSN Group Indonesia, a logistics company 
specializing in reefer containers and refrigerated 
transportation. Using a quasi-qualitative approach, data were 
collected through in-depth interviews, observation, and 
documentation involving the company owner, marketing 
manager, marketing team, and customers. Data were analyzed 
using NVivo 15 through coding, thematic categorization, and 
interpretation. The findings indicate that HSN Group 
Indonesia implements integrated marketing communication 
through digital and relational strategies. Digital 
communication utilizes Instagram, TikTok, the company 
website, email, and online promotions. The company also 
participates in industry exhibitions, sponsorships, and 
branding activities. Meanwhile, relational communication 
emphasizes personal approaches, responsive services, 
intensive communication, and direct customer support. These 
strategies help strengthen customer trust, improve brand 
positioning, expand business networks, and maintain long-
term customer relationships. 
 

Keywords: 
marketing communication; 
brand positioning; customer 
trust; logistics; HSN Group 
Indonesia. 
 

 Copyright © 2026, The Author(s).  
This is an open access article under the CC–BY-SA license 

 

How to cite: Ningrum, R. Z., & Wono, H. Y. (2025). IMPLEMENTATION OF MARKETING COMMUNICATION STRATEGY AT 
HSN GROUP INDONESIA. SENTRI: Jurnal Riset Ilmiah, 5(9), 5039–5053. https://doi.org/10.55681/sentri.v5i9.7312 

 
INTRODUCTION 

In the era of globalization and digital transformation, marketing communication 
plays a crucial role in building brand image, strengthening market positioning, and 
maintaining customer relationships (Rahman et al., 2025). The widespread use of internet 
technology has changed consumer behavior, encouraging companies to adopt adaptive 
and integrated communication strategies (Fatharani et al., 2022; Kotler et al., 2022). In 
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Indonesia, internet penetration reached approximately 79% in 2024, highlighting the 
growing importance of digital platforms in marketing activities (APJII, 2024). 

Marketing is not merely about selling products or services but also creating value 
and satisfying customer needs (Kotler & Keller, 2021). Modern consumers increasingly 
expect accessible information, responsive interactions, and meaningful brand experiences. 
Therefore, effective marketing communication must integrate digital promotion with 
relationship building to strengthen customer trust and loyalty. 

These developments present challenges for HSN Group, a company specializing in 
cold-chain logistics, including refrigerated container transportation for temperature-
sensitive goods. Despite its industry recognition and ISO 9001:2008 certification, the 
company faces the need to optimize integrated marketing communication and digital 
marketing strategies amid increasing competition. Accordingly, this study analyzes the 
implementation of marketing communication at HSN Group and its role in strengthening 
brand image and competitiveness. The study focuses on January 2024 to September 2025, 
covering digital marketing developments, including social media activation, website 
improvement, and mobile marketing, with data collection conducted from September 2025 
to January 2026. 

METHOD 
In the era of globalization and digital transformation, marketing communication 

plays a crucial role in building brand image, strengthening market positioning, and 
maintaining customer relationships (Rahman et al., 2025). The widespread use of internet 
technology has changed consumer behavior, encouraging companies to adopt adaptive 
and integrated communication strategies (Fatharani et al., 2022; Kotler et al., 2022). In 
Indonesia, internet penetration reached approximately 79% in 2024, highlighting the 
growing importance of digital platforms in marketing activities (APJII, 2024). 

Marketing is not merely about selling products or services but also creating value 
and satisfying customer needs (Kotler & Keller, 2021). Modern consumers increasingly 
expect accessible information, responsive interactions, and meaningful brand experiences. 
Therefore, effective marketing communication must integrate digital promotion with 
relationship building to strengthen customer trust and loyalty. 

These developments present challenges for HSN Group, a company specializing in 
cold-chain logistics, including refrigerated container transportation for temperature-
sensitive goods. Despite its industry recognition and ISO 9001:2008 certification, the 
company faces the need to optimize integrated marketing communication and digital 
marketing strategies amid increasing competition. Accordingly, this study analyzes the 
implementation of marketing communication at HSN Group and its role in strengthening 
brand image and competitiveness. The study focuses on January 2024 to September 2025, 
covering digital marketing developments, including social media activation, website 
improvement, and mobile marketing, with data collection conducted from September 2025 
to January 2026. 

RESULT AND DISCUSSION 
Data Analysis Results 
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Figure 1 Word Cloud 
Source: Processed by researchers, 2026 

The researcher also used a word frequency query to identify the most frequently 
occurring terms in the interview data. The resulting word cloud shows that words such as 
company, customer, HSN, group, communication, marketing, sales, social media, exhibition, 
promotion, delivery, logistics, and branch appeared most frequently. This indicates that the 
interview discussions were largely centered on communication strategies, marketing 
activities, customer relationships, and logistics services. It also suggests that the study is 
not only focused on promotional activities, but also on how the company builds trust and 
maintains customer relationships through structured and strategic communication. 

 
 

Figure 2 Project Map 
Source: Processed by researchers, 2026 

The Project Map illustrates HSN Group’s integrated marketing interaction strategy 
through two main clusters: digital communication and relational communication. Digital 
communication includes website optimization, social media, digital marketing, industry 
exhibitions, and targeted promotions to expand market reach. Meanwhile, relational 
communication emphasizes brand positioning, corporate image, service quality, customer 
support, trust, and consistent communication to maintain long-term customer 
relationships. Overall, these strategies combine digital outreach and customer engagement 
to strengthen brand positioning and customer trust. 
Digital Communications 

The NVivo 15 analysis identifies digital communication as a key component of 
HSN Group’s marketing strategy. The findings reveal two main categories: digital 
communication strategy, which utilizes websites, social media, and email to share 
information and interact with customers, and promotional communication strategy, which 
includes content marketing, industry exhibitions, company profiles, and targeted 
promotions. Both strategies complement each other in delivering information, promoting 
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services, expanding market reach, and strengthening relationships with existing and 
potential customers. 
Digital Marketing Communications 

 
Figure 3 Interview Excerpt from a Source 

Source: Processed by researcher, 2026 
The data analysis shows that HSN Group increasingly relies on digital media to 

deliver information and maintain communication with customers. NVivo coding results 
indicate that the digital communication strategy is divided into three nodes: digital 
communication, website optimization, and digital marketing. These three elements are 
interconnected as they are all directed toward utilizing online platforms to introduce 
services, improve information accessibility, and strengthen customer relationships more 
efficiently 

 
Figure 4 Interview Excerpts from the Director, Marketing Manager, Marketing 

Team, and Customer 
Source: Processed by researcher, 2026 

The interview results on the digital communication theme show that HSN Group 
utilizes various digital channels to maintain relationships with customers. In addition to 
social media and websites, the company also uses email, WhatsApp, online customer 
service, and direct calls to deliver information, conduct follow-ups, and facilitate 
coordination with clients. The use of these multiple channels indicates that digital 
communication has become an essential part of the company’s marketing and operational 
activities. 

 
Figure 5 Excerpt from an Interview with the Director 
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Source: Processed by researchers, 2026 
Yudianto, the company owner, explained that websites and digital media are 

effective tools for reaching HSN Group’s target market in frozen and chilled logistics. As 
customers increasingly search for services online, the company website helps introduce 
HSN Group and RPT Group’s services, supported by the IT team to improve online 
visibility. In addition, email, WhatsApp, and direct calls facilitate customer 
communication regarding shipment schedules, document delivery, and urgent 
coordination. These channels demonstrate the company’s efforts to combine digital 
promotion with responsive and efficient communication to maintain strong customer 
relationships. 

 
Figure 6 Excerpt from an Interview with a Marketing Manager 

Source: Processed by Researcher, 2026 
Sutris Wibisono explained that HSN Group continues to strengthen its digital 

marketing by developing corporate social media accounts, producing operational videos, 
and improving company profiles for presentations, tenders, and industry exhibitions. 
These digital platforms make company information more accessible while supporting a 
professional and trustworthy corporate image. Through integrated digital communication, 
HSN Group aims to maintain message consistency, expand its reach, and strengthen 
customer relationships. 

 
Figure 7 Excerpt from an Interview with the Marketing Team 

Source: Processed by researcher, 2026 
Muhammad Riza Noor Tsani from the marketing team explained that HSN Group 

uses TikTok and Instagram as its primary digital communication platforms, with interns 
assisting in creating content about company operations and logistics services. These 
platforms help introduce the company to businesses requiring shipping services across 
Indonesia. Through engaging photos, videos, and operational updates, HSN Group aims 
to expand its audience reach, improve information accessibility, and strengthen interaction 
with existing and potential customers. 

 
Figure 8 Excerpt from an Interview with a Customer 

Source: Processed by researcher, 2026 
From the customer’s perspective, Zaky stated that HSN Group’s website provides 

accessible and informative company details, including its profile, services, news, and 
activities. The clear presentation of information helps customers understand the company’s 
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services and assess its professionalism. He also highlighted the company’s responsive 
digital communication, particularly during urgent coordination and operational issues, 
which enables customers to receive timely updates and solutions. These practices 
strengthen customer trust and support long-term business relationships. Overall, digital 
communication at HSN Group serves both informational and relational purposes through 
websites, social media, email, WhatsApp, and other online channels, reflecting the 
company’s adaptation to technological developments and customer needs. 

 
Figure 9 Interview Excerpts from the Director, Marketing Manager, Marketing 

Team, and Customer 
Source: Processed by researcher, 2026 

The interview results on website optimization show that HSN Group uses its 
website not only as a digital corporate identity but also as a tool to facilitate customer 
access to information and to provide a clearer understanding of its services. The website 
helps customers quickly access information, understand the services offered, and ease 
further communication with the company. 

A well-managed website demonstrates that digital media plays an important role in 
supporting corporate marketing communication. Providing complete and easily accessible 
information helps expand the company’s reach, increase customer interest, and strengthen 
customer relationships. This indicates that website optimization is an essential component 
of effective digital communication in the digital era. 

 
Figure 10 Excerpt from an Interview with the Director 

Source: Processed by researchers, 2026 
Yudianto emphasized that website management is an essential component of HSN 

Group’s digital strategy. With support from the IT team, the website is optimized to 
improve the online visibility of its refrigerated container logistics and transportation 
services. Beyond providing company information, the website helps potential customers 
find relevant services more easily, understand available offerings, and communicate with 
the company more efficiently. 
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Figure 11 Excerpt from an Interview with a Marketing Manager 

Source: Processed by researcher, 2026 
Sutris explained that HSN Group has increasingly adapted its business activities to 

digital developments. The company utilizes digital media such as social media, cargo 
handling activity videos, and company profiles to support presentations, tenders, and 
industrial exhibitions. These visual materials help deliver service information in a more 
attractive and understandable way. In addition, the company continuously updates its 
social media to improve public and customer awareness. This shows that HSN Group’s 
digital activities function not only as promotional tools but also as efforts to strengthen the 
company’s image and identity sustainably. 

 
Figure 12  Interview Excerpt with Marketing Team 

Source: Processed by the researcher, 2026 
Riza, as part of the marketing team, explained that TikTok and Instagram are used 

as media platforms to introduce HSN Group’s expedition services to the public and 
business actors across various regions in Indonesia. Through the shared content, 
information about the company’s services can be delivered more widely and easily 
accessed by potential customers. The use of these social media platforms also helps 
strengthen the company’s presence in digital media. The published content serves as an 
initial medium for audiences to become familiar with HSN Group before seeking further 
information through the company’s other digital communication channels. 

 

 
Figure 13 Interview Excerpt with Customer 

Source: Processed by the researcher, 2026 
According to Zaky, HSN Group’s website is clear, informative, and visually 

appealing, providing company profiles, news, and service details that help customers 
understand its logistics offerings. The organized presentation simplifies information access 
and helps customers identify relevant services before establishing cooperation. This 
indicates that the website serves not only as an information platform but also as a means 
of building customer trust and creating initial business relationships. Combined with social 
media and other digital content, website optimization enhances HSN Group’s visibility, 
accessibility, and communication with its target audience. 
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Figure 14  Interview Excerpt with Director, Marketing Manager, Marketing Team, 

and Customer 
Source: Processed by the researcher, 2026 

The findings from the digital marketing node indicate that HSN Group utilizes 
various digital channels as a strategic space to introduce its services, expand promotional 
reach, and facilitate customer access to company information. Digital platforms such as 
social media, websites, and online content are widely recognized in marketing literature as 
effective tools for increasing customer engagement and strengthening interest in services 
offered by companies. 

 
Figure 15 Excerpt from an Interview with the Director 

Source: Processed by researchers, 2026 
Yudianto explained that the website and digital media are used because they are 

more effective in reaching HSN Group’s target market in the frozen and chiller logistics 
sector. With support from the IT team, the company continuously works to ensure that 
HSN Group is easier to find through online search engines. In addition, email, WhatsApp, 
and direct calls are still actively used to accelerate communication and coordination with 
customers, especially for urgent operational needs. 

 
Figure 16 Interview with Marketing Manager 

Source: processed by the researcher, 2026 
Sutris explained that HSN Group has begun developing its digital-based marketing 

through social media content, company activity videos, and visual company profiles used 
for presentations, tender processes, and industry exhibitions. Social media accounts are 
regularly updated to ensure that company information is more visible and accessible to 
customers and the wider public. In addition to promotional purposes, digital media is also 
used to introduce the company’s operational activities and facilities, thereby strengthening 
corporate image and credibility in the logistics sector. 
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Figure 17 Interview with Marketing Team 
Source: processed by the researcher, 2026 

Riza explained that the platforms most frequently used are TikTok and Instagram, 
managed with the support of interns who assist in creating and posting content about the 
company’s logistics services. Through these platforms, HSN Group delivers information 
to the public and to business actors who require shipping services across various regions in 
Indonesia. The use of social media reflects a marketing approach that aligns with the 
behavior of audiences who are highly active on digital platforms, allowing information to 
be distributed more quickly and in a more engaging format. 

 
Figure 18 Interview with Customer 

Source: processed by the researcher, 2026 
From the customer’s perspective, Zaky considered HSN Group’s website 

informative and appealing, providing company details, service descriptions, and updates 
that help customers understand its offerings before establishing cooperation. Overall, HSN 
Group’s digital communication strategy effectively supports information delivery and 
customer engagement through websites, social media, and direct communication 
channels. However, improvements are needed in content consistency and posting 
frequency. Regular updates featuring company profiles, operational activities, and 
educational information about reefer container services could increase public awareness, 
strengthen brand recognition, and expand the company’s digital reach. 
Promotional Communication Strategy 

 
Figure 19 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by Researchers, 2026 

HSN Group utilizes industrial exhibitions to showcase its reefer container services, 
operational capabilities, and facilities, particularly in frozen and chiller logistics. Yudianto 
explained that the company targets exhibitions related to cold storage, fisheries, and frozen 
products, while Sutris highlighted its participation in annual events and plans for 
international expansion. Riza noted that exhibitions in Jakarta help audiences understand 
the company’s services through direct explanations. From the customer’s perspective, 
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Zaky appreciated the professional booth design, especially the container replica that 
illustrates logistics operations. Overall, industrial exhibitions help HSN Group promote its 
services, strengthen customer trust, expand business networks, and increase market 
visibility. 

 
Figure 20 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researcher, 2026 

HSN Group implements a targeted promotional strategy by prioritizing digital 
platforms, including websites and social media, rather than mass media advertising. 
Yudianto explained that digital media improves the company’s visibility among customers 
seeking refrigerated container transportation. Sutris highlighted the importance of 
customer recommendations, service quality, and engaging digital content, while Riza 
identified TikTok and Instagram as key platforms for promoting logistics services 
nationwide. From the customer’s perspective, Zaky considered the company website 
informative and attractive. Overall, targeted digital promotion helps HSN Group reach 
relevant audiences, improve access to service information, and strengthen its market 
presence. 
Relational Communication 

 
Figure 21 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researcher, 2026 

At the customer support node, HSN Group not only focuses on logistics services 
but also assists customers with their business-related needs through responsive 
communication, personal approaches, and solution-based support. This strengthens 
customer closeness and loyalty. Yudianto emphasizes that the personal approach of the 
sales team is essential, covering not only shipment services but also document handling 
and business process improvement. In addition to email communication, direct meetings 
are regularly conducted to strengthen relationships. 

Sutris explains that customer support is provided through digital communication 
and continuous follow-up. The company’s website includes online customer service (CS), 
followed by direct contact to facilitate further coordination. Riza adds that customer 
relationships are also built through informal activities such as sports and casual 
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discussions, as well as assisting customers in finding suppliers or business connections. 
This shows that relationships go beyond transactional interactions. 

Zaky, as a customer, states that the HSN Group team is communicative, solution-
oriented, and treats customers in a personal manner, creating a comfortable and close 
relationship. Overall, HSN Group builds customer relationships based on closeness, 
intensive communication, and practical business support. 

 
Figure 22 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researcher, 2026 

Customer trust is built through service quality, delivery punctuality, operational 
capacity, and clear communication. In logistics services, trust is crucial because customers 
entrust valuable goods to the company. Riza explains that documents such as packing lists 
and invoices are used to ensure shipment accuracy and security. Sutris adds that the 
company’s operational scale—thousands of reefer containers, fleets, and branches—
strengthens customer trust. Yudianto emphasizes that on-time delivery is the main factor 
in maintaining trust. Zaky confirms that the company’s facilities and services create a 
strong sense of security in shipping goods. 

 
Figure 23. Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researchers, 2026 

HSN Group not only provides logistics services but also ensures friendly, fast, and 
supportive service communication. Riza highlights informal interactions and business 
networking support as part of customer relations. Sutris adds that the website and online 
CS system help accelerate customer follow-up. Yudianto emphasizes the importance of a 
personal approach, including assistance with shipments and documentation. Zaky 
describes the communication as informative and solution-oriented. 
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Figure 24 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researcher, 2026 

HSN Group maintains long-term relationships through informal, friendly, and 
continuous communication. Riza mentions informal activities such as sports and business 
discussions. Sutris highlights the use of website and online CS for continuous engagement. 
Yudianto stresses the importance of personal engagement in maintaining relationships. 
Zaky describes the relationship as friendly, comfortable, and supportive. HSN Group also 
strengthens its brand image through facilities, service quality, and professionalism. 
Brand Communication Strategy 

 
Figure 25 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researcher, 2026 

Corporate image is shaped by office environment, facilities, and service quality. 
Riza explains that a clean and well-organized office creates a professional impression. 
Sutris adds that office appearance and service systems strengthen customer trust. Yudianto 
states that a representative office reflects corporate credibility. Zaky confirms that the 
company’s service is professional and comfortable. 
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Figure 26 Excerpts from Interviews with the Director, Marketing Manager, 
Marketing Team, and Customers 

Source: Processed by researchers, 2026 
HSN Group emphasizes friendly, fast, and personalized service. Riza mentions 

informal interactions as part of customer engagement. Sutris highlights digital systems that 
support faster service delivery. Yudianto stresses the importance of personal approaches in 
service. Zaky finds communication comfortable and solution-based. 

 
Figure 27 Excerpts from Interviews with the Director, Marketing Manager, 

Marketing Team, and Customers 
Source: Processed by researcher, 2026 

HSN Group positions itself as a reefer container logistics specialist with strong 
facilities and wide service coverage. Riza explains that exhibitions are used to promote 
services. Sutris adds that the company’s operational scale strengthens customer confidence. 
Yudianto emphasizes the warehouse-to-warehouse system as a key advantage. Zaky notes 
that the website helps customers understand services clearly. 

Overall, HSN Group builds its positioning through strong facilities, professional 
service, and consistent communication. Strong customer relationships and personalized 
service are key factors in maintaining loyalty, although further improvement can be made 
through more interactive activities such as customer gatherings and visits to strengthen 
long-term relationships. 
 
CONCLUSION 

Based on the research findings, HSN Group Indonesia has implemented its 
marketing communication strategy effectively through digital communication, industrial 
exhibitions, direct customer approaches, websites, social media, and relationship-based 
communication. These strategies help the company deliver information, introduce 
services, and build customer trust more effectively. 

HSN Group’s main strength lies in its relational communication, as the company 
focuses not only on selling logistics services but also on maintaining strong customer 
relationships through fast, responsive, and personalized service. Its professional image is 
supported by its facilities, fleet, service quality, digital presence, and participation in 
exhibitions, making HSN Group recognized as a trusted reefer container logistics company 
with a strong brand image. 

To maintain this success, HSN Group should continue strengthening its digital 
communication through websites, social media, email, and WhatsApp while maximizing 
exhibitions and targeted promotions to expand market reach. Maintaining responsive and 
personal customer service is also important to sustain long-term business relationships and 
customer trust. 
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