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ABSTRAK 

MIFTHA OLIVIA RAHMA. Change Management Aktivitas Corporate marketing 
PT Wijaya Karya (Persero)Tbk. Dibimbing oleh ANNY RATNAWATI dan 
FITHRIYYAH SHALIHATI. 
 

Industri konstruksi berkontribusi signifikan terhadap PDB Indonesia, namun 
pandemi Covid-19 menyebabkan penurunan sektor ini, sehingga diperlukan 
adaptasi. PT Wijaya Karya (WIKA) menghadapi tantangan dalam aktivitas 
pemasaran, terutama desentralisasi pemasaran dan kurang fokus pada pelanggan 
kunci. Penelitian ini menggunakan metode pendekatan kualitatif deskriptif dengan 
wawancara mendalam dan analisis dokumen. Hasil penelitian menunjukkan 
implementasi Kotter’s 8 Step Change Model dan ADKAR Model dalam 
restrukturisasi organisasi pemasaran di WIKA terbukti meningkatkan kinerja 
pemasaran secara signifikan dengan memastikan perubahan diterima di seluruh 
tingkat organisasi. Selain itu, adopsi model Key Account Management 
direkomendasikan untuk meningkatkan efektivitas pemasaran dan membangun 
hubungan yang lebih kuat dengan pelanggan kunci. Integrasi strategi manajemen 
perubahan dan Key Account Management meningkatkan kinerja pemasaran, 
hubungan dengan pelanggan kunci dan mendukung pertumbuhan berkelanjutan 
perusahaan. 

 
Kata kunci : Desentralisasi pemasaran, manajemen akun kunci, manajemen 

perubahan. 
 

ABSTRACT 

MIFTHA OLIVIA RAHMA. Change Management Activities of Corporate 
marketing PT Wijaya Karya (Persero) Tbk.  Supervised ANNY RATNAWATI and 
FITHRIYYAH SHALIHATI. 
 

The construction industry contributes significantly to Indonesia's GDP, but  
Covid-19 pandemic has caused a decline in the sector, so adaptation is needed. PT 
Wijaya Karya (WIKA) faces challenges in marketing activities, especially 
marketing decentralization and lack of focus on key customers. This research uses 
a descriptive qualitative approach with in-depth interviews and document analysis. 
The results showed the implementation of Kotter's 8 Step Change Model and 
ADKAR Model in restructuring the marketing organization at WIKA was proven 
to significantly improve marketing performance by ensuring changes were accepted 
at all levels of the organization. In addition, the adoption of the Key Account 
Management model is recommended to improve marketing effectiveness and build 
stronger relationships with key customers. The integration of change management 
and Key Account Management strategies improves marketing performance, 
relationships with key customers and support the company’s sustainable growth. 
 
Keywords: Change management, Key Account Management, marketing 

decentralization.  
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