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This research aims to study and analyze an appropriate content marketing plan for the
pre-retirement age group and to design content marketing communication on the social media
platform Facebook, using a case study of residential projects for the pre-retirement demographic.
The target group consists of individuals aged between 50 and 59 years, totaling 12 participants who
provided information through in-depth interviews. The collected data were analyzed using the
frameworks of the marketing mix, STP marketing, persona, customer journey, and content marketing.
The findings reveal that the appropriate content design should convey a mood that emphasizes a
warm, safe atmosphere suitable for retirement living, utilizing natural lighting and soothing color
tones. The tone should be polite, clear, and easy to understand, providing informative content
alongside inspirational messages to instill confidence and trust among elderly consumers and their
caregivers. Regarding the concept, the presentation should focus on accurate and comprehensive
information delivered in accessible formats for the elderly, such as short videos and real-location
images showcasing facilities, common areas, and nearby medical services. The content should be
produced as a continuous series and regularly updated. Moreover, a test of content dissemination
via Facebook found that image content displaying general housing details received the highest
engagement in terms of views and shares. This indicates that content designed to align with the
needs and media consumption behaviors of the pre-retirement group can effectively enhance

marketing communication.
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