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STRATEGI SEGMENTASI, TARGETING DAN POSITIONING FAMA 

ENTERTAINMENT WEDDING ORGANIZER UNTUK PENINGKATAN 

KINERJA (PANGSA PASAR) DI JAKARTA 

Nurmalinda Rahmawati 

ABSTRAK 

 

Wedding organizer di Indonesia mengalami kurangnya minat masyarakat 

berdasarkan pada hasil survey yang dibagikan oleh Kompas yang mana sebanyak 

41% pernikahan digelar secara sederhana dan intim sebanyak 39% sehingga dapat 

didefinisikan bahwa sebanyak 80% masyarakat Indonesia tidak menggunakan jasa 

wedding organizer. Sedangkan sebanyak 20% orang memilih mengadakan acara 

pernikahan mereka dengan mewah. Penelitian ini bertujuan untuk menganalisis 

strategi segmentasi, targeting dan positioning FAMA Entertainment wedding 

organizer untuk peningkatan kinerja (pangsa pasar) di jakarta.  Penelitian ini 

menggunakan metode kuantitatif dengan melakukan survei elektronik yang mana 

terkumpul sebanyak 105 data responden.  Data yang terkumpul dianalisis 

menggunakan teknik analisis cluster untuk mengidentifikasi segmentasi pasar 

berdasarkan karakteristik dan preferensi mereka. Hasil penelitian menunjukkan 

bahwa terdapat tiga klaster utama yang potensial, yaitu Foodie Social Butterfly 

(cluster 1), Gamer Intimate (cluster 2) dan Fashionista Trendsetter (cluster 3).  

Dari ketiga klaster tersebut, cluster 1 Foodie Social Butterfly diidentifikasi 

sebagai target segmen yang paling menjanjikan bagi FAMA Entertainment.  

Berdasarkan temuan ini, penelitian ini merekomendasikan strategi positioning 

yang menekankan pada pengalaman bukan hanya layanan saja.  Selain itu, 

penelitian ini juga menyarankan implementasi marketing mix 7P yang terintegrasi 

untuk menjangkau dan menarik target segmen.  Penelitian ini berkontribusi pada 

pemahaman yang lebih baik mengenai pasar wedding organizer, FAMA 

Entertainment di DKI Jakarta. 

Kata Kunci: Segmentasi, Targeting, Positioning, Wedding Organizer, DKI 

Jakarta, K-Means Clustering, Marketing Mix 7P.  
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STRATEGI SEGMENTASI, TARGETING DAN POSITIONING FAMA 

ENTERTAINMENT WEDDING ORGANIZER UNTUK PENINGKATAN 

KINERJA (PANGSA PASAR) DI JAKARTA 

Nurmalinda Rahmawati 

ABSTRACT 

 

Wedding organizers in Indonesia are experiencing a lack of public interest based 

on the results of a survey shared by Kompas where 41% of weddings were held 

simply and intimately as much as 39% so that it can be defined that as many as 

80% of Indonesians do not use wedding organizer services. While as many as 

20% of people choose to hold their wedding events with luxury. This study aims to 

analyze effective segmentation, targeting and positioning strategies to increase 

interest in wedding organizers, especially FAMA Entertainment in the DKI 

Jakarta area. This research uses a quantitative method by conducting an 

electronic survey which collected 105 respondent data.  The collected data was 

analyzed using cluster analysis techniques to identify market segmentation based 

on their characteristics and preferences. The results showed that there are three 

main potential clusters, namely Foodie Social Butterfly (cluster 1), Intimate 

Gamer (cluster 2) and Fashionista Trendsetter (cluster 3).  Of the three clusters, 

cluster 1 Foodie Social Butterfly was identified as the most promising target 

segment for FAMA Entertainment.  Based on these findings, this study 

recommends a positioning strategy that emphasizes experience rather than 

service alone.  In addition, this study also suggests the implementation of an 

integrated 7P marketing mix to reach and attract the target segments.  This 

research contributes to a better understanding of the wedding organizer market, 

FAMA Entertainment in DKI Jakarta. 

Keywords: Segmentation, Targeting, Positioning, Wedding Organizer, DKI 

Jakarta, K-Means Clustering, Marketing Mix 7P.  
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