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​ANALISIS SEGMENTASI, TARGETING, DAN POSITIONING​

​MENGGUNAKAN KLASTERISASI K-MEANS: STUDI KASUS PADA​

​AKTIVITAS LATIHAN MEMBER GYM DI DKI JAKARTA​

​Risa Eka Arrafi​

​ABSTRAK​

​Ekspansi​ ​pesat​ ​industri​ ​kebugaran​ ​di​ ​Indonesia​ ​memicu​ ​kompetisi​ ​yang​ ​makin​
​intens,​ ​sehingga​ ​retensi​ ​anggota​ ​dan​ ​relevansi​ ​penawaran​ ​menjadi​ ​prioritas​
​strategis.​ ​Penelitian​ ​ini​ ​menelaah​ ​penerapan​ ​strategi​ ​segmentation​ ​–​ ​targeting​ ​–​
​positioning​ ​(STP)​ ​berbasis​ ​K-Means​ ​pada​ ​populasi​​member​​gym​​di​​DKI​​Jakarta​
​guna​ ​menyusun​ ​proposisi​ ​nilai​ ​serta​ ​bauran​ ​pemasaran​ ​7P​ ​yang​ ​terarah.​ ​Studi​
​memanfaatkan​ ​data​ ​sekunder​ ​Gym​ ​Members​ ​Exercise​ ​Dataset​ ​DKI​ ​Jakarta​
​(n=973)​ ​yang​ ​mencakup​ ​demografi,​ ​antropometri,​ ​metrik​ ​detak​ ​jantung,​ ​durasi​
​dan​ ​kalori​ ​per​ ​sesi,​ ​frekuensi​ ​kehadiran,​ ​jenis​ ​latihan,​ ​serta​ ​tingkat​​pengalaman.​
​Pendekatan​ ​kuantitatif-eksploratori​ ​dilakukan​ ​menggunakan​ ​SPSS​ ​melalui​
​pembersihan​ ​data,​ ​pengodean​ ​variabel​ ​dummy,​ ​dan​ ​pengelompokan​ ​K-Means;​
​jumlah​ ​klaster​ ​ditetapkan​ ​k=3​ ​berdasarkan​ ​indikator​ ​elbow​ ​dan​ ​silhouette.​​Hasil​
​pengelompokan​ ​menghasilkan​ ​tiga​ ​persona​ ​utama:​ ​(1)​ ​Yoga​ ​Lovers​ ​(22%),​ ​(2)​
​Strength​ ​Lovers​ ​(46%),​ ​dan​ ​(3)​ ​Cardio​ ​Lovers​ ​(32%).​ ​Segmen​ ​target​ ​dipilih​
​Strength​​Lovers​​karena​​ukuran​​basis​​terbesar​​dan​​ritme​​kunjungan​​yang​​moderat,​
​sehingga​ ​potensial​ ​untuk​ ​ditingkatkan​ ​melalui​ ​intervensi​ ​programatik.​ ​Proposisi​
​nilai​ ​“kuat,​ ​fungsional,​ ​konsisten”​ ​diterjemahkan​ ​ke​ ​dalam​ ​7P​ ​sebagai​ ​berikut:​
​program​ ​After-Work​ ​Strength​ ​berdurasi​ ​60–70​ ​menit​ ​dengan​ ​kurikulum​ ​12​
​minggu​ ​dan​ ​checkpoint;​ ​penetapan​ ​harga​ ​menengah​ ​dengan​ ​opsi​ ​cicilan​ ​serta​
​paket​​korporat;​​pemilihan​​lokasi​​yang​​mudah​​diakses,​​termasuk​​kedekatan​​dengan​
​MRT;​ ​komunikasi​ ​promosi​ ​yang​​menonjolkan​​bukti​​progres;​​pelatih​​bersertifikat​
​dengan​ ​standar​ ​kompetensi;​ ​proses​ ​layanan​ ​digital​ ​seperti​ ​check-in​ ​barcode​ ​dan​
​waitlist​ ​otomatis;​ ​serta​ ​bukti​ ​fisik​ ​berupa​ ​papan​ ​pencapaian​ ​dan​ ​laporan​
​perkembangan​ ​berkala.​ ​Secara​ ​praktis,​ ​rancangan​ ​ini​ ​meningkatkan​ ​efisiensi​
​operasional,​ ​memperkuat​ ​retensi​ ​anggota,​ ​dan​ ​mendukung​ ​akuisisi​ ​yang​ ​dapat​
​diskalakan​ ​lintas​ ​cabang.​ ​Secara​ ​akademik,​ ​temuan​ ​menegaskan​ ​relevansi​
​algoritma​​K-Means​​sebagai​​alat​​bantu​​pengambilan​​keputusan​​STP​​dalam​​konteks​
​layanan kebugaran perkotaan di Indonesia.​

​Kata​ ​Kunci:​ ​K-Means​ ​Clustering,​ ​Segmentasi​​pasar,​​Industri​​gym,​​Jakarta,​
​Value proposition, Marketing mix 7P, Persona pelanggan​
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​SEGMENTATION, TARGETING, AND POSITIONING ANALYSIS USING​

​K-MEANS CLUSTERING: A CASE STUDY IN GYM MEMBER​

​EXERCISE IN JAKARTA​

​Risa Eka Arrafi​

​ABSTRACT​

​Rapid​ ​expansion​ ​of​ ​Indonesia’s​ ​fitness​ ​industry​ ​has​ ​intensified​ ​competition,​
​making​ ​member​ ​retention​ ​and​ ​offer​ ​relevance​ ​strategic​ ​priorities.​ ​This​ ​study​
​examines​ ​the​ ​application​ ​of​ ​a​ ​K-Means–based​ ​segmentation​ ​–​ ​targeting​ ​–​
​positioning​ ​(STP)​ ​strategy​ ​to​ ​a​ ​population​ ​of​ ​gym​ ​members​ ​in​ ​DKI​ ​Jakarta​ ​to​
​develop​ ​a​ ​focused​ ​value​ ​proposition​ ​and​ ​7P​ ​marketing​ ​mix.​ ​The​ ​study​ ​uses​
​secondary​ ​data​ ​from​ ​the​ ​Gym​ ​Members​ ​Exercise​ ​Dataset​​DKI​​Jakarta​​(n=973),​
​covering​​demographics,​​anthropometrics,​​heart-rate​​metrics,​​session​​duration​​and​
​calories,​ ​attendance​ ​frequency,​ ​exercise​ ​types,​ ​and​ ​experience​ ​levels.​ ​A​
​quantitative–exploratory​​approach​​was​​conducted​​in​​SPSS​​through​​data​​cleaning,​
​dummy-variable​ ​coding,​​and​​K-Means​​clustering;​​the​​number​​of​​clusters​​was​​set​
​to​ ​k=3​ ​based​ ​on​ ​elbow​ ​and​ ​silhouette​ ​indicators.​ ​The​ ​clustering​ ​yielded​ ​three​
​primary​ ​personas:​ ​(1)​ ​Yoga​ ​Lovers​ ​(22%),​ ​(2)​ ​Strength​ ​Lovers​ ​(46%),​ ​and​ ​(3)​
​Cardio​​Lovers​​(32%).​​The​​Strength​​Lovers​​segment​​was​​selected​​as​​the​​target​​due​
​to​ ​its​ ​largest​ ​base​ ​and​ ​moderate​ ​visit​ ​rhythm,​ ​making​ ​it​ ​promising​ ​for​
​improvement​​through​​programmatic​​interventions.​​The​​value​​proposition​​“strong,​
​functional,​ ​consistent”​ ​is​ ​operationalized​ ​across​ ​the​ ​7Ps​ ​as​ ​follows:​ ​an​
​After-Work​ ​Strength​ ​program​ ​of​ ​60–70​ ​minutes​ ​with​ ​a​ ​12-week​ ​curriculum​ ​and​
​checkpoints;​​mid-range​​pricing​​with​​installment​​options​​and​​corporate​​packages;​
​accessible​ ​locations,​ ​including​ ​proximity​ ​to​ ​the​ ​MRT;​ ​promotional​
​communications​ ​emphasizing​ ​evidence​ ​of​ ​progress;​ ​certified​ ​coaches​ ​meeting​
​competency​​standards;​​digitalized​​service​​processes​​such​​as​​barcode​​check-in​​and​
​automatic​ ​waitlists;​ ​and​ ​physical​ ​evidence​ ​via​ ​achievement​ ​boards​​and​​periodic​
​progress​ ​reports.​ ​Practically,​ ​this​ ​design​ ​enhances​ ​operational​ ​efficiency,​
​strengthens​​member​​retention,​​and​​supports​​scalable​​acquisition​​across​​branches.​
​Academically,​ ​the​ ​findings​ ​affirm​ ​the​ ​relevance​ ​of​ ​the​ ​K-Means​ ​algorithm​ ​as​ ​a​
​decision-support tool for STP within Indonesia’s urban fitness-service context.​

​Keywords:​ ​K-Means​ ​Clustering,​ ​Market​​Segmentation,​​Gym​​Industry,​​Jakarta,​
​Value Proposition, 7P Marketing Mix, Customer Personas.​
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