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Berman J Hutabarat 

__________________________________________________________________ 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis segmentasi pelanggan, merumuskan 

strategi targeting dan menyusun value proposition bagi ISP mitra (Citranet, GSM, 

Pikenet, Routelink dan XL Satu) di Provinsi Jawa Tengah yang beroperasi pada 

jaringan FiberCo PT. Link Net Tbk dengan model open access multi-tenant. 

Penelitian menggunakan pendekatan kuantitatif deskriptif dengan algoritma K-

Means Clustering berbasis data sekunder internal PT. Link Net sebanyak 55.284 

pelanggan aktif periode Januari–November 2025, dengan variabel usia, jenis 

kelamin, lokasi geografis, bandwidth, ARPU bulanan dan frekuensi tiket keluhan. 

Penentuan jumlah klaster optimal dengan metode Elbow menghasilkan K=5, yang 

mengidentifikasi lima segmen: (1) Budget-Conscious Females (40,47%), (2) Urban 

Productive Males (33,08%), (3) Young Male New (11,02%), (4) Conservative 

Senior Males (10,22%), dan (5) Productive Premium-Segment (5,21%). Temuan 

menunjukkan penetrasi jaringan di Jawa Tengah (8,5%) masih di bawah rata-rata 

nasional (11,8%), dengan dominasi pelanggan XL mencapai 96% dan konsentrasi 

tertinggi di Kota Semarang. Terdapat paradoks bahwa segmen usia produktif justru 

memiliki ARPU rendah karena substitusi dengan layanan mobile broadband. 

Berdasarkan nilai finansial, potensi upsell dan loyalitas tinggi, Cluster 3 

“Productive Premium-Segment” ditetapkan sebagai target strategis utama dengan 

value proposition paket kecepatan >200 Mbps, jaminan kecepatan simetris dan 

layanan prioritas 24/7. Penelitian menyimpulkan pendekatan pemasaran seragam 

tidak efektif dalam ekosistem open access, dan merekomendasikan integrasi hasil 

klaster ke sistem CRM, penguatan infrastruktur prioritas, serta transformasi fungsi 

customer care sebagai diferensiasi layanan. 

Kata Kunci: Segmentasi Pelanggan, Targeting, Value Proposition, K-Means 

Clustering, ISP Open Access 
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Analisis Segmentasi, Targeting, dan Positioning Pelanggan ISP 

di Provinsi Jawa Tengah menggunakan K-Means Clustering 

untuk memformulasikan Value Proposition 

Berman J Hutabarat 

ABSTRACT 

This study aims to analyze customer segmentation, formulate targeting strategies, 

and develop value propositions for partner ISPs (Citranet, GSM, Pikenet, 

Routelink, and XL Satu) in Central Java Province operating on PT. Link Net Tbk's 

FiberCo network with an open access multi-tenant model. The study uses a 

descriptive quantitative approach with the K-Means Clustering algorithm based on 

PT. Link Net's internal secondary data of 55,284 active customers from January–

November 2025, with variables of age, gender, geographic location, bandwidth, 

monthly ARPU, and complaint ticket frequency. 

Determining the optimal number of clusters using the Elbow method yields K=5, 

which identifies five segments: (1) Budget-Conscious Females (40.47%), (2) Urban 

Productive Males (33.08%), (3) Young Male New (11.02%), (4) Conservative 

Senior Males (10.22%), and (5) Productive Premium-Segment (5.21%). The 

findings show that network penetration in Central Java (8.5%) remains below the 

national average (11.8%), with XL subscribers dominating at 96% and the highest 

concentration in Semarang. Paradoxically, the productive age segment actually has 

a low ARPU due to substitution with mobile broadband services. 

Based on financial value, upsell potential, and high loyalty, Cluster 3, the 

Productive Premium Segment, was identified as the primary strategic target, with a 

value proposition of speed packages >200 Mbps, guaranteed symmetrical speeds, 

and 24/7 priority service. The study concluded that a uniform marketing approach 

is ineffective in an open access ecosystem and recommended integrating cluster 

results into a CRM system, strengthening priority infrastructure, and transforming 

customer care functions to differentiate services. 

Keywords: Customer Segmentation, Targeting, Value Proposition, K-Means 

Clustering, Open Access ISP. 
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