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Abstract

This study seeks to examine the impact of segmentation, targeting, and positioning on consumer purchasing
decisions at fast food establishments in Makassar City. This study employs a quantitative methodology utilising a
survey technique through questions administered to 180 respondents selected via the Hair formula. The data were
subjected to validity tests, reliability tests, and multiple linear regression to assess the partial and simultaneous
effects among factors. The research findings indicate that segmentation and targeting exert a favourable and
considerable influence on purchase decisions, however positioning does not demonstrate a meaningful partial
effect. The three STP variables concurrently exert a substantial impact on customer purchase decisions. These
findings confirm that effective segmentation and targeting methods are more influential in improving purchase
decisions than placement in the context of fast food restaurants in Makassar.
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1. Introduction

In the past several years, there has been a significant increase in the level of rivalry that
exists within the culinary industry in Indonesia. Changes in lifestyle, increased economic
activity, and the need for practical and fast food have driven the growth of the food and
beverage industry, particularly the fast food sector. Due to this scenario, business owners and
operators are required to possess the ability to devise efficient marketing tactics in order to
keep their clients and prevail in the market rivalry.

Marketing strategy as the marketing reasoning that businesses employ in order to
generate value for their consumers and to establish successful long-term partnerships with
those whose business they serve (Chong & Patwa, 2023; Moorthy & Parvatiyar, 2023; Sintani
et al, 2023). An appropriate marketing strategy enables companies to understand consumer
needs, identify market opportunities, and create sustainable competitive advantages.

In the realm of marketing strategy, one of the methodologies that is frequently utilised
is known as Segmentation, Targeting, and Positioning (STP). In the process of market
segmentation, consumers are categorised into groups that share a number of features,
requirements, and behaviours in similarities with one another (Casas-Rosal et al, 2023; Naim,
2023). By conducting segmentation, companies can gain a deeper understanding of their
consumers' characteristics, enabling them to offer products that meet market needs.

Once the process of segmentation has been completed, the next step for the organization
is to choose the target market that will serve as the primary focus of its marketing activities.
By targeting certain customer groups, the corporation is able to more effectively devote
resources to those consumer groups that have the greatest potential for making purchases.
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Additionally, positioning is a factor that plays a function in creating the views that
consumers have of a product or brand in comparison to other items that are available on the
market. A powerful positioning strategy can generate a favourable image and improve the
preference of consumers for a certain brand.

Makassar, which is located in Eastern Indonesia and is considered to be one of the
economic growth engines in the region, is exhibiting tremendous development in the culinary
sector. The growth in population, increased mobility of the community, and the development
of business and educational areas have driven up the demand for fast food. This condition has
led to more fast food restaurants operating in the city of Makassar, whether they are part of
national, international, or local chains.

There has been an increase in the degree of competitiveness in Makassar as a
consequence of the growing number of entrepreneurs who are operating fast food restaurants.
Because consumers have a wide variety of options to choose from, the quality of the product
is not the only factor that influences their purchasing decisions; the capacity of the company
to identify the appropriate market segment, choose possible consumer targets, and establish
a powerful brand position in the minds of consumers is also a significant factor. Therefore, the
implementation of the STP strategy becomes an important factor that can influence consumer
purchasing decisions.

In the context of fast food restaurants, segmentation can be done based on demographic,
geographic, psychographic, or consumer behavior characteristics (Wardana, et al, 2023).
Through the use of targeting, the corporation is able to concentrate its services on particular
consumer groups, such as students, university students, office workers, or families.
Positioning, on the other hand, enables the company to differentiate itself from competitors
when it comes to variables such as pricing, product quality, service speed, location comfort, or
brand image that are supplied to customers.

It is considered that the success of the STP approach would increase the appeal of the
company in the eyes of consumers and motivate them to make purchasing decisions with the
company (Musa et al, 2020; Lestari, 2023). On the other hand, mistakes in establishing
market categories, target markets, and brand positioning can result in low marketing
effectiveness and contribute to a reduction in the company's competitiveness in the face of
more intense industry competition.

Based on this phenomenon, it is important to examine how segmentation, targeting, and
positioning influence consumer purchasing decisions at fast food restaurants in Makassar
City. The results of this study are expected to contribute academically to the development of
marketing science and serve as a consideration for culinary entrepreneurs in formulating more
effective marketing strategies to enhance consumer purchasing decisions.

2. Literature Review

2.1. Segmentation
Market segmentation, as defined by Kotler and Keller (2020), involves partitioning the

market into clearly delineated parts. Market segments are a collection of consumers with
analogous requirements and interests. The marketer's responsibility is to ascertain the
quantity and characteristics of appropriate market groups and determine which to pursue.
The categories of market segmentation include geographic, demographic,
psychographic, and behavioural segmentation (Madzik et al, 2021). As stated by Dharmmesta
and Handoko (2018), there are multiple signs of segmentation, specifically: 1) Quantifiable, in
all dimensions of size and scope, as well as the market segment's purchasing power. Accessible,
enabling selected provision. 3) Significant, such that it can yield profit if provided. 4)
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Actionable, ensuring that all programs aimed at attracting and serving the market segment are
effective. 5) Differentiable segments can be conceptually isolated and react distinctively to
diverse elements and marketing mix strategies.

2.2, Targeting
Targeting is the process of assessing the appeal of segments and concentrating on the

offerings that are most appropriate for a specific group of individuals, regions, or nations that
exhibit the highest reaction (Schlegelmilch, 2022). Kasali (2022) identifies four conditions
necessary for acquiring the target market as follows: The target market must exhibit
responsiveness to the product or marketing initiative being produced. The sales potential must
be adequately extensive. A wider target market correlates with increased value. 3) Adequate
Growth refers to a market that exhibits a gradual initial response, subsequently accelerating
until it attains maturity. 4) Media Reach: The target market can be effectively accessed if
marketers utilise media appropriately to promote and introduce their items.

2.3. Positioning

Targeting is the process of assessing the appeal of segments and concentrating on the
offerings that are most appropriate for a specific group of individuals, regions, or nations that
exhibit the highest responsiveness (Schlegelmilch, 2022). As stated by Kasali (2022), four
criteria must be fulfilled to identify the target market: 1) The target market must exhibit
responsiveness to the product or marketing initiative being produced; 2) Sales Potential: The
sales potential must be adequately expansive. A wider target market correlates with increased
value; 3) Adequate Growth refers to a market that first exhibits sluggish growth, gradually
accelerates, and ultimately attains maturity; 4) Media Reach: The target market can be
effectively accessed if marketers utilise media appropriately to promote and introduce their
items.

2.4. Purchase Behavior
According to Fisher (2013), purchase is the endeavour to acquire essential items.

Purchasing is a process when consumers recognise their issues and seek information regarding
particular products or brands (Heruddin, 2021; Han, 2021). Purchase constitutes a
component of consumer behaviour, defined as the examination of how people, communities,
and organisations select, acquire, and utilise goods, services, ideas, or experiences to fulfil
their needs and preferences (Kotler & Keller, 2020). As per Thompson (2018), purchasing
indicators have four components, including the following: Customers make purchases based
on their needs, as the available products fulfil those needs and are easily accessible. The
acquired products offer significant advantages and are highly beneficial to consumers. 3)
Precision in product acquisition, when the price corresponds to the quality and satisfies
consumer preferences. 4) Repeat purchases occur when consumers experience satisfaction
with a transaction, leading to further acquisitions.

3. Methods

This research uses quantitative research. One type of research is known as quantitative
research, which is a methodical scientific investigation in which the data collected is in the
form of numerical values pertaining to the data being investigated, which may include social
phenomena and symptoms, as well as the connections between them. Quantitative research
uses questionnaires for data collection. The responses of the respondents to the questions or
items that were presented are then included in the data that was obtained.
It is anticipated that this investigation will take one month, beginning in March 2026 and
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ending in May 2026. A fast-food restaurant in the city of Makassar serves as the venue for the
research that is being conducted.

Hair (2010) indicates that the sample size varies between 100 and 200 respondents and
may be modified according to the number of indicators in the questionnaire, with a
recommended ratio of 5-10 times the number of indicators present. This study employs 14
indicators. Consequently, this study employs the Hair formula: 18 x 10 = 180 samples.

Validity and reliability testing is undertaken to verify the research instruments employed
are of high quality. The validity test seeks to assess the degree to which the items in the
instrument accurately measure the desired variable. Reliability testing evaluates the stability
of a measuring instrument in judging a phenomena or event. Increased reliability correlates
with enhanced stability of the measurement equipment. This study employs data analysis
approaches such as classical assumption testing and multiple linear regression analysis,
augmented by partial and simultaneous statistical tests, along with the coefficient of
determination.

4. Results and Discussion

4.1. Result
This study encompassed 180 participants with varied attributes about gender, age, and

occupation. The bulk of responders were male, with 103 individuals (57.77%), while females
accounted for 77 individuals (42.23%). The predominant age group among respondents was
20-30 years (38.87%), followed by the 31—40 year age group (21.34%). The predominant
occupation among respondents is that of students or university students, including 96
individuals or 53.77% of the total. This trait signifies that the respondents are primarily
engaged young consumers, especially from the educational sector.

Hypothesis testing employing multiple regression analysis elucidates the impact of
segmentation, targeting, and positioning on purchases at fast food establishments in
Makassar. The equation of the regression line, derived from the data processing results, is as
follows: Y = 23.754 + 0.117X1 + 0.040X2 - 0.008X3. The constant of 23.754 indicates that
when the segmentation, targeting, and placement variables (X1, X2, X3) are zero, the Purchase
(Y) will equal 23.754. The regression coefficient for the Segmentation variable (X1) is 0.117,
indicating that if both the constant and X1 are zero, an increase of 1 unit in Segmentation will
result in a 0.117 increase in Purchase, provided that other independent variables remain
constant. The regression coefficient for the Targeting variable (X2) is 0.040, indicating that if
both the constant and X2 are zero, an increase of 1 unit in Targeting will result in a 0.040
increase in Purchase, provided that other independent variables remain constant. The
regression coefficient for the Positioning variable (X3) is -0.008, indicating that if both the
constant and X3 are zero, Purchase will decline by -0.008. This implies that a one-unit rise in
Positioning will result in a drop of -0.008 in Purchase, providing all other independent
variables are held constant.

This study employs the F-test to assess the significance of the impact of independent
variables on the dependent variable. The F-test is performed by comparing the computed F
value with the tabulated F value, signifying the suitability of the regression model, which
demonstrates a collective effect, with the tabulated F level = (k;n-k), F(4;180-2) = F(4;178) =
2.42 at a 5% significance level.

The test findings indicate that the computed f value is 95.430, above the tabulated f value
of 2.42. Additionally, the significance level of 0.000 is less than 0.05. Consequently, the null
hypothesis (Ho) is rejected, and the alternative hypothesis (H4) is accepted. The analysis
indicates that the segmentation variable (X1), targeting (X2), and positioning (X3) collectively
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exert a positive and significant influence on purchases (Y) in Fast Food Restaurants in
Makassar.

The examination of the coefficient of determination assesses the proximity and intensity
of the relationship between two variables, utilising the correlation coefficient (r) and the
coefficient of determination (r2). This analysis assesses the connection between multiple
independent variables (X1, X2,...Xn) and a dependent variable (Y) concurrently. The study
results indicate that column R yielded a value of 0.787, or 78.7%, categorising it inside the high
criterion. This signifies that segmentation, targeting, and positioning significantly impact the
purchasing decisions regarding fast food establishments in Makassar.

4.2. Discussion
This study seeks to examine the impact of segmentation (X1), targeting (X2), and

placement (X3) on the purchasing behaviour (Y) in fast food establishments in Makassar. The
research indicates that the segmentation and targeting variables exert a positive and
significant influence on purchases, with significance values of 0.000 and 0.005 respectively
(<0.05), and t-values exceeding the t-table threshold. This suggests that a comprehensive
grasp of market demands and attributes, along with the identification of the appropriate
consumer demographic, might enhance purchasing decisions. Conversely, positioning (X3)
exhibits no significant impact on purchases, evidenced by a t-value of (-0.701) < t-table and a
p-value that, while significant, remains negative, suggesting that the brand positioning
strategy has been ineffective.

These three independent factors collectively exert a strong influence on purchases, as
seen by the estimated F value (95.430) exceeding the table F value (2.42) and a significance
value of 0.000. This affirms that the effective execution of the STP approach can substantially
enhance the restaurant's attractiveness to consumers. Segmentation by age and gender
indicates that the primary clients are men aged 20 to 30, predominantly including students
and office employees. The successful targeting of this segment enhances the efficacy of the
restaurant's marketing efforts.

These findings corroborate earlier studies by Haeruddin (2026), Mogaji (2025), Thomas
& George (2021), Kampamba (2015) and Haeruddin (2025), which assert that the effective
execution of STP techniques might enhance purchasing behaviour. This research suggests that
restaurants must enhance their successful segmentation and targeting techniques and
reassess their brand positioning to correspond more closely with contemporary consumer
expectations and views.

5. Conclusion

The quantitative analysis of the effects of segmentation (X1), targeting (X2), and
positioning (X3) on purchasing decisions (Y) at Fast Food Restaurants in Makassar yielded
numerous significant findings. Initially, segmentation and targeting have had a positive and
substantial influence on purchasing decisions, however positioning does not exhibit a
meaningful effect. Secondly, the F-test indicates that these three variables collectively exert a
considerable influence on client purchase decisions. These findings highlight the significance
of segmentation and targeting tactics in influencing consumer choices.

To enhance the efficacy of marketing efforts, many advice may be offered. Restaurants
must consistently enhance service quality and cultivate an enjoyable eating experience to
promote repeat patronage. Secondly, the provision of supporting amenities, such as sufficient
parking spaces, is essential for consumer comfort. The restaurant's positioning must be
reassessed and aligned with consumer-relevant factors, such as strategic locations and
distinctive eating experiences, to enhance brand perception among customers.
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