
Jurnal Teknik Industri ISSN : 1978-1431 print | 2527-4112 online 

Vol. 20, No. 2, August 2019, pp. 191-203 191 

 

 
 

 https://doi.org/10.22219/JTIUMM.Vol20.No2.191-203    http://ejournal.umm.ac.id/index.php/industri       ti.jurnal@umm.ac.id 

  

Please cite this article as: Sari, H., & Nurhadi, D. (2019). Designing Marketing Strategy Based on Value from Clothing-

producing Companies using the AHP and Delphi Methods. Jurnal Teknik Industri, 20(2), 191-203. 

doi:https://doi.org/10.22219/JTIUMM.Vol20.No2.191-203 

 

Designing Marketing Strategy Based on Value from Clothing-

producing Companies using the AHP and Delphi Methods 
 

Hasrini Sari *, Diningtyas Aulia Nurhadi 
Industrial and Engineering Management, Institut Teknologi Bandung, Indonesia 

Jl. Ganesha 10, Bandung 40132, Indonesia 

*Corresponding author: hasrinis@gmail.com  

 

 

1. Introduction 

Competition-winning strategies are not enough to rely on the production strategy. 

The company must create the right marketing plan for the product. This approach aims 

to meet the needs of the consumer. Value is a concept that uses the needs of the customer 

to develop strategies. Values are becoming a central theme that can be used as a 

foundation for creating a competitive strategy. The importance of customer perception is 

described as a comparison of benefits and costs [1]. The benefits and costs included in this 

definition are monetary and non-monetary. Therefore, there must be a balance between 

the value given by the supplier and what the consumer thinks. The key to success, 

according to the interest perceived by the customer, is to meet the needs of the consumer 

[2]. Much research has been conducted to explore customer value. Nevertheless, all of 

them have significant factors or variables that influence the perceived value of the 

customer. Hong, et al. [2] identify the dimensions of consumer perceived value in a fashion 

product context. The perceived quality and reputation influence the value of services 

offered by hospitals [3]. Dimensions of customer value that influence customers in 

choosing wine are studied in Wiedmann, et al. [4]. A study about the relationship between 
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 Organizations design some strategies to win the competition. This 

paper discusses the design of market strategies to achieve 

harmony between value-based segmentation and marketing mix.  

The strategy's implementation starts with segmentation, 

targeting, and positioning. The clothing company ("M") was 

selected as a research object. Identification of market segments 

using cluster analysis while determine the target market using 

the AHP and Delphi method. Besides, Bull's eye research was 

used for product positioning. The results show that "M" customers 

are classified into two groups, referred Big Spenders and 

Discount Finders. Big Spender was selected as the primary target 

market with a focus on size and durability. The marketing 

strategy focuses on Instagram and Facebook.  As a result, the ads 

developed prototypes have proven to be better. 
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service quality and customer value is presented in Yu, et al. [5]. Previous studies did not 

discuss the mechanism in depth after the identification of variables. Nevertheless, the 

interest of the consumer must be the foundation for designing marketing strategies. 

Besides, previous studies focus on the relationship between marketing strategy 

with the outcome. As a result, only a few researchers focus on the process of developing a 

marketing strategy. Two hundred fifty-seven papers were published from 1999-2017, less 

than 6% focus on developing a marketing strategy [6]. Researches on marketing strategy 

have been carried out in the last five years (2014-2018) in paper form Abiddin, et al. [7] 

and Robbika and Baroto [8]. The formulation of a marketing strategy based on SWOT 

analysis without identifying the target market and market position is presented in 

Abiddin, et al. [7]. The formulation marketing strategy of a service company is described 

in Robbika and Baroto [8]. This paper discusses designing a marketing strategy to achieve 

alignment between need-based segmentation with the marketing mix. Three things make 

this paper different from previous studies. This research encompasses steps from 

identifying current customer needs. In addition, researchers have sorted it into various 

groups, identified a target market, and established a positioning and marketing mix 

strategy. In contrast to this paper, most of the previous studies did not discuss all these 

steps comprehensively. Some articles discuss how to segment and target the market [9-

11]; product positioning [12, 13], and the effect of a particular positioning strategy [14-16]. 

Gengler and Mulvey [17] Investigate customer value and use it as the basis for segmenting 

and positioning the market. The group customers are according to brand preference and 

price sensitivity. Moreover, they are planning the pre-launch position of certain types of 

Motorola phones. The latent class model is used to segment the customers. Market position 

is then developed based on the interpretation of the characteristics of each segment.  

Delphi and AHP are used to determine the target market. The two methods are 

instrumental and have been used in many areas of researches. Bouzon, et al. [18] use the 

fuzzy Delphi and AHP methods to identify and analyze the barrier factors of reverse 

logistics in the Brazilian electric-electronics industry. Delbari, et al. [19], in their study, 

combine the Delphi method and AHP in identifying competitive factors of full-service 

airlines. In this study, Delphi and AHP are used to determine the importance of segment 

attractiveness criteria. This paper is carried out in the context of social media. Most of the 

previous research in this context only considered the effects of individual parts. For 

example, several studies investigated the effects of messages conveyed in social media 

marketing [20]; [21]; [22], endorsers [23], and the role of social media in managing a project 

[24]. On the other hand, this research focuses on designing and testing the proposed 

strategy on social media. 

The "M" company was selected as the object of research. The company is engaged 

in the convection of women's clothing. Furthermore, the results of the customer and 

respondent satisfaction surveys provide several suggestions that can be categorized as 

components of the marketing mix. Investigations revealed that 41.3% of respondents were 

"M" customers but not the "M" target market. The current target market is built on a 

demographic basis. Therefore, the target market should be made before formulating a 

strategy. The right target market will produce the right strategy to target customers. 

Besides, it can increase customer satisfaction and increase company profitability. This 

paper is organized as follows. The first part is the introduction. An explanation of the basic 

concepts and the research method used in this paper is presented after this. Then, data 

processing has presented and analyzed, followed by a strategy recommendation as to the 

research implication. 
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2. Methods 

The research method used in this study is a survey. A survey is an activity done to 

gather information systematically about the characteristics, beliefs, opinions, and 

behaviors of many people [25]. This research attempts to find out the characteristics of the 

customers. Therefore, a survey is a suitable method for this research. The survey method 

used was a questionnaire. 

2.1. Measurement Instrument Design 

The questionnaire in this research was intended to find out the market 

segmentation of "M". The segmentation used in this study is needs-based. "M" wants to 

fulfill customers' needs on clothes that are high quality, affordable, can be bought online 

and offline. The previous market position is "best quality at an affordable price." Market 

positioning and marketing mix approach "M" was measured by asking consumers "M" 

through a questionnaire. There were three sections to the questionnaire.  The first part is 

about the profile of the consumer. The second part is information on the recognition of 

customer needs. The final part is the assessment of the "M" marketing mix approach. The 

responses are provided in the second and third parts of the questionnaire in several choices 

with Five Likert Scales. That question in the questionnaire has been adapted from 

previous studies that have been modified and translated. Previous studies and items 

adopted are presented in Table 1.  

 

Table 1. Constructs and indicators 

Construct Variable Reference 

Quality Performance [26] 

 Feature  

 Reliability  

 Conformance  

 Durability  

 Serviceability  

 Aesthetic  

 Perceived Quality  

Customer needs  [27]; [28] 

Marketing Mix Product  

 Promotion [29];[30] 

 Price  

 Place  
 

The question is translated into Indonesian and then re-translated to ensure that 

there is no change in meaning. The sampling method used in this research was 

convenience sampling. The population from this research was "M" customers as the 

current target market. They were considered a group of people who know well about "M" 

the marketing mix strategy of "M". Potential customers were omitted because "M" needs 

to focus first on its current customers. The minimum number of respondents who filled 

the questionnaire was based on the Green equation [31] (Equation (1)).  

 

Minimum respondents = 50+8m       (1) 
 

m: number of independent variables 

 

In this research, fifteen independent variables consisted of (a) eight variables for 

product quality measurements, (b) one variable for customer needs, and (c) four variables 
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for marketing mix approach purchases. The total number of respondents was 170 people. 

Nevertheless, it claimed that cluster analysis is not an inferential statistical method. 

Therefore, the emphasis is more on representation and the importance of the number of 

samples to be grouped. 

 

2.2. Questionnaire Distribution and Record 

The questionnaire was distributed as a sample of 30 respondents in Bandung, 

Indonesia. Results from the questionnaire are used to improve the quality of the 

questionnaire. Data was tested based on IBM SPSS Statistics 20 in terms of validity and 

reliability. If the data from the preliminary study have passed the test, the distribution of 

the questionnaire is to continue. The number of respondents in this study is 178 

respondents. 
 

2.3. Data Processing 

The minimum number of respondents to the collection of data is achieved. 

Clustering consumers who have the same desires in the context of a market segment. The 

sorting approach is the study of the grouping. The variable with the smallest number of 

correlations is used as a cluster variable. The number of clusters is calculated by the shift 

in heterogeneity using the agglomerative ward process. Besides, the clustering approach 

used was non-hierarchical k-means as cross-validation validation checks. The algorithm 

of this technique is based on optimizing the distance between clusters [32]. Moreover, 

characteristics for each cluster were identified with the cross-tab method. Significant 

characteristics that distinguish each cluster were identified with Pearson Chi-Square. 

The target market was defined based on the segment attractiveness of each cluster. 

Segment attractiveness was measured using the AHP method with interview input data. 

The interview was conducted by the researcher using the Delphi method and was 

conducted in two parts. The first part was the pairwise comparison of each criterion. The 

second part was the relative measurement of each alternative for each criterion. Experts 

are asked to rate criteria and sub-criteria based on their significance and to assess each 

alternative based on sub-criteria. There were three criteria for determining the 

attractiveness of the section, and there are three sub-criteria for each criterion. The 

process has been replicated until an agreement has been reached. To test the consistency 

of the interview input data, the AHP Consistency Test was used. The test was accurate if 

the accuracy ratio was less than 0.1 [33]. The consistency ratio was calculated by dividing 

the consistency index with the random index. 

An analysis was carried out to determine whether there was a correlation between 

the target market characteristics and the current market positioning using the Bull eye 

test. Bull's eye is a technique in which the target is positioned at the center of the circle. 

Other factors circle the target in a concentric system [34]. The scope of the outer circle is 

more extensive, broader, and encompasses the inner circle.  There was a gap between the 

target market needs and market positioning. Furthermore, a new market positioning was 

designed. Moreover, the improvement of the marketing mix strategy was made regarding 

the result of the one-way ANOVA and ANOVA post hoc test of the average number of 

variables in the third part of the questionnaire. The improvement was made only to the 

component(s) with/have an average number below the neutral score (3). 

 

3. Results and Discussion 

Data are processed and analyzed in three steps. Detailed of each step is described 

below. 
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3.1. Market Segmentation 

There are 30 samples of data collected then processed through multicollinearity, 

validity, and reliability tests. Data collection continues to reach 178. Then, the data is 

processed using cluster analysis to determine market segmentation and data processing 

using SPSS. At the initial step, choose the clustering variable and all variables measured 

by one indicator used as clustering variables. Besides, clustering variables are selected 

based on several correlations. Selected variables are features, reliability, serviceability, 

durability, price, online and offline places, ease of care (performance), brand image 

(reliability), originality design (aesthetics), and product value (quality perception). 

The number of clusters identifies using the ward method. The rule for determining 

cluster numbers is to assess differences in heterogeneity between cluster solutions. If there 

were a substantial increase between two alternative cluster solutions, the prior 

alternative could be selected. The calculation for the number of the cluster seen in Table 

2. 

  

Table 2. Number of cluster calculation 

The number of 

Clusters 

Agglomeration 

Coefficient Change 

The margin of 

Coefficient Change 

5 70.805 26.95% 

4 76.048 6.89% 

3 107.371 29.17% 

2 227.290 52.76% 

1 - - 

 

Table 2 shows the optimal number of clusters by two segments. It has the essential 

coefficient and shifts margin among all other qualifying clusters. Changing the factor 

group is indicative of the homogeneity of a single group. Besides, cluster validation was 

carried out, and the findings were 22.47 percent. It is between 20%-25%, so it is known to 

have a stable solution [32]. After that, the characteristics for each cluster identified by the 

method of cross-tab. Significant characteristics differentiate each cluster found by the 

cross-tab. Differences between the two clusters are known by looking at the value of 

Pearson Chi-Square. If the significance value was less than 0.05, there were significant 

differences between the two clusters for this criterion. It is revealed that the 

characteristics that differentiate between the two clusters are customer needs, shopping 

frequency in a year, and the amount of money that is spent at each shopping. Other 

characteristics are not significantly different for the two clusters. The result from the 

market segmentation, including the demographic profile of each cluster seen in Table 3. 

This study segment the market based on customer needs and behavior. Segmenting 

customers is the first and essential step of marketing strategy development. According to 

Yankelovich and Meer [35], segmentation should identify the groups based on customer 

needs that are worth pursuing by the organization. Queen and Miller [10] also found that 

segmentation solely based on demographic factors was not sufficient. It is because the 

resulting segment cannot be used to differentiate the marketing strategy. On the other 

hand, translate segmentation based on behavior and benefit sought directly into a 

message delivered to each segment. 
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Table 3. Market Segmentation 

Criteria Cluster 1 Cluster 2 

Needs 
Fit size 

Affordable price 

Fit Size 

Durability 

Shopping frequency 

at “M” in a year 
1-2 times More than two times 

The amount of 

money spent on each 

shopping at "M" 

Not more than IDR 

300,000 

More than IDR 300,000 

Monthly income 
More than IDR 26,000,000 More than IDR 26,000,000 

Age 
16-57 Year 16-59 Year 

Cluster Name 
Discount Seeker Big Spender 

 

 

3.2. Target Market Determination 

The target market determines the attractiveness of the categories. The market 

with the highest segment attractiveness is set as the target market. The attractiveness of 

the categories is compared to the value score of the parameters and the ranking scores of 

each market segment. These criteria refer to the tree hierarchy in Fig. 1. The definitions 

for each criterion are shown in Table 4. 
 

 

Table 4. Criteria and Sub-criteria Definition 

Criteria or Subcriteria Definition 

Market Demand [36] Number of customers  

• Market Size [36] The number of demands in the current period 

• Growth Rate [36] Increment of demand over time 

• Market Potential [11, 36] The estimated demand in the future 

Competition Intensity [36, 37] The company's effects on its competitors in the existing 

market 

• Number of competitors 

[38] 

The number of companies offering the same product in the 

existing market 

• Market’s barrier to entry 

[36, 38, 39]  

The easiness of other companies to enter the existing 

market 

• Product substitutes [36, 

40] 

The number of replacement products offered by other 

companies  

Market Access [36] Facilities and infrastructure owned by the company in 

reaching its customers 

• Familiarity [36, 41] The level of company’s understanding of the needs and 

desires of its customers 

• Channel Access [36] Media owned by the company in reaching its customers 

• Company fit [36] The company's ability to meet customer demands under 

the company's owned resources 
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Market Demand
Competition 

Intensity
Market Access

Market 

Size

Growth 

Rate

Market 

Potential

Number of 

Competitors

Market’s 

barrier to 

entry

Product 

Substitution
Familiarity

Channel 

Access

Company 

Fit

Segment 

Attractiveness

Criteria

Determine 

target market

Discount Seeker Big Spender

Subcriteria

Alternatives

 
Fig. 1. The Hierarchy Tree 

 

The weight of importance and the evaluation score is calculated based on three 

experts from companies using the Delphi method. They are Marketing Manager, 

Advertising and Promotion Manager, and Chief Marketing Officer. The researchers have 

all worked in the marketing division for nine years. Respondents were asked separately 

to determine the number of criteria based on their significance. The process is repeated 

until the findings have been consistent. Priority vector values are first determined as input 

for the consistency check. 

In the meantime, to determine the assessment ranking, the sub-criteria used the 

same as above but with different questions. Respondents were asked to rate alternative 

markets or market segments for each criterion. Upon ensuring the accuracy of tests, 

priority vectors are determined and used as assessment scores for each alternative. The 

evaluation score for each option is determined by multiplying the evaluation score by 

weight for each sub-criterion and then multiplying the result by the weighted evaluation 

criteria for the final rating. After conducting two rounds of interviews and consistency 

tests AHP, the sub-criteria of market demand is still inconsistent. Therefore, the third 

round interview only involves the sub-criteria of market demand. The results of the 

consistency test after the third round of interviews are presented in Table 5. 

Table 5 shows that all the tested criteria are consistent because of CI / RI under 

0.1. Then the importance weight of each rule with an evaluation score on each cluster is 

calculated using the Delphi method. The result shows that managers give more priority to 

market demand and market access than competition intensity. It happens probably 

because "M" focuses more on the quality and innovation of the products offered. In this 

way, the pressure from the competition can be reduced. Aghdaie and Alimardani [41], In 

their study, also found that the management of well-known chair manufacturing 

companies did not view competition as a high priority factor. Table 5, the highest number 

is 0,77, which is owned by the Big Spender cluster. Therefore, the Big Spender cluster is 

the primary target market of “M”. 

Jang et al. [9] measures travel segment attractiveness based on two criteria. They 

are market potential and risk. In another study, McQueen and Miller [10] consider 

segment profitability, accessibility, and variability. Jang, et al. [9] Choose to apply 
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profitability, accessibility, and reachability in selecting a target market. All those studies 

put the same importance to all criteria. This study proves that not all target market 

selection criteria have the same level of importance. 

 

Table 5. Consistency Test and AHP Calculation 
 𝜆𝑚𝑎𝑥 Priority 

Vector 

Consistency 

Index 

CI/RI Discount   

Seeker 

Big 

Spender 

Criteria 3  0 0   

Market 

Demand 

3.11 0.48 0.06 0,09   

• Market size 3.11 0.72 0.06 0,09 0.16 0.83 

• Growth 

rate 

3.11 0.20 0.06 0,09 0.83 0.16 

• Market 

potential 

3.11 0.08 0.06 0,09 0.16 0.83 

Competition 

Intensity 

3 0.05 0 0   

• Number of 

competitors 

3 0.45 0 0 0.13 0.87 

• Market’s 

barrier to 

entry 

3 0.10 0 0 0.17 0.83 

• Product 

substitution 

3 0.45 0 0 0.17 0.83 

Market Access 3 0.47 0 0   

• Customer 

familiarity 

3 0.14 0 0 0.13 0.87 

• Channel 

access 

3 0.14 0 0 0.5 0.5 

• Company 

fit 

3 0.72 0 0 0.12 0.88 

   RI=0.58  0.23 0.77 

 

3.3. Market Positioning Design 

Data processing shows several characteristics of the target market: (a) Willing to 

spend more than IDR 300,000 a month to buy clothes; (B) Go to the "M" shop at least three 

times a year; (c) Focus on fitness and endurance of clothing. Based on the target market's 

characteristics, especially the third point, the qualitative analysis uses Bull's eye 

positioning method. The detailed process of determining market position is shown in Fig. 

2. The analysis recommends that the "M" market position is: "everlasting quality that fits 

your body". This position is expected to influence customer perceptions about the product 

and encourage purchase intentions of the target market. A positive relationship between 

positioning, customer perception, and plan to buy. It is found in Wang [13].  

This study uses a qualitative approach to determine product positioning. Such as 

the study conducted by Bartikowski, et al. [16]. A quantitative approach can be used, such 

as Correspondence Analysis [13] and Multidimensional Scaling [14]. Nevertheless, in the 

end, positioning strategy relies on creativity and ability of the management to catch the 

gap exist in the market and the mind of customers. Therefore, a good positioning strategy 

is unique and different from competitors.  
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3.4. Marketing Strategy  

This paper focused on the Big Spender cluster data as the most potential target 

market. Identification of the marketing mix components that need to be improved is the 

component that has the lowest average of all questions in each part. Furthermore, these 

components tested using ANOVA to determine the average difference of each significant 

component. The results show substantial differences between them, but the promotion has 

the lowest average score. Therefore, this research will focus on designing the promotion 

aspect of "M".  

Furthermore, a simple survey of 20 respondents used online interviews via Line 

and WhatsApp and face-to-face meetings with offline shop visitors. The question is, "if "M" 

wants to provide promotional information to you, what channel do you prefer?" One 

respondent can mention more than one promotion channel. The result shows that most 

respondents prefer ads on social media homepage, especially Instagram and Facebook. 

Therefore, the prototype ads on Facebook and Instagram were designed. The design of the 

promotion strategy must undoubtedly follow the market position that has been created, 

namely "everlasting quality that fits your body ". The market position provides the idea of 

choosing brand ambassadors from several celebrities with diverse body shapes. In this 

way, customers perceive that "M" products are suitable for various body shapes. Moreover, 

the previous study shows that celebrity endorser significantly influences the intention to 

buy [23]. 

 
Consumer target

Consumer Insight

Consumer Need 
State

Competitive 
Product Set

Brand Mantra

Points of Parity

Points of Difference

Subtantiator

Values

Visual Identity

Consumer 
Takeaway

Big Spender 

Shop 3 times a 
year and 

spend more 
that Rp 

300.000,00

Fit size and 
durable 
clothes

Others product that considers 
about size even using 

antropromethy method, or 
customize clothes, and others 

durable material

Floral motive, embroidery, 
monochrome, pastel colour, and 

posperity colour

Design, channel, and brand 
ambasador

Everlasting Quality that fits your 
body

Size chart and clear description

Award, news, and CSR

Trendy, simple, and elegant

Clothes that 
can answer 
my needs

 
 

Fig. 2. Bull’s Eye Positioning Analysis for “M” 
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Ads designed for Instagram and Facebook are the same. A prototype sample is in 

the Appendix. Then, the groups consist of 20 women who have an interest in fashion and 

are actively using Instagram and Facebook. One group is a control group, and the other is 

a stimuli group. The control group is presented with an "M" ad at this time. Another group 

is presented with a prototype ad. Each group was asked their opinion about each ad. Their 

ideas are translated into a nominal scale and tested in a non-parametric test. It shows 

that the new design is better than the existing design because the p-value of current and 

prototype ads was 0.04 (<0.05). This result is different from a study conducted by Halliwell 

and Dittmar [42]. They found that the model's body size displayed in the advertisement 

and did not affect the respondent's evaluation. However, it increases body-focused anxiety. 

Moreover, Halliwell and Dittmar [42] advise advertisers to use models with average or 

even large body sizes to avoid body-focused anxiety among the viewers. 

 

4. Conclusion 

Customers "M" was split into two categories, the Big Spender and the Discount 

Seeker. The results of the Delphi and AHP approaches have led the organization to focus 

on market demand and market access. Therefore, the Big Spender cluster is chosen as the 

target market. The correct market position for this class is "eternal quality that suits your 

body," highlighting the size and durability of your clothes. More review of this cluster 

reveals that the marketing portion is a combination.  It has the lowest average of all 

promotional strategy problems. Most respondents prefer social media homepage ads, 

particularly Instagram and Facebook. Next, Facebook and Instagram ads are planned for 

home prototypes. A simple survey of 20 respondents reveals that the new design is better 

than the existing one.  This study proposes a marketing strategy that is appropriate for 

the current market. The goal of Companies is advised to regularly analyze the suitability 

of strategy and customers to ensure the effectiveness of their marketing strategies. Future 

research may review aspects of social media ads that attract the attention of viewers. In 

this way, the ads attract the viewer's attention despite the many other ads accepted. 
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