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Abstract

This quantitative research aimed to cluster Facebook Fanpage customers according to their distinguishing
features under the STP strategy using the k-prototype clustering technique. The sample was 389 people who
were used to buying products via their Facebook fan pages by using convenience sampling. The research
instrument was a questionnaire with an item congruence index of over .5, an item content validity index of 1.00
for each item, and a Cronbach's alpha coefficient of .901. The data were collected online between July and
October 2022. The study revealed that Facebook Fanpage customers are segmented into three groups according
to their outstanding characteristics: the first group is a group of teenage online shoppers who buy little but are
easily satisfied (62.98 percent); the second group is a group of online shoppers with high expectations (35.22
percent); and the third group is a group of online shoppers who give importance to the quality of products and
have high purchasing power (1.80 percent).

Keywords: customer segmentation, cluster analysis, K-prototype algorithm, STP strategy
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Market Segmentation
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