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INTRODUCTION

Tourism also has an important impact in helping to revitalize the local economy by providing jobs and improving
community welfare. In addition, tourism can also be a part of fulfilling human needs and lifestyles, and moving
millions of people to get to know nature, the environment, and culture for both domestic and global communities
(Gellat, 2000). Meanwhile, tourism activities in a particular area will have an impact on the surrounding area through
direct effects, indirect effects, and continued effects. Therefore, spatial planning and empowerment of communities
around tourist areas must consider the paradigm of sustainable tourism development, namely: economically feasible,
environmentally friendly, socially acceptable, and technologically applicable (Sari & Wibowo, 2023).

Lembeh Strait Tourism Destination is one of the tourism destinations that has great potential to be developed.
Located in Bitung City, North Sulawesi Province, this tourism destination is known as a paradise for divers with
extraordinary marine biodiversity and unique underwater beauty. This uniqueness makes Lembeh Strait a favorite
destination for tourists looking for a different diving experience from other places. However, to maximize the
potential of Lembeh Strait Tourism Destination as a leading tourism, an effective marketing strategy is needed. For
example, the Segmenting, Targeting, and Positioning (STP) marketing strategy. STP is a marketing strategy that can
be used to identify and utilize the right market segment, set specific market targets, and position products in the
minds of consumers (Kotler and Keller, 2016).
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According to Kotler, and Keller, (2016), segmentation is the process of dividing a market into smaller groups based
on certain characteristics such as demographics, geography, psychographics, and behavior. Targeting is the next step
after segmentation, namely choosing market segments that will be targeted for marketing. At this stage, factors such
as segment size, growth potential, and competitiveness need to be considered to ensure that marketing resources are
used efficiently and effectively. Positioning is an effort to create a strong image and identity in the minds of
consumers.

Conducting proper segmentation and targeting can be done by identifying and targeting market segments that have
different needs and desires for the product. Through proper positioning, a product can be known by consumers. To
achieve the above objectives, this study was conducted to study and analyze the marketing strategy of STP Lembeh
Strait Tourism Destination with the research title: "Qualitative Study: Segmentation, Targeting, and Positioning
Marketing Strategy of Lembeh Strait Tourism Destination in Bitung City, North Sulawesi". It is hoped that this study
can provide a significant contribution to the development of tourism, especially Lembeh Strait Tourism Destination
and assist the government and tourism industry players in formulating appropriate policies and strategies to increase
the competitiveness of tourist destinations.

OBJECTIVES

Many studies have discussed the concept of STP in marketing in general, but few have applied it specifically to tourist
destinations such as the Lembeh Strait. According to Camilleri (2018), although the concept of STP is widely
discussed in marketing literature, its application in the context of tourism, especially in lesser-known destinations,
is still rarely explored. Local community participation is key to the success of sustainable tourism development, but
research that integrates this aspect into STP marketing strategies is still lacking. According to Timothy (2002), local
community involvement is often overlooked in the development of tourism destination marketing strategies. While
the use of digital technology is increasingly common in tourism marketing, studies on the application of digital
technology in local tourism destinations such as the Lembeh Strait are still limited. According to Buhalis and Law
(2008), the use of digital technology in local tourism marketing still requires further research to fully understand its
potential. The concept of Segmenting, Targeting, and Positioning (STP) marketing strategy is very relevant to be
applied in the development of Lembeh Strait Tourism Destination. The right marketing strategy is not only limited
to promoting tourism products, but also compiling segmentation based on customer targets, targeting specific
markets, and positioning the destination in the minds of tourists (consumers).

This study also reviews the results of previous research with the following objectives: First, Providing a Strong
Theoretical Basis. Previous research provides a strong theoretical basis for this study. By referring to previous
research, researchers can understand relevant concepts and theories, such as Tourist Satisfaction Theory, Tourism
Experience Theory, and tourism marketing strategies. This theoretical basis helps in forming the conceptual
framework of this study (Oliver, 2010) (Chen & Chen, 2010). Second, Identifying Research Gaps. By reviewing
previous literature, researchers can identify research gaps that have not been explored or have not been adequately
answered. This helps researchers determine the unique contribution of this study and ensure that the study has added
value (Yoon & Uysal, 2005) (Gursoy, Chen, & Chi, 2014). Third, Utilizing Proven Methodology. Previous research
often presents a methodology that has been tested and proven effective in collecting and analyzing data. By adopting
or modifying the methodology used in previous research, researchers can increase the validity and reliability of this
study. It also helps researchers avoid methodological errors and increases the credibility of research findings
(Creswell, 2014) (Yin, 2014). Fourth, Improve Data Analysis and Interpretation.

METHODS

This study uses a qualitative paradigm that focuses on an in-depth understanding of the marketing phenomenon of
the Lembeh Strait Tourism Destination in Bitung City, North Sulawesi. The qualitative paradigm was chosen because
this approach allows researchers to explore the meaning, experiences, and perspectives of tourism actors and tourists
contextually and holistically (Creswell, 2014). In a marketing strategy that involves segmentation, targeting, and
positioning, a qualitative approach is very relevant to understanding how the strategy is formulated, implemented,
and perceived in real practice in the field.
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The case study method was chosen as a research strategy to obtain a comprehensive picture of the dynamics of the
Lembeh Strait Tourism Destination marketing. According to Yin, (2018) case studies allow researchers to explore in
depth various aspects that influence the success of marketing strategies in a particular context. By using case studies,
this study examines in detail the process of market segmentation, market target determination, and destination
positioning carried out by tourism stakeholders in Bitung City. This approach also allows researchers to collect data
from various sources, such as in-depth interviews, observations, and related documents, resulting in a rich and
contextual understanding. This qualitative approach with a case study method is expected to provide a significant
contribution in developing an effective and sustainable marketing strategy for the Lembeh Strait Tourism
Destination, as well as being a reference for the development of tourism in other areas with similar characteristics.
According to Sugiyono (2016), a sample is part of the number and characteristics of the population. Therefore,
samples are taken using certain techniques so that they can represent the population. In this study, samples were
taken in the following ways:: Using Purposive Sampling Techniques. Researchers selected respondents based on
certain criteria, namely: tourists who have visited the Lembeh Strait at least once in the last 6 months or tourists who
actively use local tourism services. Using Snowball Sampling Techniques. Snowball sampling is used by researchers
starting with several key informants who are known to be active or have insight into tourism in the Lembeh Strait,
then asking them to recommend other relevant residents to be interviewed. Using Purposive Sampling and
Maximum Variation Sampling Techniques. In addition to purposive sampling to select business actors operating in
the tourism sector (hotels, restaurants, tourism service providers, etc.), maximum variation sampling was used to
obtain rich data variations from business actors with different scales and types of businesses. Researchers selected
respondents from various business categories to obtain a comprehensive picture of marketing strategies. This study
used a variety of primary and secondary data collection methods to gain comprehensive and in-depth insights. A
combination of in-depth interviews, focus group discussions, participant observation, open-ended surveys, document
analysis, and literature studies were used to explore various aspects of marketing strategies, understand tourist
experiences and perceptions, and identify areas for improvement and innovation.

RESULTS

The competitive advantages of Lembeh Strait Tourism Destination are identified through key attributes such as high
marine biodiversity with rare species such as nudibranchs, frogfish, and pygmy seahorses; exclusive muck diving
experience; and the friendliness of the local community that adds a cultural dimension to the tourism experience.
The recommended promotional strategy focuses on marketing campaigns that highlight the unique biodiversity and
muck diving experience through social media, videos, photos, diver testimonials, and collaboration with diving
operators and travel agents. In addition, underwater photography events and competitions are also proposed to
attract the global diving community, while local cultural elements are integrated into the tour packages to enrich the
tourist experience.

The positioning statement of Lembeh Strait Tourism Destination is formulated as a leading destination in North
Sulawesi that offers unmatched underwater adventures with rich marine biodiversity, challenging underwater
currents, and historical dive sites. Lembeh Strait is a paradise for experienced divers and adventure tourists who
value authentic experiences enriched by local cultural interactions and sustainable conservation efforts. This
destination is internationally recognized and recommended by professional divers as a unique and unforgettable
experience. The implementation of the positioning strategy is carried out by communicating the desired position
through social media, websites, brochures, and tourism events, as well as collaborating with influencers and the
diving community. Consistency of messages and visual branding is maintained by emphasizing the uniqueness of
biodiversity, muck diving experiences, and the friendliness of the local community using attractive slogans and
uniform graphic designs. This strategy aims to strengthen the image of Lembeh Strait as a unique and accessible
diving destination, while increasing its competitiveness in the domestic and international markets through
investment in facilities and integrated marketing campaigns.

Based on the results of this study, it can be stated that the Lembeh Strait positioning strategy highlights the
uniqueness and competitive advantages of this destination, namely high underwater biodiversity with rare species
such as nudibranchs, frogfish, and pygmy seahorses, as well as an exclusive diving experience in the form of muck
diving. This advantage is combined with easy accessibility from Bitung City and Manado which is relatively better
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compared to the main competitor destinations such as Raja Ampat and Wakatobi which have more difficult access,
as well as Komodo Island which also faces access challenges. Thus, the position of the Lembeh Strait as a leading
destination in North Sulawesi that offers a unique and authentic diving experience with strong local cultural values
is clear and well-defined. The discussion also integrates a SWOT analysis that realistically identifies the strengths,
weaknesses, opportunities, and threats of the destination. The main strengths in the form of high biodiversity and
friendliness of the local community, opportunities from global ecotourism trends and government support, and
threats from new destination competition and environmental risks are a strong foundation for building a relevant
positioning strategy. However, weaknesses such as relatively difficult accessibility and less than massive international
promotion are also acknowledged, so the positioning strategy is directed at overcoming this through marketing
campaigns that highlight the uniqueness of biodiversity and diving experiences through social media, videos, diver
testimonials, and collaboration with diving operators and travel agents.

This positioning strategy also emphasizes consistency in communication through social media, websites, brochures,
tourism events, and collaboration with influencers and diving communities. The use of uniform slogans and graphic
designs strengthens the image of Lembeh Strait as a unique and easily accessible diving destination, while increasing
competitiveness in the domestic and international markets. This approach is in line with the phenomenon of the
marketing gap which has been the main obstacle, namely the lack of promotion and international exposure.

DISCUSSION

Geographic and psychographic segmentation is a very relevant and potential approach for the Lembeh Strait Tourism
Destination. The main segments include international tourists from Europe and North America with high purchasing
power and a special interest in diving and underwater photography activities, as well as middle to upper class
domestic tourists from big cities in Indonesia who are increasingly aware of ecotourism and looking for adventure
experiences and environmental education.

The right targeting is done by offering premium and exclusive tour packages for international tourists, as well as
affordable and educational tour packages for domestic tourists. The diving and underwater photographer community
as a psychographic segment is also very important with the offer of exclusive diving experiences and technical support
facilities.

The Lembeh Strait Tourism Destination is positioned as a leading destination in North Sulawesi that offers a unique
diving experience in the form of muck diving with high marine biodiversity and easy accessibility compared to the
main competitor destinations. This uniqueness is supported by the friendliness of the local community and strong
cultural values. The use of social media, influencers, digital platforms, and participation in global tourism exhibitions
are key promotional strategies to increase the visibility and attractiveness of the destination. Suggestions that can be
given to implement effective marketing strategies for the target segments of the Lembeh Strait Tourism Destination
are as follows:

1Develop tour packages that suit the needs of market segments, such as premium packages for international tourists
and educational and adventure packages for domestic tourists.

2. Improve supporting facilities such as diving and underwater photography equipment rentals, technical training,
and professional guide services to enhance the tourist experience.

3. Maximize the use of social media, collaborate with influencers, and actively participate in international exhibitions
to expand market reach.

4. Provide family-friendly and group tour packages to attract domestic segments who want to vacation with family or
friends.

5. Integrate conservation education values into every tour package to support sustainable tourism.
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